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Introduction to trainee manual 

To the Trainee 

Congratulations on joining this course. This Trainee Manual is one part of a ótoolboxô 
which is a resource provided to trainees, trainers and assessors to help you become 
competent in various areas of your work. 

The ótoolboxô consists of three elements: 

¶ A Trainee Manual for you to read and study at home or in class 

¶ A Trainer Guide with Power Point slides to help your Trainer explain the content of the 
training material and provide class activities to help with practice 

¶ An Assessment Manual which provides your Assessor with oral and written questions 
and other assessment tasks to establish whether or not you have achieved 
competency. 

The first thing you may notice is that this training program and the information you find in 
the Trainee Manual seems different to the textbooks you have used previously. This is 
because the method of instruction and examination is different. The method used is called 
Competency based training (CBT) and Competency based assessment (CBA). CBT and 
CBA is the training and assessment system chosen by ASEAN (Association of South-
East Asian Nations) to train people to work in the tourism and hospitality industry 
throughout all the ASEAN member states. 

What is the CBT and CBA system and why has it been adopted by ASEAN? 

CBT is a way of training that concentrates on what a worker can do or is required to do at 
work. The aim is of the training is to enable trainees to perform tasks and duties at a 
standard expected by employers. CBT seeks to develop the skills, knowledge and 
attitudes (or recognise the ones the trainee already possesses) to achieve the required 
competency standard. ASEAN has adopted the CBT/CBA training system as it is able to 
produce the type of worker that industry is looking for and this therefore increases 
trainees chances of obtaining employment. 

CBA involves collecting evidence and making a judgement of the extent to which a worker 
can perform his/her duties at the required competency standard. Where a trainee can 
already demonstrate a degree of competency, either due to prior training or work 
experience, a process of óRecognition of Prior Learningô (RPL) is available to trainees to 
recognise this. Please speak to your trainer about RPL if you think this applies to you. 

What is a competency standard? 

Competency standards are descriptions of the skills and knowledge required to perform a 
task or activity at the level of a required standard. 

242 competency standards for the tourism and hospitality industries throughout the 
ASEAN region have been developed to cover all the knowledge, skills and attitudes 
required to work in the following occupational areas: 

¶ Housekeeping 

¶ Food Production 

¶ Food and Beverage Service 
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¶ Front Office 

¶ Travel Agencies 

¶ Tour Operations. 

All of these competency standards are available for you to look at. In fact you will find a 
summary of each one at the beginning of each Trainee Manual under the heading óUnit 
Descriptorô. The unit descriptor describes the content of the unit you will be studying in the 
Trainee Manual and provides a table of contents which are divided up into óElementsô and 
óPerformance Criteriaò. An element is a description of one aspect of what has to be 
achieved in the workplace. The óPerformance Criteriaô below each element details the 
level of performance that needs to be demonstrated to be declared competent. 

There are other components of the competency standard: 

¶ Unit Title: statement about what is to be done in the workplace 

¶ Unit Number: unique number identifying the particular competency 

¶ Nominal hours: number of classroom or practical hours usually needed to complete 
the competency. We call them ónominalô hours because they can vary e.g. sometimes 
it will take an individual less time to complete a unit of competency because he/she 
has prior knowledge or work experience in that area. 

The final heading you will see before you start reading the Trainee Manual is the 
óAssessment Matrixô. Competency based assessment requires trainees to be assessed in 
at least 2 ï 3 different ways, one of which must be practical. This section outlines three 
ways assessment can be carried out and includes work projects, written questions and 
oral questions. The matrix is designed to show you which performance criteria will be 
assessed and how they will be assessed. Your trainer and/or assessor may also use 
other assessment methods including óObservation Checklistô and óThird Party Statementô. 
An observation checklist is a way of recording how you perform at work and a third party 
statement is a statement by a supervisor or employer about the degree of competence 
they believe you have achieved. This can be based on observing your workplace 
performance, inspecting your work or gaining feedback from fellow workers. 

Your trainer and/or assessor may use other methods to assess you such as: 

¶ Journals 

¶ Oral presentations 

¶ Role plays 

¶ Log books 

¶ Group projects 

¶ Practical demonstrations. 

Remember your trainer is there to help you succeed and become competent. Please feel 
free to ask him or her for more explanation of what you have just read and of what is 
expected from you and best wishes for your future studies and future career in tourism 
and hospitality. 
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Unit descriptor 

Establish and maintain a business relationship 

This unit deals with the skills and knowledge required to Establish and maintain a 
business relationship in a range of settings within the hotel and travel industries 
workplace context. 

Unit Code:  

D1.HCS.CL6.02 
D1.HSM.CL5.05 
D2.TCS.CL5.15 

Nominal Hours: 

60 hours 

Element 1: Establish and conduct business relationships 

Performance Criteria 

1.1 Establish business relationships in a manner that promotes goodwill and trust 
between the enterprise, its customers and suppliers 

1.2 Build trust and respect in business relationships 

1.3 Identify and take up opportunities to maintain regular contact with customers and 
suppliers 

Element 2: Conduct negotiations 

Performance Criteria 

2.1 Conduct negotiations in a business-like and professional manner within the relevant 
cultural context 

2.2 Conduct negotiations in the context of the current enterprise marketing focus and 
within legal and ethical constraints 

2.3 Maximize benefits for all parties in the negotiation through use of established 
negotiation techniques 

2.4 Incorporate feedback and input from colleagues into the negotiation where 
appropriate 

2.5 Communicate the results of negotiations to appropriate colleagues and stakeholders 
within appropriate timeframes 
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Element 3: Make formal business agreements 

Performance Criteria 

3.1 Confirm agreements in writing, using formal contracts where appropriate, and in 
accordance with enterprise requirements 

3.2 Check and gain appropriate approvals for all aspects of formal agreements in 
accordance with enterprise procedures 

3.3 Identify the need for and seek specialist advice in the development of contracts 
where appropriate 

Element 4: Foster and maintain business relationships 

Performance Criteria 

4.1 Seek, review and act upon information needed to maintain sound business 
relationships in a pro-active manner 

4.2 Honor agreements within the scope of individual responsibility 

4.3 Make adjustments to agreements in consultation with the customer/supplier and 
share information with appropriate colleagues 

4.4 Nurture relationships through regular contact 

 



 
Assessment matrix 

 

© ASEAN 2012 
Trainee Manual 

Establish and maintain a business relationship 
5 

 

Assessment matrix 

Showing mapping of Performance Criteria against Work Projects, Written 

Questions and Oral Questions 

The Assessment Matrix indicates three of the most common assessment activities your 
Assessor may use to assess your understanding of the content of this manual and your 
performance - Work Projects, Written Questions and Oral Questions. It also indicates 
where you can find the subject content related to these assessment activities in the 
Trainee Manual (i.e. under which element or performance criteria). As explained in the 
Introduction, however, the assessors are free to choose which assessment activities are 
most suitable to best capture evidence of competency as they deem appropriate for 
individual students. 

 Work 

Projects 

Written 

Questions 

Oral 

Questions 

Element 1: Establish and conduct business relationships 

1.1 Establish business relationships in a manner 
that promotes goodwill and trust between the 
enterprise, its customers and suppliers 

1.1 1, 2, 3 1 

1.2 Build trust and respect in business 
relationships 

1.1 4, 5, 6, 7 2 

1.3 Identify and take up opportunities to maintain 
regular contact with customers and suppliers 

1.1 8 3 

Element 2: Conduct negotiations 

2.1 Conduct negotiations in a business-like and 
professional manner within the relevant 
cultural context 

2.1 9, 10, 11 4 

2.2 Conduct negotiations in the context of the 
current enterprise marketing focus and within 
legal and ethical constraints 

2.1 
12, 13, 14, 

15 
5 

2.3 Maximize benefits for all parties in the 
negotiation through use of established 
negotiation techniques 

2.1 16, 17, 18 6 

2.4 Incorporate feedback and input from 
colleagues into the negotiation where 
appropriate 

2.1 19, 20 7 

2.5 Communicate the results of negotiations to 
appropriate colleagues and stakeholders 
within appropriate timeframes 

2.2 21, 22 8 
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 Work 

Projects 

Written 

Questions 

Oral 

Questions 

Element 3: Make formal business agreements 

3.1 Confirm agreements in writing, using formal 
contracts where appropriate, and in 
accordance with enterprise requirements 

3.1 
23, 24, 25, 

26 
9 

3.2 Check and gain appropriate approvals for all 
aspects of formal agreements in accordance 
with enterprise procedures 

3.1 27 10 

3.3 Identify the need for and seek specialist advice 
in the development of contracts where 
appropriate 

3.1 28 11 

Element 4: Foster and maintain business relationships 

4.1 Seek, review and act upon information needed 
to maintain sound business relationships in a 
pro-active manner 

4.1 29, 30 12 

4.2 Honor agreements within the scope of 
individual responsibility 

4.1 31, 32 13 

4.3 Make adjustments to agreements in 
consultation with the customer/supplier and 
share information with appropriate colleagues 

4.1 33, 34 14 

4.4 Nurture relationships through regular contact 4.1 35 15 
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Glossary 

Term Explanation 

3BL 

Triple bottom line approach to the operation of a business taking 
into account the three Ps of Profit, People and Planet. 

A more acceptable and responsible alternative to focussing just 
on profit at all costs, regardless of the consequences and impact 
on people and the environment. 

Ab initio Legal term meaning ófrom the beginningô  

B2B 
Business to business ï a situation where one business does 
business with another business, or other businesses 

Compromise 

Settling for less than what you want; give-and-take so parties to 
a negotiation accept less than they initially wanted but still feel 
they have been successful in the process 

Corporate (accounts) Business (accounts): derived from ócorporationô  

Demographic 

characteristics 

Classifications of information (race, age, gender, education level, 
marital status, religion, income level) describing and/or 
differentiating between customers/target markets 

Ethical constraints 
Limitations on action imposed by the requirement/desire to ódo 
the right thingô ï morally, according to business  

Fax Facsimile 

Feedback Information received from others on your performance 

Goodwill Positive sentiments stakeholders hold about a business 

HR Human Resources 

IR Industrial relations 

IT 
Information technology; matters related to computers and related 
technologies 

Inclusion 
A ófreeô item included as part of a package (or other) deal: for 
example, free breakfast; free upgrade; free transfers; late check-
out 

KPI Key Performance Indicator 
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Term Explanation 

Legal constraints Limitations on action imposed by law 

Legislation Laws; statutes and regulations  

Negotiation 

The practice of two or more people or parties determining (and 
agreeing on) an outcome for a situation, problem or set of 
circumstances so both parties believe they have benefited from 
the result 

Negotiation techniques 
Strategies, tips and ways to optimise the outcomes of 
negotiation 

Non-verbal communication Body language 

Nurturing Caring for; growing; looking after 

OHS Occupational Health and Safety 

PR Public relations 

Pax Industry term or jargon for ópassengersô or number of persons 

Prima facie A legal term meaning óon the face of itô 

Prospects 
Potential customers: those who have shown an interest in 
buying from the business 

Stakeholder Anyone with an interest (óstakeô) in the business 

Target market 

A set of customers who share common demographic 
characteristics, and who the business has decided it wants to 
attract and sell to 

 

 



 
Element 1: Establish and conduct business relationships 

 

© ASEAN 2012 
Trainee Manual 

Establish and maintain a business relationship 
9 

 

Element 1: 

Establish and conduct business 

relationships 

1.1 Establish business relationships in a manner 

that promotes goodwill and trust between the 

enterprise, its customers and suppliers 

Introduction 

It is essential in the hospitality, tourism and travel 
industries to be able to establish, manage and sustain 
business relationships. 

These business relationships may be with a wide range 
of people, organisations and/or bodies. 

This Section identifies the range of business 
relationships a business may need, or elect, to develop 
and maintain, and describes the environment in which such a relationship will need to 
occur for it to be effective. 

Who might you want to establish business relationships with? 

Exactly who you or your business will seek to establish a business relationship with will 
vary between individual organisations. 

A hotel will have different business relationships to travel and tourism yet there will be 
some common relationships. 

Generically, all businesses will seek to develop business 
relationships with some or most of the following: 

Customers 

These are the people who deal with or buy from the business. 

Customers may also be referred to as óclientsô (especially in travel 
and tourism ï or ópaxô) or ópatronsô (in hospitality). 

Customers may be divided into, or classified in many ways, often 
aligning with marketing or sales targets or business-specific ótarget 
marketsô, such as: 

¶ Corporate customers and clients 

¶ Government customers ï such as local and or national government agencies or 
authorities 
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¶ Private customers ï these are individuals, couples or families 

¶ Travel or tourism sectors ï for example historical tourists, medical tourists, eco-
tourists. 

Customers can also be identified by certain demographic characteristics, such as: 

¶ Gender ï male or female 

¶ Age ï which may be a specific range, or an age range 

¶ Religion 

¶ Income  

¶ Marital status 

¶ Domestic, or international ï who may be further divided into 
ócountry of originô classifications. 

A business may also use the following ólooseô classifications of customers to describe 
them and differentiate between them: 

¶ Regular customers ï who use the business services on a óregularô basis 

¶ New customers ï those who use the business for the first time 

¶ Potential customers ï those to whom the business has a chance to sell something 

¶ Prospects ï people or businesses that have shown an interest in doing business with, 
and buying from the organisation. 

Suppliers 

These are businesses or individual who provide products and services to the 
organisation. 

They may be: 

¶ Wholesale businesses ï these are businesses who sell only to 
the retail sector. They will buy from a manufacturer and on-sell 
to the retail sector 

¶ Retail businesses ï who buy from wholesalers and on-sell to 
members of the public, private individuals and other 
businesses 

¶ Combined wholesalers-retailers. 

Suppliers are important to businesses because they provide the goods a business sells 
and they provide a variety of services (repairs and maintenance; advertising; utilities) the 
business requires to sustain its ongoing presence in the marketplace. 

Strategic partners 

These are other businesses with whom a businesses has entered into a formal business 
relationship with for mutual benefit. 

They are called óstrategicô partnerships because they have been entered into strategically, 
that is, for a quite definite and distinct reason (or set of reasons). 

Strategic partnerships can be entered into because: 
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¶ There is a logical flow to the relationship ï for example, a travel agency having a 
strategic relationship with an airline, cruise line or hotel group is a common sense 
relationship based on mutual need or benefit 

¶ There is advantage to be gained from the relationship ï a travel agency can get 
priority seating and bookings with a company with which it has a strategic relationship 

¶ There can be mutual advertising and promotion at the one time ï so the one business 
promotes or recommends the partner whenever they are making a sale of their own  

¶ There is the potential to save money and generate extra sales. 

Finance companies 

These may be: 

¶ Banks ï with whom the business deals on a day-to-day basis 
to:  

Á Process purchases through electronic (debit and or credit) 
payments 

Á Obtain change 

Á Provide overdraft facilities. 

¶ Financial institutions ï used by the business for loans, lines of 
credit or leasing facilities to: 

Á Purchase products and services 

Á Refurbish the property 

Á Extend and expand the business. 

Other enterprises 

These can be other business with whom a business has óarrangementsô. 

These arrangements can be: 

¶ Service contracts ï where the other business provides service, repair and or 
maintenance services based on the terms of a legally binding contract 

¶ Commission-based ï where a business is entitled to receive a commission from 
another business whenever it refers a sale to them, or makes a booking on their 
behalf or with them 

¶ Association- based ï where a business belongs to an association, this membership 
can automatically create a relationship with other businesses who are also members 
of this association.  

Employees 

There is always a business relationship with workers. 

This relationship is (in part) imposed by law and embraces issues 
such as: 

¶ Remuneration 

¶ Working conditions 

¶ Industrial relations issues 

¶ Insurance 
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¶ Occupational health and safety. 

Industry bodies 

Industry bodies can include  

¶ Government bodies, agencies or authorities with various industry, business or 
employment-related obligations imposed on them under a range of legislation 

¶ Unions ï which represented the rights of workers and lobby on their behalf 

¶ Peak industry bodies ï which represent the interests of an industry/industry sector to 
government, unions, the media, the public and funding bodies. 

Membership of these bodies is (usually) voluntary and they hold regular meetings to: 

¶ Enable networking 

¶ Generate research data 

¶ Share information 

¶ Develop aims and objectives 

¶ Seek and source funding 

¶ Provide training. 

Local authorities 

Local authorities can include: 

¶ Local councils ï who may apply local by-laws and have local compliance 
requirements across a range of environmental, health and planning issues 

¶ Local offices of national government agencies or authorities ï situated locally to 
provide a base of operations for Inspectors to work out of, and a nearby office for 
businesses to contact in the event they require information or have to deal with the 
agency or authority. 

Establishing the relationship 

A relationship between your business and another party can be started by: 

¶ The business making contact with the other party 

¶ The other party making contact with the business. 

This contact may be: 

¶ In person ï face-to-face contact:  

Á Where a person walks into a business 

Á Where a person from a business calls on or visits 
a potential customer. 

¶ Telephone contact 

¶ Written contact ï fax, email, letter, advertisement, and offer. 
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Where the other party responds positively to the initial contact, a relationship can be said 
to exist.  

A ópositiveô response includes: 

¶ A sale 

¶ A request for (more) information 

¶ Showing of interest. 

The environment of a business relationship 

Whenever and wherever a relationship exists, it should be occur within an environment 
that promotes goodwill, trust and respect between the business and the other party. 

Coverage of ótrustô and órespectô will be addressed in the next Section. 

Goodwill 

The business must act in such a way it generates goodwill towards itself. 

Goodwill refers to the positive feelings and sentiments customers (and others) have 
towards the business.  

It translates into the reasons a customer (or other party) likes or prefers the business, and 
is often the result of: 

¶ The positive things the business does for the community ï 
sponsorship of clubs, donations to charity, and support of 
people and local bodies 

¶ The way it conducts itself in terms of its ethical standards, 
compliance with legal requirements and the extent to 
which it goes beyond its legally imposed obligations 

¶ Gifts ï made to customers and potential customers 

¶ Its public statements and actions about issues such as environmental concerns, 
supporting the local and national economies, employing locals, buying locally, and 
being part of the local community ï in brief, being a ógood corporate citizenô 

¶ Its history ï the track record of a business indicates the real way it does business, and 
the real way it treats others with whom it deals. Advertising and promotion can (and is) 
aimed at generating goodwill but will never convince others unless the business 
genuinely does what is states it will do or has done. 

1.2 Build trust and respect in business 

relationships 

Introduction 

Establishing and conducting business relationships requires you build trust and respect 
into these relationships. 

This Section discusses the concepts of ótrustô and órespectô identifying how it can be 
created and maintained in business relationships 



Element 1: Establish and conduct business relationships  

 

14 

© ASEAN 2012 
Trainee Manual 
Establish and maintain a business relationship 

 

Trust 

Trust refers to the ability of your customers (and other stakeholders ï suppliers, 
government authorities) to believe you and believe you will do what you will say you will 
do, when you say you will do it. 

Trust is a result of actions and not promises.  

This means you must: 

¶ Be very careful about what you promise or say you will or 
can do ï never tell customers or potential customers what 
they want to hear if you think/know the business cannot 
deliver on that promise 

¶ Under-promise and over-deliver ï if you tell a customer 
they will receive an email within 24 hours send them one 
within the hour; if you tell a customer they will save 5%, 
make sure they receive a 6%+ savings 

¶ Read any contracts or agreements you sign ï so you know the obligations the 
business is under. For example, if your supplier requires payment within 30 days, 
make sure they receive payment within this time. 

Trust means your customers can rely on you to deliver what you have promised, when 
you have promised it and at the price you said it would be provided at. 

Building trust requires many things to occur but most of them are relatively simple to 
achieve: 

¶ Follow-up on all things ï as promised. For example: 

Á Send quotations as and by the time promised 

Á Send information as promised 

Á Call in to see people as promised 

Á Call back if you have promised to do so. 

¶ Honour promises made ï even where this may cost 
the business money. If you have guaranteed a price, 
then that price must be the one charged 

¶ Make customers aware of any potentially negative aspects of a deal, arrangement, 
contract or booking ï for example: 

Á If there is a cancellation (or re-booking, or change of booking) fee ï tell customers 
about it and make sure they understand how and when it applies, and how much it 
is 

Á Avoid over-booking situations ï where the business takes reservations knowing 
things are already fully-booked 

Á Avoid using terms giving a false sense of confidence or which imply something 
that does not, in fact, exist ï for example, a óguaranteedô booking really should be 
guaranteed and not subject to some internal interpretation meaning it is not really 
óguaranteedô 

Á If certain seats, rooms or tables provide a less than optimal experience, tell the 
customers about the down-side, the negative implications of their booking. 

¶ Give customers what they are entitled to ï even though: 
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Á They may not ask for it ï if a sale entitles the customer to a discount or a free item 
of merchandise, then all customers must be provided with this as it applies to the 
item/service they have purchased 

Á They may not know it exists or applies to them and to their transaction. 

¶ Advise them when: 

Á A new product or service they have previously shown an interest in becomes 
available 

Á A better deal on an item they have booked becomes, or is, available ï such as a 
package deal providing the same inclusions but at a cheaper price 

Á A better alternative is available ï for example, purchasing tickets ónowô will save 
the customer having to queue in the hot sun when they arrive at the attraction or 
amusement park 

Á A possible price rise for something they are considering buying is imminent 

Á They are close to becoming entitled to a bonus or discount ï for example, a 
significant price reduction may apply to their purchase if they spend a small 
amount more on their purchase. 

¶ Maintain confidentialities ï this means all the 
information you have about a customer or business 
must remain private and not disclosed to any other 
business 

¶ Charge the prices quoted ï charging a person or 
business what you have said you will charge them is a 
vital element of building trust with them 

¶ Advise suppliers when you have received more than what you ordered and or more 
than what you paid for ï as opposed to keeping the óextraô items and benefiting from 
their error. 

Respect 

Respect is the regard you have for customers and stakeholders. 

It embodies ï and can be demonstrated by displaying ï a range of factors such as: 

¶ Consideration for them ï and their situation 

¶ Politeness and civility ï treating them óproperlyô and as 
they expect to be treated: using correct language; 
using their name; opening doors for them 

¶ Getting to know their needs, wants and preferences ï 
as opposed to believing their needs, wants and 
preferences are the same as everyone elseôs 

¶ Treating them differently to other people ï that is, providing them with deferential 
treatment which shows the value you place on them as a person, business or 
organisation 

¶ Acknowledging and showing appreciation for their time ï as well as who they are 

¶ Recognising and appreciating the money they spend with you ï and the opportunities 
they provide for doing business with them 
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¶ Never taking them for granted, ignoring them or providing them with sub-standard 
products or services 

¶ Identifying and showing due regard for individual 
differences ï such as religious differences, social 
differences, special needs  

¶ Demonstrating ónothing is too much troubleô ï when 
dealing with businesses and customers: spending extra 
time with them; being willing to change previously made 
arrangements  

¶ Understanding every customer is a unique individual ï 
with unique needs, pressures, limitations and expectations 

¶ Demonstrating a genuine desire to be of service ï as distinct from providing limited 
service, or delivering service lacking in real customer focus. 

The need for on-going trust and respect 

Trust and respect are vital to all effective and mutually beneficial business relationships 
regardless of whether the other party is a customer, supplier or other. 

Both ótrustô and órespectô must be demonstrated on an on-going basis. 

You cannot demonstrated trustworthiness once and believe, on that basis, the customer 
will believe all future promises. 

Trust needs to be evident in every transaction, dealing or contact for the life of the 
relationship ï it is a never ending pre-requisite to all business relationships. 

Likewise, órespectô must also be demonstrated in every contact. 

For example: 

¶ You must use the personôs name ï all of the time: not just when you 
first meet them 

¶ You must keep appointment times ï every time you make an 
appointment to visit the person 

¶ You must maintain a professional ódistanceô from the person ï refraining from 
becoming over-familiar with them: you may strive to become an ally or trusted and 
respected adviser but it is inappropriate to try to become their friend 

¶ You must be alert to their non-verbal communication ï to identify signals or cues they 
want to change the subject, are unhappy with what you are 
doing or want you to óhurry upô with whatever you are doing 

¶ You must refrain from being judgemental ï where their 
customs, habits or preferences are different to yours, or those 
of your home country 

¶ You must always dress appropriately ï which demonstrates 
they are worthy of the time and attention this requires.  
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1.3 Identify and take up opportunities to maintain 

regular contact with customers and suppliers 

Introduction 

Productive business relationships are, in part, built on the ability to identify and take up 
opportunities to maintain regular contact with customers, suppliers and other relevant 
stakeholders. 

This Section identifies many of these opportunities. 

Opportunities to maintain regular contact 

Opportunities to maintain contact with customers and suppliers must be actively sought 
out and used. 

Good business relationships do not simply óhappenô ï they have to be worked at. 

Opportunities to maintain regular contact with customers or suppliers may include: 

Informal social occasions 

Informal social occasions can include: 

¶ Meetings 

¶ óGet togetherô 

¶ Parties 

¶ Business events ï which always include an óinformal socialô 
component.  

All relevant industry sectors are characterised by these informal 
occasions and they present excellent opportunities to: 

¶ Make new contacts  

¶ Cement existing ones 

¶ Learn new information. 

To use these opportunities effectively all it takes is the effort to attend, and the desire to 
ónetworkô or ówork the roomô. 

Industry functions  

Again, there are many industry functions ranging from product launches to trade 
exhibitions, and they all provide rich opportunities to meet people and establish and build 
business relationships.  

You should plan your attendance at these events: 

¶ Take business cards with you ï to hand out to contacts: always 
ask for their business card if they do not offer one 

¶ Wear a name tag ï identifying you and the business you 
represent 
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¶ Determine who you want to make contact with ï plan a strategic approach to making 
new contacts, and ótouching baseô with established contacts 

¶ Take pen and paper ï to record and capture questions asked of you, promises made 
and or arrangements entered into. 

Association membership   

There are many industry associations and bodies that represent 
and serve various industry sectors.  

Most are unique to different industry sectors (for example, travel 
agents will have associations different to those focussing on hotels, 
cooking, housekeeping) but some are generic across industry types 
(such as Chambers of Commerce organisations, and local 
employer organisations). 

These associations provide a wealth of relevant industry knowledge 
and information and an excellent forum in which to meet people 
and organisations of like mind to yours.  

Your business should join a relevant organisation if it is not already a member, and you 
should make an effort to attend its meetings and functions to get a feel for what it is all 
about. At these meetings: 

¶ Introduce yourself, explain your role and distribute business cards ï obtain contact 
details of others and promise to make contact  

¶ Offer to be of use to others and to participate in efforts the association is making ï 
these efforts often involve: 

Á Industry research 

Á Petitions to government 

Á Applications for funding 

Á Review and or generation of industry standards, codes of 
practice and similar. 

¶ Volunteer for office bearer responsibilities ï be prepared to 
take on óofficialô roles to assist the association. 

Cooperative promotions  

There will be many situations where your business and another organisation will join 
together to run a promotion.  

These cooperative promotions may involve: 

¶ Sharing of market research data relevant to the promotion/target markets being 
considered 

¶ Sharing advertising and promotional costs 

¶ Developing and offering package deals combining products 
and services from both businesses ï for example, a 
cooperative promotion involving a hotel and an airline would 
feature air travel (from the airline) and accommodation, food, 
beverages and entertainment (from the hotel) 

¶ Joint acceptance of reservations and payment. 
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These relationships demand of all parties: 

¶ Honesty ï this is the key requirement in this type of relationship. All parties must 
believe and be able to trust the other parties ï without this, all cooperative or joint 
ventures will fail 

¶ Full and open disclosure and sharing of all relevant 
information 

¶ Hard work ï to ensure the mutually agreed goals are 
achieved 

¶ Regular contact ï to communicate progress of the 
promotion, fine tune activities and revise action to be taken 

¶ Mutual support ï so the relationship is genuinely ócooperativeô where all parties help 
each other: support may be practical assistance or it may simply be participating in 
discussions and listening to the problems others are encountering. 

A program/schedule of regular telephone contact  

The telephone can be a brilliant servant in terms of business relationships but a very bad 
master.  

If you decide to use the telephone you can make regular, inexpensive but much 
appreciated contact with suppliers and customers. Telephone contact is much more 
personal than an email and enables and encourages two-way communication (as 
opposed to the very limited benefits of one-way 
communication).  

Using the phone is easy, but it does require you to 
commit to making sure you do it. 

This means developing a schedule of contacts and 
contacting key people perhaps every fortnight or 
monthly (and other people less frequently). You need 
only spend a minute or two on the phone with them ï 
the point is simply to óstay in touchô, to óstay in the 
loopô. 

Time to make these important calls should be diarised to ensure the calls are made. 
These contacts must be regarded as important and need to be allocated the time and 
priority they deserve. 

Where people indicate they do not want or appreciate telephone contact make sure you 
respect this and stop calling ï perhaps a letter or email is a better alternative for these 
people. 

Face-to-face meetings may be even more appropriate. 
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Topics for discussion 

There are really no hard-and-fast rules about what should be discussed when making 
regular contact with customers and suppliers but examples of topics for discussion 
include: 

¶ General comments ï about: 

Á Your business 

Á Your family 

Á Events and happenings ï you have experienced. 

¶ Advice about: 

Á New information you have discovered ï about 
business, trade, products and services, personnel, 
legislated requirements 

Á New/revised offers/deals available and forthcoming. 

¶ General enquiries ï about: 

Á Their business and family 

Á Their needs, wants and preferences 

Á Events and happenings they have experienced ï holidays, recreation activities, 
dining out 

Á Their level of satisfaction with your business and or its service. 

¶ Responding to questions ï as asked by them: 

Á Business-related 

Á Personal 

Á Family 

Á Topical issues. 

¶ Making undertakings ï to: 

Á Provide and forward information or other promised items 

Á Call and contact again. 

As a general rule it is accepted you should never discuss the following topics with 
business contacts: 

¶ Sex 

¶ Religion 

¶ Politics. 

It is also wise to avoid: 

¶ Telling jokes ï as these can sometimes give unintended offence 

¶ Talking about other businesses or people ï especially making negative comments 
about them and/or their practices. 
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Work Projects 

It is a requirement of this Unit you complete Work Projects as advised by your Trainer. 
You must submit documentation, suitable evidence or other relevant proof of completion 
of the project to your Trainer by the agreed date. 

1.1 Prepare a report based on your workplace: 

¶ Identifying the enterprises, agencies/authorities, customers, suppliers and other 
important bodies with whom a business relationship has been established 

¶ Explaining why the relationships identified above are required, necessary or exist 

¶ Detailing how you or others in your organisation promote goodwill in the above 
relationships 

¶ Describing how you or others in your organisation build trust and respect in 
business relationships both initially and on an on-going basis 

¶ Indicating the opportunities for maintaining regular contact with each identified 
enterprise, agency or authority, customer, supplier and other important body. 
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Summary 

Establish and conduct business relationships 

When establishing and conducting business relationships: 

¶ Ensure all potential and required businesses, bodies and individuals are identified 

¶ Know why the relationship is necessary 

¶ Meet and or make contact with a person as distinct from an organisation or enterprise 

¶ Generate and maintain goodwill 

¶ Build trust and respect in the relationship and sustain these on an on-going basis 

¶ Search for and take advantage of opportunities to maintain regular contact 

¶ Establish and adhere to a regular contact schedule 

¶ Share information. 
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Element 2: 

Conduct negotiations 

2.1 Conduct negotiations in a business-like and 

professional manner within the relevant 

cultural context 

Introduction 

In any sort of business relationship there will almost always be a time when you are 
required to conduct negotiations. 

The negotiations must be conducted in a business-like and professional manner within 
any applicable relevant cultural contexts. 

This Section gives a context to the process of negotiation and presents advice for 
effective and ethical negotiation. 

Why negotiate?  

Negotiation is sometimes undertaken because it is the 
best way of resolving conflict or striking a deal, when the 
parties involved believe that not reaching an agreement 
means a loss for everyone.   

In these circumstances the parties are usually willing to 
make some concessions in order to achieve a win-win situation.  

That is, the true aim of a negotiation is for both parties to come out of the negotiations as 
a winner ï the idea is not for one party (the business you work for) to win and the other 
party (supplier or customer) to lose. 

Compromise is an essential element of true negotiation. 

Not all negotiations, though, reach a successful conclusion. 

Examples of topics for negotiation 

In the context of business relationships, negotiations can occur in relation to: 

¶ Corporate accounts ï where there is a B2B relationship. Corporate accounts are 
regarded by many businesses as óbeneficialô as they often represent volume business 
(businesses usually purchase more frequently than individual people). The potential 
down-side is corporate clients usually demand a corporate discount 

¶ Service contracts ï these are legally binding documents or arrangements with service 
providers (such as refrigeration technicians, IT specialists) designed to repair and 
provide maintenance to equipment, systems and technology 
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¶ Agency agreements ï these are legally binding documents or arrangements between 
head office and individual agencies, or between a franchise operator and franchise 
outlets. The agreements cover operational and financial details such as (but not 
limited to): 

Á Commissions payable; fees and charges 

Á Advertising ï who pays; amounts involved; type and location of 

Á Signage in and on the business 

Á Policies and procedures 

Á Products and services to be offered and made 
available 

Á Staff recruitment and selection; training; uniforms; 
remuneration. 

¶ Venue contracts ï the definition of venue contracts is 
open to interpretation but they can include: 

Á Contracts for specific services provided to the venue ï such as contact cleaning 
and or security 

Á Contracts provided by the business to customers ï such as contracts for functions, 
events, and or travel and tickets. 

¶ Rate negotiations ï rates refer to the cost for goods and services provided.  

óPriceô is always important when a purchase is made but it is only one element. When 
price is being negotiated, attention must always be paid to ancillary issues such as: 

Á Reliability ï can you trust and rely on the other party to deliver what they say they 
will? 

Á Quality ï is the quality of the product or service to be delivered appropriate to the 
identified need? A lower price for a lower quality may be totally appropriate in 
some cases, but totally inappropriate in other situations 

Á Availability ï if the need for the product or service is urgent then the provider who 
has availability may be able to command a higher price 

Á Totality of service provision ï most people and businesses strive to deal with an 
organization who can provide all or most of their needs rather than having to deal 
with a range of businesses.  

¶ Marketing agreements ï these may occur as a result of (other) arrangements between 
businesses and or joint venture partners. 

These agreements contain: 

Á Identification of the type and extent of marketing 
activities to be undertaken ï such as market 
research, advertising and promotion 

Á Allocation of roles, responsibilities and functions 
ï to enable established plans to be achieved 
and identified outcomes to be achieved 

Á The financial contribution to be made towards marketing endeavours ï such as 
amounts to be allocated to advertising, PR, sales campaigns, and publicity 

Á Times and dates ï for action, for payment of contributions to identified activities. 
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¶ Preferred product agreements ï many businesses strive to become the ópreferred 
providerô for other businesses. 

A ópreferred providerô (or a business with ópreferred provider statusô) is a business 
which will be used as the automatic or default provider whenever the other business 
wants to buy a product or service the preferred provider sells. 

Preferred provider status is granted by one business to another business following 
evaluation of (and negotiations on) topics such as:  

Á Suitability of the goods and services to meet identified 
need 

Á Price ï and valuer for money 

Á On-going capacity to supply when required 

Á Quality 

Á Ancillary issues ï such as support services available, 
terms and conditions of trade, environmental issues, public image. 

Negotiation ï defined 

For our purposes, negotiation can best be defined as 'A process in which two or more 
parties confront a problem and arrive at a solution which best meets the needs of all of 
them'.  

Implicit in this definition is communication takes place in which you try to get approval, 
agreement or action from someone else, which may be different to what they first wanted. 

Note while the definition uses the term ópartiesô, many negotiations are conducted not 
between groups of people but between two individual people (who may or may not 
represent groups of people). 

For example, a negotiation may occur between you and a supplier, between you and a 
guest, or between you and the head of a certain department or business owner. 

Also it is important to realise most negotiations often result in a less than perfect solution 
(or outcome) for one, or both, parties.  

Inherent in negotiation is the concept of ógive and takeô where both 
parties are likely to settle for less than what they may have 
originally hoped for, but nonetheless a result that still represents a 
win-win situation.  

In some cases, the final result may even be little better than what 
they hoped for. There are definitely times in negotiations where you 
will give more than normal in order to achieve some other perhaps 
long-term goal or related aim: ótrade-offsô are part of the business 
world. 

Realistically, this can mean what you lose today, you will (or hope to) pick up tomorrow. 

  














































































































