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PuBLISHER’S NOTE

China is fertile ground for foreign investment and foreign joint business ventures, and the increasing
number of textbooks focusing specifically on business Chinese attests to that fact. But this book’
approach, using a series of case studies to teach Chinese business communication, is new and distinctive.
Close the Dealwill actively involve and challenge students as they refine their Mandarin Chinese language
skills in a wide range of applied business contexts, from resolving contract disputes, to developing a
business strategy, to establishing a franchise overseas. And the appendix features an extensive list of
expressions to help learners master the different levels of social formality and know exactly what to say
in various business contexts—skills that spell the difference between mere proficiency and real mastery
of Chinese. To augment the text, we offer a companion website and a supplementary audio CD.

THe CrLose THE DeaL CoMPANION WEBSITE

A companion website at www.cheng-tsui.com/resource_center/close_deal _companion_site contains
additional resources and updated information for both students and teachers. On the student site, you
can find detailed information related to the lessons, the English translations of some very difficult parts
of the textbook, and links to important websites related to the Chinese economy and Chinese business.
On the teacher site, which is accessible only to teachers of the course, there are suggested tests and other
teaching resources.

How 10 PLAY THE CLOSE THE DEeAL Aubio CD

This audio CD contains MP3 files. This standard format is compatible with default media player
applications on PC and Mac and readily transferable to portable media players. Most modern CD
players, including DVD players, include native support for MP3 files. All sections in the book that have
corresponding audio material are denoted with an audio CD icon: @

For technical questions regarding the audio CDs, please contact editor@cheng-tsui.com.
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The Cheng & Tsui Asian Language Series is designed to publish and widely distribute quality language
learning materials created by leading instructors from around the world. We welcome readers’
comments and suggestions concerning the publications in this series. Please send feedback to our
Editorial Department (e-mail: editor@cheng-tsui.com), or contact the following members of our
Editorial Board.

Professor Shou-hsin Teng, Chief Editor
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Professor Ying-che Li

Dept. of East Asian Languages
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Imagine that you are on the 53rd floor of a skyscraper in Shanghai representing an American company
in negotiations with a potential Chinese partner. Your first sentence—an apt idiomatic expression with
flawless pronunciation and tonal inflection—shocks your Chinese counterparts, and your convincing
analysis shatters any doubts they may have had about such a young foreigner. You even bring them a
contract draft beautifully written in formal Chinese. The negotiations quickly end in success. A dream?
This textbook is designed to help you make that dream come true.

We believe that the best way to learn business Chinese is by interacting with Chinese businesspeople
in real business settings. Since we cannot move our classroom to a business site, the next best alternative
is to turn the classroom into a simulative business environment, in which students are motivated to
achieve business goals. All of the lessons, exercises, and tests are designed for this pragmatic purpose.
The companies directly involved in simulative business tasks in this book are fictional, while some of
the companies whose names appear throughout the book as background/reference are real. Tokio is
the actual English name of a real Japanese insurance company.

Torics

Doing business in or with China may take a number of forms. The capacity of one textbook to deal with
these many forms of business is, of course, limited. Therefore, in selecting the topics of our lessons, we
keep in mind what our students will do in the business world after their graduation: investment banking,
international consulting, business law, etc. We discard old topics, such as purchasing Chinese silk and
crafts, and pick up topics such as e-commerce, intellectual property rights, and business mergers that
reflect the new Chinese economy in the context of globalization and the IT revolution.

LANGUAGE POINTS
Besides important business terms and expressions, we pay close attention to the following:

o different styles of language and their respective business functions,
« word collocations that demonstrate language maturity,
« idiomatic phrases/proverbs frequently used in business talks, and

« some general rules of business communication that are conventions of the Chinese business
world.

EXERCISES

The exercises in this book are challenging and exciting. For each lesson there are four types of practice:
two oral exercises and two written assignments. The oral exercises will culminate in a role-play. Students
play the roles designated in the lesson to complete an assigned business task. The most important
written assignment is a composition. Students are required to write business emails, advertising plans,

IX



X INTRODUCTION

contracts, market surveys, and other simulative business documents. The compositions should not only
be perfect in linguistic structure but also appropriate and feasible in terms of real business practice.

How 10 UsE THis TextBOOK

There are in total 16 lessons, and these lessons vary in length. The shorter ones should be taught in one
week while the longer ones should be taught in one-and-a-half to two weeks. The entire textbook is
designed to cover one year in a university course, or can be completed in an intensive summer course.
Each lesson has at least two parts, or texts: a conversation and a written document. Some lessons have
two conversations and two written documents. Since business activities always involve both speaking
and writing, learners are advised to pay equal attention to both parts. In the beginning of each lesson,
there is a brief introduction to the background and business tasks that will be covered. The introduction
and all the main bodies of the texts are recorded on audio CD. Students are expected to have listened
to the lessons before they come to the classroom, so that they are prepared for the lectures and ready to
participate in the drill and discussion sessions.

Texts

The underlined words or phrases in the texts appear in the vocabulary list immediately following each
lesson. The bolded parts of the texts indicate items explained in the Notes and Explanations section
that follows the vocabulary list.

VOcCABULARY List

While the lessons are in simplified characters only, we provide traditional characters in the vocabulary
list. Proper names that do not need to be memorized are italicized. We include them in the vocabulary
list only to provide learners with their pinyin forms, as they often contain infrequently used characters.
The English translation of each word, phrase, and expression is based on its meaning in the context
of the lesson. If necessary, we explain other important word meanings in the Notes and Explanations
section. The [cl.] notation means “colloquial.”

NOTES AND EXPLANATIONS
The items in the Notes and Explanations section are grouped by type and are therefore not in order of
their appearance in the texts. There are following groups:

1. Business and Other Professional Terms.

In this part we explain some terms that may require more than a simple English translation. We also
highlight some special structures exclusively used in business expressions. If the usage of a business
term is difficult, we provide learners with two examples: the first example is from the current lesson,
and the second example is from another lesson or an external context. Otherwise, we just explain the
meaning of the term. The notation [#£3Z] denotes an example from this book, and the notation

[ %/ 78] denotes an example from an external context. The ability to understand and utilize these
terms may distinguish an experienced professional from an amateur. Therefore, learners should pay
careful attention to them.
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2. Formal Expressions

Some of these are used only in formal writing while others are used in both formal writing and formal
speech. We provide learners with two examples of each expression: one from the lesson in which
it appears and the other from an external context. These expressions are crucial to a professional
businessperson, especially a high-ranking one.

3. Colloquial Expressions

By colloquial we mean a style that is more informal than the standard spoken Chinese that prevails
in textbooks for elementary and intermediate Chinese. In the real business world, businesspeople
purposely use this style to establish a level of friendliness and informality with the other party. Examples
are provided for each of the expressions. Understanding the stylistic differences between them and
using them in the proper situation are very important.

4. Other Patterns and Word Collocations

Choosing a correct verb to describe the action of a sentence or choosing a correct adjective to modify
a noun demonstrates language maturity and excellence. We also include in this group some common
patterns that are neither very formal nor very colloquial. Examples are provided for each item.

5. Important Idiomatic Phrases/Proverbs

In the Chinese business world, these phrases and proverbs are very frequently used. For each of them,
we provide the original or superficial meaning as well as the contemporary meaning and usage. Since
many of these are self-contained parts of conversation or writing, examples are provided only for some
shorter ones whose usages are not straightforward.

Crass DiscussioN

After each lesson, there are a number of questions directly or indirectly related to the lesson. Some
questions are intended to see if students have really understood the text. Others are intended to
stimulate learners to think more profoundly and creatively in order to solve real business problems.
These questions should be answered orally in the drill and discussion sessions. Students are expected
to have prepared before coming to the sessions.

EXERCISES
The exercises typically include the following components:

1. Fast Oral Translation

Students are required to listen to an audio recording of a paragraph in Chinese consisting of about
eight sentences. There is a fifteen second interval between one sentence and the next. Translations must
be completed before the next sentence is read. After that, students will listen to an audio recording of a
paragraph in English and should translate it into Chinese in the same way. This exercise calls for quick
processing skills. Teachers shall not provide the text to students. A similar kind of translation will be
an important part of the final oral examination.
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2. Role-play

Most of the role-play exercises should be done in pairs, where each student plays the role of a different
party in a business negotiation. Some should be done in groups of three or more. Teachers will supervise
the performances of the students. A similar kind of role-play will be another important part of the final
oral examination, but then one party will be played by the teacher.

3. Rephrasing Sentences

This part may be either in the form of separate sentences or in the form of a short paragraph. Although
the meanings of these sentences are clear, the expressions are not appropriate for a professional or
business context. Students are required to improve them by using the words and phrases learned in
the current lesson or previous lessons. For some very difficult sentences, key words are given. For all
the others students must find proper words and phrases from the lessons themselves. In a few of the
lessons, another exercise is substituted, such as filling in the blanks or searching for information on
the Internet.

4. Composition

Students are required to write many different types of business documents, including emails, proposals,
market surveys, and contracts. All the writings require creativity and imagination. We advise learners
to form a group of two or three students and complete some of the written assignments together.
Others should be done by students individually.

ACKNOWLEDGMENTS
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Kaibin Wu, Li Wu, Weishan Wu, Weijie Zhang, and Wei Zhao.
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AN INTRODUCTION TO GOLDEN BRIDGE
CoNsuLTING GRrRoOuP

WHRAH: RESHRSEAL T

Note: Golden Bridge Consulting Group is the name of a fictional consulting company whose activities
are featured throughout this book.

Key: The underlined words or phrases in the texts appear in each lesson’s Vocabulary List. The bolded
parts of the texts indicate items explained in the Notes and Explanations section that follows the
Vocabulary List.
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Part Two: Survey Results
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Vocabulary List

Note: Proper names that do not need to be memorized are italicized. The [cl.] notation means
“colloquial”
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shangwu
zixin

she
banshichu
gai

chuli

yewl
Wing Ailin
xiangmu
Hdn Sen
shuoshi
shixi

Feite
jianshén qicai
dangci
weituo
yangpin
jie
bolanhui
paobuji
yun
celiang
xueya
yuanwangqian
chong
chushi
jianshenqit
jubu
yangqi
hanliang

business (service)

consulting; consult

set up; establish

branch office

that; this; the aforementioned
deal with

business; operations

Aileen Wang, name of a person
project

Hansen, name of a Westerner
Master (degree)

internship; apprenticeship
Fitty, name of a company
exercise equipment

grade (of a product)

entrust

sample

session

exhibition; show

treadmill

dizzy

measure

blood pressure

wasted money

toward

show

marble balls for hand exercise
specific area; localized
oxygen

content
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duogongnéng
zhéhé
Zhejiang
pifa
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Malaixiya
zuzhuang
Moxige
caoqian

yixiangshu

baojia

hangjia
shibuxiangman
guimo

caigou

beibu

anmo

yuanshi sénlin
pingmian zhijido

s

wode maya
kaiménjianshan
réngaomada
Liaoning
tuixiao

ti¢geda

youshui
shixiaoduilu
Giikou

wenjuan diaocha
qingshou
xiaoshou

shishang

multifunctional

convert

a province south of Shanghai
wholesale

rowing machine

Malaysia

assemble

Mexico

sign (an agreement) provisionally

letter of intent; memorandum of
understanding

quoted price; quote
expert

let me be candid with you
size; scope

purchase

back

massage

virgin forest

flat-screen

leather jacket

I; me

[cl.] Oh my God

get straight to the point
tall and well built

a province in Northeast China
promote the sale of

[cl.] iron chunks

[cl.] profit

suited to market demand
name of a company
survey questionnaire
thin

emaciated

fashion
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Notes and Explanations

Note: The notation [#3C] denotes an example from this lesson or another lesson in this book.
The notation [£N78] denotes an example from an external context.

1. BusiNEss AND OTHER PROFESSIONAL TERMS

[’E"]\lk (business, commerce) vs. [ % (business or commercial service)

These two words are similar in meaning and sometimes interchangeable. For example, “business
Chinese” can be translated as either i 55 3 or FiMLH 3. However, the latter strongly
emphasizes service. Compare the following words:

ﬁL:ﬁ\l[i EP Lra complex of many retail stores, a commercial center

[ 55 H1 4Ly a complex of many business offices, business center in a large upscale hotel

i) consult, consulting, consultation
CURSCT SE Rl M s 55 0 2 Wl 2 53X R IR 1 24 11 245 b i b iR 25 11
INT
AP

Ckb7e 1 FediT o vl n] LUk G S gk e 1E 777 1 1) #51
CURICY BT Tl im0 w Bl HE 2 s 8 T 40 1 A7 R 6 K

2B manager

Some frequently used word compounds:
i H &2 project manager
B general manager
22 P Y assistant to the manager

A sell
A formal equivalent of SZ.
CORSC) A SR feAe b B S DAL
[4hE) iz RF IS EN AN = 5.

Tﬁ%% (product) exhibition/show

Refers to trade exhibitions or shows participated in by many manufacturers/companies.
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Related words:
J&& 2% exhibition
AT 5323 trade fair, commodities fair
7 A K A4S a conference announcing the release of a new product (typically by a single
manufacturer)

FEIK grade (of a product)

}4 means “category” while { means “rank” or “order.” Conventionally, commodities are divided
into the following three categories:

= high grade, higher end, expensive

H Y middle grade

{I&HY low grade, lower end, cheap

ek wholesale price

Related word: ) retail price.

RS assemble

This term has two related meanings. Its basic meaning is “to assemble,” and its extended meaning
is the implication that the product is assembled in countries where the cost of labor is low. The
antonym of the second meaning is J52%% (made in the original country). For example, if a Kodak
digital camera is made in the U.S.A., itis called a Ji1Z% product; if it is made in Mexico or China, it
is called a #l1 2% product. Chinese consumers often believe that although the brand and the model
are exactly the same, a Ji product’s quality is much better than a 70 4 product’s quality.

TFEIJUWN T average annual income
Related word: AU per capita income.

@“ﬁ be delivered to the customer

Related word: ! £7 already out of the factory and on the way to the customer.

A promote the sale of
Related word: FE4H i salesperson.



12 CLOSE THE DEAL

2. FORMAL EXPRESSIONS

1% this or that
[0 ZA A BiERGE T Fp=R4L. .
[ C]) S 51208 AMES T4E.  (12)

V+J*+ Place Word
This word order differs considerably from the common spoken Chinese word order. When we say
somebody did something somewhere in common spoken Chinese, the word order is: preposition
(?'j?/ M/ etc.) + place word + action verb. In formal Chinese, however, the word order is: action verb
+ I + place word.

[ORICY SRl T SV AR R 5 = I BV RIS il

Crb7e] BROGZESENE T IE TR

[#h7e] Iiﬁﬁ%ﬁ'ﬁ)’é?ﬁﬂﬂ?ﬂ%@&ﬁ%ﬂﬁE&ﬁo (ERERT ... =71E......

TAE)

S (I am) so fortunate (to have the opportunity) to meet (you)

A very frequently used formal greeting. Mainly used when meeting an unfamiliar person. For more
explanation, please read General Notes on Business Communication I.

N 1 me

A disparaging way of referring to oneself used when first meeting someone. For more explanation,
please read General Notes on Business Communication I.

i why, how, what

A frequently used question word in formal expressions.
(R3] OR8N AT R S 241 ...
CURICT WO S . (Le)

3. CoLLoQUIAL EXPRESSIONS

A be fully...(a certain quantity), be as much as...
[ERSC] RSS2 24 Fo
[kh7e ] X dh4a R 2wl A R AN AL 7 — A48T,
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i H really (with a tone of surprise)
[URSCT PRIZ MK T DOE DT IE E AN .
CORSC) BLEiE AT A Birifle.  (Ls)

MG turn out to be

This colloquial expression is used to indicate that one has discovered a fact.
[URICY REIXAZ S GHLaesE N T aER N ?
Ckh7e ] REER T TRt AR

M. K1 coming and doing something for the sole purpose/consideration of
CERSCT NSO oA R B4 K I o
k78 1 A AR R VR G5 052 P IR BB R 1

ANV I without even mentioning. .., just...alone (already a large
quantity)

[ORSCY AU A B, St AR RN A )\ 2 5

CAh7E ) G EopiRbs, ANA9E, S R PEFERE BT,

(7] i@bﬂ@ﬂ;ﬁ%ﬁ@%ﬁ?ﬁ%, ANUERRAISEI ), Dt HAT Al
KT=HZ%.

VIEZW)  be serious
After some casual conversation, a speaker uses this phrase to show that he wants to focus on serious
business.

[URICY WiEZer, A REEAREE 51 ?
CAh 78 Y BEIEZER, ARATT 2R R A RS AR T ) e AR ?

W have the authority to make the final decision (what the person says counts)
CSOETNE N
Ckh7e Y RN w) SR EDE 152

HAT A be nothing (literally, “what does it count for?”)
L) 54T 4 N
[#72) HAGFA A SEEA S m s
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HAHNE...... S/ I really don’t understand what’s with (something/
somebody)

[ORSC] EAKIER(TISEE 2 B Aab . ..
(751 Eg%nﬁ@%@&lﬁl%, AT AT, A A
Lok

WA 2K not much profit in it, not lucrative
[URSCY SRS anlK. ...
Crhse Y BUAEH EARIRR 2 T, BT 2 KiK.

4. OTHER PATTERNS AND WORD COLLOCATIONS

TR %S provide service
CURSCY 56 [ A i 55 ) o w2 — 20 SR B S 3R A5 b e VIR 55 1)
ARSI

CAh 78 Y Hels ) ) i 5 B A b SR 6 U i R 55

AL business secret

H1%% means secret/confidential information. The word before it must be disyllabic.
[PRSC] 22 AL
@S9 IEENINKURESE SIS NN R2 S INVIR PSP 1 A

RTINS sign an agreement provisionally

The object of FL4% can be /313, & [F], B, B2, ete. (It must be a two or more syllable

word.)
[PRSCY FRATIAN 2SN
LA AT XK A A 525 T —TiE AR

5. IMPORTANT IDIOMATIC PHRASES/PROVERBS

FH T get straight to the point

Literally, “As soon as the door opens, the mountains can be seen.” It means to come straight to the
point. Often used as a verb or as a modifier.

LR BRARIFT Tl
Ckb7e 1 BAR EXRARFFIF T I L i MRS A ] AT B AR 22 I 1]

See General Notes on Business Communication V.
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6. A NoTteE ON THE NAMES OF THE TwWo MAIN CHARACTERS

The two main characters in this textbook are T~ X ¥ and ¥ k. You may wonder why in most parts
of the book we call them ¥ #k and % #R since the former is a first name while the latter sounds like a
last name. Please note %i 7k here is Hansen’s Chinese name. ¥ then is his Chinese last name. There are
some general rules governing how to address people by their names. If A and B have a close relationship,
A will address B by B’s given name only. However, if B’s given name is only one syllable, A should then
address B by B’s full name instead. In other words, the number of syllables in one’s name matters. We
may not call 5 £k by his Chinese given name £k unless we are extremely intimate with him. For more
rules on addressing businesspeople, please read General Notes on Business Communication IV.

Class Discussion
WA i

1o E ORI 5l JLAFEAT A 2240 ?

- N AR NN U — 5 i, HR A AT AR T 2 3
Z e 5 AR

I N RS A A A AN

AEST TS AR AR T A AT 4 2290 2

FEVRER, AP L, FERE A 7B A S A2 A X b 2
AT LA I - T H AR L LR 15 20 2

PRUEAHT K PE A ANTE ] ME AR QR R 2

[\

NS W

Exercises

I >

PART ONE: FAST ORAL TRANSLATION
S Egh: P

Listen to an audio recording of a paragraph in Chinese. There is a fifteen second interval between
sentences. Translate each sentence orally before the next sentence is read. Then listen to an audio
recording of a paragraph in English and translate it into Chinese in the same way.

A. From Chinese into English

A E R B A m e FA T D

B. From English into Chinese
An American CEO is analyzing the Chinese home appliance market.
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PART Two: ROLE-PLAY (MARKET SURVEY FOR Ski EQUIPMENT)

Hwr MR GBS AR

An American ski equipment company hopes to sell its products on the Chinese market and they ask
Golden Bridge Consulting Group to conduct a market survey for them. One student acts as the project
manager at Golden Bridge and another student acts as the manager of a sporting goods store in Beijing.
Discuss skiing and the ski equipment market in China.

[ =G A T AR I A A A B e AR T AR S A, UG ] YA
Wi aE. —AFEEEER A F S, 55— AR AR AL 5 34 5 % 1Y
2, AR E T 5 e T

PART THREE: REPHRASING SENTENCES

H=dr EAT

Using the words given in parentheses, rephrase the following sentences so that they are appropriate for
a professional or business context. If no specific words are given, use the words and phrases you have
learned in this lesson.

1 A Hb L DRI T R /N S i AT A e 3 (R . Gl )

2. AN FE19974FE AL, XS A v A BT S R L AR B 1 FE UK A
PEARMUIX ARV, FRHEH AT KA 7S 1 7t.

3. FAEAFITPIEA T 288, AT . Gilizko

PART FOur: CoMPOSITION (MARKET SURVEY)

FUE: GAE (WG HER)

Design a survey in Chinese for the American ski equipment company mentioned in Part Two of the
exercises. The survey will ascertain the potential of the sport of skiing and the ski equipment market in
China. You should ask at least 15 questions in the survey.





