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ПЕРЕДМОВА
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Unit 1
RESUME / CURRICULUM VITAE

A resume or CV is a summary of your educational qualifications and work experience. Companies usually want to see your resume when you apply for a job. A covering letter is the letter that accompanies your resume when you send it to a company. Both of the documents are vitally important in the job application process.

When you apply for a job, most employers want to have 2 important documents from you:

1. A CV or resume 

2. A covering letter
First impressions are important. Your CV and letter are usually the first impression that an employer has of you. And because an employer may have hundreds of job applications to consider, you have about 15 seconds to make sure that first impression is a good one.

Why you need a good CV

	
	


Your CV or resume is your visiting card, your ambassador, your shop window. It represents you and it has a specific purpose: to get you an interview! To do this, it must:

· attract
· inform
· persuade
· sell
A good CV is one of your most important tools in the search for employment.

What a CV or resume is not
A CV is not a book.

A CV is not an obstacle.

A CV is not a tombstone.

A CV is not boring or difficult to read.

A CV is not your life story or autobiography.

A CV is not a catalogue of your personal opinions.

A CV is not a list of problems with past employers.

What a CV or resume is
A CV is short.

A CV is seductive.

A CV is an important document.

A CV answers the question ‘Why?’
A CV is interesting and easy to read.

A CV is a list of benefits for the employer.

A CV is as much about the employer as about you.

Why you need a good covering letter

	
	Your covering letter must sell your CV.


Before even looking at your CV, an employer usually reads your covering letter. If it is badly-written, or untidy, or difficult to read, your CV will probably go into the nearest bin. If it is well-written, attractive, easy to read and persuasive, the employer will turn to your CV. It's that simple!

Your Covering Letter

	
	Your covering letter is a sales letter.

	Covering letter (noun): short letter sent with another document; cover letter (US)


When you send your CV to apply for a position, you should also include a short letter. This letter is called a covering letter or (in American English) a cover letter. A covering letter sent with a CV/resume is also called a letter of application. Your letter of application is a sales letter. The product it is selling is your CV.

Content

The reader of your letter may be busy and unwilling to waste time on unnecessary details. You should therefore design your letter to be easy to read. It should be short, concise and relevant. It should not be too formal or complicated.

Your letter should:

1. confirm that you are applying for the position
2. say where you learned about the position
3. say why you want the position
4. say why you would be a benefit to the company
5. request an interview
Format

The layout of a modern business letter in English is very simple. Your address is at the top, on the right or in the middle. The rest of the letter can be in ‘block’ format, with each line starting on the left. Try to keep the whole letter on one single page, with plenty of white space.

Here is the typical format for your covering letter:

	1 Your address

telephone – fax – email

	Put your address + your telephone number, fax and/or email address at the top in the centre OR on the right.

Do NOT put your name here.
	1 Your address
telephone
fax
email

	2 Date
	Do not write the date as numbers only, for two reasons: 

1. It can be considered too official and therefore impolite 

2. All-number dates are written differently in British English (31/12/99) and American English (12/31/99). This can lead to confusion.

	3 Destination name and address
	This is the name of the person to whom you are writing, his/her job title, the company name and address. This should be the same as on the envelope.

	4 Reference
	This is the reference number or code given by the employer in their advertisement or previous letter. You write the employer’s reference in the form: ‘Your ref: 01234’. If you wish to include your own reference, you write: ‘My ref: 56789’.

	5 Salutation (Dear...)
	A letter in English always begins with ‘Dea...’, even if you do not know the person. There are several possibilities: 

· Dear Sir 

· Dear Madam 

· Dear Mr Smith 

· Dear Mrs Smith 

· Dear Miss Smith 

· Dear Ms Smith

	6 Subject
	The subject of your letter, which for a job application is normally the Job Title.

	7 Body
	The letter itself, in 3 to 6 paragraphs.

	8 Ending (Yours...)
	· Yours sincerely 

· Yours faithfully 

· Yours truly

	9 Your signature
	Sign in black or blue ink with a fountain pen.

	10 Your name
	Your first name and surname, for example: 

· Mary Smith 

· James Kennedy

	11 (Your title)
	If you are using company headed paper, write your Job Title here. If you are using personal paper, write nothing here.

	12 Enclosures
	Indicate that one or more documents are enclosed by writing ‘Enc: 2’ (for two documents, for example).


Should your letter of application be hand-written? Probably not. In some cultures employers require candidates to send letters written by hand. But in the English-speaking world, an employer would usually prefer to receive a letter of application that is word-processed (that is, produced on a computer and printed). A hand-written letter could be considered unprofessional. You must judge according to the country, culture and tradition.

The example shown on this page is a simple demonstration of a basic type of covering letter. 

	26 rue Josef
75008 PARIS
tel: +33 1 77 77 77 77
email: rachelking@eflnet.fr
The Principal
Interplay Languages
77 bd Saint Germain
75006 PARIS

17 April 2006

Dear Madam

Director of Studies

I am interested in working as Director of Studies for your 
evitalize

. I am an EFL language instructor with nearly 10 years’ experience to offer you. I enclose my resume as a first step in exploring the possibilities of employment with Interplay Languages.

My most recent experience was implementing English Through Drama workshops for use with corporate clients. I was responsible for the overall pedagogical content, including the student coursebook. In addition, I developed the first draft of the teacher’s handbook.

As Director of Studies with your 
evitalize

, I would bring a focus on quality and effectiveness to your syllabus design. Furthermore, I work well with others, and I am experienced in course planning.

I would appreciate your keeping this enquiry confidential. I will call you in a few days to arrange an interview at a time convenient to you. Thank you for your consideration.

Yours faithfully

[image: image1.png]



Rachel King



	


	Curriculum Vitae (noun): a brief account of one’s education, qualifications and previous occupations. [Latin, = course of life]


CV stands for the Latin words Curriculum Vitae, which mean: the course of one’s life. A CV is also called a résumé, resumé or resume (especially in American English). Your CV is a summary of your professional/academic life until now, and it usually concentrates on your personal details, education and work experience.

Your CV’s job is very simple: to get you a job interview. To do this, your CV must be:

· clear
· well-organised
· easy to read
· concise
· relevant to the job offered
Content

Your CV is the summary of your professional life. You should include everything that is relevant to your employment or career and nothing that is irrelevant. Exactly what you include depends partly on your type of work. There are usually 5 general headings of information to include:

· personal details – name, address, email and telephone number (and sometimes nationality, age/date of birth and marital status)

· objective – a headline that summarises the job opportunity you are seeking

· work experience – your previous employment in reverse chronological order – with most detail for your present or most recent job

· education – details of secondary and university education – including the establishments and qualifications (but excluding any that are irrelevant to your career)

· personal interests – demonstrating that you are a balanced, responsible member of society with an interesting life outside work

Sometimes, you may need to give additional information for a particular job or because you have special qualifications. 

Format

Word-processed or hand-written?

Your CV should be word-processed, for several reasons. Firstly, in the English-speaking world a hand-written CV would be considered unprofessional. Secondly, many recruitment agencies and some employers like to electronically scan CVs (they cannot do this with hand-written CVs). Thirdly, as we shall see later, it will be much easier for you to update and modify your CV to target it to a specific employer.

How many pages?

Unless you are applying to be Secretary General of the United Nations, it is probably best to limit your CV to a maximum of 2 pages. Remember, your CV is a tool to get you an interview: it is not designed to get you the job. You can usually put everything you need to get an interview on 1 or 2 pages. If you put more than this, the employer has too much to read (and may throw your CV into the nearest bin). In addition, if you put everything in the CV, you will have nothing new to say at the interview. Be kind to employers! Leave them some questions to ask you.

What size paper?

Do not be tempted to demonstrate your individuality by using a non-standard paper size: you will simply irritate the employer. There are basically 2 standard paper sizes, depending on the part of the world:

· A4 (297 x 210 millimetres) – used largely in Europe, including the United Kingdom 

· US Letter Size (8 1/2 x 11 inches) – used largely in the United States

You must judge for yourself the most appropriate size for the company or companies to which you are applying.

What quality paper?

Remember that your CV may be read and handled by several people. It will also be an important document during the interview that you hope to have. Choose a good quality, fairly heavy paper so that it will remain in good condition at all times. Normal photocopying paper is 80g/m2 in weight. This is a little too light and will soon look creased and dirty. 100g/m2 or 115g/m2 would be better.

What sort of typeface?

Choose an easy-to-read typeface. Typefaces are designed for specific purposes. The standard typefaces Times New Roman or Arial are perfect for your CV. Not too small, not too large! A size of 12 point would be appropriate.

DO NOT USE ALL CAPITALS LIKE THIS! CAPITALS ARE VERY DIFFICULT TO READ AND MAY BE CONSIDERED IMPOLITE IN THE ENGLISH-SPEAKING WORLD. Do not use a lot of italic like this. Italic can also be difficult and irritating to read. Do not use a fancy typeface. It is not appropriate for a professional document.
Study the example:

	
	
	
	
	

	
	
	Thomas Crown
	

	
	Objective
	Seeking an International Sales Management position in Information Technology where my extensive sales experience will be used to the full
	

	
	Experience
	1996-2001
	Intelel
	London, UK
	

	
	
	National Sales Manager
	

	
	
	· Increased sales from £60 million to £100 million. 

· Doubled sales per representative from £5 to £10 million. 

· Implemented Internet sales grossing £25 million
	

	
	
	1991-95
	Teletrona Systems
	Edinburgh, UK
	

	
	
	Northern Sales Manager
	

	
	
	· Increased regional sales from £95 million to £200 million. 

· Expanded sales team from 30 to 60 representatives. 

· Suggested new services adding £35 million to revenue.
	

	
	
	1989-90
	ESS Holdings
	Cambridge, UK
	

	
	
	Senior Sales Representative
	

	
	
	· Increased sales by 300% annually. 

· Closed deals with 100 major new accounts. 

· Won over 25 competitor clients – adding £50 million to revenue.
	

	
	
	1986-89
	ESS Holdings
	Cambridge, UK
	

	
	
	Sales Representative
	

	
	
	· Increased sales by 300% annually. 

· Awarded company’s highest sales award each year. 

· Developed ‘Winning Presentations’ training course.
	

	
	Education
	1982-86
	London University
	London, UK
	

	
	
	· BA, Business Administration and Information Systems 

· Captain of university Rugby Club.
	

	
	
	1978-82
	St Andrew’s School
	Plymouth, UK
	

	
	
	· 4 GCE ‘A’ Levels. 

· President of school’s Drama Society.
	

	
	Interests
	St Andrew’s Board of Governors, rugby, drama, chess
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	17 King’s Terrace, Richmond, Surrey, UK
Tel: +44 181 123 456 Email: 
evita.crown@interwell.net
	


The Value of Simplicity and Clarity
If you want people to read your CV, your language must be simple and clear:

· Use short words and short sentences.

· Do not use technical vocabulary, unless you are sure that the reader will understand it.

· Talk about concrete facts (‘I increased sales by 50%’), not abstract ideas (‘I was responsible for a considerable improvement in our market position’).

· Use verbs in the active voice (‘I 
evitaliz this exhibition’), not passive voice (‘This exhibition was 
evitaliz by me’). Generally, the active voice is more powerful, and easier to understand.

The Power of Action Verbs
Certain words are used frequently by recruiters in their job descriptions. You can study recruiters’ advertisements and job descriptions and try to use these words in your CV and covering letter.

The most powerful words are verbs. And the most powerful verbs are action verbs. (Action verbs describe dynamic activity, not state).
	Verbs of action
	to sell, to manage

	Verbs of state
	to be, to exist


So you should use plenty of action verbs matched to your skills, and use them in the active form, not the passive form. Which of these two sentences do you think is the more powerful?

	Active form
	I increased sales by 100%.

	Passive form
	Sales were increased by 100%.


Power Words to Use

Here is a list of typical action verbs 
evitalize
 by skill:

	Communication
skills
	Management
skills
	Research
skills
	Technical
skills

	address

arbitrate

correspond

draft

edit

lecture

mediate

motivate

negotiate

persuade

present

publicise

reconcile

speak

write


	assign

attain

chair

coordinate

delegate

direct

execute


evitali
oversee

plan

recommend

review

strengthen

supervise

train
	collect

critique

define

detect

diagnose

evaluate

examine

explore

extract

identify

inspect

interpret

investigate

summarise

survey
	assemble

build

calculate

devise

engineer

fabricate

maintain

operate

overhaul

program

remodel

repair

solve

upgrade

	Creative
skills
	Financial
skills
	Sales
skills
	Teaching
skills

	conceptualise

create

design

fashion

form

illustrate

institute

integrate

invent

originate

perform


evitalize
shape
	administer

allocate

analyse

appraise

audit

balance

budget

calculate

control

compute

develop

forecast

project
	sell

convert

close

deal

persuade

highlight

satisfy

win over

sign
	advise

clarify

coach

elicit

enable

encourage

explain

facilitate

guide

inform

instruct

persuade

stimulate

train


British and American English

There are sometimes differences between British and American English and conventions. Here is a guide to some of the most important differences for your CV/resume and covering letter. But remember, this is a guide only – there are no strict rules. For example, some British people like to use ‘American’ words, and some American people like to use ‘British’ words.

	British
	American

	CV/curriculum vitae
	resumé

	
	resume

	covering letter
	cover letter

	
	covering letter

	Standard paper size: A4 (210 x 297 millimetres)
	Standard paper size: Letter (8 1/2 x 11 inches)

	Mrs
	Ms

	Miss
	

	Dear Sirs
	Gentlemen

	Yours faithfully
	Yours truly

	Yours sincerely
	Sincerely

	
	Sincerely yours

	
	Yours truly

	Managing Director (MD)
	Chief Executive Officer (CEO)

	
	General Manager

	date format: DD/MM/YY
example: 30/12/99
30 December 1999
	date format: MM/DD/YY 

example: 12/30/99
December 31st, 1999

	labour
	labor


Internet

	


CVs/Resumes for the 21st Century

In the past it was usual to produce your CV/resume and covering letter on paper and submit them by post (email) or fax. Today, it is increasingly usual for companies to ask you to send your CV by email or for candidates to place their CV on a webpage. These are two excellent ways of distributing your CV, but there are several important points that you should not overlook.

Email

When you send your CV by email, you can send it either as inline text (that is, written in the body of the email) or as a file attached to the email (or as a combination of these).

In all cases, please make sure that the subject line is clear, and relevant. Your prospective employer may receive hundreds of CVs by email and many will have subject headings like:

· CV 

· Job Application 

· John Brown 

· JB 

· Your Vacancy

You can imagine how frustrating it is to sort emails with meaningless subject lines like these (or, worse still, no subject line at all, as sometimes happens). If your name is “John Brown”, a good subject line would be:

· Resume: John Brown 

· CV & Covering Letter: John Brown 

· Job Application: John Brown 

· Application for Post of Sales Manager: John Brown

Inline text

It is best to use “plain text”. Yes, you can write your email in “HTML” or “Rich Text”, but will your prospective employer be able to read it? Will it arrive correctly formatted? Will colours, typefaces, tabs and spacing, and any special characters like fancy accents be correctly presented? Perhaps yes. Perhaps no. Unless you are certain that what you write will be seen as you intended, you cannot take the chance with such an important document. Plain text, on the other hand, can be read by virtually all email programs world-wide and you can be confident that what you send is what arrives at the other end. However, even with plain text it is advisable to:

1. Keep the line-length short. Use hard carriage returns (the “Enter” key) every 65 characters maximum. 

2. Avoid fancy spacing and tabulation. A CV/resume that is beautifully formatted in MS Word or some other word-processing program cannot be reproduced with the same layout in plain text. You should not even attempt it. Instead, you will need a different, simpler approach, similar to the one below.
Attachments
You should be very careful about sending your CV as an attachment. Many people are very cautious about opening attachments, largely because they can contain viruses, and your email with an uninvited CV attachment may well be deleted before it ever sees the light of day. If you are sure that your prospective employer will accept attachments, then this can be a good way to submit your CV and covering letter.

Be careful too that your documents are properly laid out with a file format that can be read by your prospective employer. An MS Word document (.doc) is almost certain to be readable by anyone, on PC or Mac. Better still, convert it to the universal Rich Text Format (.rtf). If you send your CV produced on some obscure word processing program, and do not convert it to RTF, then do not be surprised if you never hear from your prospective employer again.

Another word of caution: like the subject line for your email, be sure to give your attached files meaningful names. Do not simply attach a file called “CV.doc” or “coveringletter.doc”. Once it has been saved to your prospective employer’s hard disk, the name will be meaningless, unless they have taken the trouble to change it. But you should not give them this trouble. Instead, call your attachments something like:

· Resume_John-Brown.doc 

· CV-and-Covering-Letter_John-Brown.doc 

· job-application_john-brown.rtf 

· JohnBrown_Application-for-Post-of-Sales Manager.rtf

Webpage
It can be a very good idea to place your CV on the Web. This makes access to your CV easy and rapid world-wide. If you wish to retain confidentiality, you can always password protect it. Unfortunately, many people suddenly become artistic as soon as they add pages to the Web. They believe that they can somehow enhance their CV by adding colour, or unusual typefaces, or fancy backgrounds. They pay for their artistry in illegibility. If there is one, immutable law of the Universe, it is that contrast between text and background increases legibility (readability).
In general, black text on a plain white background is the easiest text to read. (That is why books, newspapers and magazines the world over are printed in black text on white paper, except for some very special effect.) Remember, too, that a prospective employer may wish to print out your CV, and will almost certainly prefer to have a result that looks more like a conventional CV. 
Which of the following is easiest to read, and print?
	2000-

	Sales Manager
	United Technologies Universal Ltd
	London, UK


	1995-2000

	Sales Representative
	United Technologies Universal Ltd
	New York, USA



	


  
	2000-

	Sales Manager
	United Technologies Universal Ltd
	London, UK


	1995-2000

	Sales Representative
	United Technologies Universal Ltd
	New York, USA



	


  

	2000-

	Sales Manager
	United Technologies Universal Ltd
	London, UK


	1995-2000

	Sales Representative
	United Technologies Universal Ltd
	New York, USA



	


Essential Tips
Here are some essential tips that summarize much of what we have already discussed, and add some new ideas. Read them carefully and act on them. They will guarantee that job interview.
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tip 1: Use design that attracts attention

Employers don’t have time to read through each of your job descriptions to know if you have the skills they need. The design of your CV must do it for them. Your CV should be well-organized and emphasize the most important points about your experience, skills and education. This information is the first impression that an employer has of you.

[image: image4.png]


tip 2: Match your headings to the job

Use a job title and skill headings that match the job you want. An employer who sees unrelated job titles or skills will immediately think that you are not right for the job in question.
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tip 3: Write convincing content

Good design will get an employer’s attention. But after that, you must concentrate on the content of your CV, the actual descriptions of your skills and abilities, to ensure an interview and good job offer.
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tip 4: Use ‘power words’
You need to control the image that an employer has of you. To do this, use power words that match the position you want. If, for example, you are applying for a financial post, you should use as many financial skills power words as possible
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tip 5: Use 0123456789

People react to numbers! Numbers are alive and powerful. They create vivid images in our minds. General statements are easy to ignore. Be specific and use numbers when describing your duties and achievements. Don’t talk about ‘managing a major turnover’. Talk about ‘managing a $27,000,000 turnover’.

[image: image8.png]


tip 6: Put important information first

List important information at the beginning of your job description. Put statements in your CV in order of importance, impressiveness and relevance to the job you want. A powerful statement with numbers and power words influences every statement that follows.
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tip 7: Find key words from the job description

Let an employer do your work for you! Employers spend much time and money writing job advertisements and descriptions that contain key words for the position offered. Read these descriptions carefully to find the key words. Then use the same key words in your CV and cover letter.

[image: image10.png]


tip 8: Sell benefits, not skills

Holiday companies do not sell holidays. They sell relaxation, adventure, sun, sea and sand (the benefits of a holiday)! You should not sell your skills (many other people have the same skills). You should sell the benefits of your skills. When you write your skills and past duties, be careful to explain their benefits to the employer.
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tip 9: Create the right image for the salary

Use language that creates the right image for the level of job and salary you want. Position yourself at the appropriate level. The language you use will immediately influence an employer’s perception of you.
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tip 10: Target the job

You will have more success if you adjust your CV and cover letter for the specific skills an employer is seeking. This means that you would write one CV for one particular job and a different, modified, CV for another job. You ‘re-package’ yourself. In that way, an employer will see immediately that you correspond to the job description. It is not dishonest to ‘re-package’ yourself. You are simply presenting yourself and your skills in the best light for a particular employer. This will help you to get more interviews. It will also allow you to apply for a wider range of jobs.

[image: image13.png]


Bonus tip: Solve your employer’s (hidden) needs

Employers want people who can solve problems, not create them! Your CV and cover letter should show how you can solve the employer’s problems and needs. And in addition to the skills or needs shown in a job advertisement, an employer may have other needs. You should identify these additional needs and show how you can satisfy them too. But concentrate first on the needs listed in the job description. Your additional solutions should come later, and low-key, after you already have the employer’s attention.

Unit 2
BUSINESS LETTERS IN ENGLISH
Business letters are formal paper communications between, to or from businesses and usually sent through the Post Office or sometimes by courier. Business letters are sometimes called "snail-mail" (in contrast to email which is faster). This lesson concentrates on business letters but also looks at other business correspondence. It includes:

· letter 

· memo 

· fax 

· email

Who writes Business Letters?

Most people who have an occupation have to write business letters. Some write many letters each day and others only write a few letters over the course of a career. Business people also read letters on a daily basis. Letters are written from a person/group, known as the sender to a person/group, known in business as the recipient. Here are some examples of senders and recipients:

· business «» business 

· business «» consumer 

· job applicant «» company 

· citizen «» government official 

· employer «» employee 

· staff member «» staff member

Why write Business Letters?

There are many reasons why you may need to write business letters or other correspondence:

· to persuade 

· to inform 

· to request 

· to express thanks 

· to remind 

· to recommend 

· to apologize 

· to congratulate 

· to reject a proposal or offer 

· to introduce a person or policy 

· to invite or welcome 

· to follow up 

· to formalize decisions

Read through the following pages to learn more about the different types of business letters, and how to write them. 
You will learn about formatting, planning, and writing letters, as well as how to spot your own errors. 

	
	Business Letter Vocabulary

attachment
extra document or image that is added to an email

block format
most common business letter format, single spaced, all paragraphs begin at the left margin

body
the content of the letter; between the salutation and signature

bullets
small dark dots used to set off items in an unnumbered list

certified mail
important letters that sender pays extra postage for in order to receive a notice of receipt

coherent
logical; easy to understand

concise
gets to the point quickly

confidential, personal
private

diplomacy, diplomatic
demonstrating consideration and kindness

direct mail, junk mail
marketing letters addressed to a large audience

double space
format where one blank line is left between lines of text

enclosure
extra document or image included with a letter

formal
uses set formatting and business language, opposite of casual

format
the set up or organization of a document

heading
a word or phrase that indicates what the text below will be about

indent
extra spaces (usually 5) at the beginning of a paragraph

informal
casual

inside address
recipient's mailing information

justified margins
straight and even text, always begins at the same place

letterhead
specialized paper with a (company) logo or name printed at the top

logo
symbol or image that identifies a specific organization

margin
a blank space that borders the edge of the text

memorandum (memo)
document sent within a company (internal), presented in short form

modified block format
left justified as block format, but date and closing are centered

on arrival notation
notice to recipient that appears on an envelope (e.g. "confidential")

postage
the cost of sending a letter through the Post Office

proofread
read through a finished document to check for mistakes

punctuation
marks used within or after sentences and phrases (e.g. periods, commas)

reader-friendly
easy to read

recipient
the person who receives the letter

right ragged
format in which text on the right side of the document ends at slightly different points (not justified)

salutation
greeting in a letter (e.g. "Dear Mr Jones")

sensitive information
content in a letter that may cause the receiver to feel upset

semi-block format
paragraphs are indented, not left-justified

sincerely
term used before a name when formally closing a letter

single spaced
format where no blanks lines are left in-between lines of text

spacing
blank area between words or lines of text

tone
the feeling of the language (e.g. serious, enthusiastic)

transitions
words or phrases used to make a letter flow naturally (e.g. "furthermore", "on the other hand")




Business Letter Formats

There are certain standards for formatting a business letter, though some variations are acceptable (for example between European and North American business letters). Here are some basic guidelines:

· Use A4 (European) or 8.5 x 11 inch (North American) paper or letterhead 

· Use 2.5 cm or 1 inch margins on all four sides 

· Use a simple font such as Times New Roman or Arial 

· Use 10 to 12 point font 

· Use a comma after the salutation (Dear Mr Bond,) 

· Lay out the letter so that it fits the paper appropriately 

· Single space within paragraphs 

· Double space between paragraphs 

· Double space between last sentence and closing (Sincerely, Best wishes) 

· Leave three to fives spaces for a handwritten signature 

· cc: (meaning "copies to") comes after the typed name (if necessary) 

· enc: (meaning "enclosure") comes next (if necessary) 

· Fold in three (horizontally) before placing in the envelope 

· Use right ragged formatting (not justified on right side)

Formatting Business Letters

Block format is the most common format used in business today. With this format, nothing is centered. The sender's address, the recipient's address, the date and all new paragraphs begin at the left margin.
This are other, slightly different ways of formatting a business letter, where for example paragraphs are indented or the date is typed on the right hand side. You can see examples of these in the sample letters.

Formatting Envelopes for Business Letters

It is best to type an envelope for a business letter. Most word document programs contain an envelope labelling function to help you. All you need to do is indicate the size of envelope you are using and type the correct information in the appropriate fields, for example:

	Sending company's name and address
is sometimes printed here

	Postage
stamp



	

Ms. Maggie Jones
Angel Cosmetics Inc.
110 East 25th Street
New York
NY 10021
USA


Formatting Business Memos

Memos are short internal business letters, sent to other staff within the same company. A memo (or memorandum) may also be posted somewhere inside a company for all to see. Memos are becoming less common as electronic mail becomes more common. In contrast to letters, memos do not usually contain salutations or closings, and may be typed or hand-written. The text portion of the memo is generally in block format. Memos should include "From", "To", "Date", "Subject" and the message itself, like this:

	[Company logo]

MEMORANDUM



From: [name or initials]


To: [name or initials]


Date:


Subject: [short description]


Message starts here... 

· often 

· with 

· bullet 

· points


Formatting Business Email

When using email in business, most of the guidelines for standard formatting in business letters apply. Here are a few differences:

· Choose a subject line that is simple and straightforward. Refrain from using key words that might cause an email to go into another person's trash box. 

· Repeat the subject line in the body of the email, beneath the salutation (as with a letter). 

· Use the "cc" address line to copy more than one person with your correspondence. 

· You can request a receipt for important letters. The system will automatically let you know when someone has opened your email. 

· Instead of a signature, include your typed name, and below it include your email address, business name and address, phone and fax number, and website if appropriate. 

· Remember that people often print out emails, so your own email address and the subject line would be lost if you had not included them in the body of the email. 

· Internal electronic mail may be formatted more like a memo than a formal letter.

Planning a Business Letter

A business letter is not a place for chit-chat. Unlike business conversations where a certain amount of small talk is used to break the ice, a business letter should be clear and concise. By taking time to plan your letter, you will save time in the writing and proofreading stages. During the planning stage, ask yourself a few simple questions. Jot down your answers to create an outline before you start writing.

Who am I writing this letter to?

Identifying your audience always comes first. Are you writing to more than one person, to someone you don't know, or to someone you have known for a long time? This will help you determine how formal the letter needs to be. You may need to introduce yourself briefly in the letter if the recipient does not know you. You may also need to find out the updated address and title of the recipient. This is a good time to confirm the correct spelling of first and last names.

Why am I writing this letter?

The main reason for the letter should be understood from the subject line and first few sentences. You may cover more than one thing in one business letter, but there will almost always be a general reason for the letter. Identify your main goal and what you hope to accomplish. Review some example reasons why people write business letters on the introductory page of this lesson.

Are there specific details I need to include?

Gather any dates, addresses, names, prices, times or other information that you may need to include before you write your letter. Double check details rather than relying on your memory.

Do I require a response?

Many types of business letter require a response. Others are written in response to a letter that has been received. Before you start writing, determine whether or not you require an action or response from the recipient. Your request or requirement should be very clear. In some cases you may even need to provide a deadline for a response. If you do require a response, how should the recipient contact you? Indicate this information clearly as well. You may want to provide more than one option, such as an email address and a phone number.

How can I organize my points logically?

Think about how you would organize your thoughts if you were speaking rather than writing to the recipient. First you would introduce yourself. Second you would state your concern or reason for writing. After the main content of your letter you would include information on how you can be contacted. The end of the letter is also a place to express gratitude, wish good-luck, or offer sympathy. Here is an example outline:

	RECIPIENT 

· Karen Jacobson 

· Acquaintance (met twice before, briefly) 

· Title: President, The Flying Club 

· Address: 44 Windermere Drive, Waterloo, Ontario L1B 2C5

REASON 

· To invite a board member to remain on the board for a second term. 

· Other members suggested that she has enjoyed this position and has been thinking about staying on. 

· No other volunteers have come forward to take over at the end of September.

SPECIFIC DETAILS 

· If she decides to stay on she will need to be available for the national meeting on 5 November. 

· Board members who stay for two terms are sometimes asked to take on extra duties, such as taking minutes or hosting social events.

RESPONSE 

· She will need to respond by 1 September. 

· She can contact me by email or phone.

ORGANIZATION 

· Return address of our institution 

· Karen Jacobson's title and address 

· Salutation: Dear Ms. Jacobson 

· First paragraph: Introduce myself briefly--remind Karen where we met before. Provide my reason for writing: "I have heard from a number of board members that you may be interested in staying on for a second term. We would be very pleased to have you stay on for another year." 

· Second paragraph: Explain what type of commitment this position will involve this year (once a month meetings, national meeting, plus possible extra duties) 

· Third Paragraph: Provide deadline for response and how to contact me. 

· Closing: Express thanks to Karen for volunteering her time this year


Writing a Business Letter

The term "business letter" makes people nervous. Many people with English as a second language worry that their writing is not advanced enough for business writing. This is not the case. An effective letter in business uses short, simple sentences and straightforward vocabulary. The easier a letter is to read, the better. You will need to use smooth transitions so that your sentences do not appear too choppy.

Salutation

First and foremost, make sure that you spell the recipient's name correctly. You should also confirm the gender and proper title. Use Ms. for women and Mr. for men. Use Mrs. if you are 100% sure that a woman is married. Under less formal circumstances, or after a long period of correspondence it may be acceptable to address a person by his or her first name. When you don't know the name of a person and cannot find this information out you may write, "To Whom It May Concern". It is standard to use a comma (colon in North America) after the salutation. It is also possible to use no punctuation mark at all. Here are some common ways to address the recipient:

· Dear Mr Powell, 

· Dear Ms Mackenzie, 

· Dear Frederick Hanson: 

· Dear Editor-in-Chief: 

· Dear Valued Customer 

· Dear Sir or Madam: 

· Dear Madam 

· Dear Sir, 

· Dear Sirs 

· Gentlemen:

First paragraph

In most types of business letter it is common to use a friendly greeting in the first sentence of the letter. Here are some examples:

· I hope you are enjoying a fine summer. 

· Thank you for your kind letter of January 5th. 

· I came across an ad for your company in The Star today. 

· It was a pleasure meeting you at the conference this month. 

· I appreciate your patience in waiting for a response.

After your short opening, state the main point of your letter in one or two sentences:

· I'm writing to enquire about... 

· I'm interested in the job opening posted on your company website. 

· We'd like to invite you to a members only luncheon on April 5th.

Second and third paragraphs

Use a few short paragraphs to go into greater detail about your main point. If one paragraph is all you need, don't write an extra paragraph just to make your letter look longer. If you are including sensitive material, such as rejecting an offer or informing an employee of a layoff period, embed this sentence in the second paragraph rather than opening with it. Here are some common ways to express unpleasant facts:

· We regret to inform you... 

· It is with great sadness that we... 

· After careful consideration we have decided...

Final paragraph

Your last paragraph should include requests, reminders, and notes on enclosures. If necessary, your contact information should also be in this paragraph. Here are some common phrases used when closing a business letter:

· I look forward to... 

· Please respond at your earliest convenience. 

· I should also remind you that the next board meeting is on February 5th. 

· For futher details... 

· If you require more information... 

· Thank you for taking this into consideration. 

· I appreciate any feedback you may have. 

· Enclosed you will find... 

· Feel free to contact me by phone or email.

Closing

Here are some common ways to close a letter. Use a comma between the closing and your handwritten name (or typed in an email). If you do not use a comma or colon in your salutation, leave out the comma after the closing phrase:

· Yours truly, 

· Yours sincerely, 

· Sincerely, 

· Sincerely yours 

· Thank you, 

· Best wishes 

· All the best, 

· Best of luck 

· Warm regards,

Writing Tips

· Use a conversational tone. 

· Ask direct questions. 

· Double-check gender and spelling of names. 

· Use active voice whenever possible. 

· Use polite modals (would in favour of will). 

· Always refer to yourself as "I". 

· Don't use "we" unless it is clear exactly who the pronoun refers to. 

· Rewrite any sentence or request that sounds vague. 

· Don't forget to include the date. Day-Month-Year is conventional in many countries; however, to avoid confusion, write out the month instead of using numbers (e.g. July 5th, 2007)

Proofreading a Business Letter

"Proofread" means to read a text carefully to check it for errors and general tone. You should always proofread a business letter before sending it.

The most important thing when proofreading any document is to read the text out loud. Print the letter rather than read it on your computer screen. Make notes where your letter sounds awkward. If possible allow one day between writing and sending your letter. You are more likely to spot any typos or other errors with a fresh eye. (If you have to respond to an important email on the same day, write it in the morning and proofread it after lunch.) Use a spell-check function on your computer program if possible. Computer programs are useful for pointing out passive sentences, subject-verb agreement problems etc. However, be careful when using grammar-check programs. Sometimes they will highlight a phrase that is not actually an error. If you are in doubt, try to simplify the sentence by using a sentence structure that you are more comfortable with.

If possible, ask another person to double-check your letter. You could offer to return the favour for your colleague and become proofreading partners. You can even use standard proofreading marks to make it easier to explain necessary changes. Type "proofreading marks" into an internet search engine, and send the list to your fellow proofreader.

Checklist

1. Did you read the letter out loud? 

2. Did you allow some time to pass after writing the letter before proofreading it? 

3. Are your requests, needs, concerns clear? 

4. Are there any long sentences that need to be broken into two? 

5. Do you use we incorrectly? 

6. Do all questions contain a question mark? 

7. Did you include the date? 

8. Did you spell the recipient's name correctly? 

9. Have you used a standard business format (e.g. block)? 

10. Have you used passive sentences that could be changed to active ones? 

11. Have you used standard spelling? (e.g. British English or American English) 

12. If it is an important letter (e.g. a cover letter for a resume), did someone else read it for you?

Business Letter Self-Assessment Test

Are the following statements True or False?

1. With block format, all new paragraphs are indented.
[image: image14.wmf]True
[image: image15.wmf]False

2. In business letters a salutation is generally followed by a comma or a colon.
[image: image16.wmf]True
[image: image17.wmf]False

3. Business letters should be simple and easy to read.
[image: image18.wmf]True
[image: image19.wmf]False

4. It is advisable to wait a day between writing and sending an important letter.
[image: image20.wmf]True
[image: image21.wmf]False

5. The date on a business letter should appear after the salutation.
[image: image22.wmf]True
[image: image23.wmf]False

6. An "Enclosure" note should appear below the typed name of the sender at the end of the letter.
[image: image24.wmf]True
[image: image25.wmf]False

7. The first paragraph of a business letter should be comprised entirely of "small talk".
[image: image26.wmf]True
[image: image27.wmf]False

8. Contact information generally appears in the closing paragraph of the letter.
[image: image28.wmf]True
[image: image29.wmf]False

9. Identifying the audience is one of the first steps in planning a business letter.
[image: image30.wmf]True
[image: image31.wmf]False

10. It is considered standard formatting to include the recipient's address before the salutation in a business letter.
[image: image32.wmf]True
[image: image33.wmf]False

Unit 3

BUSINESS TEXTING
… 4 NE1 wrkng in biz 2day

If you work in an international context with English speaking colleagues, the chances are that you send or receive text messages. Text messages can be difficult to understand, as they can contain abbreviations and symbols. This article gives you help in understanding, as well as tips for texting in English.

Here are some features of English texting:

- initials of a word or words
lol (laugh out loud / lots of love)
brb (be right back)

- deleting letters (especially vowels)
wrkng (working)

- using letters or numbers that sound like the words they replace

4 NE1 (for anyone)
2 (to)
b (be)

- using non-standard spellings
biz (business)
coz (because)
wot (what)
av (have)

- using combinations of the above
2day (today)

A note on spelling
Although non-standard spellings are frequent in texting, they should be recognisable as the word they replace. For example, "wot" sounds the same as how "what" is pronounced. Others, like "biz", have been around in English for some time, so are easily understandable. If in doubt, use standard spellings in texting, as your message is more likely to be understood. This is particularly the case if you are sending information texts (to large groups of people) or if you are texting people who are less familiar with texting language.

Some common text abbreviations
AFAIK = as far as I know 

B = "be"

I may b l8 2nite = I may be late tonight

BTW = by the way 

C = see

C U 2moro (= see you tomorrow)

CID consider it done 

EZ = easy 

FWIW = for what it's worth
(when you're not sure if the other person is interested in your idea)

FYI = for you information
(when you want to say something important)

IMO = in my opinion
(when you give your opinion)

You can also come across IMHO (in my humble opinion)

L8 = late 

L8R = later

LOL = laughing out loud
(when you want to show that you think something is funny)

LOL = lots of love
(used to sign off a text to a friend or family member)

M8 = mate (friend)

msg = message

NE = any 

NE1 = anyone 

NO1 = no one 

OTOH = on the other hand 

PLS = please

R = are

where r u? = Where are you?

RUOK? = Are you OK?

RGDS = regards

SPK = speak 

SRY = sorry

THNQ = thank you

THX/TX = thanks

U = you

W8 = wait 

WAN2 = want to

WRK = work 

XLNT = excellent 

Y = why 

YR = your

1 = one

NE1 (= anyone)

2 = to / two / too

2day (= today)
2moro (=tomorrow)
2nite (=tonight)
U2 (= you too) 

4 = for / fore

4 now (= for now)
B4 (= before) 

8 (replaces the sound ate / eat)

GR8 (= great)
C U L8R (= see you later)

Unit 4
BUSINESS PRESENTATIONS AND PUBLIC SPEAKING IN ENGLISH
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A presentation is a formal talk to one or more people that "presents" ideas or information in a clear, structured way. People are sometimes afraid of speaking in public, but if you follow a few simple rules, giving a presentation is actually very easy. This tutorial guides you through each stage of giving a presentation in English, from the initial preparation to the conclusion and questions and answers. This tutorial is itself set out like a mini-presentation. You can follow it logically by starting at the Introduction and then clicking on the link at the foot of each page, or you can jump direct to the section you want from the list of contents on each page. 

 

	


Introduction

All presentations have a common objective. People give presentations because they want to communicate in order to:

· inform 

· train 

· persuade 

· sell
A successful presentation is one of the most effective ways of communicating your message. And because English is so widely used in international business, a working knowledge of the vocabulary and techniques used in an English language presentation is a valuable asset.

Preparation

Can you name the 3 most important things when giving any presentation?

Number 1 is . . . Preparation
Number 2 is . . . Preparation!
Number 3 is . . . Preparation!!
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	Preparation is everything!


With good preparation and planning you will be totally confident and less nervous. And your audience will feel your confidence. Your audience, too, will be confident. They will be confident in you. And this will give you control. Control of your audience and of your presentation. With control, you will be 'in charge' and your audience will listen positively to your message.

Objective

Before you start to prepare a presentation, you should ask yourself: "Why am I making this presentation?" Do you need to inform, to persuade, to train or to sell? Your objective should be clear in your mind. If it is not clear in your mind, it cannot possibly be clear to your audience.

Audience

"Who am I making this presentation to?" Sometimes this will be obvious, but not always. You should try to inform yourself. How many people? Who are they? Business people? Professional people? Political people? Experts or non-experts? Will it be a small, intimate group of 4 colleagues or a large gathering of 400 competitors? How much do they know already and what will they expect from you?

Venue

"Where am I making this presentation?" In a small hotel meeting-room or a large conference hall? What facilities and equipment are available? What are the seating arrangements?

Time and length

"When am I making this presentation and how long will it be?" Will it be 5 minutes or 1 hour? Just before lunch, when your audience will be hungry, or just after lunch, when your audience will be sleepy?

Method

How should I make this presentation?" What approach should you use? Formal or informal? Lots of visual aids or only a few? Will you include some anecdotes and humour for variety?

Content

"What should I say?" Now you must decide exactly what you want to say. First, you should brainstorm your ideas. You will no doubt discover many ideas that you want to include in your presentation. But you must be selective. You should include only information that is relevant to your audience and your objective. You should exclude all other ideas. You also need to create a title for your presentation (if you have not already been given a title). The title will help you to focus on the subject. And you will prepare your visual aids, if you have decided to use them. But remember, in general, less is better than more (a little is better than a lot). You can always give additional information during the questions after the presentation.

Structure

A well organised presentation with a clear structure is easier for the audience to follow. It is therefore more effective. You should organise the points you wish to make in a logical order. Most presentations are organised in three parts, followed by questions:

	Beginning
	Short introduction
	· welcome your audience 

· introduce your subject 

· explain the structure of your presentation 

· explain rules for questions 

	Middle
	Body of presentation
	· present the subject itself 

	End
	Short conclusion
	· summarise your presentation 

· thank your audience 

· invite questions 

	Questions and Answers


Notes

When you give your presentation, you should be - or appear to be - as spontaneous as possible. You should not read your presentation! You should be so familiar with your subject and with the information that you want to deliver that you do not need to read a text. Reading a text is boring! Reading a text will make your audience go to sleep! So if you don't have a text to read, how can you remember to say everything you need to say? With notes. You can create your own system of notes. Some people make notes on small, A6 cards. Some people write down just the title of each section of their talk. Some people write down keywords to remind them. The notes will give you confidence, but because you will have prepared your presentation fully, you may not even need them!

Rehearsal

Rehearsal is a vital part of preparation. You should leave time to practise your presentation two or three times. This will have the following benefits:

· you will become more familiar with what you want to say 

· you will identify weaknesses in your presentation 

· you will be able to practise difficult pronunciations 

· you will be able to check the time that your presentation takes and make any necessary modifications 

So prepare, prepare, prepare! Prepare everything: words, visual aids, timing, equipment. Rehearse your presentation several times and time it. Is it the right length? Are you completely familiar with all your illustrations? Are they in the right order? Do you know who the audience is? How many people? How will you answer difficult questions? Do you know the room? Are you confident about the equipment? When you have answered all these questions, you will be a confident, enthusiastic presenter ready to communicate the subject of your presentation to an eager audience.



Equipment

	Easily your most important piece of equipment is...YOU! Make sure you're in full working order, and check your personal presentation carefully - if you don't, your audience will!
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	The overhead projector (OHP) displays overhead transparencies (OHTs or OHPTs). It has several advantages over the 35mm slide projector: 

· it can be used in daylight 

· the user can face the audience 

· the user can write or draw directly on the transparency while in use 
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The whiteboard (more rarely blackboard or greenboard) is a useful device for spontaneous writing - as in brainstorming, for example. For prepared material, the OHP might be more suitable.
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The duster is used for cleaning the whiteboard. It is essential that the duster be clean to start with. You may consider carrying your own duster just in case.
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Markers are used for writing on the whiteboard (delible - you can remove the ink) or flipchart (indelible - you cannot remove the ink). They are usually available in blue, red, black and green. Again, it's a good idea to carry a spare set of markers in case you are given some used ones which do not write well.
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	"A good workman never blames his tools."
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	The flipchart consists of several leaves of paper that you 'flip' or turn over. Some people prefer the flipchart to the whiteboard, but its use is limited to smaller presentations.
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The Slide projector - which must be used in a darkened room - adds a certain drama. Some slide projectors can be synchronised with audio for audio-visual (AV) presentations. These projectors are typically used for larger presentations. The majority take 35mm slides or transparencies (as seen here), but projectors for 6x6cm slides are also available.
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	Transparencies are projected by an overhead projector or a slide projector onto a screen - in this case a folding screen which can be packed up and transported.
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The notebook computer is increasingly being used to display graphics during presentations. It is often used in conjunction with an overhead projector, which actually projects the image from the computer screen onto the wall screen.
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Handouts are any documents or samples that you 'hand out' or distribute to your audience. Note that it is not usually a good idea to distribute handouts before your presentation. The audience will read the handouts instead of listening to you.


Delivery

'
Delivery' refers to the way in which you actually deliver or perform or give your presentation. Delivery is a vital aspect of all presentations. Delivery is at least as important as content, especially in a multi-cultural context.

Nerves

Most speakers are a little nervous at the beginning of a presentation. So it is normal if you are nervous. The answer is to pay special attention to the beginning of your presentation. First impressions count. This is the time when you establish a rapport with your audience. During this time, try to speak slowly and calmly. You should perhaps learn your introduction by heart. After a few moments, you will relax and gain confidence.

Audience Rapport

You need to build a warm and friendly relationship with your audience. Enthusiasm is contagious. If you are enthusiastic your audience will be enthusiastic too. And be careful to establish eye contact with each member of your audience. Each person should feel that you are speaking directly to him or her. This means that you must look at each person in turn - in as natural a way as possible. This will also give you the opportunity to detect signs of boredom, disinterest or even disagreement, allowing you to modify your presentation as appropriate.
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	Your objective is to communicate!


Body Language

What you do not say is at least as important as what you do say. Your body is speaking to your audience even before you open your mouth. Your clothes, your walk, your glasses, your haircut, your expression - it is from these that your audience forms its first impression as you enter the room. Generally speaking, it is better to stand rather than sit when making a presentation. Be aware of and avoid any repetitive and irritating gestures. Be aware, too, that the movement of your body is one of your methods of control. When you move to or from the whiteboard, for example, you can move fast or slowly, raising or reducing the dynamism within the audience. You can stand very still while talking or you can stroll from side to side. What effect do you think these two different approaches would have on an audience?

Cultural Considerations

Because English is so widely used around the world, it is quite possible that many members of your audience will not be native English-speakers. In other words, they will not have an Anglo-Saxon culture. Even within the Anglo-Saxon world, there are many differences in culture. If we hypothetically imagine a German working for an Israeli company making a presentation in English to a Japanese audience in Korea, we can see that there are even more possibilities for cultural misunderstanding. You should try to learn about any particular cultural matters that may affect your audience. This is one reason why preparation for your presentation is so important. Cultural differences can also be seen in body language, which we have just discussed. To a Latin from Southern France or Italy, a presenter who uses his hands and arms when speaking may seem dynamic and friendly. To an Englishman, the same presenter may seem unsure of his words and lacking in self-confidence.

Voice quality

It is, of course, important that your audience be able to hear you clearly throughout your presentation. Remember that if you turn away from your audience, for example towards the whiteboard, you need to speak a little more loudly. In general, you should try to vary your voice. Your voice will then be more interesting for your audience. You can vary your voice in at least three ways:

· speed: you can speak at normal speed, you can speak faster, you can speak more slowly - and you can stop completely! You can pause. This is a very good technique for gaining your audience's attention. 

· intonation: you can change the pitch of your voice. You can speak in a high tone. You can speak in a low tone. 

· volume: you can speak at normal volume, you can speak loudly and you can speak quietly. Lowering your voice and speaking quietly can again attract your audience's interest. 

The important point is not to speak in the same, flat, monotonous voice throughout your presentation - this is the voice that hypnotists use to put their patients' into trance!

Visual aids

Of all the information that enters our brains, the vast majority of it enters through the eyes. 80% of what your audience learn during your presentation is learned visually (what they see) and only 20% is learned aurally (what they hear). The significance of this is obvious:

· visual aids are an extremely effective means of communication 

· non-native English speakers need not worry so much about spoken English - they can rely more heavily on visual aids 

It is well worth spending time in the creation of good visual aids. But it is equally important not to overload your audience's brains. Keep the information on each visual aid to a minimum - and give your audience time to look at and absorb this information. Remember, your audience have never seen these visual aids before. They need time to study and to understand them. Without understanding there is no communication.

Apart from photographs and drawings, some of the most useful visual aids are charts and graphs, like the 3-dimensional ones shown here:
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Piecharts are circular in shape (like a pie).
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Barcharts can be vertical (as here) or horizontal.
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Graphs can rise and fall.

Audience Reaction

Remain calm and polite if you receive difficult or even hostile questions during your presentation. If you receive particularly awkward questions, you might suggest that the questioners ask their questions after your presentation.



Language
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	Say what you are going to say,


Simplicity and Clarity

If you want your audience to understand your message, your language must be simple and clear.

Use short words and short sentences.

Do not use jargon, unless you are certain that your audience understands it.

In general, talk about concrete facts rather than abstract ideas.

Use active verbs instead of passive verbs. Active verbs are much easier to understand. They are much more powerful. Consider these two sentences, which say the same thing:

1. Toyota sold two million cars last year. 

2. Two million cars were sold by Toyota last year. 

Which is easier to understand? Which is more immediate? Which is more powerful? #1 is active and #2 is passive.
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Signposting

When you drive on the roads, you know where you are on those roads. Each road has a name or number. Each town has a name. And each house has a number. If you are at house #100, you can go back to #50 or forward to N#150. You can look at the signposts for directions. And you can look at your atlas for the structure of the roads in detail. In other words, it is easy to navigate the roads. You cannot get lost. 
But when you give a presentation, how can your audience know where they are? How can they know the structure of your presentation? How can they know what is coming next? They know because you tell them. Because you put up signposts for them, at the beginning and all along the route. This technique is called 'signposting' (or 'signalling').

During your introduction, you should tell your audience what the structure of your presentation will be. You might say something like this:

"I'll start by describing the current position in Europe. Then I'll move on to some of the achievements we've made in Asia. After that I'll consider the opportunities we see for further expansion in Africa. Lastly, I'll quickly recap before concluding with some recommendations."

A member of the audience can now visualize your presentation like this:

	Introduction
	· Welcome 

· Explanation of structure (now) 

	Body
	· Europe 

· Asia 

· Africa 

	Conclusion
	· Summing up 

· Recommendations 


He will keep this image in his head during the presentation. He may even write it down. And throughout your presentation, you will put up signposts telling him which point you have reached and where you are going now. When you finish Europe and want to start Asia, you might say:

"That's all I have to say about Europe. Let's turn now to Asia."

When you have finished Africa and want to sum up, you might say:

"Well, we've looked at the three continents Europe, Asia and Africa. I'd like to sum up now."

And when you finish summing up and want to give your recommendations, you might say:

"What does all this mean for us? Well, firstly I recommend..."

The table below lists useful expressions that you can use to signpost the various parts of your presentation.

	Signposting

	Function
	Language

	Introducing the subject
	· I'd like to start by... 

· Let's begin by... 

· First of all, I'll... 

· Starting with... 

· I'll begin by... 

	Finishing one subject...
	· Well, I've told you about... 

· That's all I have to say about... 

· We've looked at... 

· So much for... 

	...and starting another
	· Now we'll move on to... 

· Let me turn now to... 

· Next... 

· Turning to... 

· I'd like now to discuss... 

· Let's look now at... 

	Analysing a point and giving recommendations
	· Where does that lead us? 

· Let's consider this in more detail... 

· What does this mean for ABC? 

· Translated into real terms... 

	Giving an example
	· For example,... 

· A good example of this is... 

· As an illustration,... 

· To give you an example,... 

· To illustrate this point... 

	Dealing with questions
	· We'll be examining this point in more detail later on... 

· I'd like to deal with this question later, if I may... 

· I'll come back to this question later in my talk... 

· Perhaps you'd like to raise this point at the end... 

· I won't comment on this now... 

	Summarising and concluding
	· In conclusion,... 

· Right, let's sum up, shall we? 

· I'd like now to recap... 

· Let's summarise briefly what we've looked at... 

· Finally, let me remind you of some of the issues we've covered... 

· If I can just sum up the main points... 

	Ordering
	· Firstly...secondly...thirdly...lastly... 

· First of all...then...next...after that...finally... 

· To start with...later...to finish up... 




The Presentation
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	...say it,


Most presentations are divided into 3 main parts (+ questions):

	1
	INTRODUCTION
	(Questions)

	2
	BODY
	

	3
	CONCLUSION
	

	
	Questions
	 


As a general rule in communication, repetition is valuable. In presentations, there is a golden rule about repetition:

1. Say what you are going to say, 

2. say it, 

3. then say what you have just said.

In other words, use the three parts of your presentation to reinforce your message. In the introduction, you tell your audience what your message is going to be. In the body, you tell your audience your real message. In the conclusion, you summarize what your message was.

We will now consider each of these parts in more detail.

Introduction

The introduction is a very important - perhaps the most important - part of your presentation. This is the first impression that your audience have of you. You should concentrate on getting your introduction right. You should use the introduction to:

1. welcome your audience 

2. introduce your subject 

3. outline the structure of your presentation 

4. give instructions about questions
The following table shows examples of language for each of these functions. You may need to modify the language as appropriate.

	Function
	Possible language

	1 Welcoming your audience
	· Good morning, ladies and gentlemen 

· Good morning, gentlemen 

· Good afternoon, ladies and gentleman 

· Good afternoon, everybody 

	2 Introducing your subject
	· I am going to talk today about... 

· The purpose of my presentation is to introduce our new range of... 

	3 Outlining your structure
	· To start with I'll describe the progress made this year. Then I'll mention some of the problems we've encountered and how we overcame them. After that I'll consider the possibilities for further growth next year. Finally, I'll summarize my presentation (before concluding with some recommendations). 

	4 Giving instructions about questions
	· Do feel free to interrupt me if you have any questions. 

· I'll try to answer all of your questions after the presentation. 

· I plan to keep some time for questions after the presentation. 


Body

The body is the 'real' presentation. If the introduction was well prepared and delivered, you will now be 'in control'. You will be relaxed and confident.

The body should be well structured, divided up logically, with plenty of carefully spaced visuals.

Remember these key points while delivering the body of your presentation:

· do not hurry 

· be enthusiastic 

· give time on visuals 

· maintain eye contact 

· modulate your voice 

· look friendly 

· keep to your structure 

· use your notes 

· signpost throughout 

· remain polite when dealing with difficult questions 

Conclusion

Use the conclusion to:

1. Sum up 

2. (Give recommendations if appropriate) 

3. Thank your audience 

4. Invite questions
The following table shows examples of language for each of these functions. You may need to modify the language as appropriate.

	Function
	Possible language

	1 Summing up
	· To conclude,... 

· In conclusion,... 

· Now, to sum up... 

· So let me summarise/recap what I've said. 

· Finally, may I remind you of some of the main points we've considered. 

	2 Giving recommendations
	· In conclusion, my recommendations are... 

· I therefore suggest/propose/recommend the following strategy. 

	3 Thanking your audience
	· Many thanks for your attention. 

· May I thank you all for being such an attentive audience. 

	4 Inviting questions
	· Now I'll try to answer any questions you may have. 

· Can I answer any questions? 

· Are there any questions? 

· Do you have any questions? 

· Are there any final questions? 


Questions

Questions are a good opportunity for you to interact with your audience. It may be helpful for you to try to predict what questions will be asked so that you can prepare your response in advance. You may wish to accept questions at any time during your presentation, or to keep a time for questions after your presentation. Normally, it's your decision, and you should make it clear during the introduction. Be polite with all questioners, even if they ask difficult questions. They are showing interest in what you have to say and they deserve attention. Sometimes you can reformulate a question. Or answer the question with another question. Or even ask for comment from the rest of the audience.



Review
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	...then say what you have just said.


In this seminar, you have learned:

· to allow plenty of time for preparation 

· to ask the all-important question-words, why? who? where? when? how? and what? 

· to structure your presentation into introduction, body, conclusion and questions 

· to write notes based on keywords 

· to rehearse your presentation several times and modify it as necessary 

· to select the right equipment for the job 

· to use equipment effectively 

· to make use of clear, powerful visual aids that do not overload your audience 

· to use clear, simple language, avoiding jargon 

· to use active verbs and concrete facts 

· to explain the structure of your presentation at the beginning so that your listeners know what to expect 

· to link each section of your presentation 

· to signpost your presentation from beginning to end so that your listeners know where they are 

· to say what you are going to say, say it, and say what you have just said 

· to overcome your nerves 

· to establish audience rapport 

· to be aware of your body language 

· to understand cultural differences 

· to control the quality of your voice 

· to maintain interest by varying the speed, volume and pitch of your voice 

· to deal with listeners' questions politely 

· to respond to your audience positively 



Self-Assessment Test

Are the following statements True or False?

1. An OHP is for the display of 35mm slides.
[image: image47.wmf]True
[image: image48.wmf]False

2. A document distributed to an audience is called a 'handout'.
[image: image49.wmf]True
[image: image50.wmf]False

3. There are only two ways in which we can modulate our voice.
[image: image51.wmf]True
[image: image52.wmf]False

4. Eighty percent of the information that we absorb is absorbed visually.
[image: image53.wmf]True
[image: image54.wmf]False

5. A barchart can be horizontal or vertical.
[image: image55.wmf]True
[image: image56.wmf]False

6. Active verbs are more powerful than passive verbs.
[image: image57.wmf]True
[image: image58.wmf]False

7. Signposting is a technique used only during the introduction of a presentation.
[image: image59.wmf]True
[image: image60.wmf]False

8. 'To rehearse' means 'to write'.
[image: image61.wmf]True
[image: image62.wmf]False

9. It is important to give as much information on a graphic as possible.
[image: image63.wmf]True
[image: image64.wmf]False

10. Indelible markers are intended for use with flipcharts, not whiteboards.
[image: image65.wmf]True
[image: image66.wmf]False

Unit 5
NEGOTIATIONS IN ENGLISH
One of the most important skills anyone can hold in daily life is the ability to negotiate. In general terms, a negotiation is a resolution of conflict. We enter negotiations in order to start or continue a relationship and resolve an issue. Even before we accept our first jobs, or begin our careers, we all learn how to negotiate. For one person it begins with the negotiation of an allowance with a parent. For another it involves negotiating a television schedule with a sibling. Some people are naturally stronger negotiators, and are capable of getting their needs met more easily than others. Without the ability to negotiate, people break off relationships, quit jobs, or deliberately avoid conflict and uncomfortable situations.
In the world of business, negotiating skills are used for a variety of reasons, such as to negotiate a salary or a promotion, to secure a sale, or to form a new partnership. Here are a few examples of different types of negotiations in the business world:

· Manager and Clerk: Negotiating a promotion 

· Employer and Potential Employee: Negotiating job benefits 

· Business Partner A and B: Making decisions about investments 

· Company A and Company B: Negotiating a merger 

· Customer and Client: Making a Sale
The Art of Negotiating

Negotiating is often referred to as an "art". While some people may be naturally more skillful as negotiators, everyone can learn to negotiate. And, as they often say in business, everything is negotiable. Some techniques and skills that aid people in the negotiating process include:

· Aiming high 

· Visualizing the end results 

· Treating one's opponent with respect and honesty 

· Preparing ahead of time 

· Exhibiting confidence

Throughout this lesson, we will review important techniques and skills to learn before negotiating. We will also examine certain tactics your opponents may use at the negotiating table. These pages are designed to prepare you for for negotiating in English in the business world, but they will also help you achieve your goals in everyday life.

	Case Study

For the purpose of this lesson, we will follow the negotiations taking place at a fictional company called Landscape Labourers. Markus, a landscaper who has been with this company for five years, believes he is underpaid. He also thinks he deserves more seniority over his crew members. Markus's manager, Louis is also the owner of Landscape Labourers. Though Louis values Markus more than any of his other labourers, he isn't sure that he can afford to pay him more, especially at this time of year when work is unsteady.
Read through the lesson and find out how Markus prepares his case and presents it to management, and how the two parties negotiate and achieve their goals.
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	Vocabulary

Word
Part of speech
Meaning
Example Sentence
alternatives
noun
other options

We can't offer you the raise you requested, but let's discuss some other alternatives.

amplify
verb
expand; give more information

Could you amplify on your proposal please.

arbitration
noun
conflict that is addressed by using a neutral third party

We're better to settle this between us, because a formal arbitration will cost both of us money.

bargain
verb
try to change a person's mind by using various tactics

We bargained on the last issue for over an hour before we agreed to take a break.

bottom-line
noun
the lowest one is willing to go

I'll accept a raise of one dollar per hour, but that's my bottom-line.

collective
adj
together

This is a collective concern, and it isn't fair to discuss it without Marie present.

compensate
verb
make up for a loss

If you are willing to work ten extra hours a week we will compensate you by paying you overtime.

comply
verb
agree

I'd be willing to comply if you can offer me my own private office.

compromise
verb
changing one's mind/terms slightly in order to find a resolution

We are willing to compromise on this issue because it means so much to you.

concession
noun
a thing that is granted or accepted

I think we can offer all of these concessions, but not all at once.

conflict resolution
noun
general term for negotiations

It is impossible to engage in conflict resolution when one of the parties refuses to listen.

confront
verb
present an issue to someone directly

I confronted my boss about being undervalued, and we're going to talk about things on Monday.

consensus
noun
agreement by all

It would be great if we could come to a consensus by 5:00 P.M.

cooperation
noun
the working together

I have appreciated your cooperation throughout these negotiations.

counter proposal
noun
the offer/request which is presented second in response to the first proposal

In their counter proposal they suggested that we keep their company name rather than creating a new one.

counterattack
verb/noun
present other side of an issue

Before we could start our counterattack they suggested we sign a contract.

counterpart
noun
person on the other side of the negotiations

I tried to close the discussions at noon, but my counterpart would not stop talking.

cordially
verb/noun
politely

In the past I have had little respect for that client, but today she spoke cordially and listened to my point of view.

demands
adv
needs/expectations that one side believes it deserves

They had some last minute demands that were entirely unrealistic.

deadlock
noun
point where neither party will give in

When the discussions came to a deadlock we wrote up a letter of intent to continue the negotiations next week.

dispute
noun
argument/conflict

I was hoping to avoid discussing last year's dispute, but Monica is still holding a grudge.

dominate
verb
have the most control/stronger presence

Max has such a loud voice, he tends to dominate the conversations.

entitled
adj
be deserving of

My contract says that I am entitled to full benefits after six months of employment.

flexible
adj
open/willing to change

We have always been flexible in terms of your working hours.

haggling
verb
arguing back and forth (often about prices)

We've been haggling over this issue for too long now.

hostility
noun
long-term anger towards another

I want you to know that we don't have any hostility towards your company despite last year's mixup.

high-ball
verb
make a request that is much higher than you expect to receive

I'm planning to high-ball my expectations when I open the discussion.

impulse
noun
quick decision without thought or time

I acted on impulse when I signed that six-month contract.

indecisive
adj
has difficulty choosing/making a decision

They were so indecisive we finally asked them to take a break and come back next week.

leverage
noun
(bargaining power) something that gives one party a greater chance at succeeding over another

We have a little bit of leverage because we are the only stationary company in town.

log-rolling
verb
trading one favour for another

After a bit of log-rolling we came to an agreement that pleased both of us.

low-ball
verb
offer something much lower than you think the opponent will ask for

I was expecting my boss to low-ball in the initial offer, but he proposed a fair salary increase.

mislead
verb
convince by altering or not telling the whole truth about something

They misled us into thinking that everything could be resolved today.

mutual
adj
agreed by both or all

The decision to call off the merger was mutual.

objective
noun
goal for the outcome

My prime objective is to have my family members added to my benefits plan.

point of view
noun
person's ideas/ thoughts

From my point of view it makes more sense to wait another six months.

pressure
verb
work hard to convince another of an idea

He pressured me to accept the terms by using intimidation tactics.

proposal
noun
argument to present

While I listened to their proposal I noted each of their objectives.

receptive
adj
open to/interested in an idea

His positive body language demonstrated that he was receptive to our suggestions.

resentment
noun
anger held onto from a previous conflict

Mary's resentment stems from our not choosing her to head the project.

resistance
noun
a display of opposition

We didn't expect so much resistance on the final issue.

resolve
verb
end conflict, come to an agreement

Before you can resolve your differences you'll both need to calm down.

tactics
noun
strategies used to get one's goals met

There are certain tactics that all skillful negotiators employ.

tension
noun
feeling of stress/anxiety caused by heavy conflict

There was a lot of tension in the room when George threatened to quit.

trade-off
noun
terms that are offered in return for something else

Lower payments over a longer period of time sounded like a fair trade-off until we asked about interest charges.

ultimatum
noun
a final term that has serious consequences if not met

His ultimatum was that if I didn't agree to give him the raise he asked for, he'd quit today without two week's notice.

unrealistic
adj
very unlikely to happen

It's unrealistic to think that we will have all of our demands met.

victory
noun
a win

We considered it a victory because they agreed to four of our five terms.

yield
verb
to give in to another's requests

The client will only yield to our conditions, if we agree to work over the holiday weekend.




Preparing to Negotiate

Lack of preparation in a negotiation almost always sets a person up for failure. First and foremost, each party must clearly define their own goals and objectives. Secondly, each party must anticipate the goals of the opposition. This may require doing some background research. Finally, each party must come up with various alternatives to their main objectives.

	Markus Prepares to Negotiate with Louis

Markus approaches Louis after his shift on Friday afternoon and asks if he can arrange a meeting to discuss a potential promotion. Louis sighs and reminds Markus that they already had this discussion last year. Markus agrees, but reminds Louis of his loyalty to the company and insists that they speak again on the subject next week. Eventually Louis, who is afraid that Markus might quit on the spot, agrees to meet on Monday during the crew's lunchhour.
Over the weekend, Markus thinks about Monday's meeting. Last year, he was unprepared to negotiate and ended up only getting a 50 cent/hour pay raise. This did not satisfy him, and he has continued to feel undervalued ever since. Many times, after a hard day at work, Markus has considered quitting. However, it is difficult to find work in the middle of winter. Markus has a family to support and he can't afford to lose his job.
Markus decides to do some research on negotiating. He learns the principles behind collaborative negotiating, and decides that this is the approach he will take this time. After he has understood the concept he can ask himself the preparatory questions above. Finally, he can apply the rules of collaborative negotiating to his own case.


Here are some preparatory questions to ask yourself before beginning talks with the other party:

· What is my main objective? 

· What are all of the alternatives I can think of? 

· Why do I deserve to have my goals met? 

· What will my opponent's counter proposal likely consist of? 

· How can I respond to this counter proposal? 

· When would I like to have this issue resolved? 

· What is my bottom-line? 

· What market research/homework do I need to do to back up my cause? 

· What is my bargaining power compared to my opponent's? 

· What do I know about the principles of negotiating?

	Markus Answers the Preparatory Questions

· My main objective is to be named crew foreman and to earn a salary that is competitive with other foremen in the area.

· Alternatives include looking for work elsewhere, asking for a dollar more an hour, suggesting that Louis hire someone else to take on extra duties.

· I deserve this promotion because I have worked with Landscape Labourers for five consecutive years, and have received many compliments from satisfied clients. I am the team member who reports early every morning and leaves last. If we are under a deadline, I work through my lunchhour. All of the other team members come to me with their questions.

· Louis will likely say that he can't afford to pay me more because business is slow in the winter. He will say that there are plenty of qualified labourers who will do the work for less money.

· Both of these arguments are probably true. Landscape Labourers lost a lot of money last year due to poor weather. There were a few weeks that we couldn't work, but Louis had to pay us anyway because of our contracts. And, unemployment is at an all time high in our region. However, Louis just signed a contract with a new company that will mean regular work for at least the next two years. Also, the other team members rely on me, and none of them have the experience to take over my position if I quit. It will cost Louis a lot of money to train a new landscaper to do everything that I do.

· I understand that winter is tough on this business, so I would like to have this issue resolved by spring.

· I will look into three other local landscaping businesses and inquire about the salary and benefits of its employees. I will also review the classified ads to see if any other companies are hiring or looking for a foreman.

· My bottom-line is to receive an extra dollar an hour and to be named team manager.

· I think Louis and I have equal bargaining power right now. None of the other current members of our team are as committed to the job as I am. However, unemployment is high and there are other people he could hire.

· I have never been a strong negotiator. I need to learn more about negotiationg strategies and tactics.


Collaborative Negotiating

In business, the goal of negotiating parties should always be for mutual gain. This type of win-win negotiation is often called collaborative negotating. The opposite of collaborative negotiating is called competitive negotiating. The goal of competitive negotiating is for one party to win and the other to lose. Dishonest practices, such as lying, manipulation, intimidation, and bribery are often used in this type of negotiation.

Main Principles of Collaborative Negotiating:

· Resolve previous conflicts ahead of time 

· Deal with issues, not personalities 

· Commit to listening more than speaking: The more you know about your counterpart, the more likely you will achieve your goals. You cannot convince someone of something when you do not know anything about them, or what their own needs are. A common mistake is to prepare one's next question or point while the opponent is speaking. 

· Establish trust in the onset 

· Develop a common goal 

· Discuss a common enemy 

· Take opponent's views/needs into careful consideration: Not only do you want to win this negotiation, you want your opponent to win as well, so that he or she will negotiate with you again in the future.

	Markus Applies the Principles for Collaborative Negotiating

· I will not discuss the fact that I was only offered a 50 cent raise last year. It was my fault for not being prepared to negotiate. 

· Even though I think Louis is lazy, and takes too many days off when we are busy, I will not point out his shortcomings. This is about my promotion, not his work ethic. 

· I will first thank Louis for employing me for five consecutive years. I will tell him that the stable work has meant a lot to me and my family, and I appreciate the security, especially with so many people out of work. 

· I will tell Louis that I think his company is one of the most respected landscape companies in the region, and ensure him that my goal is to have a lifelong career at Landscape Labourers. 

· I will say that I hope I will never have to work for a company that does a poor job, such as Powell Designs. 

· I will acknowledge that last year's weather was a problem and note that it is not anyone's fault that the company lost money.


The Negotiation Process

It's time to negotiate! Here are a few golden rules to successful negotiations:

1) Always try to negotiate for at least 15 minutes. Any less than that and it is unlikely that either party has had enough time to fairly consider the other side. Generally, the size or seriousness of the negotiation determines the amount of time needed to negotiate it. Setting a time limit is a good idea. Approximately 90% of negotiations get settled in the last 10% of the discussion.
2) Always offer to let the other party speak first. This is especially important if you are the one making a request for something such as a raise. The other party may have overestimated what you are going to ask for and may actually offer more than what you were going to request.
3) Always respect and listen to what your opponent has to say. This is important even if he or she does not extend the same courtesy to you. Do your best to remain calm and pleasant even if the other party is displaying frustration or anger. Remember some people will do anything to intimidate you.
4) Acknowledge what the other party says. Everyone likes to know that what they say is important. If the other party opens first, use it to your advantage, by paraphrasing what you have heard. Repeat their important ideas before you introduce your own stronger ones.
5) Pay attention to your own and your counterpartner's body language. Review the chart below to learn how to interpret body language during the negotiations. Make sure that you aren't conveying any negative body language.

Language to use to show understanding/agreement on a point:

· I agree with you on that point. 

· That's a fair suggestion. 

· So what you're saying is that you... 

· In other words, you feel that... 

· You have a strong point there. 

· I think we can both agree that... 

· I don't see any problem with/harm in that.

Language to use for objection on a point or offer:

· I understand where you're coming from; however,... 

· I'm prepared to compromise, but... 

· The way I look at it... 

· The way I see things... 

· If you look at it from my point of view... 

· I'm afraid I had something different in mind. 

· That's not exactly how I look at it. 

· From my perspective... 

· I'd have to disagree with you there. 

· I'm afraid that doesn't work for me. 

· Is that your best offer?

	Body Language
	Possible meaning

	Avoiding Eye Contact
	· Lying 

· Not interested 

· Not telling the whole truth

	Serious Eye Contact
	· Trying to intimidate 

· Showing anger

	Touching the face/fidgeting
	· Nervousness 

· Lack of confidence 

· Submission

	Nodding
	· Agreeing 

· Willing to compromise

	Shaking the head/turning away
	· Frustrated 

· In disbelief 

· Disagreeing with a point


  

	Markus Opens the Negotiations

It's finally lunchtime and Markus and Louis meet as planned. Markus offers for Louis to speak first, but Louis declines:
Markus: Thanks again for agreeing to meet today. I really appreciate you taking the time during your lunch.
Louis: Okay, well, let's get started. I'd like to resolve this as soon as possible so we can get back to work.
Markus: Great. Okay, well, if there's anything you'd like to say first, please be my guest.
Louis: Oh, no, I insist you go first. After all, you're the one who asked to meet with me.
Markus: Very well then. First of all I want you to know that I am fully aware of the challenges you have faced in running this company in the last few years. I understand that the poor weather last year ended up costing you and all of the local landscape companies a lot of money. However, I think you realize that I am unsatisfied with my current salary. I've been with Landscape labourers for 5 years now and there have been many other years that were profitable. Despite how much your business has grown, I'm making less than a dollar more than I was the day I started.
Louis: You're lucky to have a job in these times.
Markus: Yes, and I'm very thankful that you have employed me all this time, especially during the slow seasons when the company is struggling to make a profit. It means a lot to me to have that stability, which is why I have remained loyal to your company.
Louis: You haven't had much choice but to remain loyal, Markus. There are no jobs out there.
Markus: Well if you don't mind, I'd like to finish what I have to say and then you can let me know what your position is. As a matter of fact, there are a few companies hiring right now in our area. These are not all necessarily companies that I would be interested in working with. For example, you and I both know that I would never want to work for a company such as Powell Designs. I'd much prefer to be associated with a company like Landscape Labourers because we do a good job. Having said that, I took the liberty of calling a few other local companies to find out what type of salary packages they offer to their foremen.
Louis: Foremen? I don't have a foreman. I never have. It's not my style. Don't forget, you're a contract labourer just like the rest of the crew.
Markus: Yes, I thank you for bringing that up. Besides deserving a higher salary, one that is competitive with local companies, I also think that I deserve a new title. You and I both know that the crew looks to me as though I am a foreman, even though I don't have the title.
Louis: You don't have the title, but you also don't have the responsibility. It's a lot of work being a foreman.
Markus: Exactly. And you can't say that you haven't noticed me coming in earlier than the others and leaving later. I also designate jobs to all of the crew members each morning and call suppliers when needs arise. These are duties of a foreman, am I right?
Louis: I suppose. But a foreman also helps solve conflicts that arise within a team, and deals with customer complaints. You always pass those things on to me.
Markus: I agree with you on that. However, I would be willing to take on these extra responsiblities, should you offer me a foreman position at a rate of $25.00 per hour.


Coming to a Close or Settlement

There are a number of signals that indicate that negotiations are coming to a close. This may not always mean that an agreement has been reached. In many cases, there are many rounds of negotiations. The preliminary round may uncover the major issues, while subsequent rounds may be needed to discuss and resolve them. Here are some signals of talks coming to a close:

· A difference of opinion has been significantly reduced 

· One party suggests signing an agreement. 

· One or both parties indicate that a period of time to pause and reflect is necessary.

Beware of last-minute strong-arm tactics.
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Even if you make the decision to treat your negotiating opponent with honesty and kindness, the other party may not extend you the same respect. Be prepared to stand your ground firmly, yet cordially, especially in the last few minutes of the negotiations. This is the time when manipulative parties may employ certain tactics in order to try to fool you into losing focus or lowering goals and standards. Remember that conflicts are generally resolved in the last few minutes. The theory behind last minute tactics is that one party may be more willing to give in out of fear that all of the concessions or progress made up to that point (perhaps hours or weeks of talks) might be lost. People also get tired or have other commitments that need to be met, such as making an important phone call before another business closes, or picking up children from school. Here are some last minutes tricks that negotiators often use at this time:

· Walking out of the room 

· Offering a short-term bribe 

· Telling you to take it or leave it 

· Giving an ultimatum 

· Abrupt change in tone (used to shock the other party into submission) 

· Introducing new requests (used at to get you to concede with little thought or consideration) 

· Stating generalizations without evidence (dropped without significant statistics/proof) 

· Adopting the Mr. Nice Guy persona (used to try to make it look like they are doing you a favour in hopes that you will lower your expectations)

Language to use in closing

· It sounds like we've found some common ground. 

· I'm willing to leave things there if you are. 

· Let's leave it this way for now. 

· I'm willing to work with that. 

· I think we both agree to these terms. 

· I'm satisfied with this decision. 

· I think we should get this in writing. 

· I'd like to stop and think about this for a little while. 

· You've given me a lot to think about/consider. 

· Would you be willing to sign a contract right now? 

· Let's meet again once we've had some time to think.

	Louis Signals an End to the Negotiations and Attempts some Last-minute Tactics

Louis: Look, we're running out of time here and I've barely had a bite of my lunch.
Markus: I know, and we have a lot of work to get done this afternoon.
Louis: Well, I guess we'll have to settle this at another time.
Markus: Actually, I'd really like to get this settled today. I know how busy you are, and it's not easy to get you to sit down and talk.
Louis: (standing up and getting ready to walk out of the room) Well, we're not getting anywhere.
Markus: Please sit down for a few more minutes so we can make a decision.
Louis:And what if I don't? Are you going to quit?
Markus: I am a loyal employee, and I believe that it is in the best of both of our interests to have this conflict resolved. This should only take a few more minutes.
Louis: Fine. You can be the foreman. I'll even change the title on your pay stub. But no raise.
Markus: I think you and I both know, that the raise is more important to me than the title itself.
Louis: You know, not very many owners would agree to give a person like you the title of foreman. You don't even have your proper certification.
Markus:You've said before that experience means more to you than education. Remember that guy Samuel that you hired. He had a four year diploma in landscape design but had never worked a day out on the fields. You let him go before his probation was up.
Louis: Oh, don't remind me of that kid.
Markus: Look, I'd be willing to accept $24.00/hr, if you agree to review my salary again come spring.
Louis Fine. I guess, that's fair. You are my best employee, right now at least.
Markus: Great, then, you won't mind changing my status to crew foreman. I won't disappoint you. Remember, I'm willing to take on the extra duties of a foreman, which will give you more time to find new clients.
Louis: Speaking of new clients. I'm expecting an important phone call in ten minutes, so let's wrap this up.
Markus: Well, I think we've both agreed on the terms. Can we shake on it? I mean, can I have your word that my new hourly wage will begin at the beginning of next month?(Markus holds out his hand.)
Louis: (Louis shakes it.) Okay, Mr. Foreman. Get back to work, would you. And, I'll need you to order all of the supplies for Monday.
Markus: Thanks, Louis. I'll get on that right now.


Formalize the agreement/negotiation
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In most business negotiations it is a good idea to get something down in writing. Even if a decision has not been made, a letter of intent to continue the negotiations is often used. This is a way for each party to guarantee that talks will continue. A letter of intent often outlines the major issues that will be discussed in future negoatiations. In some cases a confidentiality agreement is also necessary. This is a promise from both parties to keep information private between discussions. When an agreement has been decided, a formal contract may be required. On the other hand, depending on the seriousness of the decision, and the level of trust between the two parties, a simple handshake and verbal agreement may be all that is needed. For example, an employer may offer a promotion and an employee may trust that the new salary will be reflected on the next paycheque. However, even if nothing is put formally in writing, it is wise to send an e-mail or letter that verifies the terms and puts the agreement on record, especially when a specific number is decided on.
	Sample E-mail:
To: louis@landscapelabourers.com
From: markus@landscapelabourers.com
Subject: Today's Negotiation
Attachment: Site #345
Hi Louis
I just wanted to write and thank you for spending your lunch hour with me today. I'm pleased with how our talks went and am excited to take on my new role as crew foreman. Even though my new salary will not be put in place until the first of next month, I will begin my new duties immediately. The supplies for Monday's job (Site #345) have all been ordered, and the total of the invoice will be $349.98, including tax and delivery. The crew has been assigned their tasks for Monday so we will be able to start as soon as we arrive. You will find a chart attached outlining who will be taking care of what and how long it should take us to have it completed. If you have any concerns, feel free to call me at home over the weekend. Thanks again,
Markus


Self-Assessment Test

Are the following statements True or False?

1. During negotiations, one should treat an opponent with respect and consideration at all times.
[image: image69.wmf]True
[image: image70.wmf]False

2. In "competitive" negotiations, the two parties try to establish a common goal.
[image: image71.wmf]True
[image: image72.wmf]False

3. Prior to engaging in negotiations it is wise to consider one's own "bottom-line".
[image: image73.wmf]True
[image: image74.wmf]False

4. When in salary negotiations, employees should "low-ball" in their opening remarks.
[image: image75.wmf]True
[image: image76.wmf]False

5. Markus had no "bargaining power" compared to his boss, Louis.
[image: image77.wmf]True
[image: image78.wmf]False

6. One key to effective conflict-resolution is to deal with issues rather than personalities.
[image: image79.wmf]True
[image: image80.wmf]False

7. It may be possible to detect that a counterpart is lying by observing body language.
[image: image81.wmf]True
[image: image82.wmf]False

8. One should never admit to agreeing with an opponent during the course of negotiations.
[image: image83.wmf]True
[image: image84.wmf]False

9. Markus intimidated Louis into accepting his terms by threatening to quit.
[image: image85.wmf]True
[image: image86.wmf]False

10. Louis used last-minute tactics such as acting as though he was "Mr. Nice Guy".
[image: image87.wmf]True
[image: image88.wmf]False
VOCABULARY
Advertising
	1
	ad
	abbr. advertisement - advert abbr.

	2
	advertisement
	n. item of publicity for a product or service, in magazine, on TV etc

	3
	advertising agency
	n. company specialising in producing and placing advertisements for clients

	4
	AIDA
	abbr. Attention, Interest, Desire, Action - the objective of all advertisements

	5
	benefit
	n. advantage of a product or service, usually derived from its features

	6
	billboardUS
	n. signboard, usually outdoors, for advertising posters; hoardingUK

	7
	circulation
	n. average number of copies of a magazine sold in a particular period

	8
	classified ads
	n. small advertisements in magazine or newspaper categorised by subject

	9
	commercial
	n. paid advertisement on radio or TV

	10
	coupon
	n. part of a printed advertisement used for ordering goods, samples etc

	11
	double-page spread
	n. advertisement printed across 2 pages in a magazine or newspaper

	12
	eye-catcherUS
	n. something that especially attracts one's attention - eye-catching adj.

	13
	features
	n. special characteristics of a product, usually leading to certain benefits

	14
	hoardingUK
	n. signboard, usually outdoors, for advertising posters; billboardUS

	15
	poster
	n. large sheet of paper, usually illustrated, used as advertisement

	16
	prime time
	n. hours on radio & TV with largest audience, esp. the evening hours

	17
	promote
	v. to (try to) increase sales of a product by publicising and advertising it

	18
	slot
	n. specific time in a broadcasting schedule, when a commercial may be shown

	19
	target
	n. objective; what one is aiming at - target audience n.

	20
	U.S.P.
	abbr. Unique Selling Proposition; what makes a product different from others


Banking
	1
	balance
	n. the difference between credits and debits in an account

	2
	bank charges
	n. money paid to a bank for the bank's services etc

	3
	branch
	n. local office or bureau of a bank

	4
	checkbookUS
	n. book containing detachable checks; chequebookUK

	5
	checkUS
	n. written order to a bank to pay the stated sum from one's account; chequeUK

	6
	credit
	n. money in a bank a/c; sum added to a bank a/c; money lent by a bank - also v.

	7
	credit card
	n. (plastic) card from a bank authorising the purchasing of goods on credit

	8
	current account
	n. bank a/c from which money may be drawn at any time; checking accountUS

	9
	debit
	n. a sum deducted from a bank account, as for a cheque - also v.

	10
	deposit account
	n. bank a/c on which interest is paid; savings accountUS

	11
	fill inUK
	v. to add written information to a document to make it complete; to fill outUS

	12
	interest
	n. money paid for the use of money lent - interest rate n.

	13
	loan
	n. money lent by a bank etc and that must be repaid with interest - also v.

	14
	overdraft
	n. deficit in a bank account caused by withdrawing more money than is paid in

	15
	pay in
	v. [paid, paid] to deposit or put money in to a bank account

	16
	payee
	n. person to whom money is paid

	17
	paying-in slip
	n. small document recording money that you pay in to a bank account

	18
	standing order
	n. an instruction to a bank to make regular payments

	19
	statement
	n. a record of transactions in a bank account

	20
	withdraw
	v. [-drew, -drawn] to take money out of a bank account - withdrawal n.


Company Structure
	1
	Accounts Dept.
	n. department responsible for administering a company's financial affairs

	2
	A.G.M.UK
	abbr. Annual General Meeting of a company's shareholders

	3
	board of directors
	n. group of people chosen to establish policy for and control a company

	4
	chairmanUK
	n. person who heads a Board of Directors; head of a company; chairperson

	5
	director
	n. a member of the board of directors

	6
	executive officerUS
	n. person managing the affairs of a corporation - chief executive officer n.

	7
	headquarters
	n. a company's principal or main office or centre of control

	8
	manager
	n. person responsible for day-to-day running of a dept.; executive officerUS

	9
	managing directorUK
	n. senior director after the chairman responsible for day-to-day direction

	10
	Marketing Dept.
	n. department that puts goods on market, inc. packaging, advertising etc

	11
	organisation chart
	n. a table or plan showing a company's structure graphically

	12
	Personnel Dept.
	n. department responsible for recruitment and welfare of staff or employees

	13
	presidentUS
	n. the highest executive officer of a company; head of a company

	14
	Production Dept.
	n. department responsible for physical creation of product

	15
	Purchasing Dept.
	n. department responsible for finding and buying everything for a company

	16
	R & D Department
	n. department responsible for Research and Development of (new) products

	17
	reception
	n. the place where visitors and clients report on arrival at a company

	18
	Sales Department
	n. department responsible for finding customers and making sales

	19
	shareholder
	n. person who holds or owns shares in or a part of a company or corporation

	20
	vice presidentUS
	n. any of several executive officers, each responsible for a separate division


Contracts
	1
	agreement
	n. an arrangement between two or more people, countries etc; contract

	2
	appendix
	n. additional or supplementary material at end of contract, book etc

	3
	arbitration
	n. settlement of a dispute by a person chosen by both parties - to arbitrate v.

	4
	article
	n. a particular statement or stipulation in a contract etc; clause

	5
	clause
	n. a particular statement or stipulation in a contract etc; article

	6
	condition
	n. anything necessary before the performance of something else

	7
	force majeure
	n. superior, power; unforeseeable event excusing one party from fulfilling contract

	8
	fulfil
	v: to satisfy a condition; to complete the required task; to fulfillUS

	9
	herein
	adv: in here; in this (document etc)

	10
	hereinafter
	adv: in the following part (of this document etc)

	11
	hereto
	adv: to this (document etc) [eg: attached hereto]

	12
	heretofore
	adv: up until now; until the present; before this

	13
	in behalf of
	in the interests of (person etc); for (person etc); on behalf ofUK

	14
	null and void
	invalid; without legal force; not binding

	15
	on the one hand
	on one side - on the other hand on the other side

	16
	party
	n. the person or persons forming one side of an agreement

	17
	stipulate
	v. to specify as an essential condition - stipulation n.

	18
	terms
	n. conditions or stipulations

	19
	warrant
	v. to give formal assurance; to guarantee

	20
	whereas
	conj: it being the case that; in view of the fact that [in introduction to contracts]


Employment
	1
	bonus
	n. additional pay given to employee as incentive or reward

	2
	curriculum vitaeUK
	n. short account of one's education, career etc; CVUK; resumeUS; resumeUS

	3
	dismiss
	v. to remove or discharge from employment; to sack [colloq.]; to fireUS

	4
	employer
	n. person or firm who employs people - employee n. person employed

	5
	fireUS
	v. [colloq.] to dismiss

	6
	interview
	v. an oral examination of an applicant for a job - also v.

	7
	make redundantUK
	v. [made, made] to dismiss because of not being needed - redundancyUK n.

	8
	maternity leave
	n. period of absence from work (for a woman) when having a baby

	9
	notice
	n. advance warning of intention to resign - to give or tender one's notice v.

	10
	perk
	abbr. perquisite; something additional to regular salary [eg: free meals; a car]

	11
	personnel
	n. the people who work for a firm

	12
	personnel officer
	n. manager responsible for recruitment, training and welfare of personnel

	13
	promotion
	n. advancement in rank or position - to promote v.

	14
	prospects
	n. opportunity for success, promotion etc

	15
	recruit
	n. to look for and employ personnel - recruitment n.

	16
	resign
	v. to give up a job - letter of resignation n.

	17
	retire
	v. to leave employment, esp. because of age - retirement n.

	18
	salary
	n. a fixed, regular payment, usually monthly, made by employer to employee

	19
	staff
	n. the people who work for a firm or a particular department; employees

	20
	take on
	v. [took, taken] to employ; to hire


Import-Export
	1
	bill of lading
	n. list of goods and shipping instructions; waybill

	2
	c.&f.
	abbr. cost & freight: includes shipping to named port but not insurance

	3
	c.i.f.
	abbr. cost, insurance & freight: includes insurance and shipping to named port

	4
	cargo
	n. goods or products that are being transported or shipped

	5
	certificate of origin
	n. a document that shows where goods come from

	6
	container
	n. huge box to hold goods for transport - container port n. to containerise v.

	7
	customs
	n. 1 government tax or duty on imported goods 2 officials who collect this tax

	8
	declare
	v. to make a statement of taxable goods - customs declaration form n.

	9
	f.a.s.
	abbr. free alongside ship [includes delivery to quayside but not loading]

	10
	f.o.b.
	abbr. free on board: includes loading onto ship

	11
	freight
	n. goods being transported; cargo

	12
	irrevocable
	adj. that cannot be undone; unalterable - irrevocable letter of credit n.

	13
	letter of credit
	n. a letter from a bank authorising a person to draw money from another bank

	14
	merchandise
	n. things bought and sold; commodities; wares - also v.

	15
	packing list
	n. a document that is sent with goods to show that they have been checked

	16
	pro forma invoice
	n. an invoice or request for payment sent in advance of goods supplied

	17
	quay
	n. a solid, artificial landing place for (un)loading ships; wharf - quayside n.

	18
	ship
	v. to send or transport by land, sea or air - also n. shipment n.

	19
	shipping agent
	n. a person acting for or representing a ship or ships at a port

	20
	waybill
	n. list of goods and shipping instructions; bill of lading - air waybill n.


Insurance
	1
	actuary
	n. a person who calculates risks for insurance companies

	2
	assessor
	n. a person who calculates the value of something [eg: a building, car etc]

	3
	claim
	n. an application for payment under an insurance policy - to make a claim v.

	4
	comprehensive
	n. [of an insurance policy] all-inclusive; providing complete protection

	5
	consequential loss
	n. a loss that happens as a consequence of or as a result of another

	6
	coverUK
	n. the protection given by an insurance policy [eg: public liability cover]

	7
	employer's liability
	n. liability or responsibility of a firm for damage caused to one of its employees

	8
	goods in transit
	n. property, merchandise or any goods in the process of being transported

	9
	insurance broker
	n. agent who arranges insurance; middleman between insurer & policyholder

	10
	liability
	n. 1 the state of being liable 2 anything for which a person is liable

	11
	liable
	adj. legally obliged to pay for damage, injury etc; responsible - liability n.

	12
	loss
	n. death, injury, damage etc that is the basis for a claim - to lose v.

	13
	loss adjuster
	n. a person who assesses the amount of compensation arising from a claim

	14
	policy
	n. a contract of insurance [eg: a product liability policy]

	15
	policyholder
	n. the person to whom an insurance policy is issued

	16
	premium
	n. a payment, usually monthly, yearly etc, for an insurance policy

	17
	product liability
	n. liability or responsibility of a firm for damage caused by one of its products

	18
	public liability
	n. responsibility of a firm for damage caused to a member of the public

	19
	reinsurance
	n. the insuring of risk by one insurance company with another - to reinsure v.

	20
	risk
	n. 1 chance or possibility of injury, loss etc 2 person or thing causing risk


Law
	1
	attorney
	n. 1 a person appointed to act for or represent another 2US lawyer

	2
	barristerUK
	n. a lawyer who pleads before a superior court

	3
	brief
	n. 1UK instructions to a barrister - also v. 2US written statement of facts

	4
	case
	n. statement of the facts in a trial, esp. the argument of one side

	5
	contract
	n. a formal agreement, usually in writing, between two or more parties

	6
	court of law
	n. the place where law cases are hear and decided; court - courtroom n.

	7
	evidence
	n. information presented to a court to prove or support a point in question

	8
	guilty
	adj. responsible for wrong; culpable - guilt n. not guilty adj.

	9
	judge
	n. official with authority to hear and decide cases in a court of law - also v.

	10
	jury
	n. a group of people chosen to hear the evidence of a case and give a decision

	11
	lawsuit
	n. a trial at court between two private parties

	12
	lawyer
	n. a person trained in law and who advises or represents others

	13
	plead
	v. 1 to defend a law case 2 to declare oneself to be guilty or not guilty - plea n.

	14
	sentence
	n. 1 decision of a court, esp. as to the punishment 2 the punishment - also v.

	15
	solicitor
	n. 1UK lawyer advising clients & briefing barristers 2US law officer for a city etc

	16
	sue
	v. to start legal action against someone in a court of law - lawsuit n.

	17
	sum up
	v. to summarise & review the evidence of a case - summing up n.

	18
	trial
	n. a formal examination of a case in a court of law - to try v.

	19
	verdict
	n. the formal decision or finding of a judge or jury

	20
	without prejudice
	without detriment or damage to a legal right or claim


Marketing
	1
	brand
	n. a particular make of product - to brand v. - branded adj.

	2
	consumer
	n. the person who buys and uses a product or service - to consume v.

	3
	cost
	v. [cost, costed, costed] to estimate the price of making a product - costing n.

	4
	develop
	v. to create a new product or improve an existing one - product development n.

	5
	distribution
	n. the delivering of products to end-users, inc. advertising, storing etc

	6
	end-user
	n. the person, customer etc who is the ultimate (and so real) user of a product

	7
	image
	n. the concept or perception of a firm or product held by the general public

	8
	label
	n. small piece of paper, metal etc on a product giving information about it

	9
	launch
	v. to introduce a new product, with publicity etc - product launch n.

	10
	mail order
	n. the selling of goods by post - mail-order catalogue n.

	11
	market research
	n. study of consumers' needs & preferences, often for a particular product

	12
	packagingUK
	n. the wrapping or container for a product

	13
	point of sale
	n. the place where a product is actually sold to the public - point-of-sale adj.

	14
	product
	n. something made to be sold; merchandise [includes services] - to produce v.

	15
	public relations
	n. creation and maintenance of a good public image - public relations officer n.

	16
	registered
	adj. registered or officially recorded as a trademark - ® abbr. - to register v.

	17
	sponsor
	n. firm supporting an organisation in return for advertising space - also v.

	18
	S.W.O.T.
	abbr. Strength, Weaknesses, Opportunities, Threats

	19
	total product
	n. the whole product, inc. name, packaging, instructions, reliability, after-sales etc

	20
	trademark
	n. special symbol, design, word etc used to represent a product or firm - " abbr.


Meetings
	1
	A.G.M.
	abbr. Annual General Meeting

	2
	A.O.B.
	abbr. Any Other Business [usually the last item on an agenda]

	3
	absent
	adj. not here; not at the meeting; not present

	4
	agenda
	n. a written programme or schedule for a meeting

	5
	apologies
	n. item on agenda announcing people who are absent; apologies for absence

	6
	ballot
	n. a type of vote, usually in writing and usually secret- secret ballot n.

	7
	casting vote
	n. a deciding vote (usually by the chairman) when the votes are otherwise equal

	8
	chairman
	n. the person who leads or presides at a meeting; chairperson; chair

	9
	conference
	n. formal meeting for discussion, esp. a regular one held by an organisation

	10
	conference call
	n. telephone call between three or more people in different locations

	11
	consensus
	n. general agreement

	12
	decision
	n. a conclusion or resolution to do something - to decide v.

	13
	item
	n. a separate point for discussion [as listed on an agenda]

	14
	matters arising
	n. item on agenda for discussion of what has happened as a result of last meeting

	15
	minutes
	n. a written record of everything said at a meeting

	16
	proxy vote
	n. a vote cast by one person for or in place of another

	17
	show of hands
	n. raised hands to express an opinion in a vote

	18
	unanimous
	adj. in complete agreement; united in opinion

	19
	videoconference
	n. conference of people in different locations linked by satellite, TV etc

	20
	vote
	v. to express opinion in a group by voice or hand etc - also n. - to cast a vote v.


Money
	1
	A.T.M.
	abbr. Automated Teller Machine; cash dispenserUK

	2
	banknote
	n: a piece of paper money; billUS

	3
	billUS
	n. a banknote; a piece of paper money

	4
	black market
	n. illegal traffic in officially controlled commodities such as foreign currency

	5
	bureau de change
	n. establishment where currencies of different countries may be exchanged

	6
	cash
	n. 1 coins or bank notes (not cheques); 2 actual money paid (not credit)

	7
	cash dispenserUK
	n: automatic machine from which clients of a bank may withdraw money; ATM

	8
	cashier
	n. person dealing with cash transactions in a bank, store etc

	9
	coin
	n: a piece of metal money

	10
	currency
	n. the money in general use or circulation in any country

	11
	debt
	n. money etc owed by one person to another

	12
	exchange rate
	n. the rate at which one currency can be exchanged for another

	13
	foreign exchange
	n: the currency of other countries

	14
	hard currency
	n. currency that will probably not fall in value and is readily accepted

	15
	invest
	v. to put money for profit into business, land etc - investment n.

	16
	legal tender
	n: currency that cannot legally be refused in payment of a debt

	17
	petty cashUK
	n. a cash fund for small, everyday expenses

	18
	soft currency
	n. currency that will probably fall in value and is not readily accepted

	19
	speculate
	v. (risky) buying of foreign currency, land etc for rapid gain - speculation n.

	20
	transaction
	n. a (usually commercial) exchange; a deal - to transact v.


Presentations
	1
	audience rapport
	n. relationship of presenter with audience, esp. when good

	2
	body language
	n. non-verbal communication through facial expressions, body movements etc

	3
	Finally . . .
	Typical word used to signal the last of several points or subjects

	4
	flip chart
	n. a pad of large paper sheets on a stand for presenting information

	5
	For example . . .
	Typical phrase used to signal an illustration or sample of a particular point

	6
	handout
	n. anything (report, sample etc) handed or given to people at a presentation

	7
	In conclusion . . .
	Typical phrase used to signal the summing up or final part of a presentation

	8
	Ladies & Gentlemen
	Polite phrase often used to address an audience of men and women

	9
	marker
	n. whiteboard marker a pen with a broad, felt tip for writing on whiteboards

	10
	microphone
	n. electrical instrument that one speaks into for amplification of the voice etc

	11
	O.H.T.
	abbr. overhead transparency; sheet of film with image for o.h.p.

	12
	overhead projector
	n. device that projects an o.h.t. onto a screen - O.H.P. abbr.

	13
	pointer
	n. device (rod or electric torch etc) for indicating things on a map, screen etc

	14
	screen
	n. large, flat, reflective white surface on which films, slides etc are projected

	15
	signal
	v. to help the audience understand where one is in a presentation

	16
	slide
	n. small (usually 35mm) photographic transparency - slide projector n.

	17
	To start with . . .
	Typical phrase used to signal the beginning of a particular subject or topic

	18
	Turning now to . . .
	Typical phrase used to signal a change from one subject or topic to another

	19
	visual aids
	n. things that one can look at in a presentation [eg: films, maps, charts etc]

	20
	whiteboard
	n. large, flat, white surface or board on which to write or draw with markers


Selling
	1
	after-sales service
	n. service that continues after a product has been sold [eg: repairs etc]

	2
	buyer
	n. 1 any person who buys anything 2 a person employed by a firm to buy

	3
	client
	n. a person who buys services from a lawyer, architect or other professionals

	4
	close
	v. to finalise a deal or sale; to make a sale

	5
	cold call
	v. to telephone a prospect without previous contact - also n.

	6
	customer
	n. a person who buys goods or services from a shop or business

	7
	deal
	n. a business transaction - also v. dealer n.

	8
	discount
	n. a reduction in the price; a deduction [usually expressed as a percentage (%)]

	9
	follow up
	v. to continue to follow persistently; to maintain contact [eg: after a lead]

	10
	guarantee
	n. a promise that a product will be repaired or replaced etc if faulty - also v.

	11
	in bulk
	in large quantity, usually at a lower price

	12
	lead
	n. useful indication of a possible customer to be followed up

	13
	objection
	n. a reason given by a prospect for not buying - to object v. seeovercome

	14
	overcome
	v. [-came, -come] to overcome an obj-ection to show an objection is invalid

	15
	product
	n. something made and usually for sale - to produce v. seeservice

	16
	prospect
	n. a possible or probable customer; prospective customer

	17
	representative
	n. sales representative person who represents & sells for a firm; salesperson

	18
	retail
	v. to sell in small quantities (as in a shop to the public) - also n. see wholesale

	19
	service
	n. work done usually in return for payment - to serve v. see product

	20
	wholesale
	v. to sell in bulk (as to a shop for resale to the public) - also n. see retail
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