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BEFORE YOU READ
Discuss these Questions.
1 What are the main reasons for a company to start looking outside its domestic market?
2 What are some of the problems that might arise when marketing and advertising products in different countries?
3 What kind of cultural problems can arise when a company starts working internationally?

READING
Understanding the main points
Read the article on the opposite page and say whether these statements are true (T), false (F) or there is not enough information given (N). Identify the part of the article that gives this information.
1. Most companies only start working internationally when they have fully exploited their domestic market.
2. The best way to enter foreign markets is to set up subsidiaries in those countries.
3. Geert Hofstede was the first person to study the impact of culture on working internationally.
4. Geert Hofstede found that values and beliefs in different parts of IBM across the world were different.
5. The biggest problem when working internationally is getting the marketing right.
6. China is the most difficult foreign country for Western companies to do business in.
7. Cultural diversity can be a benefit as well as a problem.

Understanding details
Read the article again and answer these questions.
1. What is Geert Hofstede's nationality?
2. When did Hofstede carry out his research at IBM?
3. Why was IBM a good company to choose for his research?
4. Why was 'Nova' a bad name for a car in Spanish-speaking markets?
5. Why was the Lexus luxury car less successful in Europe than in the US?
6. What can companies do to be more successful when marketing products internationally?
7. Why do Western companies have problems operating in China?
8. What are some of the benefits of working across cultures?




1.Barriers can give a competitive edge
by Morgan Witzel


5

A  Sooner or later the growing company will reach market saturation in its domestic market and there will be little choice but to move into overseas markets.
B Most companies, in fact, start dipping their toes in foreign waters long before they reach domestic saturation, to exploit other profitable markets and give themselves experience of working abroad.
C Whether the company is trading abroad or establishing foreign subsidiaries, the issue of national culture assumes great importance. It had been known for years that working across cultures poses special problems, but the work of Geert Hofstede, the Dutch management theorist, in the 1970s and 1980s showed just how diverse and various cultural influences can be.
D Working across a single global company – IBM, a business noted for the unifonnity of its corporate culture -Hofstede showed that a huge variety of beliefs and values were present in the workplace, not just between the US, Europe and Asia, but within regions as well.
E Globalisation is said to be leading to cultural convergence but, as Hofstede and many later studies have shown, full convergence is still some way away.
F Companies moving into international markets will usually first feel the effects of culture on their marketing and advertising. Every international marketer has their collection of mistakes, where the values of one culture fail to translate into another. Sales of the Vauxhall Nova in Hispanic-speaking countries, for example, suffered because in Spanish, no va means “won't go”.
G Other failures are more complex and based on deeper cultural divides. Toyota's luxury car, the Lexus, was an immediate hit in the US, where the luxury-car market had been the pre-serve of a few domestic companies, and the Lexus offered something appreciably different. The Lexus has been much less successful in Europe, where there is a stronger tradition of luxury car-making and strong loyalty to local brands on the part of their buyers.
H Cultural barriers in marketing can be overcome by repositioning brands, changing advertising and product features to suit local sensitivities and so on. Much more difficult to manage are the cultural differences that arise when companies establish multinational subsidiaries and then expect members of different national cultures to work together. This is especially the case with Western companies establishing subsidiaries in China.
I  Chinese workers often prefer strong directive leadership to the more democratic model now common in the West. They also rely much more on senior managers to sort out problems, including problems in the workers' private lives. Linguistic confusion is also compounded by quite different attitudes to issues such as ethics, reporting and control, and workers' rights and responsibilities.
J What appears to be a barrier, however, can actually be a source of competitive advantage for those companies and managers that learn to work with cultural differences and benefit from them.
K In terms of managing local subsidiaries, some global companies have learnt to adopt best practices from foreign companies and transfer these into the home market. This kind of cross-fertilization has been taking place between Japanese and Western car-makers for decades, and has led to powerful innovations on both sides.

Understanding expressions
Choose the best explanation for each phrase from the article.
1 ... will reach market saturation ...
a) start to lose market share
b) stop expanding its market share
2 •... start dipping their toes into foreign waters ...'
a) making the first moves
b) carrying out test marketing
3 •... leading to cultural convergence ...'
a) where everything becomes similar
b) where everything changes
4 •... will usually first feel the effects of culture on ...'
a) have cultural problems
b) be influenced by culture
5 •... based on deeper cultural divides.' 
a) differences
b) values
6 •... to suit local sensitivities ...'
a) adapt to different ways of doing things
b) try to change the local customs
7 'Linguistic confusion is also compounded by ...'
a) made better
b) made worse
8 •... a source of competitive advantage ...'
a) a reason for problems with competitors
b) a chance to be better than competitors
9 •... to adopt best practices from ...'
a) improve by constant practice
b) take good ideas from others

Word search
Find words or phrases in the article which fit these meanings.

1 markets in foreign countries (paragraph A)
2 to use fully so you get as much advantage as possible from it (paragraph 8)
3 companies that are at least half owned and controlled by another company (paragraph C)
4 causes (a problem) (paragraph C)
5 ideas that you feel to be true (paragraph D)
6 the principles that influence the way of life of a particular group or community (paragraph D)
7 place reserved for one special group (paragraph G)
8 being faithful to a set of beliefs or a country (paragraph G)
9 things that prevent or limit what you can do (paragraph H)
10 changing the way of marketing and advertising a product or a brand so that people think about it in a different way (paragraph H)
11 set up, create (paragraph H)
12 a style of management that shows you are clearly in charge (paragraph I)
13 to solve (paragraph I)
14 the mixing of the ideas of different groups of people, which often produces a better result (paragraph K)


Sentence completion\
Use words and phrases from Exercise B in the correct form to complete these sentences.

1. Multinational companies usually have…………. in many parts of the world.
2. Some companies are more successful in .............. markets than in their domestic market.
3. Having a presence in a market is the best way to .............. it fully.
4. Sometimes it is necessary to ...... a product or brand in a foreign market in order to avoid offending or confusing people.
5. To sell products successfully in foreign markets, it is usually necessary to ....... local sales companies.










Professional Vocabulary in use.

BUSINESS ACROSS CULTURES
A Cultures and culture
Alexandra Adler is an expert in doing business across cultures. She is talking to a group of British businesspeople.
‘Culture is the “way we do things here”. “Here” may be a country, an area, a social class or an organization such as a company or school. You often talk about:
· company or corporate culture: the way a particular company works, and the things it believes are important.
· canteen culture: the ways that people in organization such as the police think and talk, not approved by the leaders of the organization.
· long-hours culture: where people are expected to work for a long time each day.
· macho culture: ideas typically associated with men: physical strength, aggressiveness, etc.
But you must be careful of stereotypes, fixed ideas that may not be true.’
B Distance and familiarity
Distance between managers and the people who work under them varies in different cultures. Look at these two companies.
	In country A, managers are usually easy to talk to – accessible and approachable – and there is a tradition of employees being involved in decision-making as part of a team of equals.
	In country B, managers are usually more distant and remote. Employees may feel quite distant from their managers and have a lot of deference for them: accepting decisions but not participating in them.

	[image: C:\Users\пользователь\Desktop\images.jpg]
· Call me Stefan.
	[image: C:\Users\пользователь\Desktop\frustrated-boss-at-work.jpg]
· Call me Mr. Johnson.

	This company is not very hierarchical, with only three management layers.
	Companies in country B tend to be more hierarchical than those in country A, with more management layers.


Deference and distance may be shown in language. Some languages have many forms of address that you use to indicate how familiar you are with someone. English only has one form, ‘you’, but distance may be shown in other ways, for example, in whether first names or surnames are used.
1. Look at A section. Which word combination with ‘culture’ describes each of the following?
1. The men really dominate in this company, they don1t make life easy for women at all. All they talk about is football.
2. Among the management here we try to be fair to people from different minorities, but there are still elements of racism among the workforce.
3. Of course, the quality of the work you do after you`ve been at it for ten hours is not good.
4. There was a time when managers could only wear white shirts in this company – things are a bit less formal now.
5. Here the male managers talk about the market as if it was some kind of battlefield.
6. They say that if you go home at 5.30, you can`t be doing your job properly, but I`m going anyway.
2. Read this information about two very different companies and answer the questions.
The Associated Box Company (ABC) and the Superior Box Company (SBC) both make cardboard boxes.
At ABC there are three levels of management between the CEO and the people who actually make the boxes. At SBC, there is only one level.
Managers at ABC are very distant. They rarely leave their offices, they have their own executive restaurant and the employees hardly ever see them. Employees are never consulted in decision-making. At SBC, managers share the same canteen with employees. Managers have long meetings with employees before taking important decisions.
Managers and the CEO of BSC have open-door policy where employees can come to see them about any complaint they might have. At ABC, employees must sort out problems with the manager immediately above them.
At ABC, employees call their managers ‘sir’. At SBC, everyone uses first names.
1. Which company:
a. is more hierarchical?
b. is more informal in the way people talk to each other?
2. In which company are managers: 
a. more approachable?
b. more remote?
3. In which company are employees: 
a. more deferential?
b. on more equal terms with their bosses?
2. COMMUNICATING ACROSS CULTURES

BEFORE YOU READ
Discuss these Questions.

1 In what ways do you think working internationally has changed in recent years?
2 What personal skills and qualities are important if you want to work successfully with people from other cultures?
3 What examples can you think of where differences in communication styles might cause problems when working across cultures?

READING
Understanding the main points
Read the article and choose the statement that expresses the ideas in the article most accurately.

1 Europeans find it hard to work with people from the Middle East and Asia.
2 You need to adapt your behavior and communication style when working across cultures.
3 Maintaining group harmony is the most important quality needed by international managers.

Understanding details
Read the article again and answer these questions.

1 In what ways has the world of work changed in recent years?
2 How are some international software development projects run nowadays?
3 What is the result of increased interaction between colleagues from different countries?
4 What do organizations need in order to be effective in different countries?
5 What research did PDI carry out?
6 How big was PDI's survey?
7 What are 'The Big Five'?
8 What was one of the most important findings from the research?
9 How did managers from the UK score on the research?
10 How did managers from Saudi Arabia and Japan score?
11 What can happen when British managers come into contact with managers from Saudi Arabia or Japan?
12 What is one potential problem when British people work with the Chinese?



Communicating across the cultural divide

A Until quite recently, company leaders who worked closely with foreign colleagues either travelled regularly or were transferred overseas. But the world of work has changed dramatically. Now, many managers regularly interact with foreign clients, vendors or fellow employees without ever leaving their offices.
B For instance, an HR manager in London may, on the same day, talk with a colleague in Asia and a customer in the US. Or a software developer in Dublin can pass on an around-the-clock software project each afternoon to a colleague in California, and get it back the next morning from a colleague in Bangalore.
C This increased interaction with colleagues in other countries can result in a dramatic contrast in styles, cultures and expectations. That, in turn, makes it more important to ensure your organization has access to the interpersonal and management skills needed to be effective in the countries in which it operates.
D Research from global HR consulting firm Personnel Decisions International (PDI) suggest s that there are significant differences in core personality traits between business leaders from different countries.
E PDI examined responses on its global questionnaire from nearly 7500 managers and executives in more than 500 organizations across 12 countries. The survey looked at 39 specific traits that make up what industrial psychologists call 'The Big Five' – emotional balance, extroversion, conscientiousness, agreeableness and openness to new experiences.
F Chief among the research findings is the fact that agreeableness and emotional balance account for the biggest differences between managers and executives working across different countries.
G Business leaders in the UK had among the lowest scores on agreeableness - the tendency to seek group harmony - and received average scores in emotional balance. Executives in the UK, as well as other EU countries including Germany and the Netherlands, scored high on extroversion, meaning they like to work in groups.
H In control, managers and executives to in countries such as Saudi Arabia and Japan are more concerned about maintaining group harmony, and seem more in touch with their emotions and feelings, but they are less inclined to speak openly.
I Given increased international interaction and big differences in styles and cultures, it is important for you to be able to match your personal and communication styles with those of colleagues in other countries.
J ‘Without realizing it, you may not put as much emphasis on group harmony, so you are at risk of coming across as more abrupt or non-caring to managers in countries such as Japan or Saudi Arabia,’ says Simon Callow, Vice-President and Managing Director of PDI UK.
K And there are other difference. A brainstorming session is a common exercise in the UK, where open group discussion is accepted. However in China, executives scored low on extroversion, preferring to work on problems alone rather than with others. If you propose a brainstorming session with Chinese colleagues, you could be met with great resistance, meaning your effort is likely to be a waste of time.
L To be successful when working across cultures, you need to recognize the differences in cultural behaviors and personality traits so you can learn how to adapt your behavior and your communication style.

Understanding expressions
Match 'The Big Five' personality traits described in the article (1-5) with their definitions (a-e).

1. emotional balance
2. extroversion
3. conscientiousness
4. agreeableness
5 openness to new experiences

a) tendency to be original, creative and curious
b) tendency to be reliable, well organized, self disciplined and careful
c) tendency to be sociable, friendly, fun· loving and talkative
d) tendency to be calm, relaxed and secure
e) tendency to be good-natured, sympathetic, forgiving and helpful to others\

Match each of these statements to one of 'The Big Five' personality traits in Exercise 1.

a) I like to follow a schedule.
b) I have a vivid imagination.
c) I start conversations.
d) I give time to others.
e) I am the life and soul of the party.
f) I don't get upset easily.
g) I pay attention to detail.
h) I am calm, relaxed and at ease most of the time.
i) I am full of ideas.
j) 1 make people feel at ease.








Sentence completion
Use the words and phrases in the box to complete the sentences.

	abrupt          come across           effort       expectations       harmony            inclined
interaction        interpersonal       met with resistance        non-caring        traits



1. If you are unlikely to succeed in doing something, then making an extra ........ will probably be a waste of time.
2. If you are too direct and unhelpful to people, you may appear to them to be ....... and ………….
3. If you are in regular contact with people that means you have a lot of …………. with them.
4. We all have ......... and make assumptions about how people will behave before we meet them.
5. People who communicate well with other people usually have good ........ skills.
6. ............. are qualities that are part of someone's personality.
7. If you do not want to do something, then you are not ....... to do it.
8. The impression you make on other people is also how you ....... to them.
9. If people really don't want 10 do what you suggest, and then your ideas will probably be………….
10. In Asian cultures, group ....... is important, so people do not openly disagree with each other.

Synonyms
Find words in the article which mean the same as these words.

	1. chiefs/bosses
2. fellow employees
3. abroad
4. customers
5. suppliers
	6. 24/7
7. managers
8. companies
9. study
10. by yourself












Prepositions
Complete these sentences using the prepositions in the box.
	about          at           for          in          of          on          up         with           with



1. Increased contact with colleagues from other countries has resulted ……….. big contrasts in ways of working and communicating.
2. The PDI survey looked ………… personality traits in leaders from different countries.
3. In particular, the study examined the personality traits that make ........... 'The Big Five'.
4. Agreeableness and emotional balance account ……... from different countries,
the biggest differences between managers
5. Managers from Asian and Middle Eastern countries are particularly concerned ....... maintaining
group harmony.
6. Managers from Asian and Middle Eastern countries are also more in touch ……. their emotions and feelings.
7. To be effective as an international manager, it is important to be able to match your communication style ....... those of colleagues from other countries.
8. Western managers put less emphasis ....... maintaining group harmony.
9 They are therefore at risk…………coming across as abrupt and non-caring to managers from Asia and the Middle East.


















Professional Vocabulary in use.

BUSINESS ACROSS CULTURES
A Entertainment and hospitality
Alexandra Adler continues her seminar on cross-cultural issues.
Entertaining and hospitality vary a lot in different cultures.
· In Alphaland, entertaining is important. There are long business lunches in restaurants, where deals are discussed. Professional and private lives are separate, and clients are never invited home.
· In Betatania, evenings are spent drinking and singing in bars with colleagues and clients.
· In Gammaria, lunch can be important, but less so than in Alphaland. Important contacts may be invited to dinner at home. Corporate hospitality is a big industry, with clients invited to big sports events.
· In Deltatonia, restaurants are rare outside the capital. Some entertainment takes place when important clients are invited to people`s houses for dinner, or go sailing or to country houses for the weekend, etc.
B Time
Attitudes towards time can vary enormously.
In Busyville, people start work at eight, and officially finish at six, though many managers stay much longer. There is a culture of presenteeism: being at work when you don`t need to be.
 There is a two-hour lunch break, and a lot of business is done over restaurant lunches. (Lunch is the main meal. The working breakfast is rare.) There are no snacks between meals, just coffee, so eat properly at meal times.
As for punctuality, you can arrive up to 15 minutes ‘late’ for meeting. If invited to someone`s house (unusual in business), arrive 15-30 minutes after the time given.
Don`t phone people at home about work, and don`t phone them at all after 9 pm.
There are a lot of public holidays (about 15) during the year. Busyville is empty in August, as many companies close completely for four weeks. Employees have five weeks` holiday a year and they usually take four of them in August.
C Cross-cultural communication
Here are some other areas of potential cultural misunderstanding:
a distance when talking to people: What is comfortable?
b eye contact: how much of the time do people look directly at each other?
c gesture: do people make lots of facial gestures? How much do they move their arms and hands?
d greetings/goodbyes: do people shake hands every time? Are there fixed phases to say? 
e humour: is this a good way of relaxing people? Or is it out of place in some contexts?
f physical contact: how much do people touch each other?
g presents: when should you give them? When should you open them? What should you say when you receive one?
1. In which country from A opposite might you hear these things?
1. How about a trip out tomorrow afternoon? We could see some horse racing and have a glass of champagne.
2. Do come out with us this evening! I know some great bars. How`s your singing?
3. What are you doing this weekend? You could come to our summer cottage. You`ll meet my family and we can take the boat out.
4. Let`s get out of the office to discuss the deal. I know a nice restaurant near here, with some very good local dishes.

2. Look at B section. Tick () the things this visitor to Busyville does right, and put a cross () by her mistakes.
I phoned my contact in her office at 7.30 pm. (1…) I suggested a working breakfast the next morning. (2…) She wasn`t keen, so I suggested lunch. (3…) We arranged to meet at her office at 12.30. I arrived at 12.45 (4…) and we went to a restaurant, where we had a very good discussion. That evening I wanted to check something, so I found her name in the phone book and phone her at home. (5…) She was less friendly than at lunchtime. I said I would be back in Busyville in mid-August (6…). Not a good time, she said, so I suggested September. (7…)

3. Which point in C section are referred to in this story?
Sally, a student, is working for a company abroad for a work experience. The company has employees from all over the world. The head of the company, Henrik, invites Sally to a barbecue for his employees at his home, at 3 pm on Saturday.
She is the first to arrive, at 3 o`clock. When the others arrive, some shake hands with each other. Some kiss on one cheek, others on both cheeks.
Others arrive and say hello without kissing or shaking hands. (1…) Some bring wine or flowers, which the host does not open and puts to one side. Others bring nothing. (2…)
In conversations, some people move their arms around a lot and seem to make signs with their hands by their sides. (3…) Some people do not let others finish what they are saying, and others say almost nothing; the people with them seem upset and move away when they can. (4…) Some people look directly at the person they are talking to. Others look away more. (5…) Some touch the arm of the other person whenever they are speaking to them. (6…) She notices that some people seem to be slowly moving backwards across the garden as the conversation goes on, while the person with them is moving forward. (7…)
Later, somebody makes a joke but nobody laughs. Everyone goes quite. (8…) People 
3. WORKING STYLES IN JAPAN

BEFORE YOU READ
Discuss these questions.

1 From your experience or knowledge, what are typical ways of working and communicating in Japan or other Asian countries you have worked in?
2 How do Asian working styles contrast with Western ways of working?
3 How do you think decisions are taken in Japanese companies?

READING
Understanding the main points.
Read the article on the opposite page and answer these questions.

1. Which of these statements best summarizes the key message of the article?
a) Japanese working and communication styles are not efficient for modern business.
b) Japanese companies are very slow to lake decisions.
c) Western managers in Japan want their Japanese staff to communicate in a more Western way.
2. What is the normal Japanese way of communicating ideas and information?
3. How are decisions usually taken in Japanese companies?

Understanding details.
Read the article again and answer these questions.

1. Why is a whiteboard an unusual feature for the office of a Japanese bank's chief executive?
2. What are the five things Federico Sacasa is trying to get his Japanese employees to do when communicating with him and other Westerners?
3. Why are Japanese employees reluctant to discuss things openly with their bosses?
4. Why do Western managers believe that Japanese working practices lead to low productivity?
5. According to Federico Sacasa, what is the difference between consensus decision· making and decision-making by unanimous consent? Which does he prefer and why?
6. What is the difference between the Japanese way of doing things and how Mr. Sacasa would like things done?
7. How confident are Western managers that they will succeed in changing Japanese working practices?


Modernising the Japanese way of working
by Michiyo Nakamoto

A The whiteboard on Federico Sacasa`s wall in Aozora Bank`s Tokyo headquarters is an unusual feature for the office of a Japanese bank`s Chief Executive.
B But the words and drawings in red and blue that fill the board represent an exercise in cultural transformation that Mr. Sacasa believes is critical to the future of the bank.
C A Nicaraguan who came to Aozora via Bank of America, Mr. Sacasa is encouraging Japanese employees to express their views and to engage in brainstorming with their boss. “I am perfectly happy to have a conversation,” is the message he conveys to puzzled Japanese staff. The whiteboard is there to help them express ideas. “I am encouraging people to be a little less formal. I don`t want a presentation, I want a discussion of the issues and the logic,” he says.
D Mr. Sacasa is one of an increasing number of foreign managers who are trying to transform Japanese companies into efficient and competitive modern organizations. His experiment with the whiteboard reflects a typical challenge: to persuade Japanese staff to communicate openly and understandably to a non-Japanese.
E Such dialogue is vital not only to ensure everyone understands what is going on, but also to ensure transparency among all employees about issues in the organization. But free, open expression is not a common feature in Japan`s rigidly hierarchical corporate culture, in which subordinates are often expected to be seen and not heard.
F At Mitsubishi Fuso Truck and Bus, which came under the control of German company Daimler in 2005, Japanese Fumio Akikawa is coping with the same problem as Mr. Sacasa. He must ensure the Damler and Fuso sides understand each other. “Japanese staff will often give a long explanation of the matter under discussion rather than express views directly; and the other side has to figure out what they are getting at,” Mr. Akikawa says. “I tell them it`s OK, it`s an opinion. I challenge my guys to express their views, but for them it is a bit difficult.”
G Western managers are also trying to end such practices as the need for unanimous consent to make a decision, meticulous planning and focus on processes, which they say lead to low productivity. “There is a lot of meeting before the meeting to make sure there are no surprises,” Mr. Sacasa says. “Consensus decision-making is where everyone gets a chance to voice their views, and someone with authority makes a decision and everyone supports the decision. But in Japan, what you have is ‘unanimous consent’, which means ‘everyone agrees….and one person can stop a decision’”.
H Japanese respect for each step of the process and for each person`s role is commendable, but results in inefficiencies, suggests Mr. Sacasa. “The goal is to do it right the first time, rather than doing it over and over and checking and going through a lot of processes.”
I The cultural issues foreign managers face run wide and deep, and nobody is under any illusions that change can be achieved overnight. But foreign managers are sure that the message will get through more widely and change will take place eventually.

VOCABULARY
Understanding expressions
Choose the best explanation for each word or phrase from the article.

1 “ ... critical to the future of the bank.”
a) extremely important
b) negative
2 “Such dialogue is viral …..”
a) essential
b) life-giving
3 “ ... subordinates are often expected to be seen and not heard.”
a) junior managers
b) employees at a more junior level
4 “ ... Fumio Akikawa is coping with the same problem ...” 
a) experiencing
b) dealing with
5 “... the other side has to figure out ...”
a) draw a diagram
b) try to understand
6 “... what they are getting at ...”
a) means
b) understands
7 “... the need for unanimous consent …..” 
a) which everyone agrees with
b) which everyone enjoys
8 “... meticulous planning …..”
a) very slow and relaxed
b) very detailed and correct
9 “... a chance to voice their views …..” 
a) to express
b) to explain
10 “Japanese respect […....] for each person's role is commendable ……”
a) impressive
b) deserves praise
11 “... nobody is under any illusions ….”
a) understands everything
b) believes something that is not true
12 “... the message will get through ….” 
a) be understood
b) succeed
13 “... change will take place eventually”
a) possibly
b) in the end

WORD PARTNERSHIP

	1 to achieve
2 to express
3 to have
4 to give
5 to make/ support
6 to face
	a) issues
b) an explanation
c) a decision
d) views/ ideas
e) a conversation
f) change
























Review Assignment

Communicating Appropriately: Business Etiquette.

Learning Outcomes
After reading this chapter, you should be able to:

1. Define the term business etiquette.
2. Explain why rudeness is on the rise in our society and in the workplace.
3. Describe four major benefits of adhering to the rules and rituals of business etiquette.
4. Explain the difference between business etiquette and social etiquette.
5. Discuss the guiding principles of business etiquette.
6. Discuss the most important rule when making business introductions.
7. Describe the perfect handshake.
8. Discuss the role of company culture on business etiquette.
9. Discuss how to interact appropriately with peers, subordinates, and supervisors.
10. Discuss telephone etiquette.
11. Describe appropriate dress in today's business place.
12. Describe the finer points of how to conduct yourself at office parties.
13. Describe networking and business card protocol.
14. Discuss business dining etiquette, including the roles of toasts and drinking
alcoholic beverages.

An Introduction to Business Etiquette
Business etiquette is defined as "a set of rules that guide how we interact with each other in the business place. Such rules make is possible for us to communicate and interact in a civilized manner." Without rules of civil conduct, work teams can become dysfunctional, business relationships can become strained, office morale can diminish, and productivity can decrease.
An ability to communicate successfully in today's diverse workplace is essential. These days, bad behavior in the workplace results in lawsuits and loss of business. Burgeoning litigation is one result of a workforce adjusting to major changes in its composition.
One initiative that the business community is taking to avoid these hazards is to push for the return of etiquette and manners to the workplace. Many businesses have hired etiquette trainers to teach workshops on etiquette to their employees. Training in business etiquette is really behavioral training on consideration for others. These businesses see considerable benefits in adhering to the rules and rituals of business etiquette. These benefits range from improved employee morale and lower employee turnover to higher productivity and improved public relations.
Knowing global business etiquette can also save you from many embarrassing situations when conducting business internationally. Besides, it provides a wonderful opportunity to learn about what others value and, in turn, show respect for your international business partners.
Below you can find some helpful global business etiquette reminders.

Sample Global Business Etiquette Reminders
While business people around the world are similar in regard to some of their preferences, be careful not to assume they share all of your preferences. Here are some examples of some of our similarities and differences. Additional examples will be mentioned throughout the chapter.
• Greetings. Greetings are certainly commonplace. In many countries this involves a handshake. For example, in the United States a handshake is part of a standard greeting. The same is true in Guatemala when greeting a male.
However, shaking hands with a Guatemalan woman is done only at her discretion.
• Gift Giving. While gift giving may be thought to be a simple process, there is plenty room for offending your international business partner if you do not learn ahead of time what is acceptable and what is not. For example, recommended gifts for Hungarian business partners include alcohol and flowers. In contrast, you would not want to give your Malaysian counterpart alcohol as a gift since it is prohibited to practicing Muslims.
• Punctuality. Being punctual for all appointments, including meetings, is common in most countries. This is especially true in Germany and New Zealand.
In contrast, punctuality is not strictly observed in Nicaragua. It is admired, however.
• Dress. While conservative, formal business dress (e.g., suit, tie, jacket, skirt, conservative dress) is the expectation in most countries, there are exceptions.
For example, in Italy business attire should be elegant and fashionable. Furthermore, in Middle Eastern countries such as Kuwait, where modesty is highly valued, choose clothing that covers most of your body.

Business Etiquette at the Office
Business etiquette basics are simple, according to Hilka Klinkenberg, director of Etiquette International. The first general principle is the differences between business etiquette and social etiquette. Social etiquette is based on chivalry, a code based on the dated notion that women need protection. In contrast, business etiquette has its origins in the military code of etiquette, which is based on hierarchy and power. Business etiquette, then, is based on rank, or the pecking order, not on gender.
Business etiquette's first guiding principle is to treat people according to rank rather than gender. Men and women are peers in the workplace. If you are a man, you should hold open a for a woman if you would hold it open for a man in the same circumstance. The general rule is: Whoever reaches the door first opens it. Whether you are a man or a woman, doors are held open for superiors, clients, and those who have their arms full of folders and packages.
Another instance of deciding who goes first is when exiting an elevator. Unless a woman happens to be your CEO or your client, whoever is closest to the door exits first, regardless of gender? A man who treats a woman in a chivalrous manner may be perceived as condescending. This perception can create a workplace climate of hostility. Many women believe that they cannot be perceived as equal if they are treated chivalrously.
Professionals with disabilities should be treated with the same courtesy that you would afford any other business professional. When in doubt about how or whether to accommodate someone's physical needs, ask the person what he or she prefers rather than evade the situation.
The main thing is to be yourself, and act as you would around anyone else.
The second guiding principle of business etiquette is to always treat people with consideration and respect. This seems simple enough, but basic consideration of others seems to be lacking in today's workplace. The return of the Golden Rule to business means that you should treat everyone as you would like to be treated.

Mastering the Fine Art of Introductions
Introductions are a given in our business lives. The most important rule when making business introductions is to make them—even if you do not remember all the rules or all the names involved. The second most important rule is that business introductions are based on rank rather than gender. Therefore, you should always introduce the person of lesser rank to the person of greater rank, stating the name of the person of greater rank first, like this: "Ms. or Mr. Person of Greater Rank, I would like to introduce you to Ms. or Mr. Person of Lesser Rank." Remember to look at each person as you say his or her name.
Remember that the person who outranks every person in your organization is the client. If a client is involved, always introduce the client first, even if the client holds a lesser position than the top executive in your firm. Most executives prefer that the client be given the position place of greatest importance in introductions.
The best way to introduce two people is to make eye contact with the person who needs the information, not with the person whose name you are saying. That way each person clearly hears the name of the other person.
One final tip when making introductions: Introduce people with thoughtful details, like this: "Ms. or Ms. Person of Greater Rank, meet Mr. or Ms. Person of Lesser Rank. Ms. Greater Rank is our executive vice president in charge of accounts. Mr. Lesser Rank is my colleague and works in the art department." By revealing a few details about each person, you will have helped to spark a short conversation between the two people when you leave them.

Shaking Hands
The basic component of the introduction is the handshake. Handshakes communicate friendliness and respect for the other person. In the business world, men and women in the United States should shake hands, rather than kiss or hug, as in some other countries. 
Shaking hands may seem elementary, but since you are judged by the quality of your handshake, the following list presents a few pointers to help you achieve that perfect "handshake."
· Keep fingers together and meet the web of your hand—the skin between the thumb and forefinger—with the web of the hand of other person.
· Shake hands firmly but without crushing the other person's hand. Usually a handshake lasts about three seconds and may be pumped once or twice from the elbow with a combined upward/downward movement of approximately 12 inches.
· Make eye contact with the other person throughout the introduction.
· Release after the handshake, even if the introduction continues.
· When someone extends a left hand—perhaps because the right is impaired—shake hands as best you can, maybe from the side of the hand.
· Stand and shake hands when being introduced, no matter what the status of the person.
· Shake hands when meeting someone for the first time, when greeting someone you know, and for all good-byes.
· At cocktail parties, if you are drinking, keep your drink in your left hand to avoid a wet handshake.
When being introduced to another person, remember to make eye with that person, shake hands, and repeat the person's name: "Hello, Ms. X" or "Nice to meet you, Ms. X." Repeating the person's name (1) helps you remember it and (2) gives the other person a chance to correct you if you are mispronouncing his or her name. In addition, never assume that you can use someone's first name. Always use their title—Mr./Ms./Dr./etc.—before their last name.
If people want you to use their first name, they will tell you: "Please, call me Charles." Your politeness and respect by using their last name will be appreciated. Once you have been introduced, say a few words, like, "It was nice to meet you," before walking away.
If you join a group of people who know each other well, no one may make the effort to introduce you. In a situation like this, wait for a pause in the conversation and introduce yourself. If you are seated next to someone at a table and no one introduces you, introduce yourself briefly and make a comment. The person then may or may not choose to have a conversation with you.

Making Group Introductions
When you must introduce one or more people to a group of five or more, state the name of the new person(s), and then ask the people in the group to introduce themselves. On the other hand, if you are dining at a restaurant and a group of people stops by your table to say hello, you do not need to introduce them to everyone at your table unless they stay for a while.

Forgetting Names
We have all forgotten someone's name during an introduction at one time or another. The embarrassment of forgetting a name can be so great that we paralyze our memories, which makes recalling the name almost impossible. If this happens to you, try one of the following techniques before you admit that you have gone totally blank.
Shake hands and introduce yourself to the other person, even if you believe the person remembers you: "Hello, I'm Jan Huff from PWC" or "Hello, I'm Jan Huff." Remember, I met you last year at the graphic artists’ convention in San Francisco." If this works, the person will respond with his or her full name. Giving your name first will spare him or her the embarrassment of not remembering your name. You would not want to prolong someone's embarrassment by making a joke of it, like "Ha, I knew you didn't remember me. I'll give you a hint: My name begins with S."
If you cannot remember the person's name, admit that you cannot remember by saying something self-deprecating like, "I cannot even remember my own name today; what was yours again?" or "I'm terrible with names. Could you please tell me yours again?" As long as you do not make it sound as though it is their fault for your forgetfulness—"You must not have made a very big impression on me because ..."—then you will not offend anyone by asking.
We have all been in that situation and know how it feels. To help improve your memory for names, look over the tips provided in Figure 2-3. You might find just the thing to help you remember.
If you are introducing people and you go blank, say something like "I'm terrible with names. Would you all mind introducing yourselves?" Although this is not the best option for making introductions, it is definitely better than not making them at all. The following list contains the most common mistakes in making introductions.
Failing to introduce people.
· Remaining seated when meeting someone. Exceptions include when the difficult. In that case, making an effort to rise is acceptable.
· Offering your fingers to someone rather than your hand.
· Failing to offer your hand in a business situation.



Learning Your Company's Culture
Every company and organization has its culture. You have to be there to see, experience, and absorb it, but the faster you do, the greater your success will be. The guiding rule for all employees in any workplace, no matter what their rank, is the Golden Rule: Always treat everyone with the same consideration and respect that you expect. In other words, remember to be polite and kind at all times. The following examples of polite behavior will improve your chances of successfully adapting to nearly any company culture.
· Make liberal use of words and phrases such as "Please," "Thank you," "I appreciate that," and "Excuse me."
· Make it a priority to always greet coworkers in the morning and say good bye when leaving for the evening.
· Smile, even when you do not feel like it.
These basic rules of consideration for others should be observed no matter what the level of formality at your workplace.

Addressing Others
Company culture dictates when you should use courtesy titles when addressing all other employees, regardless of rank. However, even if you work in an informal office where all employees, up and down the corporate ladder, call each other by their first names, when introducing your boss, peers, or subordinates to outsiders, use their full name or their title and last name as a courtesy. For example, if you were introducing your office receptionist to your client, you would say, "Meet Mr. Mahoney" or "Meet Mike Mahoney," not "Meet Mike." Of course, calling assistants "your boy" or "your girl" is definitely inappropriate.

Interacting with Peer
Offices are made up of all types of people, people with whom you will spend more time than with your own family. While you do not want to be overly familiar with peers, you will soon find that it is hard to avoid getting pulled into the latest office gossip or argument. As you meet your coworkers, you will find that some people thrive on creating upset and contention, while others keep completely to themselves. Both extremes are dangerous. Learning to negotiate the thorny world of office politics is part of being successful in the workplace.
First, mastering the art of small talk is essential and an important part of building business relationships. Whether you are waiting to use the copier, getting a cup of coffee, or waiting for a meeting to begin, chatting with coworkers is how you get to see their personalities and how they get to see yours. Being easy to talk to is something that is to your advantage in the workplace. Here are a few tips on making small talk.
Avoid inflammatory, indiscreet, malicious, or derogatory topics.
· Be aware of the other person's receptiveness when you are initiating small talk. If the other person seems distracted or does not respond, take the hint and leave the chat for another time.
· Whatever the subject, avoid dominating the conversation. Ask questions to get others involved. Listen carefully when others are talking, and respond with comments that show you are listening and that you have a genuine interest in others' opinions. Remember to ask people about themselves.
· When you are having a conversation, try not to let it drag on. Small talk should not get in the way of business.
· If you are talking in a hallway, move to the side to let others pass by. Also, be aware of the volume of your conversation and what effect it is having on those around you. If coworkers appear bothered or distracted by your conversation, move the conversation elsewhere.
· Keep up with what's going on in the outside world. This gives you more to talk about than the latest copy machine breakdown. On the other hand, avoid touchy subjects like religion or politics—if you know your coworker gets really heated about the subject—and personal issues such as people's weight, the state of marriage, and sexual topics.
· Be agreeable; be a good listener.
· To end small talk, leave on a positive note and only after you have made a closing statement. A comment like "Well, great talking to you, but I've got to get to that report now," makes a smooth transition back to work.
· If a coworker interrupts you at a bad time, make it clear that you're busy but that you'll touch base later. If you interrupt someone at a bad time, do not be offended if the person cannot stop to talk. Talk later when your coworker is available.
Second, be ready to deal with disagreements. Disagreements, even over minor details like keeping the coffee pot full, can balloon into full-fledged hostilities that divide offices, pitting coworkers against each other and forcing weaker coworkers to take sides. Needless to say, this kind of open hostility can taint the atmosphere of any office, making it uncomfortable to go to work each day. How should you handle this kind of situation when it happens to you?
If the situation is not integral to the work process, like keeping the coffee pot full or the printer loaded with paper, handle squabbles in private. Usually, you will find that a problem peer—the gossip, the victim, or the backstabber (see below for a discussion of these personality types)—is behind the hostilities and divisiveness. In these situations, try to be the mediator:
Ferret out the facts that underlie the argument, be objective, and get to the heart of the problem. Listen carefully to all sides, and then confront the parties involved with a compromise or solution. Others will quickly identify you as a truthful and trustworthy person who can cut through others' anger, petty jealousies, and frustrations. Your coworkers will open up and be truthful with you. If you do this a couple of times, you will quickly adopt the role of office mediator, a star employee in any office.
Another common office problem is gossip. Gossip is rampant in all offices. Whether it's called the grapevine, the dish, or the buzz, gossip happens wherever people spend lots of time together. Natural subjects for gossip include work-related topics, such as what is going to happen at the next meeting, who is being promoted and why, who is being fired, and in what direction management will choose to go next. Personal gossip is often malignant, whether intentional or not. Handling gossip and rumors, when they are directed toward you, is another matter.
Anything you reveal about yourself, whether public or private, can make you the subject of office gossip. Refusing to reply to gossip or giving vague answers can be fodder for the gossip mill. When you believe you have become the subject of a potentially destructive rumor, try to uncover the source. Usually a close friend will name the source if you promise confidentiality.
Then, in private, confront the person who started the rumor. Be concerned, not angry or confrontational: "Michael, I hear you told a couple of people that I'm looking for a new job and that I've been meeting with a headhunter. The truth is that I had lunch last week with my old college roommate, and he happens to work for an employment firm. But I am not looking for a job, and that story could really cause me a lot of trouble here." Even if the gossiper denies everything, she or he will be stung by your direct approach and think twice before gossiping about you again.
Gossiping cuts both ways. If you sit and listen to gossip and add a comment now and then, you are as much to blame as anyone. Gossiping can hurt your professional reputation. You never know who is friendly with whom, so remember that participating in gossip can backfire on you.
Most important, remember that anything you reveal about your personal life, even in the strictest confidence, can and probably will make its way to someone else. Do not be surprised if your supervisor finds out about something that you thought you revealed strictly on the quiet and asks you about it, especially if for some reason the supervisor senses your work has lately been below par. The best way to handle gossip is to leave the room when people begin to gossip about someone else. You do not have to jump up and stalk out, simply say you have loads of work waiting and leave. You never know when one of your coworkers will end up being your supervisor, so it's best to treat everyone in a friendly, polite way and avoid gossiping as much as possible.
Every office has certain coworkers whom you should watch out for. These people are not usually innately hateful; however, they can make your life miserable if you do not know how to handle them.
· The Backstabber. The professional backstabbers are difficult to detect. They know their game well and always cover their tracks. These people may well be the most genuinely charming people you know; however, their charm masks a lack of human feeling. Backstabbers will turn on a coworker in an instant if it is to their benefit. The best way to deal with the backstabbers is to be friendly, watch your back, and scrupulously document all your office activities.
· The Tattletale. The tattletale is a less malicious version of the backstabber. This person loves a good story and will happily divulge any confidence to a willing listener. If you trace a rumor to its source, that source is often a tattletale. This person is not to be confused with the whistleblower, however, who reports genuine problems.
· The Victim. The victim is the classic doomsayer and chronic complainer. This person blames management for his or her lack of advancement and trashes coworkers who have moved ahead. If the victim is a female, she may be quick to interpret innocent displays of friendliness from male coworkers as less than honorable.29 The victim believes that management conspires against workers at all levels and disaster for all will occur any minute. The victim at his or her worst can taint the atmosphere of the entire office with groundless suspicions, accusations, and fears. The best way to combat the victim's statements is to counter them with provable facts that show these statements to be groundless.
· The Sycophant. This person flatters anyone who can advance his or her career, especially the boss for whom this person cannot seem to do enough. In addition, agreeing with everything the boss says is this person's forte, at least whenever the boss is within hearing distance. While this person may be annoying, the sycophant's maneuvers are blatantly obvious and usually become the butt of office jokes rather than posing a threat to anyone.
In most instances, coworkers want as much as you do to make the office a comfortable, pleasant place to work. 

Interacting with Subordinates
When dealing with employees in subordinate positions, avoid abusing your rank. If company culture dictates, use courtesy titles—Mr., Ms., or Mrs.—even if everyone calls everyone else by first names. If you are introducing an employee in a subordinate position to someone from outside your office, use the employee's courtesy title rather than his or her first name. Also, if your assistant is much older than you are, you should use a courtesy title to show respect until the person tells you that using his or her first name is fine. Remember to say, "Thank you," often and with sincerity.
Do your best to avoid pulling rank. Some employees pull rank on subordinates to get them to do work that they themselves should have done but did not. These rank pullers quickly become known as slackers. For instance, if the receptionist also has the photocopying machine in his or her office and is in charge of keeping it running smoothly, do not assume that he or she must also be available to do your photocopying. In most offices, each person does his or her own copying. If you have a large job and are up against a deadline, politely asking for help from coworkers who are not busy at the moment is not out of line. However, when you habitually impose on subordinates to help you out, you are quickly labeled as an office shirker and someone to be avoided.
Often you will find yourself in the position of needing last-minute help with aproject. If you have freely given help to others in a pinch, if they can, they will usually help you out. When you are willing to help, others will be willing to return the favor.
Interacting with Supervisors
Whatever name they go by (boss, supervisor, manager, executive), bosses have bosses, too; even the CEO must report to the board of directors, and entrepreneurs must report to lenders and to their market. Bosses are responsible for their performance to everyone above them in the hierarchy, and they are also responsible for your performance. They, like everyone else in business, have ambitions and fears, hopes and insecurities; in short, they are human, too.
Here are two simple rules to follow when dealing with your boss:
1. Accept that the boss is in charge. Show your respect for your boss's decisions by not grumbling or groveling when taking and carrying out orders.
2. Do your job, and do it on time. Before you begin to take on extra tasks to please your boss, master your job and do it well. Doing your job well is important in building a good relationship with your boss. Remember that your boss's job is to get the work done in the most productive and profitable manner. When you do your job well and complete it on time, you look good and you make your boss look good.
Getting the Most Out of Your Relationship with the Boss
Whether you like it or not, your boss is your superior. In that role, he or she deserves your respect, and it is your responsibility to get along with this person. Some people do not like to be in a subordinate role. They react either with extreme obsequiousness or masked hostility.
Neither emotion will win you any points. Bosses do not want yes-types, nor do they want someone who will argue with their every decision or bad mouth them behind their backs. In general, showing respect means "respecting the boss's intelligence and experience" while offering up your own ideas when needed.36 Here are some tips on how to establish and keep a good relationship with your boss:
· Respect rank. Respecting your boss's rank means to use your boss's preferred courtesy title—Mr., Ms., Mrs., Dr.—until he or she tells you to do otherwise, and to respect your boss's privacy. If you need to meet with your boss, call ahead to set up a convenient time, and knock before you enter his or her office. Then wait a moment so that he or she can tell you to sit down if you're going to need more than a minute or so of his or her time. Avoid barging in without first knocking.
· Offer ideas when appropriate. Most bosses appreciate fresh ideas from the people they supervise.
· Do your homework. Be prepared with your supporting documents before you meet with the boss. Have copies made ahead of time to show you are organized. Be clear and concise when presenting your ideas.
· Be on the lookout for problems you can solve. Supervisors like employees who show initiative.
· Ask for help. When you need help, do not hesitate to ask for it. It shows that you recognize the boss's knowledge and experience.
· When you do not know, it is ok to say so. Trying to make up answers, or answer questions about which you know nothing can get you in trouble and label you as untrustworthy. Instead, offer to find out, and make sure you get the answers in a timely manner.
· Be a team player. Bosses like people who are part of a cohesive group and who are ultimately more productive than superstar individualists.
· Accept your boss's decisions. Even when contrary to your ideas, graciously accept your boss's final decisions.
· Accept criticism without hostility. Learning to take criticism without taking it personally is difficult for many young people who have never been subjected to criticism. All supervisors will make both positive and negative judgments on your work, so it is best to develop a thick skin to profit from criticism. Rather than hear and react to criticism, listen and think.This will enable you to learn and improve from it, rather than to look for hidden meanings: "Jeez, the boss hates me and my work. She thinks I'm stupid."
· Be loyal. Company politics can be brutal—reorganizations, mergers, layoffs—and your boss may be caught in the crossfire. Most etiquette manuals advise you to remain loyal to the person above you whatever the outcome, even if your boss gets fired or laid off. Loyalty is a scarce commodity in today's cutthroat workplace, and your willingness to support your boss in the face of company upsets will be noted by others.
Finally, many of us forget that when we are having a one-on-one meeting with our supervisor, our body language reveals volumes about how we are feeling and how we are reacting. To become more aware of what your body language says about you and how to control it, especially around supervisors and managers.

Dealing with Difficult Bosses
Difficult bosses are simply difficult people who have risen to a supervisory level. Difficult bosses are not tough bosses, the ones who have the ability to drive you to perform beyond your wildest expectations. Difficult bosses, in contrast, make life at the office a nightmare worthy of the best horror films. These bosses range from noncommunicators to abusers. They may be control freaks, tantrum throwers, blamers, bigots, or abusers, but whatever they do, they are difficult and oblivious to the way their behavior affects their employees. Beneath the surface, the difficult boss is simply an incompetent manager of people.
A nonconfrontational meeting might help if you can both be specific about your complaints, and you can show that the problem is widespread and affect productivity. If you can offer to help rather than blame your boss as being the root cause of the office's problems, you might be able to defuse your boss's immediate defensive reaction and even garner a willingness to adjust the nonproductive behavior in the future. You could also go over or around your difficult boss to his or her supervisor or to human resources. However, if you take this route, keep the boss informed of your actions; "You suck." do not do it behind his or her back. Emphasize you are trying for positive change for everyone, including the boss. Other than these tactics, you can try the following suggestions for dealing with a difficult boss.
· The tantrum thrower. This boss is out of control and erupts into screaming fits of rage for seemingly no reason. After these fits, he or she may feel genuinely sorry, but real abusers enjoy humiliating their employees when they least expect it, whether in private or in public. Three things may help you in dealing with the tantrum thrower: (1) document every detail of your boss's fits of rage; (2) set up a time for you and your coworkers to meet with your boss and confront the situation; and (3) if you have no other option, remember that you are not responsible for the boss's bad behavior, which is clearly out of control. Do not blame yourself.
· The blamer. The blamer is difficult to spot because, unlike the tantrum thrower, he or she does not rant. Instead, he goes behind your back to assign blame to you when you are not present. The blamer acts from a defensive posture. He or she never accepts responsibility for their failures, blaming others instead. Low-level employees are particularly vulnerable to this kind of abuse as they are defenseless. Since the blamer always believes his or her own interpretation of events, the blamer cannot see your point of view. If you document your work and results carefully, performance reviews may present a chance for you to reveal his or her fabrications, since a solid paper trail and the testimony of others can refute a bad evaluation. If you can wait long enough, a blamer will finally trap him- or herself in their lies and fabrications, or their superior may finally grow tired of the constant refusal to accept responsibility.
· The bigot. The bigot is a boss who makes demeaning remarks about people of different ethnicities, religions, nationalities, or sexual orientation. The bigot is detrimental to individuals in these groups because he or she often assigns them the less important work assignments, thereby granting him- or herself permission to pass over them when making promotion and merit raise decisions. Bigots use their position to draw otherwise decent employees into silently supporting their unfair behaviors. Since federal and state laws forbid discrimination, the bigot is easy to foil these days. If employees document the bigot's words and actions, he or she will quickly be the scrutinized by upper management. Today, companies are aware of their liability for their employees' words and actions. Employees with bigoted bosses should notify the boss's superiors immediately.




































UNIT II  

1. DOING BUSINESS IN FOREIGN MARKETS

BEFORE YOU READ
Discuss these questions.

1 What are some typical mistakes that a company can make when entering a foreign market with a business model from its home market?
2 Can you think of any examples of where a company's entry into a foreign market failed and led to withdrawal from the country?
3 Can you think of any examples where a company has been very successful in entering a foreign market?

READING
Understanding the main points
Read the article on the opposite page and answer these questions.

1 Which of these statements best summarises the key message of the article?
a) China is a very difficult market for foreign companies to succeed in.
b) Designing a new business model specially for the Chinese market is the best way to succeed.
c) Adapting an existing business model to the Chinese context gives the best chance of success.
2 What was Dell's strategy for the Chinese market?
3 How successful has it been?

Understanding details 
Read the article again and answer these questions.

1 In what ways are Marco Polo's experiences in China relevant today?
2 When did Dell enter the Chinese market?
3 What were the advantages for Dell of adapting its US business model to the Chinese market?
4 What particular aspect of operating in China makes it difficult for companies to plan?
5 What are the two main mistakes a company can make when entering a foreign market like China?
6 What part of Dell's business model did the company introduce in China?
7 How did they need to adapt their business model to suit the particularities of the local market?
8 What is the biggest danger when a company enters a foreign market?
9 Who runs Dell's activities in China now?
Doing business in China: learn from Dell
by Paul DiPaola and Tom Manning

A Of all the business innovations explorer Marco Polo discovered in 13th-century China, he was perhaps most surprised by the use of paper 5 money. It was worth dozens of times the weight of the heavy coins that European traders carried around. Today's multinational technology companies could learn a similar lesson: bring only what's needed when entering China.
B That's what Dell did under Phil Kelly. Dell Asia Pacific's first senior executive. In 1998, he introduced just a IS part of Dell’s famous business model to the Chinese marketplace, adding capabilities and staff as growth dictated. As a result, Dell's share of the PC market grew more than 60 per cent a year between 2000 and 2005, and is forecast to grow at twice the rate of China's overall PC market, giving the company a strong follower position behind I BM/Lenovo.
C The strategy allowed the company to mitigate the risks of trying to force-fit its model to China or abandoning its valuable experience, two common pitfalls for multinationals. It also allowed the company to localise operations, cement relationships with customers and government officials, and control costs in ways that account for the country's often unpredictable rules and opportunities. It's a process that continues today under the leadership of Foo Piau Phang.
D Dell's approach is worth studying. Companies that want to import 40 their business model from their home market are following a natural instinct: they believe they will succeed by continuing to do what they do well. In theory, the company's core capabilities and values would all transfer as a package, Managers would simply adjust downward to satisfy local requirements.
E Alternatively, companies that invest in a new business model for China are responding to what they see as unique conditions. They often begin with an initial arrangement that's very different from their traditional one. Once again, managers intend to incorporate their best capabilities whenever such standardization would not diminish the customised model for China.
F Unfortunately, importing a company's complete business model generally means importing costs as well. Doing things the old way often costs too much in China. But customisation can result in a nearly similar outcome, because so much efficiency is lost through the abandonment of a well-proven model.
G In Dell's case, Mr Kelly and his team roughed out the basics of the business 70 model. There was never any doubt it would be based on the US model. But they used a simpler form of it- 'about 35-40 per cent worth,' Mr Kelly recalls. At first, this meant that Dell 75 sold only a limited line of products desk tops - emphasising corporate buyers. Dell then built call centres and sales teams, but in a way that was focused 011 the initial target market.
H Mr Kelly had to adjust the model to accommodate local idiosyncrasies, a challenge that continued well beyond his tenure. For instance, even though eligible customers could order PCs online or via phone, low credit-card penetration meant that most were unable to pay with credit cards. Dell created a flexible model that allowed customers to pay on delivery.
I The larger lesson is that business models must be adapted thoughtfully to the Chinese context. The key thing to watch out for is cost. If the business model can only be executed at high cost, the company is probably importing too much of the model and needs to consider possible adjustments. Reducing the model to its core elements, then adding back local pieces over time, allows companies to carefully build on experience.

VOCABULARY
Understanding expressions
Choose the best explanation for each phrase from the article.

1 'It was worth dozens of times the weight of the heavy coins ...
a) it was much more valuable
b) it was much heavier
2 .... adding capabilities and staff as growth dictated.' 
a) based on the development of sales
b) according to the commands of Dell's head office in the US
3 .... giving the company a strong follower position .. : 
a) a good position in the market
b) number two in the market 
4 .... allowed the company to mitigate the risks .. : 
a) to reduce the risks
b) to eliminate the risks
5 ... trying to force-fit its model to China .. : 
a) to put a lot of effort into making its model work in China
b) to impose its model on the Chinese market
6 .... two common pitfalls for multinationals: 
a) strategies
b) mistakes
7 .... cement relationships with customers and government officials ... ' 
a) build relationships
b) strengthen relationships
8 'Managers would simply adjust downward to satisfy local requirements.' 
a) make small changes to their business model
b) reduce the quality of their product
9 .... through the abandonment of a well-proven model.'
a) not using a model that has not been tested properly
b) not using a model that has worked many times before 
10 .... roughed out the basics of the business model: 
a) had a lot of problems at the beginning
b) did an outline plan at the beginning
11 .... adjust the model to accommodate local idiosyncrasies .. :
a) to provide housing for local staff
b) to adapt to sometimes strange local conditions

Word search
Find words in the article which fit these meanings 

1 the ability of an organisation to do something, especially something difficult (paragraph B)
c. ...
2 to adapt to the area (paragraph C)
l .....
3 behaving in a way you don't expect (paragraph C)
v ...... 
4 the central or most important part (paragraph D) 
c…….
5 to add or include something as part of something else (paragraph E)
i…....
6 to make something less important or effective (paragraph E)
d…….
7 the period of time when someone has an important job (paragraph H)
t …….
8 allowed by rules to do something (paragraph H)
e……..
9 small changes made to a plan or system (paragraph I)
a……….

Prepositions
Match the verbs (1-9) with the prepositions (a-i).
	1 to be adapted 
	a) on

	2 to be based
	b) out

	3 to account 
	c) on

	4 to respond 
	d) in

	5 to arrive 
	e) for

	6 to result 
	f) to

	7 to build 
	g) to

	8 to rough 
	h) on

	9 to be focused
	i) at



Professional Vocabulary in use
FINANCIAL CENTRES
A Financial centres 
Financial centre are places where there are many banks and other financial institutions. London as a financial centre is called the City or the Square Mile, and New York is Wall Street.
Financial cenres bring together investors and the business that need their investment. A speculator is an investor who wants to make a quick profit, rather than invest over a longer period of time.
[image: ]Brokers, dealers and traders buy and sell for investors and in some cases, for themselves or the organizations they work for

B Stock markets
Heather Macdonald of Advanced Components:
‘We needed more capital to expand, so we decided to float the company (sell shares for the first time) in a flotation. Our shares were issued, and listed (BrE and AmE) or quoted (BrE only) for the first time on the stock market. Because we are a UK-based company, we are listed on the London stock exchange.
[image: ]Stock markets in other countries are also called bourses. Maybe when our company is really big, we’ll issue more shares on one of the European bourses!’
Note: You can write stick market or stockmarket; 
One or two words

C Other financial markets
Other financial products include:
· commercial paper: short term lending to business.
· bonds: longer term lending to business and the government
· currencies (foreign exchange or forex): buying and selling the money of particular countries.
· commodities: metals and farm products.
These are traded directly between dealers by phone and computer. Commodities are also traded in a commodities exchange. Shares, bonds and commercial paper are securities, and the financial institutions that deal in them are securities houses.

D Derivatives
A futures contract is an agreement giving an obligation to sell a fixed amount of a security or commodity at a particular price on a particular future date.

An options contract is an agreement giving the right, but not the obligation, to buy or sell a security or commodity at a particular price at a particular future time, or in a period of future time.

These contracts are derivatives. Dealers guess how the price of the underlying security or commodity will change in the future, and use derivatives to try to buy them more cheaply.

1. Correct the eight mistakes in italics in this article, using expressions from A opposite.
Now that a lot of buying and selling can be done over computer networks, (1) breakers and (2)tradesmen do not need to be in one place, and (3) speculists can make money dealing from a computer in their living room.
In New York, the area around (4) the South Bronx is traditionally home to many financial institutions, such as the New York Stock Exchange. But many of them have now moved some or all of their offices outside this expensive area
London is one of Europe’s most important financial (5) towns: over 500 foreign banks have offices in London, and its stock exchange is the largest in Europe. But more and more financial (6) institutes are not actually based in the traditional are of the (7) Citadel or (8) Mile Square. As in New York, they are moving to areas where property is cheaper.
So, will financial centres continue to be as important in the future as they are now?

2. Look at B opposite and say if these statements are true or false.
1. ‘Stock’ is another name for shares.
2. ‘Stock market’ means the same as ‘stock exchange’.
3. Bourses are only found in France.
4. An American would normally talk about shares ‘quoted’ on the New York Stock Exchange.
5. Shares in Company X are being sold for the first time. This is flotation.
3. Use expressions from C and D opposite to describe:
1. a bank that makes companies’ shares available.
2. a contract to buy 500 tons of wheat for delivery in three months.
3. coffee and copper.
4. dollars, curos and yen.
5. lending to a company for less than a year.
6. lending to a local government authority in the form of 10 year investment certificates.
7. shares and bonds, but not currencies or commodities.
8. the London Metals Exchange.
9. the right to buy shares in a company in one month, at 150 pence per share.
















2. KEEPING EMPLOYEES HAPPY IN INDIA
BEFORE YOU READ
Discuss these questions.

1 So many Western companies have outsourced operations to India that there is now a shortage of trained IT specialists in India. How can companies attract and keep the best talent?
2 What are the best ways to attract and keep talented and skilled employees in Western countries?

READING
Understanding the main points
Read the article on the opposite page and answer these questions.

1 What is special about the campus Cisco is building in Bangalore?
2 What will be the role of Cisco's new Indian campus in its global operations?
3 Why is Cisco including so many sports and other facilities?
 Searching for facts and figures
Read the article again and complete the chart.

	Cost of Cisco's new campus
	…………………….1

	Size of Cisco's new campus
	…………………….2

	Date of opening of the new campus
	…………………….3

	Number of employees at the new campus
• at the start
• at capacity
	
…………………….4

	
	…………………….5

	Amount Cisco plans to invest in India
	…………………….6

	Percentage of Cisco top executives who will be based in India
	…………………….7

	Number of executives from the US, Europe and Singapore
currently based in India
	…………………….8

	Staff turnover rates at Cisco in India
	…………………….9

	Staff turnover rates at competitor companies in India
	……………………10

	Spending planned on R&D by 2010
	……………………11

	Spending planned on sales and marketing by 2010
	……………………12

	Spending planned on its equipment leasing business
	……………………13




How Cisco plans to attract the local talent
by Amy Yee
A At Cisco's new $50m, 14-acre campus in Bangalore, the cricket pitch is not quite finished. Cranes and trucks move back and forth, and not far from the basketball courts, the aerobics and yoga rooms are still being completed.
B Cisco Globalisation Centre East, as Cisco's largest research-and-design centre outside the US is called, opened at the end of 2007 in India's southern technology hub. Soon after opening, the elegant main building already housed 1,000 employees, and the number will grow to 10.000 in 2011.
C As part of its $1.1 bn investment in India, Cisco will base one-fifth of its top executives in India over the next few years as it targets growing markets in the region.
D About 20 executives have already relocated to Bangalore from the US, Europe and Singapore, including Wim Elfrin, Cisco's Chief Globalisation Officer, formerly based at Cisco's headquarters in San Jose. California.
E The amenities seem more suitable for a resort than for offices of the world's largest maker of networking equipment and routers. But in India’s talent war, a state-of-the-art campus is critical to attracting top engineers and technologists.
F Although Cisco has low attrition rates of 8 to 9 per cent compared with double-digit rates at other companies, retaining employees is a challenge as opportunities in India grow, and people hop from job to job .
G Hence Cisco insists its efforts are not frivolous. The amenities 'arc a
must', says Syed, Chief of Staff at Cisco in Bangalore, as he shows a visitor a multi-cuisine cafeteria equipped with wall projectors for 45 presentations, and a 'break out' room furnished with fashionable modular chairs and shelves of cookie jars.
H Cisco is betting on India as its eastern hemisphere hub, with Bangalore a short flight from the world’s leading emerging markets in Asia and the Middle East. 'We want to replicate work here, not shift work,’ says Varghese Thomas, Cisco spokesman in Bangalore. 'We want to serve customers directly from here.’ To support its plans. Cisco intends to spend more than $750m on research and development by 2010, as well as $100m on sales and marketing and $150m on Cisco Capital, an equipment leasing business.
I Cisco is also diversifying into new applications for networks, such as smart and green buildings. It hopes to use India as a beachhead to take advantage of a massive construction boom in the region, particularly in the Middle East, where new buildings will require cutting-edge technology.
J Retail is also a growth area for Cisco, which predicts the use of technology such as RFID (radio frequency identification) and is positioning itself for the expansion of regional retail markets.
K Adjacent to the lobby in Cisco's main building, construction workers put the finishing touches to some bright displays. This is a showroom for high·tech systems, as the Bangalore campus is among only a handful of sites outside the US where clients can view these important demonstrations.

Understanding details 
Read the article again and say whether these statements are true (T), false (F) or there is not enough information given (N), Identify the part of the article that gives this information.

1 The Cisco campus will have facilities for more than 10 different sports and leisure activities.
2 Cisco's Bangalore campus is the company's largest research centre in the world.
3 Cisco is more successful than many other IT companies in India at keeping employees.
4 The Bangalore campus will service mainly the Indian market.
5 Cisco plans to outsource up to 50 per cent of the work currently done in the US and Europe to Bangalore.

VOCABULAR
Definitions
Match the words and phrases in the box with the definitions below.

	amenities  attrition   beachhead   frivolous   hub   to base   to diversify
to hop   to position yourself   to put the finishing touches to   to relocate
to replicate   to retain   to shift   to target




1the rate at which employees leave a company
2 to do or make something again in exactly the same way
3 to finish the last parts (of a building project)
4 to aim for
5 to put a number of employees in one place
6 to move from one city or country to another for work reasons
7 10 move something from one place to another
8 lacking any real purpose; not serious or sensible
9 facilities, things you can use when you visit a place to make your stay more enjoyable
10 to move into new areas of business
11 to move quickly from one job to another
12 a place in the front line from which to launch attacks (usually a military term)
13 to get into the right place so you are ready for the next event
14 the central part of a system that all other parts are connected to
15 to keep people

SENTENCE COMPLETION
Use words and phrases from Exercise A in the correct form to complete these sentences.

1 The shortage of IT graduates in India means that most IT companies have high....... rates.
2 The sports facilities and other....... at the Bangalore campus are designed to attract and ....... employees.
3 Cisco's aim is to make its Bangalore campus its........ for getting into markets across South· East Asia and the Middle East.
4 The company has already ....... about 20 of its executives to Bangalore.
5 Over the next few years, one· fifth of Cisco's top executives will be........ in Bangalore.
6 Cisco's aim is not to......... work from other parts of the world, but to...... work done elsewhere.
7 Cisco is already……..into new areas of business and is.........itself for new opportunities in the region.
8 Cisco has built its Bangalore campus so that it can....... new markets in South-East Asia.
9 Because of the growth in IT and other outsourcing jobs in India, well qualified employees……from job to job quite frequently.
10 Cisco intends to make Bangalore a ……..for its activities in Asia and the Middle East.
11 Some people might consider the Cisco campus with all its amenities to be rather…….. for a serious IT company.
12 On all building projects,…………………………….things always happens at the last minute.

 Prepositions
Complete these sentences using the correct prepositions.

1 The aerobics room is adjacent........the yoga room.
2 Cisco plans to invest a large amount of money....... India.
3 One fifth of Cisco's top executives will be based…….. Bangalore.
4 Cisco has diversified……… RFID technology for the retail industry.
5 Cisco is betting………India being a key regional centre in the next decade.
6 Cisco has already relocated about 20 of its executives……..Bangalore.
7 Offering a very modern work environment is critical........attracting the best talent.
8 Cisco plans to use India as a base to take advantage……. the construction boom in the Middle East.



Opposites
Find words or phrases from the article which mean the opposite of these.

1 smallest (paragraph B)
2 ugly (paragraph B)
3 shrinking (paragraph C)
4 out-of-date (paragraph E)
5 high (paragraph F)
6 dismissing (paragraph F)
7 serious (paragraph G)
8 tiny (paragraph I)
9 old-fashioned (paragraph I)
10 contraction (paragraph J)



























Professional Vocabulary in use
TRAIDING
A. Market indexes
If there is demand for shares in a company, for example because it is doing well, its share price goes up. If not, its price goes down. The overall value of shares traded on a stock market is shown by an index (plural: indexes or indices). Some of the main ones are:
1. London: FTSE (pronounced ‘Footsie’): the Financial Times Stock Exchange index.
2. New York: the Dow Jones Industrial Average (‘ the Dow’). Especially long-established ‘old economy’ companies.
3. New York: NASDAQ. Especially hi-tech ‘new economy’ companies.
4. Paris: CAC 40.
5. Frankfurt: DAX.
6. Hong Kong: Hang Seng.
7. Tokyo: Nikkei.

B. Market activity: good times…
	
	‘Translation’

	Traiding has been heavy on the New York Stock
	= buying and selling of shares…

	Exchange, with very high turnover f one and a 
	= large number…

	half billion shares changing hands. We’ve seen
	= being bought and sold…

	spectacular gains, especially among blue chips.

	= big increases in value… famous companies with history of profit in good and bad economic time

	This bull market seems
	= rising prces…

	Set to continue, after 
	

	
	= highest  level ever…

	the close. Dealers seem 
	= end of the working day…

	bullish and expect the 
	= optimistic…

	Dow to go through the
	= to pass the ‘round’ number of …

	15,000 barriers soon.
	





C. … and bad times
	
	‘Translation’

	There was panic selling on the New York Stock
	= selling shares for any price…

	Exchange today as prices fell to new five-year
	= their lowest point for five years

	lows. We’ve seen some spectacular declines, with
	= large decrease…

	billions of dollars wiped off the value of some of 
	= taken off the total share value…

	America’s bestknown companies, and more than 
	= the total value of shares listed on the

	10 per cent of total market capitalization.
	market going down by 10 per cent…

	The bear market continues, with prices set tot fall
	= falling prices …

	further  in the next few
	

	days. Dealers are bearish,
	= pessimistic

	with many saying there is 
	

	no sign of a rally. If prices
	= prices starting to rise again…

	continue to fall, there may
	

	be another stock market
	= very serious drop in the value of shares

	collapse or crash, like the 
	on the market, with serious economic

	Ones in 1929 and 1987.
	consequences…

	

Note: The following words have a similar meaning.
	

Verb              Noun
to rally          a rally
to recover   a recovery









1. Complete this financial report using expressions from A opposite.
Yesterday in Asia, in (1)………………, the Hang Seng closed 1.6 per cent up at 15, 657 exactly. In Tokyo the (2)……………….was also up, at 15,747.20. In (3)………………..last night , the (4)……………..closed 1.8 per cent higher at 10, 824 exactly, and the hi-tech(5)……………index was 3.3 per cent up at 3,778.32. Turning now to Europe, in early trading in (6)……………….the FTSE is 0.1 per cent down at 6,292.80. The French (7) ………………..index is also slightly down at 6,536.85. The (8)…………………in Germany, however, in 0.1 per cent higher at 6,862.85.

2. Use expressions from B opposite to describe:
a) shares in companies like IBM, Kodak, and Procter and Gamble.
b) buying and selling of shares on a stock market.
c) a day with twice as many shares sold as usual on a particular stock market.
d) shares that were worth $15 and are now worth $110.
e) a period when the stock market index has gone from 20,000 to 25,000.
f) the feelings of dealers who are optimistic that prices will continue to rise.
g) when a stock market index reaches 25,500 for the first time.
h) the level on a stock market index which may be difficult for shares to pass.
3. Complete these headlines with expressions from C opposite.

[image: ][image: ]
[image: ][image: ]
[image: ][image: ]
[image: ]
3.THE INPORTANCE OF UNDERSTANDING THE LOCAL CULTURE

BEFORE YOU READ
Discuss these questions.

1 In your own country, what action should a company take if one of its products is found to be faulty and may cause injury to users?
2 If a company's products are found to be faulty in Japan, how do you think the company should react?

READING
Understanding the main points
Read the article on the opposite page and answer these questions.

1 Which of these statements best summarises the main idea in the article?
a) The way a company responds 10 product failure or problems needs to be adjusted to the local cultural norms and expectations.
b) If a company wants to sell its products on the Japanese market, it needs to make sure that the products are as technically perfect as possible.
c) Japanese consumers prefer products made in Japan.
2 Why is the Japanese delegation visiting Hong Kong?
3 Was Schindler eventually proved to be at fault for the elevator malfunction?
4 Why did Schindler executives not apologise for the accident immediately?
S Why does Japanese society expect executives to apologise for mistakes made by their company?
6 What lesson has Schindler learnt from this incident?

 Understanding details
Read the article again and answer these questions.

1 Why has Hong Kong's International Commercial Centre been chosen for the visit by the Japanese group?
2 In which country is Schindler based?
3 Where and when did the accident with the elevator happen?
4 How was the maintenance of the elevator handled?
5 What has the family of the dead teenager decided to do?
6 How did Schindler executives react immediately after the accident?
7 Has Schindler apologised for the accident and the death of the teenager?
8 How does the case of Mitsubishi Fuso compare to Schindler's case?
9 Why are journalists who report on social issues important in this case?


Case of the ‘killer elevator’
by Sundeep Tucker

A The sight of a group of Japanese in suits on a recent visit 10 Hong Kong's
International Commerce Centre is striking. Even stranger, the group has 5 not come 10 admire the stunning views across Victoria Harbour, but to experience the state-of-the-art elevators.
B They are here 10 see the latest equipment of Schindler, one of the world’s leading elevator suppliers. But they have also been invited 10 Hong Kong by the Switzerland-listed company as pan of an attempt to rebuild its image in Japan after the apparent malfunction 15 of one of its elevators resulted in 11 teenager's death.
C 'We want to show that we are not bad guys,’ says Alfred Schindler, Chairman of Schindler Holdings. The 20 company has struggled 10 sell its elevators and escalators in Japan since the incident in June 2006 in a Tokyo housing complex.
D The company, which denies responsibility for the incident, remains under police investigation. The teenager’s family has started legal action against Schindler and at least two unconnected maintenance providers, who serviced the elevator after March 2005.
E Japanese public opinion was inflamed by a series of mistakes in the days after the death, when Schindler decided not to co-operate fully with local investigators, or even offer apologies, until it had identified the cause of the malfunction. Since then, it has received not one elevator order, although it has since apologised often.
F The lack of an immediate apology constituted a gross misjudgment in a culture in which corporate executives are expected to apologise quickly and argue about fault later. In Japan, showing remorse is not taken as a legal admission of guilt, as in the West.
G 'The mass media and public took the Schindler response as cold and repugnant ... and the "killer elevator" image was established,’ says Professor Nobuo Gohara, of the Center of Corporate Compliance at Toin Yokohama University.
H Professor Gohara says the' Schindler bashing' of the past two years was due to several factors, not least its inadequate decision-making process and its lack of appreciation of a company’s social responsibility in Japanese society.
I Apologies may have been offered, but what are Schindler's chances of redemption? Jochen Legewie, Head of the Toyko office of CNC, a PR consultancy, has experience of helping rebuild corporate reputations in Japan. He says any company in a situation such a, Sehindler's will have to perform many ‘purification rituals' to show it is a model corporate citizen.
J He acted for Mitsubishi Fuso, a leading truck maker majority owned by Germany's Daimler, when public anger arose over deaths and injuries linked to faulty parts in 2005. In that case, the truck maker took extensive measures to display remorse. Wilfried Porth, the unit's President, even publicly visited a cemetery to lay flowers.
K Another important step for Schindler will be to focus on gaining the support of journalists who cover social issues rather than technical and business subjects. Only when Schindler has re -established its reputation in the social press can it hope for fair coverage from the business and political media.
L Meanwhile, the company has leant a hard lesson about operating in a different culture from its own. As Mr. Schindler observes: ‘Genetically, Westerners are pre-programmed not to apologise unless you are guilty.'

VOCABULARY
Understanding expressions
Choose the best explanation for each phrase from the article.

1 'The company has struggled to sell its elevators …'
a) made a lot of effort
b) found it difficult
2 'Japanese public opinion was inflamed …' 
a) The Japanese public became very angry.
b) The Japanese public became very sad.
3 'The lack of an immediate apology constituted a gross misjudgement ... ' 
a) caused the company to commit a criminal offence
b) was a big mistake
4 .... showing remorse is not taken as a legal admission of guilt ... '
a) Apologising is not the same as admitting liability.
b) If a company apologises, they will be forgiven.
5 'The mass media and public took the Schindler response as cold and repugnant …’ 
a) The media and the public were angry with Schindler.
b) Schindler's action gave the impression that the company had no sympathy for the death of the teenager.
6 .... the "Schindler bashing" of the past two years .. .'
a) strong criticism of Schindler
b) legal cases taken out against Schindler
7 ' ... not least its inadequate decision'making process …’.'
a) One of Schindler's most important mistakes was not to take a decision fast enough.
b) The least important mistake was that it took Schindler a long time to take a decision.
8 .... what are Schindler's chances of redemption?' 
a) How easy will it be for Schindler to start to make money again in Japan?
b) How easy will it be for Schindler to restore its good name?
9 ' ... any company in a situation such as Schindler's will have to perform many "purification rituals" to show ...'
a) make sure that it operates in an honest way in future
b) give public examples to show that it is sorry
10 ' ... the company has learnt a hard lesson about operating in a different culture from its own.'
a) Schindler has found it difficult to learn how to operate in Japan.
b) It cost Schindler a lot to learn how to operate in Japan.

Word search
Find words or phrases from the article which fit these meanings.

1 extremely modern, with all the latest technology (paragraph A)
s ..... .. -o ..... .. -t. ..... . -a ..
2 one of the best in its field (paragraph B)
l ..
3 restore its good name (paragraph B)
r. ….its….. i……...
4 faulty operation (paragraph B)
m ………
5 refuses to accept that it was at fault (paragraph 0)
d ....... r ……..
6 a process through the law courts (paragraph 0)
l……a……..
7 the important role that a company plays in society (paragraph H)
s ....... r ……..
8 company that fully accepts its responsibilities to society (paragraph I)
m ……..c ....... c ..
9 the opinion people have about how good or bad someone is (paragraph I) 
r………...
10 automatically made to think or act in a particular way (paragraph L)
p…... – p…….











 Review Assigment

Developing Business Presentations

Learning Outcomes
After reading this chapter, you should be able to:

1. Explain several purposes of business presentations.
2. Discuss the number and types of business presentations you may make.
3. Describe how organizations, businesspeople, and audiences benefit from effective presentations.
4. Identify the basic components of effective business presentations.
5. Describe the activities involved in planning presentations.

Benefits of Learning about Developing Business Presentations
1. Organizations prefer to hire and retain individuals who have good presentation skills because of the persuasive potential of good presentations and the positive role effective speakers play as representatives of their companies.
2. The ability to plan and prepare professional, persuasive, effective presentations contributes to your career and earning goals. Inability to do so hinders your advancement potential and job stability.
3. Good presentation skills position you to give effective presentations throughout your life in a host of nonwork settings as well as in the workplace. The intent of this chapter is to provide you with information about planning and preparing effective business presentations. The goal of this chapter is realized through discussions
 on the following topics: why business presentations are given, why you should develop good presentation skills, benefits of effective presentations, components of effective presentations, your feelings about giving presentations, planning business presentations, and preparing business presentations.
Why Business Presentations Are Given
Millions upon millions of business presentations are given each year in organizations worldwide. The purpose for each presentation typically falls into one of four categories: sharing information, persuading, instructing, and making position statements.
Some business presentations are given for the purpose of sharing information. For example, a human resources director may give a presentation before the company's employees to convey information and entertain questions about a new benefits policy. Other presentations are given for the purpose of persuading audience members to a course of action. For example, a company representative may give a presentation to employees encouraging them to contribute generously during the upcoming United Way fund drive. Still other presentations are given for the purpose of instructing audience members. For example, an information technology representative may give a presentation to select employees teaching them to navigate a new, online purchasing system. Other presentations are given for the purpose of making official position statements. For example, a company's CEO may give a presentation to employees to announce and explain a merger with another company.
Why You Should Develop Good Presentation Skills
Giving business presentations is not that far off for you. Do not fool yourself into believing that once you are on the job you will not be required to give presentations right away. Some students have the inaccurate perception that new hires in the business place are not required to give presentations. They believe that presentations are given only by middle- and upper level executives, so their involvement in presentations is several years off. Hence, they are in no rush to develop their presentation skills. What an inaccurate perception! On average, a typical white-collar worker in the United States gives one or two work-related presentations per year for the first several years of his or her business career. These presentations are typically made before relatively small audiences of 30 or fewer people, and the composition of the audience members at any one presentation is often similar (e.g., similar job status, occupations, etc.).
Those individuals whose careers take them past middle-management level typically find themselves giving several presentations per year, and company leaders, such as presidents, CEOs, CIOs, and CFOs, typically make numerous presentations annually. Their audiences often vary in size from very few to several thousand, and the composition is often diverse. Company leaders are also likely to have some of their presentations broadcast to audiences at remote sites. The higher your rank in the company, the greater your audience's expectations are that you are an excellent presenter. So work now at preparing for such a future.
Wise students and businesspeople work continuously on improving their presentations skills. So, how can you grow both your presentation skills and speaking confidence to levels of excellence? Get started now if you are not already doing so. In other words, do not wait until you reach middle management to begin working seriously on your presentation skills. That's too late! Instead, work on them from this point forward. Doing so will serve you well as you move through the early stages and years of your career and will, in turn, prepare you for that point in your career when you will make high-stakes presentations .








Benefits of Effective Presentations
Several parties typically benefit from effective presentations. Among the beneficiaries are organizations, presenters, and presentation audiences. The ways each benefit is presented here.
Organizations Benefit from Effective Presentations Organizations typically benefit from good presentations in three ways. First, organizations benefit when outside speakers give good presentations to their employees. Second, organizations realize benefits when their employees give effective presentations to audiences of fellow employees. Last, organizations benefit when their employees make effective presentations to external audiences on behalf of the organization.
When outside speakers give effective presentations to your employees, your organization typically benefits from the added information, knowledge, and understanding the speakers impart to employees. This occurs, in part, because good speakers capture and keep their audience's attention. As a result, audience members typically focus on the information being presented. The outcome is that the audience members understand, learn, and retain more than they would if they were listening to an inept speaker.
When speakers make good presentations before fellow employees, benefits such as those described above are also typical. With good presentations, organizations benefit from a reduction in miscommunication and the related losses that often result from poor-quality presentations.
When employees give good presentations to external audiences on behalf of their organizations, their organizations stand to benefit. The connection here pertains to the speaker's role as a representative for his or her organization. When organizations allow poor or average speakers represent them before outside audiences, they risk negative outcomes in terms of poor public relations and lost business. If a speaker has poor or average presentation skills, impressions do the audience members form about not only the speaker, but also the speaker's organization? If the speaker is a good presenter, however, the audience members are more likely to be persuaded by the presentation, think well of the speaker's organization, and do business with the speaker's organization in the future.
Giving Effective Presentations Speakers with good presentation skills realize benefits also. Most managers appreciate the impact such employees can have on their organizations. This is why managers place such a high value on presentation skills. In turn, you are encouraged to (1) appreciate the importance the business community places on good presentation skills, (2) develop good presentation skills as early as possible, and (3) continue to develop and refine your presentation skills throughout your career. One of the times good presentation skills will serve you well is during the job hunting process. It is not uncommon for employers to look for evidence of job applicants' presentation skills on their college transcripts or in their resumes and cover letters. In addition, some recruiters require job applicants to give one or more presentations during the employment process to determine the level of their actual presentation skills.
Good speakers also benefit in other ways. For example, organizations often take employees' presentation skills into account when making employment termination, demotion, transfer, pay raise, bonus, and promotion decisions. As can be expected, good speakers often experience higher levels of job security and larger, more-frequent pay raises, performance bonuses, and promotions. There is nothing like a well-delivered, "knock-their-socks-off" presentation to get the attention of those who make the big decisions.
Presenters' Ethical Responsibilities
Good speakers understand that adhering to ethical standards is also important. Here are several suggestions on how to be an ethical speaker. Good speakers:
· Avoid sharing inaccurate, misleading, or manipulative information.
· Develop visual aids that avoid distortion of facts and statistics.
· Avoid color and other design techniques that distract audience members' attention from points the speaker wants to gloss over.
· Use visual aids that are visible. Speakers leave the visuals up long enough so the audience has enough time to understand the information, without feeling they are being rushed for less-than-professional reasons.
· Refrain from highly persuasive nonverbal cues, such as gesturing, voice inflection, pauses, and inviting facial expressions, to mask inaccurate, misleading, or manipulative information.
· Avoid using their friendly, inviting personality to mask inaccurate, misleading, or manipulative information.
· Do not use their language in ways that manipulate foreign audiences whose command of the speakers' language is weak.

Individuals with good presentation skills benefit from the increased self confidence that comes with knowing they have mastered an activity that many people never master. Their self-confidence makes it possible for them to be open to presentation opportunities, address audience questions without hesitation, and enjoy giving presentations. Furthermore, their self-confidence radiates in presentations, making them dynamic speakers.
Audiences Benefit from Effective Presentations How often have you sat through a presentation during which you spent more time looking at your watch or texting than focusing on the speaker? Or you daydreamed, doodled, or did some work. That speaker likely did not have good presentation skills. While we cannot always avoid being subjected to poor speakers, each of us can and should work at not subjecting others to such torment. We owe it to the organizations that provide us with a livelihood, we owe it to our audiences, and we owe it to ourselves.
So how do audiences benefit from effective speakers? They typically learn and retain more information from a good speaker than from one who is less skilled. Audience members may learn how to be better speakers simply by observing the techniques of those who are proficient at their craft. In addition, dynamic, effective speakers are capable of inspiring individual audience members to truly desire to improve their own presentation skills. Yet another audience benefit is simply the enjoyment factor. Most of us enjoy listening to dynamic, effective speakers. After all, it sure beats the boredom we experience when subjected to a poorly skilled, unenthusiastic speaker. Face it, the topics addressed in business presentations are not always interesting, let alone exciting. With such topics, effective speakers have the ability to help their audiences bridge the gap between disinterest and interest.
Summary:
Section 1—The Role of Presentations
• The main reasons business presentations are given include sharing routine information, persuading others, instructing others, and making official position statements.
• You should work continuously at improving your presentation skills because you will give many presentations as you move through your career.
• The beneficiaries of good presentations are organizations, speakers, and audiences.
Basic Components of Effective Presentations
What makes one presentation successful and another mediocre? Is one presentation successful because the speaker effectively covered all of his or her information in the allotted amount of time or was it because he or she was dynamic and interesting? Is another presentation considered mediocre because the speaker appeared disorganized and did not imbue his or her voice and expressions with enthusiasm? Numerous factors contribute to the effectiveness or ineffectiveness of presentations. Each of the basic elements that affect the quality of presentations is presented below.
Understanding the Purpose of the Presentation
Good speakers have a clear understanding of their purpose before planning and preparing a presentation. Their purpose may be to share routine information or provide some form of instruction to their audience members. Or, the intent of the presentation may be to persuade the audience to make an official position statement.
A good speaker understands that familiarization with the purpose impacts the effectiveness of the planning and preparation as well as the presentation itself. Knowing one's purpose is at the heart of good communication.
Determining Audiences' Information Expectations and Needs Good speakers understand the importance of presenting information that their audiences perceive as useful.
When planning and preparing presentations, good speakers take time to determine their audience's information expectations and needs.
Sharing the right information does not preclude the need to be a skilled, dynamic speaker. However, good presentation skills alone are typically not enough to produce an effective presentation. Choosing the right information to share is also important.
Selecting the Right Amount of Information Good speakers understand the importance of selecting the right amount of information. This means they share the information their audiences expect and need. Furthermore, they share this information within the recommended time frame. This implies that they understand their audience's information expectations and needs well enough to make such decisions.
When we do not pay adequate attention to selecting the right amount of information, problems arise. When we select too little information, we do not meet our audience's information expectations and needs. When we select too much information, we compromise our audience's ability to understand and retain information. The key to selecting the right amount of information involves diligent planning, preparation, and practice.
Organizing Information Logically Good speakers understand the need to organize their presentations in ways that help their audiences understand and retain the information shared. It is important that speakers do so because their audiences do not have an opportunity to hear the presentation a second time as they might read a written document two or more times to achieve understanding and retention. Thus, good speakers organize their presentations so the points they are making are clear and flow logically.
To help their audiences comprehend and retain the information presented, good speakers often share it three times. First, they introduce the presentation topic by giving an overview of the main points to be shared. Second, they present the information in detail. Third, theysummarize the main points made.
Choosing the Right Type and Number of Visual Aids Good speakers know that visual aids are expected in business presentations and understand the importance of choosing the right type and number for each presentation. While visual aids types vary significantly (e.g., handouts, PowerPoint slides, mindmaps, graphs, YouTube clips, flip charts), be aware of the growing popularity of professional-quality, colorful visual aids. In a world where we are bombarded by so many visual images (e.g., TV, video games, movies, the Internet), business audiences have come to expect professional-quality, colorful visual aids. The most common computer-generated presentation tool by far is Microsoft's PowerPoint, but it is not the only tool of its kind. Corel Presentations and Sun Microsystem's Apache Open Office Impress are similar tools. Then there are web-based tools such as Trellix, a program that supports presentations made for the Web, teleconferences, and live electronic presentations. Many freeware programs have been designed to support business presentations.
For example, Google has developed a documents and spreadsheets program that lets you share projects online with the general public or specific people.2
Be careful not to overdo it with the visual aids. Since computers and presentation software make it easy to produce visual aids, you have time to end up with more visual aids than you can present effectively. Produce only the number needed to communicate and support the points you are making—no more, no less.
Staying on Schedule Make it a point to respect your audience's need to stay on schedule. Plan, prepare, and practice for a designated length; start the presentation on time; keep an eye on your watch; and end on time.
Work to eliminate those obstacles that can cause you to start or end late, such as (1) not planning, preparing, and practicing properly; (2) selecting too much information; (3) developing too many visual aids; (4) arriving at the presentation site late; (5) not understanding how to use the equipment and software; (6) lacking a backup plan to cope with equipment and software that is not working properly; (7) getting away from your notes and rambling; and (8) not controlling question-and-answer sessions.
Communicating Nonverbally:
Determining Appropriate Appearance
Just like the words you share in your presentation, your appearance communicates a nonverbal message to your audience before you start your presentation and throughout it. Obviously, you want your appearance to be appropriate. What does appropriate appearance mean? Is it wearing a suit and, if so, what color? Is it defined in terms of the amount and type of make-up and jewelry the speaker should wear? Does it refer to the speaker's hair style or color? Is it determined by the number and types of visible tattoos and body piercings? Acceptable appearance obviously has many interpretations, each of which is based on audience expectations. Typically, when a presenter's appearance is appropriate to a given audience, it goes unnoticed. This means that audience members do not necessarily feel more favorable about the speaker as a direct result of his or her appearance. However, when a speaker's appearance is inappropriate based on the audience's' expectations, it is typically noticed. Here a speaker's inattention to or conscious disregard for appropriate appearance actually distracts audience members. Some might even form an unfavorable impression of the speaker by assuming that he or she either does not know what appropriate appearance is or simply does not care.
Good presenters, like all good communicators, make it a point to learn about their audiences and what their needs and expectations are. In regard to appearance, know your audience's expectations well enough that you can determine appearance dos and don'ts. For example, if your audience expects a fairly high level of formality, wear a suit, a white blouse or shirt, and well-polished shoes. If your audience expects an informal presentation, dress casually.
Presenting
Presenting Professionally Good speakers understand the importance of good presentation skills. They know that good presentation technique alone does not produce a truly effective presentation. They do know, however, that when good presentation skills are combined with the right content, a good presentation is the result. So, give each of these components sufficient attention, and you will be on the right track.
In all presentation phases planning, preparing, practicing, presenting, and Q&A sessions—acknowledge and control your presentation anxiety. Most people experience some level of presentation anxiety. If you do, take comfort in knowing that you are not alone! The trick is to learn to control anxiety and use it to yours and your audience's advantage. The next section contains information about why most of us experience presentation anxiety and some techniques to control it during the planning, preparation, and practicing phases. 
Summary:
Section 2—The Components of Effective Presentations
• Understanding the purpose
• Determining the audience's information expectations and needs
• Selecting the right information
• Organizing the information effectively
• Choosing the right type(s) and number of visual aids
• Staying on schedule
• Determining appropriate appearance
• Making a professional presentation
Planning Business Presentations
Planning is the foundation on which effective presentations are built. Good planning contributes to presentations in which speakers meet their objectives and their audience's needs. The following website contains information about all presentation skills components: www.abacon.com/pubspeak/.
Planning a presentation involves determining what it is you need to accomplish and how you will do it. Think of the planning process as being one of answering a series of questions. The questions and answers discussed here provide a sense of the activities involved in planning presentations.
What Is My Presentation Objective?
At the heart of this question is determining if your task is to share routine information, provide instruction, persuade audience members toward a specific objective, or make an official position statement. Write out the specific purpose so that it remains clear in your mind as you plan and prepare.
What Do I Need to Know About My Audience?
Familiarizing yourself with your audience and its needs is critical to planning and preparing effective presentations. The idea here is to analyze your audience so you will be able to achieve a good fit between your objectives and your audience's needs and expectations.
For example, determine your audience's information needs and expectations. This involves determining what information they already know, what information they expect, and what information they need. While making such determinations, do your best to identify their level of understanding and anticipate their probable reaction to your presentation—both content and presentation style.
It is useful to determine audience size for a variety of reasons. Such information makes it possible for you to select appropriate types of visual aids and font sizes. While flip charts and white boards may work for small audiences, to get the job done properly with large audiences, computer-generated visual aids are the more appropriate choice. Determining audience size in advance also makes it possible to decide whether you will need to use a microphone. When your audience size exceeds 100 people, expect to use a microphone.
Determining audience type is a crucial step in organizing your presentation. For тexample, if you have a friendly audience you want to be warm in your presentation and include a little humor. If your audience is neutral, you might want to present both sides of an issue using a pro-con pattern and employ more facts, statistics, and expert opinions. And if your audience is hostile, you might use a noncontroversial, chronological pattern, objective data, and expert opinions that are more appropriate than anecdotes and humor.
Planning and Preparing Presentations for
Different Learning Styles
When planning for a business presentation, it is important to remember that individual audience members have one of three learning styles: visual, auditory, or kinesthetic tactile. Simply put, visual learners learn through seeing; auditory learners learn through listening; and, kinesthetic/tactile learners learn through hands-on activities.
To effectively meet the needs of your entire audience, you must address all three learning styles. Here are some techniques for doing so.
To reach out to visual learners in your audience, lace your presentation with:
• Photos
• Graphics
• Colorful charts
To reach out to the auditory learners in your audience, make sure to include:
• Personal stories
• Analogies and metaphors
• Tangible examples, facts, and figures
• Variation in pitch and volume of your voice and the speed of your presentation to keep the auditory learners engaged.
To reach out to the kinesthetic/tactile learners in your audience, provide opportunities for audience members to:
• Take notes
• Raise their hands and ask questions
Planning and Preparing Presentations for
International Audiences
Here are some general suggestions for planning and preparing presentations to be given to international audiences.
• Learn about your audience's culture, especially its business customs.
• Gain a clear understanding of your audience's expectations.
• Determine the level of formality that your audience expects. (Most expect a high level of formality and professionalism.)
• Determine if your status and age are important to the audience.
• Practice speaking more slowly than you would if you were giving a presentation in the United States.
• Identify your accent characteristics (e.g., drawl, speed) and practice controlling them so they do not interfere with clarity.
• Avoid slang and profanity. You do not want to confuse or offend your audience.
• Use technical jargon sparingly. If you have to use jargon, explain it.
• Use humor sparingly. Humor translates poorly into other languages and cultures.
• If you will not be speaking in your audience's native language, plan to sprinkle a few words and phrases in their language into your presentation.
• As you practice, be aware of your nonverbal communication habits and how they will be interpreted by your international audience (e.g., eye contact, gestures, etc.).
• Determine the type of visual aids your audience prefers (e.g., computergenerated, handouts) and whether they should be prepared in advance (e.g., PowerPoint slides) or they can be developed during the presentation (e.g., whiteboards, flip charts).
• Be extremely clear and specific with your host regarding your equipment needs. Test your equipment ahead of time to ensure it works properly and meshes with any hardware or software you plan to use. Plan for a worst-case scenario.
• Determine your audience's appearance expectations. (Most foreign audiences expect the speaker's appearance to be professional and conservative.) Finally, determine the composition of your audience. Are the members similar or diverse in terms of job title, education, age, gender, cultural backgrounds, etc.? Given their composition and expectations, what level of formality will your audience expect? Should you give your entire talk and then entertain questions? Or, should you encourage discussion throughout your presentation? Should you dress formally and remain behind the podium during the presentation? Or, should you dress casually and move around before your audience?6 Additional information pertaining to understanding your audience is available at this website: www.abacon.com/ pubspeak/.
What Information Do I Need to Share?
This question really pertains to two separate issues. You should be concerned about sharing the right information, and you should be concerned about doing it within the suggested time frame.
First, identify the information needs of your audience. This suggests that you will determine who your audience is and what information your audience expects and needs. Your audience may know what information they expect, but they may not realize they need additional information. This is where you plan the information needs accordingly and fill in the gaps.
Having identified your audience and its information expectations and needs, you are now faced with the challenge of determining how to organize and present the information in a way that is consistent with the amount of time allotted for the presentation.
Selecting too little information often results in ineffective presentations. The problem is further compounded when a presenter speaks more rapidly during the presentation than he or she does during the practice sessions. The result is an ineffective presentation that falls noticeably short of its recommended time frame.
Selecting too much information also contributes to ineffective presentations. When you include too much information in your presentation, one of the following four problems typically occurs. (1) You speak at a recommended rate, but disrupt audience members' schedules when your presentation runs long. (2) You speak at a recommended rate, but must skip important points in your quest to finish on time. (3) You speak at a recommended rate, but skip or rush through the summary. (4) You speak too fast and rush through visuals in your quest to include all your information and still finish on time.
What Information Should I Present Visually?
To answer this question, ask yourself how your audience will benefit from your visual aids.
For example, is the purpose of your visual aids to help your audience understand and retain information presented? Is the purpose to simplify complex or detailed information? Is the purpose to emphasize specific information or show a trend? Is the purpose to introduce your presentation or is it to highlight key points in the summary? Assign a purpose to each visual aid you consider including. If you see no clear, driving purpose to a proposed visual aid, drop it. Visual aids should be developed in conjunction with development of the talk. They should not be developed as an afterthought or included for show.
What Types of Visual Aids Should Be Included?
The answer is: those that best support your presentation. The good news here is that you have several visual aid types to choose from. The bad news is that you have more types of visual aids to become familiar with and consider when planning presentations. Here are several examples.
• Handouts are a good choice when you have more information to share with your audience than you are able to include. Handouts are most frequently used with small, informal audiences.
• A flip chart or whiteboard is a practical choice if your intention is to develop lists during presentations. Flip charts and whiteboards are most frequently used with informal audiences. They do not provide a practical alternative for large audiences, due to the obvious lack of visibility and because formal audiences expect professionally prepared visual aids.
• Items refer to tangible things a speaker would hold up before an audience, for example, a prosecuting attorney might show a murder weapon to a jury in a criminal trial. Items are an appropriate type of visual aid for both informal and formal audiences. In either case, the audience must be small or some will not be able to see the item. 
[image: ]Demonstrations provide a practical way to communicate visually when you want to walk your audience through a particular action. For example, a speaker could invite a colleague or friend to the front of the room and the two could demonstrate the proper way to shake hands at a job interview. Demonstrations are also limited to small audiences due to the restricted visibility factor.
[image: ]Bar charts are used to show numerical comparisons. Bar charts are typically computer- generated and displayed digitally. Keep them simple. For example, 3D bar charts are often confusing. There is too much going on, and the 3D angles often distort clear comparisons. Use distinctly different colors for each comparative bar in multiple-bar charts. They are equally effective for informal and formal audiences, as well as small and large audiences. 

Line charts are is used to show trends. Line charts are typically computer-generated and displayed digitally. Use different color lines in multiple-line charts. They are equally effective for both informal and formal audiences, as well as small and large audiences. 






[image: ]Pie charts are used to show comparisons of a whole (100 percent), such as budgets. Pie charts are typically computer-generated and displayed digitally. Use distinctly different colors for each slice of the pie. They are equally effective for both informal and formal audiences, as well as for small and large audiences.  
PowerPoint. The main idea with regard to PowerPoint slides is to keep them simple. Avoid including too much information on a PowerPoint slide. Select a font style and a type size that are legible and easy to read from a distance. Document cameras, also known as digital overheads, provide a good alternative to overhead transparencies.
Document cameras magnify images of two-and three-dimensional objects, documents, photographs, etc. Transparencies provide an alternative to PowerPoint slides and not long ago were a common way to present information visually prior to the advent of computer-displayed\ visuals. Transparencies work best with small, informal audiences.
• Drawings and illustrations. Sometimes that adage, "A picture is worth a thousand words," is spot on when making visual aid decisions. For example, if you want to display all or a portion of an architectural drawing or schematic, a drawing or illustration would be a practical choice. They are equally effective with informal and formal audiences, but need to be used with small audiences due to limited visibility.
• Spreadsheets. Portions of spreadsheets are often used when the speaker wants to display specific numbers or groups of numbers. Spreadsheets are equally effective with informal and formal audiences, but work best with small audiences due to limited visibility.
• Photos, like drawings and illustrations, are at times the most effective way to say what you want to say. They are equally effective for informal and formal audiences, as well as for small and large audiences.
• YouTube videos. At times a short video clip is the right visual aid choice. For example, you could show a short YouTube video that displays the proper way two businesspeople would greet in a given country or culture. If possible, use YouTube video clips in the 1-3-minute range. Short video clips are equally effective for informal and formal audiences, as well as for small and large audiences.






[image: ]• Wordles are word clouds. If you want to display several terms at once, including them in a wordle is an interesting and colorful way to do so, since the terms are displayed at different angles and in different type sizes and colors. Wordles are equally effective for informal and formal audiences, as well as for small and large audiences
 
[image: ]Mindmaps. Mindmaps are created using diagramming software used for planning and organizing. A Mindomo is a popular online mindmap software. From a presentation perspective, mindmaps provide a visual aid alternative if you want to display an entire process. You can focus your audience's attention on portions of mindmaps by enlarging and bring forward those portions. Mindmaps are equally effective for informal and formal audiences, as well as for small and large audiences. 
Prezi is an open canvas that allows users to navigate between a number of different media forms (e.g., text, video, images, etc.). Essentially users can zoom in and out of various media. To really liven up some of your visual aids, include some Prezi slides. However, do not include too many because they can be busy and distracting. Prezi slides are equally effective for informal and formal audiences, as well as for small and large audiences.
GoAnimate helps you make animated video clips using pre-made or user-designed animated characters (e.g., people, animals). You can even develop animated characters that look like you in animated form. You can have them standing still or moving around and they can be silent, talking, or making sounds. You can even give animated characters your voice via audio-/video capture programs like Camtasia Studio. You can even take photos of scenes and use animated forms of them as your backdrops. GoAnimate provides interesting and colorful ways to capture and keep your audience's attention. GoAnimate clips are equally effective for informal and formal audiences, as well as for small and large audiences.
Determining which visual aids to use typically depends on one or more of the following three characteristics.
1. Audience and Room Size. If the audience is small (25 or fewer), visuals aids presented on flip charts, whiteboards, and overhead transparencies are typically visible to all audience members. As the audience size increases, computer-generated visual aids, films, and slides are more readily visible to the entire audience.
2. Expected Formality Level. If your audience expects a formal presentation, prepare professional-quality visual aids (e.g., PowerPoint slides, video clips) in advance. If it is an informal presentation, then handouts and pre-prepared and unprepared flips charts are sufficient.
3. Purpose of Your Presentation. If your purpose is to make an official declaration before your employees, investors, etc., prepare high-quality, computer-generated visual aids and other multimedia. If your presentation is instructional, whiteboards and unprepared flip charts provide you with the flexibility to accomplish your goals.
How Many Visual Aids Should You Include?
Audiences expect to see visual aids in business presentations. They are not optional. Fortunately, today's affordable technology and presentation software make it possible for us to create professional-quality visual aids in a matter of minutes at little cost. The challenge, however, is to produce simple, clear visual aids in a quantity you can present effectively and professionally in your allotted time.
Do not develop too many visual aids. Sharing, displaying, and discussing visual aids during presentations is time consuming if done correctly. In addition, audiences need sufficient time to take in, comprehend, and retain the information on each visual aid. The general rule is that it is better to do a good job of presenting too few visual aids, than a poor job of rushing through too many. 
What Appearance Does My Audience Expect?
Appearance as it relates to business presentations is interesting. If your appearance is appropriate as your audience perceives it, it typically goes unnoticed. However, if your appearance is outside your audience's expectations, it will typically be judged unfavorably. Some will even form a less-than-favorable impression of you and your presentation before you get started.
They will assume that since you did not adhere to appropriate appearance guidelines, your professional stature and presentation information are suspect. At minimum, inappropriate appearance distracts audience members from the information you are sharing.
What is appropriate appearance for a business presentation? Well, it varies based on the presentation situation. Unless you are told differently, when speaking to upper-level executives in your organization or to external and international audiences, adhere to a conventional, conservative appearance (e.g., dark suit, white blouse or shirt, conservative necktie or scarf, well-polished shoes, well-kept hair, and moderate make-up and jewelry). It is always best to identify in advance your audience's appearance expectations. In some instances, this is fairly easy to do. However, with today's trend toward casual dress in the business place, it can be unclear just how "dressed up" you should be. If you cannot identify your audience's expectations, lean toward dressing more conservatively. If you are still confused as to what is meant by conventional, conservative appearance, read some of John Malloy's thoughts on the matter. He has published a number of "dress for success" books for women and men. Or, you could visit your campus career center for additional advice.
 In summary, the time and effort invested in planning presentations are not wasted. Careful planning provides a strong foundation on which to prepare and ultimately give effective presentations.
Summary:
Section 4—Planning Business Presentations
Planning business presentations involves:
• Determining the presentation objective
• Learning about the audience
• Determining what information needs to be shared
• Determining what information should be presented on visual aids
• Identifying the types and number of visual aids
• Determining equipment and software needs
• Preparing for equipment and software problems
• Determining appropriate appearance
Preparing Business Presentations
Once you have devoted adequate time to planning your presentation, the next steps involve preparing and practicing. Before moving on, however, consider visiting speeches.com/ index.shtml. This website contains information on how to prepare presentations.
Preparing presentations involves several steps. If done right, each step takes time—some more than others. Build quite a bit of time into your schedule for these activities. You do not want to be rushed as you approach the day of the presentation. This only fuels your presentation anxieties, resulting in a less effective presentation. Follow these preparation steps.
Visit Your Presentation Site
If possible, visit your presentation site well in advance of the day of your presentation. If you cannot visit your presentation site physically, try to visit it virtually. This involves asking your host to send you a video of the room or, at minimum, photos. If this is not possible, ask your host to send you information such as room dimensions, whether you will need a microphone, audience size, and number and location of electrical outlets. Visiting your presentation site prior to the presentation, in person or otherwise, is the smart thing to do. Here are some sample benefits of doing so.
• You remove one unknown element from the process, which should reduce some of your presentation anxiety.
• You become familiar with the seating arrangement. • You gain an appreciation for how loudly you need to speak and whether you need to use a microphone. Then you can practice accordingly.
• You can determine the extent to which you can move around based on the room size and design and the location of the podium and equipment.
• You determine appropriate font size for your visual aids.
• You become familiar with the location of the podium, equipment, and electrical outlets. For example, you might decide that you need to take along a laptop, a portable projector, a power strip, some three-prong adapters, or an extension cord.
• You become familiar with the light and dimmer switches and how they operate.
• You become familiar with how the screen is raised and lowered.
• You can determine the distance between you and your audience and how to best deliver eye contact based on the room dimensions and design.
By removing so many unknown elements, you greatly enhance the effectiveness and efficiency of the preparation process, conduct more realistic practice sessions, and reduce some of your speaking anxiety.
If you are able to visit your presentation site in person, then practice your presentation there. It's a great wonderful opportunity to become familiar with the surroundings, while getting somewhat comfortable at the same time.
Gather the Presentation Information
During the planning stage, you determined your audience's information expectations and needs. Now, it is time to gather the necessary information.
The information may come from a variety of sources ranging from company records and interviews to the Internet. Remember to gather valid information from reliable sources. Be especially careful about information you locate on the Internet. It is difficult to confirm the reliability of some Internet sources. It is equally difficult to confirm the validity of the information from those sources. For obvious reasons, you do not want to create a situation where audience members question the validity of your information and reliability of your sources during your presentation or during the question-and-answer session.
Organize the Information
Once you have gathered the information, structure it so it is clear and flows logically. Do not make your audiences struggle to keep up or figure out your logic. Remember, they are hearing the information for the first time and do not have the opportunity to hear it a second and third time to aid in understanding and retention. Your efforts to logically organize the information may go unnoticed, but audiences will notice a presentation that is illogical or unorganized.
Organize your information into the following three presentation components.
1. Introduction. Introduce yourself (name, job title, affiliation, etc.), mention the purpose of your presentation, tell your audience when you will entertain questions, and share a brief overview of your talk so your audience has a framework to follow.
2. Body. Present the information in detail, with special emphasis on key points.
3. Closing. Announce the close, briefly recap the key points, extend a call for action if the purpose is to persuade, and close with a memorable statement. Finally, extend an invitation for questions. As you organize the information, give some thought to where visual aids will logically support your goal. Determine specific visual aid types and contents after you have organized the information.
Develop an Outline
Business audiences typically prefer that speakers present their information naturally in what some describe as a conversational tone. Therefore, you are discouraged from reading from a written or memorized script. Presenters who read their script typically sound stilted and even rigid. Furthermore, with a script you run the risk of losing your place and not finding it again if you are interrupted or otherwise distracted (which happens). This is especially true if you work from a memorized script.
Write your outline on 5x7-inch notecards. As you write your outline, keep the following suggestions in mind: 
• Write words and phrases, not sentences and paragraphs.
• Use a large enough print or font size so you can read them clearly and not lose your place.
• Write on one side of each notecard only to eliminate concerns about whether you covered the material on the reverse side.
• Write a page number on each card in case you drop your cards and need to quickly reorder them.
• Write personal guidance reminders on your note cards. Guidance reminders refer to presentation techniques you suspect you will perform inadequately. For example, if you are concerned that you will not give your audience enough eye contact, draw an eye here and there on your notecards as a reminder. If you worry that you will speak too fast, write slow down occasionally in a different ink color.
Some speakers find it helpful to start by writing a script, then converting it to an outline.
Doing so helps them avoid overlooking information they want to include and also helps them get comfortable with the information to be presented.
Develop Your Visual Aids
Your goal is to develop visual aids that can be quickly and easily understood by your audience.
The KISS Principle (Keep It Short and Simple) applies to developing visual aids for business presentations. Avoid developing "busy" visual aids that have too much going on. Be careful not to overuse visual aids such as clip art, animations, and YouTube clips. Ask yourself, Does the visual aid serve a purpose? Is it appropriate? Will it distract my audience? Does it compromise the amount and quality of information presented on a visual aid? Avoid distracting your audience by using more than one font style on a visual aid. In addition, be sensitive to how you use colors. For example:
• Limit the number of colors used on a visual aid to more than five.
• Use bright colors such as yellow to emphasize key information.
• Understand color and mood associations. For example, red is associated with operating at a loss, yellow is associated with positive themes, blue and green are neutral, red and yellow combinations raise people's blood pressure, and color blind people are affected by the red-green combination. Note that not all cultures make the same color associations.
• Avoid placing similar colors next to each other.
• Ensure effective contrasts. Use light-colored text on dark backgrounds inи darkened rooms, dark-colored text on light backgrounds in rooms where the amount of light filtering in cannot be controlled. Avoid dark colors on dark backgrounds and light colors on light backgrounds.
Business audiences react positively to colors in visual aids. Just be careful to reap the benefits by following the basic color selection rules. In addition to the suggestions presented above, consider the following when developing visual aids:
• Make the print or font size large enough to be seen by everyone in your audience. The size and dimensions of the presentation room will determine the appropriate size. A 24-point type size works well in most settings.
• Use legible font styles (e.g., Times New Roman, Arial). Avoid flamboyant fonts (e.g., English Gothic). 
• Do not use fill patterns (diagonal lines, dots, etc.) with colors to distinguish between slices in pie charts and bars in bar charts. Colors are preferred over fill patterns.
• Use three-dimensional, multiple bar charts cautiously. They are susceptible to misreading. The three-dimensional feature works best with pie charts. Develop back-up visual aids for those unwanted times when the equipment or software malfunctions. For example, make one or more soft copies of your PowerPoint slides to use just in case your main copy does not work properly. Make a hardcopy set of your PowerPoint slides to display on a document camera. Make handouts containing your slides. None of us want the equipment or software to fail us; however, it does at times. Backup visual aids help us move past these unwelcomed, uncomfortable moments without getting overly frustrated.
Prepare for Equipment and Software Problems
Anticipate and take measures to effectively contend with equipment and software problems. Equipment and software do not always work as planned; however, such unwanted situations do not have to doom your presentation. Do some pre-planning to work through such situations.
Here are some troubleshooting suggestions:
• If you are using electrical equipment, collect one or more extension cords, power strips, and three-prong adapters.
• If you are using battery-operated electrical equipment, purchase spare batteries.
• If you are going to use a portable projector, get some spare light bulbs.
• If you are using a computer, arrange for a backup computer (e.g., notebook, tablet, etc.).
• If you are using a projection system, arrange for a backup portable projector.
• If you are using an overhead project, get a portable projector and some spare light bulbs.
• If you are using software, make backup copies to take to the presentation.
• If you are using a whiteboard, assemble some extra dry-erase pens and an eraser.
• If you are using a flip chart, take along extra marker pens, an extra flip chart, and a portable tripod stand.
Like it or not, equipment and software will fail at the least opportune times. Your preparations will pay big dividends when these times occur.
Prepare for the Question-and-Answer Session
The two best approaches to prepare you for the "Q&A" session are learning your presentation topic thoroughly and anticipating questions.
1. Become very knowledgeable of the facts in your presentation and comfortable with your topic so you will be relaxed as you respond to audience questions. Of course, this means you must learn more about the topic than you plan to share in the presentation.
2. To the extent that your intuition and experience allow, anticipate the questions most likely to be asked. Next, determine your responses. Finally, write out the questions and answers and take them with you to the presentation.
As you prepare, remind yourself not to take audience questions personally and, in turn, get defensive. There is no need to be overly anxious about Q&A sessions. Remind yourself that you are the expert on the topic; otherwise, you would not have been asked to speak.
Furthermore, as you prepare, remind yourself that if you are asked a question for which you do not have an immediate answer, it is acceptable to pause and reflect on it before responding.
If you are unable to give an adequate answer, offer to contact the audience members later with an answer. Finally, you may be concerned about the possibility of aggressive audience members. Like it or not, they come with the territory. You will not necessarily enjoy the experience, but you will survive and live to speak another day. If you have aggressive audience members, plan to keep your responses brief, but complete. Also plan to use a courteous tone and maintain pleasant facial expressions. However, avoid prolonged eye contact with such individuals; it is viewed as aggressive. In addition, have a plan so you do not let aggressive individuals dominate your Q&A.9-10 For example, it is acceptable to remind the individual that, since time is limited, you would be happy to discuss his or her concerns following the session. Alternatively, do not call on the individual if he or she continues to try to dominate the session.
Finally, conduct some Q&A practice sessions. Practice in front of some of your colleagues, friends, or family members. Ask them to play an active role, asking you some questions you cannot immediately answer. Also, instruct someone to get aggressive in their questioning, so you get some practice dealing with that type of situation. It is far too common for speakers to overlook preparing and practicing for Q&A sessions and quietly worry about their outcome instead.
Practice Your Presentation
Once you have prepared your presentation, it is time to practice. Practice will help you achieve the required presentation length, get comfortable with the topic, sharpen your skills, control your presentation anxiety, and build your confidence.
When possible, practice in a room similar in size and dimensions to the actual presentation site. In addition to reducing some of your presentation anxiety, you will be better able to determine appropriate eye contact, voice volume, and font size on visual aids as well as the extent to which you can move around in front of your audience. Practice your presentation in its entirety each time so your delivery is ultimately consistent and predictable (to you) and you develop a realistic sense of its length.
Summary:
Section 5—Preparing Business Presentations
Preparing business presentations involves:
• Visiting the presentation site in advance
• Gathering the presentation information
• Organizing the information
• Developing an outline
• Developing visual aids
• Preparing for the question-and-answer session
• Preparing for equipment and software problems
• Practicing the presentation














UNIT III 

TRAINING AND DEVELOPMENT

BEFORE YOU READ
Discuss these questions.

1. What do you know about Infosys? Which country is it from?
2. What do you understand by the term 'international graduate training programme'?
What would the benefits be?
3. If you had the opportunity at the start of your career to work abroad for a foreign company, would you do it? What would expect to get out of it?

READING
Read the article again and say whether these statements are true (1), false (F) or there is not enough information given (N).

1. Both the Brit ish and Indians are happy 10 multitask.
2. Infosys has never run a graduate training programme before.
3. The Infosys international graduate training programme lasts six months.
4. Infosys is a computer manufacturer.
5 Most of the trainees on the programme are from the UK.
6. Marco Cullen's major objective is to learn more about Indian culture.
7. Graduate training programmes in UK companies do not generally have an intercultural dimension.
8. Rick Melior has discovered that global communications between different parts of Infosys are poor.
9. Infosys is running the programme to ensure it has a globally minded workforce.
10. Infosys is the only Indian IT company which runs an international graduate training programme








An international outlook: Infosys Trainee Scheme
by Kale Hilpern 

If you visit a workplace in the UK, you'll generally find people approaching their daily tasks individually. If you visit a workplace in India, on the other hand, you'll find people are much more happy to multitask,’ says Marco Cullen, who recently graduated from King's College London with a degree in electronic engineering and systems.
You only have to look at their roads to see how comfortable they arc with a lot of things going on at once!' 
Cullen only knows this because he was recently accepted onto Infosys's brand-new graduate training programme, which involves engineering graduates from around the world spending six months in India. Like a growing number of global companies, the provider of IT business solutions is investing heavily in ensuring that their graduates are able to work comfortably as part of an international, diverse work force.
The 25 graduates from the UK that have been selected onto this particular training programme recently arrived in Mysore, India to join trainees from the United States, Japan, Australia, China and Mauritius. The idea is that they will all receive the same standard of high-quality technical training, while at the same time learning about the countries and communities around the world that they will ultimately operate in. 'It's already clear that this is going to be a big learning experience for us, both professionally and personally, Cullen applied quite simply because the IT sector, like many others, is increasingly spreading its wings.
' You've got China and India. Which have one billion people each, coming into the global economy. So the opportunity to experience different markets and work intimately with different cultures was too good to miss. I hope to end up with both the social and technical skills to equip me to work in a market that crosses national borders: he says. 
‘But while more and more employers are jumping on the bandwagon,’ Cullen says all too many are getting left behind. ' If you look at a lot of the training schemes in UK companies, they might rotate you around various departments, but you rarely get to immerse yourself in the other cultures that you'll later be working with. Obviously that  puts you at a disadvantage.'
Rick Melior, who has just graduated from the University of Bath with a degree in computer information systems and is also on lnfosys's training scheme, agrees. While I was at university, I did a work placement at another global company and found the major issue it had was that the different global locations weren't that well connected.
Communications between them were really quite poor.'
BG Srinivas, Senior Vice-President 75 of lnfosys, says there are clear business benefits to training graduates overseas with peers from all over the world. 'A work force that truly represent lnfosys's global footprint and are able to work together in harmony are more likely to give the end user what they really need. That in turn helps us stand out, he says.
Even if graduates don't go abroad on every project they are involved in at lnfosys, the chances are they'll be working as part of global teams, he says. 'This sector operates in a very diverse environment and if you put fresh graduates onto these large global projects without the kind of training we are offering them, the learning curve will be much slower,’ he explains.


from The Independent

Word search. Find words and phrases in the article which fit these meanings.
1. totally new 
2. very different from each other 
3. expanding into new areas 
4. to prepare someone to do something by giving them the necessary skills 
5. starting to do something because a lot of other people are doing it 
6. move someone from job to job to gain experience 
7. to completely involve yourself in something 
8. people who are the same age as you or have a similar job or position 
9. be clearly better than others 
10. people who have just left university 
11. the time and difficulty involved in learning something new 

Find words or phrases in the article which all begin with the same four letters and have these meanings.

1 an office or factory where people work
2 the employees of a company
3 when a student spends a short time as an intern at a company

Find six word partnerships starting with global in the article. Match them to these definitions.

1 the different countries around the world in which a company operates
2 companies operating in most parts of the world
3 people from the same company working closely together but based in different countries
4 the worldwide system by which goods and services are produced and used
5 the degree to which a company operates in different countries around the world
6 important pieces of work that are planned and organised over a defined period of time in different parts of the world

Prepositions. Complete these sentences using the prepositions:
around at in in on

1 Twenty·five graduates from the UK have been accepted … the Infosys training programme.
2 In most graduate training schemes the trainees are rotated ... different departments.
3 Because many UK graduate training programmes do not have an international component, the trainees are put ... a disadvantage for working with other cultures in the future.
4 Infosys is investing a lot... ensuring that its future employees will be able to work effectively with people from other cultures.
5 Infosys wants to be sure that its internationally diverse workforce will be able to work together...harmony.

Think of other word partnerships starting with global which match these definitions.

1. where trade can be carried out worldwide
2. the total amount of goods or services that people or companies buy or want to buy worldwide
3. a situation in which companies worldwide are trying to be more successful than others
4. the idea that the world can be considered as one unit for business and communication purposes
5. a general increase of world temperatures
6. a product that is known and sold all over the world













Professional vocabulary in use.
 
APPLYING FOR A JOB
Recruitment 
The process of finding people for particular jobs is recruitment or, especially in 
American English, hiring. Someone who has been recruited is a recruit or, in American English, a hire. The company employs or hires them ; they join the company. A company may recruit employees directly or use outside recruiters, recruitment agencies or employment agencies. Outside specialist called headhunters may be called on to headhunt people for very important jobs, persuading them to leave the organizations they already work for. This process is called headhunting. 

Applying for a job 
Fred is a van driver, but he was fed up with long trips. He looked in the situations vacant pages of his local newspaper, where a local supermarket was advertising for van drivers for a new delivery service. He applied for the job by completing an application form and sending it in.
Harry is a building engineer. He saw a job in the appointments pages of one of the national papers. He made an application, sending in his CV (curriculum vitae – the story of his working life) and a covering letter explaining why he wanted the job and why he was the right person for it.
Note: Situation, post and position are formal words often used in job advertisements and applications.
	BrE:CV :Ame: resume or resume
BrE: covering letter; AmE: cover letter    


 


Selection procedures 
Dagmar Schmidt is the head of recruitment at a German telecommunications company.
She talks about the selection process, the methods that the company uses to recruit people:
We advertise in national newspapers. We look at the backgrounds of applicants: their experience of different jobs and their educational qualifications. We don t ask for handwritten letters of application as people usually apply by email; handwriting analysis belongs to the 19th century.
We invite the most interesting candidates to a group discussion. Then we have individual Interviews with each. We also ask the candidates to do written psychometric tests to assess their intelligence and personality.
After this, we shortlist three or four candidates. We check their references by writing to their referees: previous employers or teachers that candidates have named in their applications. If the references are OK, we ask the candidates to come back for more interviews. Finally, we offer the job to someone, and if they turn it down we have to think again. If they accept it, we hire them. We only appoint someone if we find the right person. 

Complete the crossword. Use appropriate forms of words from A, B and C opposite.
[image: Scan20001]
	Across
	Down

	5 I phoned to check on my application, but they said they d already ……..  someone(9)

6 This job is so important, I think we  need to …… someone. (8)

8 The selection process has
Lasted three months, but
we re going to ……
someone next week. (7)
	1 and 2 I hope she ……because if she …….
the job, we ll have to start
looking again. (7,5,4)

3 That last applicant was very
strong, but I understand
he’s had two other
……… already. (6)

4 They’ve finally …….. a
new receptionist. (5)

7 Computer programmers
wanted. Only  those with
UNIX experience should
………. . (5)



Now divide the words in 3.1 into two groups:
             1 what a company personnel department does.
             2 what a person looking for work does.

Replace the underlined phrases with correct forms of words and expressions from A, B and C opposite.
Fred had already (1) refused two job offers when he went for (2) a discussion  to see if he was suitable for the job.
They looked at his driving licence and contacted (3) previous employers Fred had mentioned in his application. A few days later, the supermarket (4) asked him if he would like the job and Fred (5) said yes. 
Harry didn t hear anything for six weeks, so he phoned the company. They told him that they had received a lot of (6)
request for the job. After looking at the (7) life stories  of the (8) people asking for the job  and looking at (9) what exams they had passed during their education, the company (10) had chosen six people to interview , done test on their personality and intelligence and they had then given someone the job.





























IMPROVING THE SKILLS OF INTERNATIONAL LEADERS

BEFORE YOU READ
Discuss these questions.

1 What skills and qualities should a good international manager or leader have?
2 What should an international professional development programme for leaders and senior executives consist of?
3 What are some of the challenges future international leaders will face?

READING
Read the article on the opposite page and answer these questions.

1 What kind of things did David Weekley learn from his visit 10 China?
2 What is the broad aim of international programmes such as Leaders' Quest, which are designed for future global leaders ?

Understanding details
Read the article again and answer these questions.

1 What is David Weekley's job, and where is he from?
2 Who organised David Weekley's trip to China, and why?
3 What was the impact of the trip on him?
4 What was the background of David Weekley's companions on his visit to China?
5 Where in China did the group go, and how long did they stay?
6 What can leaders learn from visits to emerging countries such as China?
7 What impressed David Weeklev about China?
8 What aspect of China worried him?
9 What did he do when he returned from China?
10 What was the result of Ashridge Business School's research?









TRAVEL BROADENS EXECUTIVE MINDS
by Alison Maitland
A David Weekley, Chairman of a US house-building company, used 10 think he was well travelled and knowledgeable about the world. Then he went to China on an international programme designed for senior leaders.
B I found I had a pretty warped view of the world: says the 55-year-old Texan entrepreneur. 'When you reach a position of success, you're often surrounded by folks who tell you you're right about things and you often enjoy an elevated position of power and influence. This took me down a few notches:
C The visit was arranged by Leaders Quest, a non-profit organization that aims to improve the quality of leadership around the world by bridging divides between sectors and cultures.
Mr Weekley 's fellow participants included leaders from government, charities, business and academia in six countries. They visited Shanghai and then Chengdu in Sichuan province.
D Interest in innovative programmes for individuals and senior learns is growing, says Leaders' Quest. In spite of the economic crisis, the organization says it is receiving more requests for information than ever before.
I According to research led by Ashridge Business School for a project called Global Leaders of Tomorrow. 76 per 33 cent of business leaders polled in 2008 said senior executives needed more skills and knowledge to respond to trends such as climate change and emerging market challenges. But less «than 8 per cent believed such skills were being developed effectively.
F Established and aspiring leaders alike can learn much from programmes designed benefit them and the emerging markets they visit, from greater self-knowledge to broader awareness of other cultural perspectives and understanding of global interdependence.
G For MrWeekley, the intensive seven days of discussions and field visits, which covered business, education, science, culture, human rights and the environment, was an eye-opener. The speed of China's development left him feeling that the US was at least in some respects, being left behind.
H He was impressed by the motivation of entrepreneurs and schoolchildren , but also troubled that China's one-child policy meant each child had the undivided attention of two parents and four grandparents. It 's very hard to be "other-centered" if you're the centre of attention for six adults,’ he says.
I Equally enlightening were his companions on the quest. 'I got to see my own lack of knowledge as contrasted with their broader knowledge in a wealth of areas, so it demonstrated how backward I was in transforming worldly understanding,’ he says. ' Being American sometimes we think the world revolves around us.
J On his return home he decided to act. He hosted events for nearly 100 Texan business people t0 learn about Leaders' Quest. So far, six have been on visits to Africa, Brazil, China and Russia. He also went on another quest - typically costing £9,000 excluding flights, though bursaries are available - to Mumbai and Bangalore. The contacts he made led him to outsource as some architectural business in India.
He donates funds to both countries and is involved in a micro-finance project in India.
K Did the experience change him as a leader? 'It humbled me,’ he says. ' It made me more open-minded. It made me not jump to conclusions or take everything I read in the media at face value'.
L This greater cross-cultural sensitivity is a key reason why Mr Weekley believes investment in international leadership development remains valuable, in spite of the economic crisis. 'Those that choose to go and get to go will have a much higher likelihood of future success in our changing world,’he says.

Word search
Find five positive words or expressions which David Weekley uses to describe himself, either before or after his visit to China, and match them to these definitions.

1. having visited a lot of countries
2. knowing a lot about things in the world
3. interested in hearing about new ideas and ways of doing things
4. think about things before making judgments
5. doubtful about the truth of what is written in newspapers

Find four negative things that David Weekley says about himself or Americans in general and match them to these definitions.

1. seeing the world through a very distorted lens
2. how little he knew about many things
3. having a very poor understanding of things in the world
4. thinking they are the centre of everything

Find three reactions that David Weekley expressed after his visit to China and match them to these definitions.
1. It made him a bit less confident about himself.
2. an event that made him rea lise some surprising facts
3. It made him realise that he was not as good or important as he thought he was.

Vocabulary development
The following are all qualities which international leaders should have. Rearrange the words to make phrases used in the article.
1. knowledge greater self
2. perspectives broader other awareness cultural of
3. interdependence global of understanding
4 cross greater sensitivity cultural
Prepositions
Complete these sentences using the prepositions:
about (2)  around  between  by  for  from  in (3) of (3)  to

1. There is a growing interest ...the programmes organised by leaders' Quest.
2. David Weekley says that Americans sometimes think the world revolves ... them.
3. Before his visit to China, Mr. Weekley had a pretty warped view ... the world.
4. One aim of the visits arranged by Leaders' Quest is to make senior people from different cultures more knowledgeable ... the world.
5. Another aim is to bridge divides ....... different cultures.
6. The leaders' Quest programmes are designed ... senior leaders.
7. According ... research carried out by Ashridge Business School, senior executives need more skills and knowledge to be effective in a global world.
8. Leaders can learn a lot... programmes such as those organized ... Leaders' Quest.
9. Since his visits to China and India, David Weekley has become involved...several projects in those countries.
10. He also organized events in his native Texas so that senior Texan businesspeople could learn…Leaders' Quest.
11. Mr Weekley believes that investment…international leadership development is extremely valuable.
12. He also believes that leaders who go on visits like he did will have a much higher likelihood…future success in a changing world.
13. Mr Weekley believes that investment in international leadership development remains valuable, in spite... the economic crisis.
OVER TO













HIRING UNIVERSITY GRADUATES FROM CHINA

BEFORE YOU READ
Discuss these Questions:

1. How common do you think it is for Chinese university graduates to be hired by Western companies to work outside China?
2. Why should Western companies do this?
3. What do you think would be the main challenges for Western companies when hiring Chinese graduates?
4. What are some of the main cultural differences between Western countries and China?

READING
Understanding the main points
Read the article on the opposite page and answer these questions.

1 Why should Western companies want to hire Chinese graduates to work outside China?
2 What are the benefits for a Chinese graduate in working for a global corporation?
3 What are the challenges for Chinese graduates when attending recruitment interviews with Western companies?
4 What is the main difference in relations between a boss and his/her subordinates in China and in the West?

Understanding details
1. What are two disadvantages for Eric Lin about working in London rather than in China?
2. What has led to the trend of Chinese graduates working abroad?
3. How many graduates is PwC planning to recruit in China this year?
4. Where will PWC find the Chinese graduates to join their offices outside China?
5. What is one particular difficulty for Western companies when interviewing Chinese candidates?
6. How does Suwei Jiang get round this problem?
7. What helps Chinese people adapt to work and life in Western countries?
8. How would you describe Helen Zhi's personality?
9. Is her communication style typically Chinese? If it is different, how is it different?



CHINA'S NEW WAVE HEADS WEST
by Alicia Clegg

A Eric Lin, an associate lawyer seconded from Alien & Overy's China practice, is enjoying life in London. But he worries that while he is away. his colleagues and clients in Shanghai are making ground-breaking deals without him.
'Gaining experience and contacts abroad will ultimately help me,’ he says. 'But maintaining my network in China is a big challenge.'
B The once unthinkable phenomenon of Chinese nationals such as Mr. Lin joining foreign corporations has come about through China's assimilation into the world economy.
C China's emergence on the world stage has far-reaching consequences for Western-owned firms. In the past, multinationals hired Chinese graduates to staff their operations in China,’ says Charles Macleod. Global Resourcing Director at PwC. ln the future they will also increasingly need China specialists around the world to do business with Chinese companies that go abroad.
D 'We foresee a lot of opportunities to work with Chinese clients seeking to invest in other markets,' Mr. Macleod says. This year PwC is recruiting 1.700Chinese nationals, who will train in its China practice. A smaller group, recruited from universities in English speaking countries. will join its practices in Britain. Australia and the US. 'Our n aim is to have a cohort of people who can support our clients wherever they do business.'
E For Chinese graduates a spell with a global corporation confers kudos access to other lifestyles and opportunities to pick up skills that are marketable in China and internationally transferable. But working in a foreign language and culture makes big demands of people, both personally and professionally.
F For employers seeking to recruit Chinese graduates, the top concern is to find the best people. Cultural complications make this trickier than it sounds. The first challenge when interviewing non -native speakers is distinguishing linguistic perfomance which coaching can improve, from ability to think, which is harder to train and ultimately matters more.
G Suwei Jiang, a Director of PwC's China Business Centre in the UK, vividly recalls her own stumbling attempts to express herself succinctly before selection boards. Now, when she interviews for PwC's China office she helps candidates give a good account of their abilities by using both English and Mandarin. If a candidate gives a poor response in English, she returns to the topic later in the interview in their own language. A better response second time around implies the applicant has difficultly expressing their ideas in a foreign language, not in thinking.
H Helcn Zhi, a senior manager in KPMG's high-growth markets practice, says that in her experience, Chinese people are perceptive observers. In an unfamiliar setting, they watch for cultural cues and adjust their behavior to mirror that of their hosts.
I Yet misunderstandings still arise. As a young professional in China, Ms Zhi learned to control her natural talkativeness when unending meetings with her boss. When she to Britain, naturally enough, she assumed the same rules applied. 'In China, my role was to observe and support my manager, not to speak. Here, even the most junior people are expected to give their views. But nobody told me that. It was something I had to work out for myself.'

Word search
Find words or phrases in the article which fit these meanings.

1 contracts or agreements in business (paragraph A)
d ….
2 provide the workers for an organisation (paragraph C)
s ….
3 predict (paragraph D)
f…
4 group of people sharing a similar characteristic, usually age (paragraph DJ
c …..
5 short period of time (paragraph E)
s… .
6 more difficult (paragraph F)
t…..
7 emphasizing the most important part of something (paragraph F)
u…..
8 clearly and briefly, when speaking or writing (paragraph G)
s.. ..
9 place or time where something happens (paragraph H)
s…. ..
10 actions or events which help you decide what to do or understand what is happening (paragraph H)
c…..
11 match or copy the behavior of another person (paragraph H)
m…..
12 find an answer or solution to something (paragraph I)
w…. o....
7. 






Review Assignment.

Employment Communication: The Job Search Process

Learning Outcomes

After reading this chapter, you should be able to:
1. Explain the seven steps of the job search process.
2. Explain how to make a career choice.
3. Discuss the role of internships and co-ops in making a career choice.
4. Discuss how to locate job prospects.
5. Describe how to research organizations and jobs.
6. Explain what "merchandising yourself" means and describe its benefits.
7. Describe how knowing the qualities employers look for in job candidates can affect the outcome of a job search.

Job Searches: You Will Participate in Several
Before reading about the seven steps of the job search process, take time to consider the role the information presented in chapters 15 and 16 will play throughout your working years.
The point is that the information you are about to read will be important to you for a long time to come! This is because you will likely conduct several job searches throughout your working years. Few people build their entire careers around one employer. Most people work for several employers, switching careers one or more times during their working years. Current predictions suggest that once you graduate from college you will likely work for eight different employers in three to four different careers before retiring.
In addition, you will most likely retire at age 75 or even later based on your circumstances and financial needs. Even today, not all U.S. workers retire at age 65, the age long thought to be the norm. In 2009 approximately 3 million Americans bypassed retiring in their mid-605 and were working into their 70s, 80s, and some beyond. In a 2012 survey, 25 percent of respondents said they did not plan to retire until age 70 or older.1 In another 2012 survey, 9 percent of respondents indicated they planned to work full-time and 44 percent part-time after retiring.2 Centenarians (people age 100+), numbering approximately 100,000 in the United States, also make up a portion of the workforce! Some even work more than one job. (For information about centenarians, visit www.adlercentenarians.org.) Some people continue to work into their senior years because of financial necessity. Others do so, not so much for the money, but for the personal satisfaction they get from being around others. Still others say they like what they are doing and choose to continue doing it. Then there are those who continue to work because they have known people who died shortly after retiring, and they do not want to chance the same outcome! Retirement may one day be right for you, but for many it is not an option or is something they simply choose not to do.
Hopefully you will make good career choices and find yourself enjoying what you do for a livelihood. Matters such as retirement age then will not necessarily be of concern to you, whether you retire at age 75 or 105 or never. Life is short enough as is and goes by too quickly to waste a single day of it working at a job you do not enjoy. Think about it. It makes sense.

The Job Search Process—An Overview
The job search process refers to the seven steps you are encouraged to take when seeking professional employment. The steps are listed here.
The Seven Steps in the Job Search Process:
1. Making the right career choice
2. Locating job prospects
3. Researching organizations and jobs
4. Writing persuasive cover letters
5. Developing effective resumes
6. Interviewing convincingly
7. Developing effective follow-up correspondence
If you are preparing for a new career, you will want to begin with Step 1 (making the right career choice). If you have already made your career choice or are currently established in your chosen career, begin the job search process with Step 2 (locating job prospects).
Have you ever heard the expression "A chain is only as strong as its weakest link"? If you have worked with chains on construction sites, farms, or elsewhere, you know the seriousness of this expression. In comparison, the job search process is only as successful as its weakest step. Successful job searches are more likely to occur when you devote an adequate amount of attention and effort to each step.
We often weaken our job search efforts by not expending the necessary time and effort to perform the process effectively. Furthermore, sometimes we base career choices on potential earning power rather than on what we suspect we would be successful at and happy doing. Other times, we don't bother to research companies or customize cover letters and resumes. Sometimes, we even forget to brush up on our communication skills and manners before going into interviews. And if we do get interviews, many of us simply don't bother to send thank-you notes or check back with recruiters following interviews. Then we wonder why potential employers don't call us in for interviews or make job offers. Get the idea? The process is not only about getting a job; it is about putting adequate time, attention, and effort into the seven steps of the job search process. Doing so increases your chances of landing a job with a company you really want to work for doing the type of work you want to do in the geographical area you prefer. Many people around the world don't have the luxury of making such choices. You do! Don't allow the opportunity to slip through your hands.



How to Determine What Is Right for You
Start out by focusing on you—your needs, your interests, your abilities, your values, and your work ethic. Below is a list of some considerations to reflect on when deciding what is right for you.
• the degree of stress and challenge you like in your life
• the degree of autonomy you enjoy
• the amount of variety you need
• the opportunity for creativity a job offers
• your need to make a difference with your work
• your preferred social environment3
Other examples of personal preferences include:
• the degree to which you are comfortable taking risks
• your openness to traveling for work
• your willingness and ability to make effective decisions
• your attitude about teams and your ability to work effectively on them
• how much you enjoy working with people
• your attitude about involuntary and voluntary job transfers
• your attitude regarding telecommuting
• your willingness and ability to supervise and manage
• your leadership skills, experience, and potential
• how much career growth you require and how often you require it

Take time to reflect on your preferences as thoroughly as possible before choosing a career. It would be a good idea to visit your campus counseling and testing office and undergo some career profile tests. You don't want to wake up one day only to discover that you invested a considerable amount of time, effort, and money preparing for a career that you cannot succeed at and that you find unrewarding. For example, preparing for a career in business would not be realistic if you do not enjoy taking risks, making decisions, attending meetings, making presentations, and supervising people. You want to know what you are getting into and whether it is in your best interest.
Unfortunately, it is possible to determine your response to each of the items listed above and still make a poor career choice. To reduce the probability of this happening, choose a career that you think is important, you will enjoy, you are capable of succeeding at, and to which you can commit for the long run.
A practical way to test whether you are on the right course with your career choice is to participate in one or more internships or co-ops. These give you first-hand work experience in the career path you are considering, which may either confirm your career interests or remind you that it is in your best interest and overall happiness to choose a different path.


Learning about Career Options
There are many ways to learn about careers. Some of the more popular ways include visiting your campus career center and talking with college advisors and talking to professors.
In addition, attending career exploration classes and workshops as well as student and professional association career workshops can help steer you in the right direction. Talking to people who currently work in the career area you are considering is also helpful.
Numerous websites contain a wealth of information about careers. A sampling includes www.careers.org/index.html, www.excite.com/careers, www.iccweb.com, www.quintessential, careers.com, www.assessment.com, and www.careerbuilder.com.
Another career discovery option involves exploring current and projected trends impacting career opportunities. For example, the health care industry is growing in the United States as the large post-World War II baby boom population ages. People are living longer and enjoying more active retirements, which supports related career paths.
Finally, consider a real hands-on approach to learning about careers by doing one or more internships or co-ops. There is no substitute for actually performing the work. While it is useful to hear people talk about "a day in the life" of their career, it is even better to work around these folks and observe firsthand "several days in their career."

Is Making a Career Choice a Once-in-a-Lifetime Decision?
You may not want to hear this, but you will likely make several career choices during your life.
Not only do most of us change employers more often than our parents and grandparents did, but you will make more career changes. The typical reasons for changing employers within the same career path include better pay, better benefits, career growth opportunities, downsizings, firings, layoffs, desire to learn more, personality conflicts, work schedule, and the need to move geographically for various reasons. In turn, the most common reasons we change careers are career burnout, lack of career growth opportunities, career becomes obsolete, desire to be "one's own boss," pay, benefits, desire to try something new, transfers, firings, layoffs, and downsizing.
While frequent job and career changes are disruptive for most U.S. workers, they have become a fact of life. After all, we are living and working longer, and seem to be more restless than our predecessors. So, it should come as no surprise that most of us are not starting and ending our careers with the same employer in the same career.
Of course, what is often said about changing employers is also true about changing
careers: Looking for another job (and another career) is typically best approached while you are still employed.

Step 2: Locating Job Prospects
The second step in the job search process is identifying job openings that are a good fit for you. Some of your peers will attempt to simplify this step by identifying any and all openings their schedule allows them time to locate. You are encouraged to approach Step 2 with more focus. By now, you have invested too much time, energy, and money into choosing and preparing for your career to merely throw your future randomly to the four winds. Instead, seek job prospects that are a good fit for you and your target organizations.

Know What You Want
Before spending a single minute of your limited time trying to locate job prospects, know what it is you really want to do. You made a start on this by choosing your career. However, there are many questions you should ask yourself that will ultimately help you secure a job doing exactly what you want with the type of organization that suits you. For example, are there career growth opportunities? Will the position I am applying for have me doing the type of work I want to do? What type of organization do I want to work for (e.g., nonprofit, for-profit, public company, government agency, etc.)? What size organization do I want to work for (e.g., small, mid-size, large)? TheLadders.com surveyed job seekers regarding the size of company (based on number of workers) they prefer to work for. Twenty-seven percent reported that they preferred to work for a company with fewer than 200 employees, 21 percent preferred a company with 201-500 employees, 28 percent preferred 501-1,000 employees, and 24 percent said 1,001 or more employees.4 What's your preference? Which geographical areas are you open to living in either temporarily or long term? Are you receptive to some business travel and, if so, how much? Are you receptive to telecommuting and, if so, how much? If you are uncertain regarding such questions, you are strongly encouraged to do one or more internships to help clarify where you stand on such matters. For obvious reasons, knowing the answers to such questions will help you direct your job search more effectively.
In turn, your ability to land a position that mirrors your preferences will greatly influence your happiness and overall quality of life.
What if You Do Not Know What You Want?
What if you find yourself, degree in hand, but not thrilled with the career decision you made?
Or, you recognize that you chose a major that is not marketable. In either case, you sense that marketing yourself is going to be a struggle. While such situations are difficult to accept, there is help out there. Good examples include Donal Asher's books How to Get Any fob: Life Launch and Re-Launch for Everyone under 30 (or How to Avoid Living in Your Parents' Basement) and How to Get Any fob with Any Major: A New Look at Career Launch and Re-Launch for Everyone Under 30.
Start Early
Don't wait until the last minute to look for job prospects. Start at least one year before your anticipated college graduation date, if not sooner. When taken seriously, job search activities such as identifying job prospects, researching potential employers and jobs, writing cover letters and resumes, and preparing for interviews are time consuming.
Techniques and Sources for Identifying Job Prospects
Numerous techniques and sources are available for identifying job prospects. These are broken out below into two categories—electronic approaches and traditional approaches.
Electronic Approaches Electronic approaches are popular and are appealing to many job hunters because the amount of time and money expended is minimal. Use electronic approaches along with traditional job search approaches. Just as all job prospects cannot be located using traditional job search approaches, not all job prospects can be located using electronic approaches, no matter how efficient the approach seems.
Because the Internet is so vast in its offerings, it is important to know exactly what career you are looking for before you start an Internet search. Robert Lock, author of Job Search, got 71,800,000 matches when he googled "jobs". Lock suggests knowing the names of occupations you're interested in, the skills you can honestly claim, the geographic areas you prefer', and the names of organizations that interest you before starting an online job search.5 Without a doubt, social networking sites like Linkedln, Facebook, and Twitter are popular in our personal lives, in the public sector, and in businesses. 
Most job search books on the market today devote either a portion or all their coverage to information on electronic job searches. If you turn to books for such information, make sure the information is current. Such information is always subject to change, so you need to do your best to stay current.
Many organizations of all types and sizes have phone job lines available to job seekers. Among the more familiar are Opportunity Network and Executive Connection. Check at your college or university career/employment center for other listings and phone numbers.
There are also electronic versions of traditional job fairs. A number of interactive virtual career/job fairs are advertised routinely. Look for that information at your university career/ employment center, in trade journals, or in the employment section of your local newspaper.
Many big companies now list job openings on Twitter. This approach provides a way for companies to identify job candidates who have social networking skills if that is the type of candidates they are targeting. If you are going to use this approach to locate job opportunities, make a good first impression by developing professional messages. Otherwise, you will likely be passed over for being too casual. One of the downsides of this approach, however, is its growing popularity. Just as online job boards have become crowded, so has the Twitter approach.
Among other websites that can assist you in the job search process is Job-Hunt. The Web address for this site is http://www.job-hunt.org/.
Traditional Approaches While electronic job search approaches are popular, they have not eliminated several highly-effective, traditional job search approaches you should consider.
For example, answering job advertisements in professional and trade journals, local business journals and newspapers, and national newspapers such as The Wall Street journal is encouraged.
Your college or university career center is another good source, as is making direct contact with employers by phone, mail, or in person. Another traditional approach involves seeking out the services of employment agencies.
One of the most effective traditional approaches grows from networking. This involves learning of job leads from friends, family members, fellow members of professional associations, former coworkers, and even current coworkers. Finally, do not overlook job fairs. It is likely your college or university sponsors such events periodically. 
How White-Collar Job Hunters Can Improve Their Chances
Landing an interview and eventually a job offer with an organization you find attractive because of the company's reputation, geographic location, or otherwise are always challenging. Typically other job hunters identify the same attractive job opportunities that are on your radar. Professional job hunting is all about navigating your way through the competition by marketing yourself more skillfully and successfully than others.
No one can guarantee that you will always land one of the jobs you target. However, the suggestions presented will improve your chances, no matter whether the job market is dismal, rosy, or somewhere in between.

How to Improve Your Job Search Chances
1. Diversify your job search approaches. Here are some recommended approaches:
· Network in traditional ways as well as via social media (e.g., Linkedln).
· Do not wait until you graduate from college to begin your job search
· Do internships and coops, even if they are unpaid.
· Familiarize yourself with campus career center services and resources.
· Attend internship fairs, career fairs, and job fairs.
· Conduct online searches, but not to the exclusion of other approaches.
· Post a "hire me" website (e.g., TwitterShouldHireMe).
· Conduct traditional (non-Internet) searches.
· Make some cold-call searches.
· Use recruiting agencies.
2. Practice basic job search skills. (See Steps 1-7 in chapters 15 and 16.)
3. Conduct targeted job searches using tailored cover letters and resumes.
4. Target industries and employers that are stable or growing or that appear to
have good growth potential.
5. Target job opportunities in geographic locations that are economically stable
or are experiencing economic and job growth. 
Be flexible in regard to pay, benefits, work location, type of work, type of company, and size of company; especially during tough economic times.
6. Be willing to consider a temp position or contract work as a way to earn some money and get your foot in the door.
7. Don't miss important persuasive opportunities. In cover letters, resumes, and interviews:
8. Share your merchandising qualities.
9. Communicate awareness of skills that employers desire in employees.
10. Communicate awareness of attributes that employers desire in employees.
11. Share success stories.
12. Communicate that you are technologically current and savvy. For example,
social media skills (e.g., Linkedln, Facebook) are valued particularly in areas
such as public relations, sales, marketing, and technology.
13. Be well spoken whether at job fairs and career events or during phone conversations
and interviews.
14. Make sure there are no typos or other errors in your written correspondence
with recruiters. The adage "One spelling error on a resume is too many" is true.
15. Communicate community involvement in your resume and during interviews.
16. Be an active member in one or more professional associations. It is even better
to be an officer.
17.Remove content from social network sites that leaves recruiters questioning
your behavior, judgment, maturity, and/or character.
18. Especially during recessionary times, expand your job search strategies (e.g., "hire me" websites) as a means of locating potential job opportunities. 
19. Do volunteer work as a way to network and keep your skills current.

Opportunities to Persuade Recruiters
Steps 4 and 5, which focus on writing cover letters and resumes, are the next three steps in the job search process. Before moving on to these steps, some discussion about two persuasive opportunities that hold the potential of enhancing the effectiveness of cover letters and resumes is needed.
Let's use a hypothetical situation to set the stage. Imagine you learn about a job opening in a company that interests you. Luckily, the opening is a good match with your interests and qualifications. As you can imagine, many other people are also interested in the job. In fact, you are one of 487 people who eventually apply for the job. In this not-so-uncommon scenario, what can you do to improve the persuasive power of your cover letter and resume to increase the chances you will be asked to interview? Assuming most of the candidates have similar educational and training backgrounds, work histories, licenses, etc., what will separate you from the pack?
In such situations, focus your efforts on developing persuasive, error-free cover letters and resumes. To do so, forgo the urge to make your cover letter and resume stand out by using gimmicks such as bright-colored paper and nontraditional fonts. Instead, communicate your understanding of the skills and personal attributes employers look for in job candidates.
Another persuasive technique involves merchandising yourself in your cover letter and resume. This involves showing recruiters that you are familiar with their needs and are a good fit for the job and the organization.
Skills Employers Look For in Job Candidates
Knowing which skills employers look for in job candidates can work in your favor during the search process and beyond. That is the first step. Then, identify which of these skills you possess. Finally, emphasize the desired skills you possess in your cover letters, resumes, and interviews. By doing so, you tell recruiters two things: that you know what skills they are looking for and that you have them. Such an approach goes a long way in persuading employers to grant you an interview and make you a job offer. The following list contains several skills valued by most business employers.
• communication skills—especially listening, presentation, and writing skills
• interpersonal skills (people skills)
• social skills
• teamwork skills
• analytical skills
• decision-making skills
• problem-solving skills
• leadership skills
• management skills
• technology skills

Personal Attributes Employers Look For in Job Candidates
Knowing which personal attributes employers look for in job candidates can work to your favor during the search process and beyond. That is the first step. Then, identify which of these you possess. Finally, emphasize the desired personal attributes you possess in your cover letters, resumes, and interviews. By doing so, you tell recruiters two things: that you know which personal attributes they value and that you possess them. Such an approach goes a long way in persuading recruiters to grant you an interview and make you a job offer. The following list contains several personal attributes recruiters routinely look for in job candidates.
Employers want job candidates who are:
· polite
· tactful
· self-motivated
· self-starters
· flexible/adaptable
· honest
· ethical
· open-minded
· ambitious
· willing to take risks
· creative thinkers
· receptive to business
· travel
· aware of and open to
· other cultures
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