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[bookmark: _Toc417981197][bookmark: _Toc415143422]Unit of Competency
Application

This unit describes the skills and knowledge required to develop and maintain effective work relationships and networks through relationship building and negotiation skills required by workers within an organisation as well as freelance or contract workers.

It applies to individuals with a broad knowledge of networking and negotiation who contribute well developed skills in creating solutions to unpredictable problems through analysis and evaluation of information from a variety of sources. They may have responsibility to provide guidance or to delegate aspects of tasks to others.

No licensing, legislative, regulatory or certification requirements apply to this unit at the time of publication.

Unit Sector

Stakeholder Relations – Relationship management

[bookmark: _Toc329018037]

[bookmark: _Toc417981198][bookmark: _Toc329018038]Performance Criteria
	Element
Elements describe the essential outcomes.
	Performance Criteria
Performance criteria describe the performance needed to demonstrate achievement of the element.


	1. Develop and maintain business networks
	1.1 Use appropriate network strategies to establish and maintain relationships that promote the development of business opportunities
1.2 Identify and pursue network opportunities to maximise a range of contacts
1.3 Communicate information regarding new networks to inform individuals, colleagues and clients of potential benefits
1.4 Participate in professional networks and associations to obtain and maintain personal knowledge and skills


	2. Establish and maintain business relationships
	2.1 Develop and maintain relationships to promote benefits consistent with organisational/client requirements
2.2 Gain and maintain trust and confidence of contacts through demonstration of high standards of business practices
2.3 Use a high level of negotiation skills to encourage positive outcomes
2.4 Identify difficult situations and negotiate solutions using collaborative problem-solving techniques
2.5 Seek specialist advice in the development of contacts where appropriate


	3. Promote the relationship
	3.1 Develop strategies to represent and promote the interests and requirements of the relationship
3.2 Use appropriate presentation skills to communicate the goals and objectives of the relationship
3.3 Effectively communicate issues, policies and practices of the relationship to a range of audiences, in writing and verbally
3.4 Obtain feedback to identify and develop ways to improve promotional activities within available opportunities




[bookmark: _Toc329018039][bookmark: _Toc417981199][bookmark: _Toc415143424]Foundation Skills
This section describes language, literacy, numeracy and employment skills incorporated in the performance criteria that are required for competent performance.

	[bookmark: _Toc329018040]Skill
	Performance
Criteria

	Description

	Learning
	1.4, 3.4
	· Seeks opportunities to develop and extend expertise and identify areas for professional improvement


	Reading
	2.1
	· Sources and analyses information to establish networks that consistently promote business opportunities


	Writing
	1.1-1.3, 2.1, 2.2, 2.5 3.1-3.4 
	· Uses appropriate vocabulary, layout and grammatical structure to convey ideas and information 


	Oral Communication
	1.1-1.4, 2.1-2.5, 3.2, 3.3, 3.4
	· Utilises persuasive language and appropriate non-verbal features to achieve mutually acceptable outcomes
· Uses active listening and questioning techniques to confirm understanding


	Navigate the world of work
	2.1
	· Understands and adheres to organisational policies and procedures


	Interact with others
	1.1-1.4, 2.1-2.5, 3.1, 3.2
	· Actively identifies the requirements of important communication exchanges, selecting appropriate channels, format, tone and content to suit purpose and audience
· Looks for ways of establishing connections and building genuine understanding with a diverse range of people
· Begins to cultivate relationships with people with the knowledge, skills and influence to get things done or provide support


	Get the work done
	1.1, 1.2, 2.1, 2.4
	· Takes responsibility for planning, sequencing and implementing tasks required to build and maintain networks
· Uses analytical processes to identify problems, gather relevant information, evaluate options and determine solutions





[bookmark: _Toc285113079][bookmark: _Toc326743761][bookmark: _Toc328654777][bookmark: _Toc330386596][bookmark: _Toc417981200][bookmark: _Toc415143425]Assessment Requirements
Performance Evidence

Evidence of the ability to:

· Identify and use networking opportunities
· Maintain records of relevant contacts
· Use written and verbal communication skills to establish, cultivate and promote professional business relationships
· Use feedback to improve promotional activities.

Knowledge Evidence

To complete the unit requirements safely and effectively, the individual must:

· List and describe strategies for establishing and maintaining business relationships
· Identify relevant networks, organisations, agencies, associations or individuals
· Describe the principles and techniques needed to negotiate positive outcomes
· Explain client or organisational policies, plans and procedures relevant to business relationships
· Outline methods for obtaining feedback on promotional activities.

Assessment Conditions

Assessment must be conducted in a safe environment where evidence gathered demonstrates consistent performance of typical activities experienced in the stakeholder relations – relationship management field of work and include access to:

· Relevant workplace documentation and resources
· Case studies and, where possible, real situations
· Interaction with others.

Assessors must satisfy NVR/AQTF assessor requirements.

Links

Companion volumes available from the IBSA website: http://www.ibsa.org.au/companion_volumes


[bookmark: _Toc417981201]Housekeeping Items
Your trainer will inform you of the following:
Where the toilets and fire exits are located, what the emergency procedures are and where the breakout and refreshment areas are.
Any rules, for example asking that all mobile phones are set to silent and of any security issues they need to be aware of. 
What times the breaks will be held and what the smoking policy is.
That this is an interactive course and you should ask questions.
That to get the most out of this workshop, we must all work together, listen to each other, explore new ideas, and make mistakes. After all, that’s how we learn.
Ground rules for participation:
Smile
Support and encourage other participants
When someone is contributing everyone else is quiet
Be patient with others who may not be grasping the ideas
Be on time
Focus discussion on the topic
Speak to the trainer if you have any concerns
[bookmark: _Toc326743762][bookmark: _Toc328654778][bookmark: _Toc330386597][bookmark: _Toc417981202]Objectives
Identify how to develop and maintain business networks
Determine how to establish and maintain business relationships
Demonstrate how to promote the relationship
Gain the skills and knowledge required for this unit.


[bookmark: _Toc399964644][bookmark: _Toc417981203]1. Develop and maintain business networks

1.1 	Use appropriate network strategies to establish and maintain relationships that promote the 	development of business opportunities
1.2 	Identify and pursue network opportunities to maximise a range of contacts
1.3 	Communicate information regarding new networks to inform individuals, colleagues and 	clients of potential benefits
1.4 	Participate in professional networks and associations to obtain and maintain personal 	knowledge and skills
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[bookmark: _Toc399964645][bookmark: _Toc417981204]1.1 – Use appropriate network strategies to establish and maintain relationships that promote the development of business opportunities
[bookmark: _Toc399964646][bookmark: _Toc417981205]Introduction
Networking in business doesn't need to be a long, involved process requiring days of planning. Essentially, there is no single or right way to “network”. The important thing is to not go into networking blind. There are three things you should establish beforehand, these are:
A networking strategy
A networking purpose
Your networking goals.
Network strategies may include:
Association memberships
Conference participation
Distributing materials
Individual marketing
Maintaining regular contact
Seminar attendance.
The objective is to achieve your networking goals which would likely include:
Fostering collaboration with your colleagues
Not alienating people in the process.
[bookmark: _Toc399964647][bookmark: _Toc417981206]Networking purpose
Your networking purpose is always going to be driven by the organisation’s core business, or if the networking objective is personal development, it will include your personal professional development needs. 
[image: ]

[bookmark: _Toc399964648][bookmark: _Toc417981207]Networking goals
Networking goals are what you need to achieve once your networking purpose has been identified. Goals in networking may focus on the longer term but should also provide you with a short term motivation. 
Identifying goals:
Assist you in organising your time frames and associated resources to accomplish the goals.
Help you track and evaluate along the way if the desired networking outcomes are being achieved.
[image: ]To set your networking goals you need to: 
Identify the person or the type of industry you need to make contact with
Identify whether you need personal, existing or professional networks
Identify exactly what you want from them or what you want to give them
List suitable questions or networking strategies to achieve your desired goals
Identify the products and services you wish to promote.
[bookmark: _Toc399964649][bookmark: _Toc417981208]Personal and professional networks
In most cases you’ll need to communicate with and establish the effectiveness of several potential or existing networks to achieve your goals. It is generally regarded as prudent to keep your personal networks personal. Personal networks should be used to further your social life, not your work life. If you wish to enhance your professional networks, make use of your existing professional networks and look into finding new ones.
[bookmark: _Toc399964650][bookmark: _Toc417981209]Methods of contact
Once the networking goals have been determined and you have looked at possible options with existing networks, the next step is to decide how to make contact.
Like determining the most appropriate networks, determining the best or most suitable method of making contact needs to be addressed. 


[image: ]There are many ways to communicate, such as:
Letter
Email
Face to face meeting
Telephone call 
Social gathering
Online professional forums, such as LinkedIn.
[bookmark: _Toc399964651][bookmark: _Toc417981210]Choose your approach
The most appropriate approach may include decisions based on:
The networking situation
Method of contact
The desired outcomes from the contact.
As an example, an approach at a networking function for industry professionals is going to be different to the approach taken to identify opportunities through an online networking platform. 
Other things to consider include:
Sending an email may be regarded as ‘too impersonal’ but may have its place depending on how you see the approach structure being played out to your advantage.
Requesting a meeting with a well established network to discuss a business issue may be a sound approach.
Making calls on the telephone may conversely, be seen as inappropriate
There may only one acceptable method of contact within the industry. 
Networking approaches, be they in person, telephone or written communication, will likely include:
Asking an existing contact for a referral to a network
Following up on some advice either direct or indirect on the basis of a previous contact or lead from an associate
A ‘cold call approach’ to a networking prospect without a previous introduction to gain new business or insight
Equally important with establishing an appropriate network strategy, is maintaining contacts once you have made them.


	Be honest and upfront
	Be up front with your network contacts with a clear understanding as to what your role is and isn’t. The better the network understands your purpose, the better they will all feel about the relationship.

	Be a contributor and a problem solver
	Many networks are there to help each other solve problems.
Sometimes your activities will allow the network to see things that can be helpful to everyone involved. 

	Stay focused
	Staying focused on your objectives and goals will help maintain your network.

	Work at it
	Recognise that the network relationship is part of the job. Working on the network will make you more successful in the current project, enhance your chance for future work and make the job much more enjoyable.





[bookmark: _Toc399964652][bookmark: _Toc417981211]Activity 1A
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[bookmark: _Toc399964653][bookmark: _Toc417981212]1.2 – Identify and pursue network opportunities to maximise a range of contacts
[bookmark: _Toc399964654][bookmark: _Toc417981213]Networking events 
[image: ]Networking events bring together business executives with similar interests. They include seminars, presentations or just simply networking occasions.
Who runs them?
The organisers of networking events will be connected to the relevant industry, government or associations like major service companies such as legal and accounting firms, business associations or chambers of commerce. 
How do I get to attend these events?
Start with events designed for your industry or interest.
Stay in contact with federal, state and territory governments for news on networking opportunities that often occur under their sponsorship. 
Register online with these organisations and check their websites for upcoming events.
Try to find events that focus on your industry so you can learn more from people with similar business interests. Make sure you allocate your resources, time and money wisely. Breakfast and late afternoon functions are more economical because they don’t break up the day or cost as much as lunchtime events.
What are the key benefits of these events?
You will learn from network opportunities what may be planned or being developed in your industry. Specific government areas include export topics, industry regulations and taxation.
Sharing your perspectives with other companies is a valuable benefit. Providing you are not a direct competitor, most companies are usually willing to share their experiences at these networking opportunities.
You will get to meet people who can help you over a wide range of possibilities. Establishing and building on these event contacts will quickly build your own network contact base.
It is important to follow up on these contacts. The most efficient way of doing this is by using contact management software. 


[bookmark: _Toc399964655][bookmark: _Toc417981214]Get the most out of networking
Once you have selected a range of networking opportunities or events, do some homework and preparation to make sure you gain the maximum opportunity whilst there. Other things to bear in mind are:
Don’t just turn up. 
Check with the organisers who will be attending and obtain some idea of the composition of the group.
Work out in advance who will be able to provide you with the most relevant help and advice and make sure you meet them. 
Ask one of the hosts who they think you should meet
Presenters are usually willing to share their material. Try to get on their mailing lists and if the presentation was of interest, ask for a copy. 
Take a memory stick to make it easier for the presenter to download the presentation for you.
[image: ]When you meet others, state clearly who you are and your company’s interests to open up a useful discussion. Keep relevant business cards and note in your database where you met as well as points of common interest.
Send emails to the people you met who you would like to maintain contact with or further your own network. 



[bookmark: _Toc399964656][bookmark: _Toc417981215]1.3 – Communicate information regarding new networks to inform individuals, colleagues and clients of potential benefits

[bookmark: _Toc399964657][bookmark: _Toc417981216]Establish contact’s needs
Effective communication relies on feedback and interaction. Networking builds links and connections among people who have different perspectives.
[image: ]Determine who you wish to contact; it may include:
Individuals
Colleagues 
Clients 
Customers
Users
Managers
Various stakeholders
For each of the individuals or stakeholders identified, you will need to establish what their communication needs are. 
For example:
Certain managers will have a need for more “status information” on the relevancy to the network. 
Committee members may need “ongoing status”, plus a dialogue on strategy and vision of the network details you are communicating. 
In both of these instances, and others, the benefits will need to be identified from your own observations and recommendations.
To achieve the communication of benefits and to allow your stakeholders to understand, you may need items such as:
Question and answer sheets
Promotional information to encourage enthusiasm
Information in determining how, what, to whom, where and how frequently the networking takes place.


[bookmark: _Toc399964658][bookmark: _Toc417981217]Fulfil communication needs
Communicating the potential benefits of the network, especially to individuals, will require establishing just how much effort is required for each person.
Some of the networking activities might be relatively easy to perform while others will require more effort. This needs to be qualified to gain support.
If the networking is ongoing, estimate the time involvement over a one month period. Other things you made need to consider include:
Some networking activities provide more value than others. 
You will need to prioritise and then communicate the networking benefits and establish which provides the most value for both individuals and colleagues or clients.
If a networking activity takes a lot of time and provides little or marginal value, it should be discarded. 
If a networking option takes little effort and provides a lot of value, it should be included in the final communication plan. 
Of course, if a networking activity is mandatory, it should be included no matter what the cost. 
If a mandatory networking activity is time consuming, you may be able to negotiate with the stakeholders to find a less intensive alternative. 
[bookmark: _Toc399964659][bookmark: _Toc417981218]Communicating the information
If you are trying to sell the benefits regarding new networks, you will need to include certain information such as:
Who the communications are going to
How many are involved in the communications
The staffing and technology resources of the business and how the new network benefits will interface.
[image: ]The exact information that is being communicated.


[bookmark: _Toc399964660][bookmark: _Toc417981219]Activity 1B
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[bookmark: _Toc399964661][bookmark: _Toc417981220]1.4 – Participate in professional networks and associations to obtain and maintain personal knowledge and skills
[bookmark: _Toc399964662][bookmark: _Toc417981221]Professional networks and associations
Professional networks and associations may include:
Advisory committees
[image: ]Colleagues
Committees
Government agencies
Internal / external customers
Lobby groups
Local inter-agency groups
Professional/occupational associations
Project specific ad hoc consultative/reference groups
Specific interest or support groups
Suppliers
Work team 
Other organisations.
Company events and functions that will establish and maintain a network of support for the business and enhance your knowledge of the market may include:
Demonstrations
Exhibitions
Fairs
[bookmark: _Hlk306697798]Industry information seminars
Industry training
Pre-launch activities
Technical information briefings
Trade shows.


This chart shows examples and key benefits of different networking functions:
	EXAMPLE
	KEY BENEFITS

	Exhibitions
	With their tightly focused profiles and carefully targeted audiences, trade exhibitions are a highly cost-effective sales and marketing platform. Unlike magazines and direct mail, exhibitions involve a two-way communication process. 
Visitors can question, challenge and debate. Exhibitors can give and seek information. Most importantly, business is conducted face to face, which is the most effective way to build and sustain customer relations.

	Industry training
	Training courses through industry channels is a unique way of creating contacts and maintaining relationships. 
The like-minded work and team building environment in training produces the right atmosphere.

	Industry information seminars
	Industry seminars or information sessions reflect industry trends and provide ideal opportunities to build networks and camaraderie with peers and professionals. Industry seminars and networking events allow you to meet and engage with key people in your particular industry.

	Professional/occupational associations

	The benefits of joining a professional association allows for a congregation of like-minded professionals that are immersed in the inner workings of the industry to gather and provide participants with access to a variety of opinions and ideas. 
Another advantage of the professional / occupational associations meeting format is the possibility that you might link up with people who can offer different types of services. This will allow you to learn from your peers and perhaps set up some sort of a mutual networking system.

	Lobby / interest groups
	Interest groups are any association of individuals or organisations that, on the basis of one or more shared concerns, attempt to influence public policy in its favour. 
All interest groups share a desire to affect government policy to benefit themselves or their cause. 
It could be a policy that exclusively benefits group members or one segment of society or a policy that advances a broader public purpose. 
Interest groups are a natural outgrowth of the communities of interests that exist in all societies.


Participation in a professional network or association can often be an excellent source of employment information and job leads.
Obtaining and maintaining personal knowledge and skills through association can assist you with job hunting and your long-term career development.
[bookmark: _Toc399964663][bookmark: _Toc417981222]Be selective
Ways that you may narrow down your search for the correct network or association include: 
Every industry has one or more professional association 
Ask around for advice on which are the most appropriate for your interests. 
Perhaps you need a local chapter as well as a national association to meet your needs. 
Don't spread yourself too thin by joining all of them as it may be a waste of time and money. 
Get a clear sense of the mission, activities and time commitment involved in the association. 
Students can often obtain a membership at a reduced rate.
Participate in professional networks and obtain and maintain personal knowledge and skills:
	Networking
	Participation in a national, state, regional or local chapter will open you up to additional contacts
They may be able to give you advice as well as leads on anticipated openings 
Request a copy of newsletters or bulletins so you can tap into the job market.

	Professional trends
	Keep up-to-date on trends in the field through guest speakers, local and national conferences 
Professional associations often conduct research and analyse statistical information
Gauge a better sense of the hiring trends, qualification requirements and salary ranges.

	Attending conferences
	Nearly all trade associations have at least an annual meeting and some may have more frequent regional conferences that are effective forums for the exchange of information and for expanding your contact base 
Make your reservations at the host hotel, since a hotel across the street will decrease your networking potential
Bring plenty of business cards to pass out and collect from participants; be sure to follow up while you are still fresh in their minds by sending them a resume and then a phone call when you return home.


	Publications
	With your membership to an association you are typically entitled to receive the association's trade journal, newspaper, newsletter or magazine that covers in depth information. 
Keep up-to-date on what is going on in the industry and be aware of the major players 
Directories and journals that associations publish are an excellent source of information and networking opportunities

	Job Listings
	Many professional societies offer career services to their members. These services, which are often restricted to members only, can include posting resumes, employer profiles and early notice of job openings

	Product discounts
	At national and regional meetings, professional associations exhibit their products and services and are often staffed by employees of the organisation or industry employers. 

	Mentoring
	A main goal and important activity of a typical association is the education and professional development of its members. If you are new to the field, seasoned professionals can serve as mentors and show you the ropes. You will also learn the professional standards of conduct expected in the field.

	Asking questions
	Start with light conversation with other members. Remember you are looking to gain further information and add new contacts to your network. 


[bookmark: _Toc399964664][bookmark: _Toc417981223]Business cards
When attending any networking function, it is important to have business cards with you contact details and a brief description of the service that you offer. Important things to remember when having business cards printed include:
[image: ]Keep it simple, flashy pictures and designs distract from the information you want to give your potential contact.
Include your:
Name
Email address
Telephone number
Fax number
Business address
A brief description of your role or the service that you offer
Leave plenty of empty space, so that you can write down the name and phone number of somebody you meet; some people forget their cards on the day
If you must have your card laminated, only have it on one side in case you need to write on it.
[bookmark: _Toc399964665][bookmark: _Toc417981224]Activity 1C
[image: ]




[bookmark: _Toc399964666][bookmark: _Toc417981225]2. Establish and maintain business relationships

2.1 	Develop and maintain relationships to promote benefits consistent with 	organisational/client requirements
2.2 	Gain and maintain trust and confidence of contacts through demonstration of high 	standards of business practices
2.3 	Use a high level of negotiation skills to encourage positive outcomes
2.4 	Identify difficult situations and negotiate solutions using collaborative problem-solving 	techniques
2.5 	Seek specialist advice in the development of contacts where appropriate 

[image: ]


[bookmark: _Toc399964667][bookmark: _Toc417981226]2.1 – Develop and maintain relationships to promote benefits consistent with organisational/client requirements
[bookmark: _Toc399964668][bookmark: _Toc417981227]Organisational and client requirements
Organisational and client requirements may include:
[image: ]Access and equity principles and practices
Defined resource parameters
Ethical standards
Goals, objectives, plans, systems and processes
Legal and organisational policies, guidelines and requirements
Marketing plans
Occupational health and safety policies, procedures and programs
Quality and continuous improvement processes and standards
Quality assurance or procedures manuals.
[bookmark: _Toc399964669][bookmark: _Toc417981228]Develop and maintain relationships
There are two main objectives:
1. Develop and maintain relationships
2. Promote benefits consistent with organisational / client requirements
Research shows that even with the best products, services and business practices, organisations still need strong relationships to succeed in a business marketplace. Respect is at the heart of building any relationship including business. 
To gain respect, you will need to:
Identify the specific areas of difference. 
Create an environment for a willingness to be open to new opportunities, new collaborations, new strategies, new ideas and new products.


[bookmark: _Toc399964670][bookmark: _Toc417981229]Promoting the benefits
This is not an exercise in how to market the benefits but rather time to reflect on how best to maintain relationships through communicating those benefits.
[bookmark: _Toc399964671][bookmark: _Toc417981230]Business relationship skills
How do you establish that connection?
How do you develop strong business relationships? 
It begins with your initial contact with clients and customers.
[image: ]Most organisations would have a culture that embraces more than just presenting what your company has to offer to prospective clients in terms of products and services.
This culture should be used to build the kind of long-term business relationships that ensure your company is well-trusted, which in turn ensures steady business. 
Technical expertise by staff within a particular field will impress the client but if those employees lose confidence when having to create better business relationships falling back on their expertise alone will not endure lasting relationships.
[bookmark: _Toc399964672][bookmark: _Toc417981231]Business relationship building
Clearly, there is no hiding the fact that in today’s competitive market, products and services purchases are based on value and pricing, technical competencies and what is going to make the customer more money.
The fact that a customer is interested in the products and services you offer is why you are having meetings with them in the first place.
Remember, for the duration of those business meetings you are the public face of your company. This means that it's less about your products and services and a lot more about how you connect and engage with your customer or client. 


[bookmark: _Toc399964673][bookmark: _Toc417981232]2.2 – Gain and maintain trust and confidence of contacts through demonstration of high standards of business practices
[bookmark: _Toc399964674][bookmark: _Toc417981233]Maintaining trust
Customers and clients of varying stages of influence by you will have:
A need for you to present confidence.
A need for you to have the skills to engender trust.
Trust also means understanding their issues and what might be getting under their skin within their own company.
[image: ] A need for you to transmit messages to them that they may need to consider something quite different or in addition to their immediate thoughts which will benefit them not you.
A need for you to tease out information without giving them the third degree.
[bookmark: _Toc399964675][bookmark: _Toc417981234]Communication styles
By understanding a person's communication style you can gain respect. This is after all what you are trying to achieve in maintaining relationships. All people do not communicate in the same manner. 
All forms of communication can be considered when building relationships; both verbal and non-verbal are relevant and applicable.
Body language and tone will assist greatly with understanding what is really being communicated and will produce a more effective collaboration.
The best business relationships are usually born from repeat business. Once you have established a relationship with a customer or client, don’t let the relationship end. 
[bookmark: _Toc399964676][bookmark: _Toc417981235]Take it to the next level
Making sure the delivery of services is excellent is only part of the relationship. 
Ways to ensure that your customer forms a strong bond with you include:
Stay in contact with your customers and clients after the initial relationship has been established and offer your support throughout the year.
Keep them posted with relevant information, such as business articles and reports.
Do not send customers useless postcards or silly notes.
Be careful of sending gifts as this may be seen as a cynical or childish attempt at relationship building.
The more you stay in front of someone with meaningful presence, the more you are on their mind professionally and likely to call on you when a new need arises. 
If the relationship is respected there are more chances that the customer or client will refer you to other business associates.
[image: ]Do not underestimate the benefits of a client’s happiness or their word of mouth recommendations.
Learning styles 
People learn in different ways, so when you are promoting benefits that are consistent with organisational and client requirements, this consideration should be at the forefront for the correct understanding of what is being delivered.
Values
While values need to be identified and respected, there are times when conflicting values can be so different that they cannot coexist on the same team. When mutually exclusive values are encountered, collaboration is not recommended.
Boundaries
We all have different space needs and boundary needs which in building relationships are the limits you place on the behaviour of others around you. The first step is to be aware of peoples' boundaries and then use this understanding to avoid conflict and strengthen relationships.
Company culture
Seasoned employees have come from different companies and each company has its own culture. This must be identified and respected in order to insure successful integration into the current company and to then use that culture in building relationships internally and externally.
[bookmark: _Toc399964677][bookmark: _Toc417981236]Diverse backgrounds
With the global nature of business, employees often come from different countries, each with a different culture. In order to successfully integrate multicultural differences, these differences must be understood, articulated, and respected. This is a fundamental element of building relationships from the ground up.
 



[bookmark: _Toc399964678][bookmark: _Toc417981237]Activity 2A
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[bookmark: _Toc399964679][bookmark: _Toc417981238]2.3 – Use a high level of negotiation skills to encourage positive outcomes
[bookmark: _Toc399964680][bookmark: _Toc417981239]2.4 – Identify difficult situations and negotiate solutions using collaborative problem-solving techniques

[bookmark: _Toc399964681][bookmark: _Toc417981240]Negotiation skills
Negotiation skills may include:
Assertiveness
[image: ]Bargaining
Collaboration
Confidence building
Conflict reduction
Empathising
Offers and counter offers
Solution designing
Stress management.
Why negotiate?
If we all got what we wanted, when we wanted it and how we wanted it, there would be no need for us to negotiate. However, that is not the way it works in life or business.
In the real world we do not control all of the resources we need to run our businesses.
Therefore unless we can find and reach agreements with other parties who can provide those resources our needs will not be satisfied.
[bookmark: _Toc399964682][bookmark: _Toc417981241]The benefit of effective negotiation
The benefits of effective negotiation to encourage positive outcomes are:
To achieve genuine agreements with others in our business relationships
To win opportunities and experiences
To ensure that we maximise our position and rewards
To achieve professional standards.


[bookmark: _Toc399964683][bookmark: _Toc417981242]Negotiation is not competition	
In many instances people treat negotiation as a competitive sport resulting in winners and losers. This may yield short term gains but it is unlikely to lead to success in the long term. 
In an open market people and businesses have a multitude of companies with whom they can choose to deal.
Leaving them feeling like a loser after negotiating with you is not going to be the best incentive for them to deal again with you in the future.
How the game is played is more important than who wins. Rather than win / win you are looking for a negotiation that leads to an agreement that each party will willingly fulfil. Any process that leaves another party feeling like a loser will reduce the loser’s enthusiasm for honouring and fulfilling the deal.
When you lock yourself into a narrow range of acceptable outcomes they may conclude that the most appropriate approach to negotiation is to treat the process as competitive where the outcome has to yield winners and losers. 
Taking the view that “it is my way or the highway” leaves you with nowhere to go without losing face.
[image: ]Assertiveness, bargaining and collaboration with active listening are key characteristics of good negotiation skills.
Some of the characteristics of assertiveness are:
Respect for yourself and others
Clear communication of your needs
A considered position
Staying focused.
Assertiveness is essential to effective negotiations as it helps the other person understand your needs and enables you to effectively pursue problem solving and explore solutions that meet your needs.
[bookmark: _Toc399964684][bookmark: _Toc417981243]Active listening
This is a key skill that helps you to understand the other party’s needs, explore ideas, identify possible options for agreement, test your understanding to avoid confusion and achieve a genuine and workable agreement. 
Active listening is an interaction through which you look for understanding, explore all avenues and identify common ground.


Active listening includes:
Ensuring that the other party feels heard
Asking open questions e.g. ‘how can we do this?’, ‘why is that important?’, ‘are there any other options?’, ‘how can that be implemented?’
Exploring and extending ideas
Seeking clarification
Summarising and repeating back someone else’s statement to test clarity
Understanding
Pinning down offers.
The ideal situation is to build a foundation for successful, trusting and ongoing negotiation.
[image: ]Gain the power of negotiation
If you enter negotiations with arguments intended to persuade the other party of the legitimacy of your position you give away your power. 
To gain the power you should listen and learn. Ask questions and get as much relevant information as you can during the negotiation. To do this you will need to build rapport, develop relationships, ask open ended questions and research the other party’s needs and interests.
Learn what the other side really wants and needs and then explore how your product or service satisfies those needs.
[bookmark: _Toc399964685][bookmark: _Toc417981244]Being well prepared
Tips for effective negotiations include:
Explore and understand your needs and motivations
Consider all elements and views on an issue
Predict others points of view, potential responses and possible areas of commonality
Do your research, gather together all the relevant information, check past commitments
If it’s complicated or outside your area of expertise seek advice from others.
This approach assists you to see all aspects of the issues before you. It also assists in achieving an outcome with which you will be genuinely satisfied, reduces the potential for surprise during negotiations and enables a professional presentation. 
Knowledge and information is also a source of power and influence; its effective use can help you achieve your goals.
Figuring who has got what to offer, whether it is attractive prices, on-time delivery or quality products is critical homework that needs to be undertaken before the negotiation starts.
One crucial challenge is determining whether the other party can be relied on to deliver the goods. The fairness of the negotiation process has a significant impact on whether promises made will indeed be fulfilled.
[bookmark: _Toc399964686][bookmark: _Toc417981245]Getting started
One of the first steps is to use a negotiation preparation worksheet. This is a responsibility of the organisation as well as the person or group responsible for the negotiation.
Some of the questions to be answered include:
What authority do you have to make agreements within the negotiation?
[image: ]What are your interests in the upcoming negotiations?
What is the other party’s interest?
What is your BATNA (Best alternative to a negotiated agreement)?
What is the other side’s BATNA?
If they have a strong BATNA how might you raise doubts about how realistic they are being about it?
What options might you suggest for mutual gain that meets the other side’s interests as well as your own?
What arguments / criteria / reasons can you use for preferring the option that is best for their organisation?
How can you help the other side sell this option within their organisation?
What implementation problems are likely to arise if agreement is reached?
Ref: Lawrence E. Susskind, Larry Crump, Multiparty Negotiation, Volume 2
[bookmark: _Toc399964687][bookmark: _Toc417981246]Maximise your Leverage 
The stronger your need the weaker your leverage. The more your counterpart believes they need what you provide the stronger your leverage. 
Ask yourself questions such as:
How much do you want or need the deal? 
How much does your counterpart want or need the deal? 
What are the alternatives for each party if you don’t reach an agreement? 
How can you strengthen your leverage and weaken your counterpart’s leverage? 
Are you using your leverage appropriately? 
Help your counterparts understand the benefits and unique nature of your products and services and never underestimate the influence of service.
How should you negotiate with someone who knows you are desperate for the deal? 
Revealing you are desperate for a deal is a common and costly mistake. A weak position is not so dire if the other side doesn’t know that you lack other options.
Avoid revealing the source of your weakness, such as the urgency of a deal, the importance of a purchase agreement or the service provider’s privileged position.
If you are dealing from a weak position there are a number of things you can do to improve your position, such as:
[image: ]Don’t reveal your weak BATNA to the other side. Very often the other side will not be aware of your weak position. Don’t let them know how much trouble you will be in if you don’t seal the deal.
Increase the other side’s dependence on you. If you are in a weak position try not to focus on the negatives but rather have a look at the unique value that you will bring to the deal. 
The other side may also have a weak BATNA
You may have no choice but to deal with them but they may also have no choice but to deal with you and then your position is much stronger.
Collaborate with other weak parties. Sometimes the best way of improving your power is to team up with others in your position. A good example of this is the collective bargaining power of union members.
[bookmark: _Toc399964688][bookmark: _Toc417981247][image: ]Focus on goals
Instead of focusing on your position in a negotiation it may be more useful to focus on what you want to achieve from the relationship. By doing this you open up an opportunity for other possible solutions to resolve the issue. 
Goals should revolve around two key aspects of the agreement:
1. Content related goals – these relate to the substance of the agreement
2. Relationship goals – these define the quality of the relationship, how each party wants to the treated by the other and the amount of interdependence between the parties.
This approach assists you to see all aspects of the issues before you and heads towards achieving an outcome with which you will be genuinely satisfied. It also reduces the potential for surprise during negotiations and enables a professional presentation.
Knowledge and information is also a source of power and influence and its effective use can help you achieve your goals.
In negotiation it is also important to be intelligent and think strategically. This can include:
Knowing whether you should make an ambit claim (i.e. Claim more than you want)
Identifying your bottom line and understanding your bargaining power
Using common sense and reality test ideas
Identifying a variety of ways to achieve your outcome.
[bookmark: _Toc399964689][bookmark: _Toc417981248]Employ fair and objective criteria
Fairness is a key element of negotiating. It boils down to objective standards like market value, precedent, efficiency, costs / profits, or expert opinion. Standards help customers objectively determine the value you provide.
Focusing on standards gives you credibility and explores interests, not positions. Clarify and prioritise interests as opposed to positions. 
Consider your underlying interests and those of the other side. By exploring and discussing interests rather than positions you are more likely to discover alternate options and potential value than by haggling over opening positions.
Do you stand out from your peers for strategic thinking? If not, doing some reading and / or training in this area will assist you.


[bookmark: _Toc399964690][bookmark: _Toc417981249]Negotiating
[image: ]When negotiating, you will need to:
Establish key needs early
Keep calm and focused on your goal
Explore and pin down options
Seek an outcome which meets the needs of both parties
Sum up to test progress / understanding
Ensure both parties understand what has been agreed and how it can be implemented
Confirm outcomes and follow up in writing
Seek the assistance of your industrial officer who is experienced in negotiating.
[bookmark: _Toc399964691][bookmark: _Toc417981250]Design an offer-concession strategy
When designing an offer contingency you should:
Control the agenda. Effectively managing the negotiation process is a challenging element in striking the perfect deal. Controlling the agenda can make or break your negotiation.
Understand when to use deadlines and how to effectively operate within them.
Avoid leaving valuable items on the table. Design the right offer / concession.
Evaluate your counterpart’s weaknesses by learning to recognise certain signals that will give you the edge.
Make sure you build sufficient room to move with your prices or other conditions. 
Enable them to walk away feeling they made a great deal.
The agreement is only the beginning. As soon as the handshake is over and the contract signed someone has to work with the agreement fulfilment. 
Consider the boundaries of your agreement as what you are willing to commit to with the future in mind. 
Make sure commitments are clear, realistic and operationally achievable.
[bookmark: _Toc399964692][bookmark: _Toc417981251]Recognise exceptions
There may be some instances where collaboration and agreement is just not possible. This may often occur when dealing with irate customers. 
When you are in this situation it is important to maintain your self-control and remember that:
[image: ] To effectively control someone else, you must be able to control yourself.
Remove personal opinions from the situation and remain professional.
 Never take anything that is said to you personally. Develop a thick skin.
Use appropriate language. Avoid using insults and swearing. Keep the language professional. You can say something in a second that you may regret for a lifetime. 
Beware of the parting shot. If you have reached a successful outcome, let them have the final say to save face.
[bookmark: _Toc399964693][bookmark: _Toc417981252]Common mistakes
Common mistakes that can be made include:
Inadequate planning or research will leave you in a weakened positioned. 
Not being authorised to negotiate or failing to get buy-in from the rest of the organisation.
Negotiating on price alone can be a big mistake, if you are buying a one off it might make sense but if the other side feel they have been done over then they will get you back. No one ever forgets or forgives being burned in a negotiation. There is no point in making enemies unnecessarily. A good price is not necessarily the same as good value. 
You may need to clearly explain the bigger picture. It is the total price of the deal over the term of the contract that counts.
It is important to identify as many of the concessions the other party is looking for before you accept any.
Don’t respond too quickly to each demand. Give yourself a chance to really understand the impact and implications of each demand. 
You may need to ask for a time out to consider your options. 
Don’t get forced into making a decision under time pressure.


[bookmark: _Toc399964694][bookmark: _Toc417981253]Identifying dirty tricks
The basis of negotiation should be the formation of a respectful relationship between the parties where both sides obtain some value. Unfortunately some people or organisations may employ dirty tricks. 
Dirty tricks may be used for any of the following reasons:
They want to save face or reputation
They believe there is no other option
They can’t see the benefit of cooperating
[image: ]They don’t know any better.
[bookmark: _Toc399964695][bookmark: _Toc417981254]Examples of dirty tactics
Examples of dirty tricks include:
Stone walls
Personal attacks
Deliberate deception
Saying they do not have the authority to deal
Avoiding the questions
Positional pressure
Time pressure
Obvious confusion
Good guy / bad guy.
[bookmark: _Toc399964696][bookmark: _Toc417981255]Dealing with dirty tricks
Ways to deal with dirty tricks include:
Don’t react – buy time to think and don’t react the way they’re expecting.
Disarm your opponent – raise the issue explicitly, use diplomatic language, question the tactic and the rationale behind it and re-instate the rules for the negotiation.
Change the game – refocus the problem back to satisfying both parties needs, change the focus from problems back to issues, ignore it, expose it or if possible change the trick to your advantage.
[bookmark: _Toc399964697]

[bookmark: _Toc417981256]Summary
The key to good negotiation technique is to know what you want and what the other side wants.
There is no point demanding what the other side can’t provide or afford to provide.
Knowing what your walk away point is or should be is vital for your own protection. Be prepared to walk away rather than accept a bad deal.
In all organisations negotiation skills are required at every level:
Between you and your customers
Between you and your staff
Between you and your CEO or board of directors
Between you and various departments, external contractors, suppliers, etc.
Concentrating on and improving your negotiation skills will have a positive influence on both your personal and professional life.
[image: ]

[bookmark: _Toc399964698][bookmark: _Toc417981257]Activity 2B
[image: ]


[bookmark: _Toc399964699][bookmark: _Toc417981258]2.5 – Seek specialist advice in the development of contacts where appropriate 

The area of specialist advice tends to come to the foreground with technology. Technology is able to help provide key advantages to businesses in engendering customer loyalty by improving customer service and / or the development of contacts.
Outside consultants can act as a specialist in guiding and advising, but the methods previously described and the processes suggested would, in these examples, not need specialist advice to follow.
[bookmark: _Toc399964700][bookmark: _Toc417981259]The Specialist
The specialist, in the generally accepted term, is one that has purposefully chosen their area of specialty or simply stumbled upon a need after a few paid jobs, then stuck with it.
[image: ]Either way, the specialist has a great depth of experience in one specific field. 
Some pros of being a specialist include:
They are experts in their specialty.
They know the work inside and out, upside and down.
They may have an easier time selling their services once they find their market.
They can charge more.
Their work process is streamlined.
Some cons of being a specialist include:
They have no “filler” services to pick up the slack when work slows.
Their market may be too narrow for consistent income.
They probably have to turn down or outsource a lot of work.
They limit their ability to expand their business.
They risk going out of business if their specialty becomes obsolete.


[bookmark: _Toc399964701][bookmark: _Toc417981260]Doing it yourself
You may be very good at doing many things, but typically you are not at the same expert level as specialists at any one particular service.
The pros of doing it yourself or with associates:
You are able to approach a broader network audience.
You have more personal services to offer current and past clients in order to generate contacts.
You can easily add, remove and update offerings to match the market.
You have broad knowledge, which may be more appealing to some clients.
The cons:
You are at the mercy of what you know.
If you are dissatisfied you may turn to a specialist.
You may need to juggle your workload in terms of management.
[image: ]Using an agent for specialist advice on contacts
Agents can be particularly useful for new businesses that have yet to build up a substantial number of contacts or can't yet afford to employ a dedicated salesperson.
Businesses usually appoint agents because they need their specialist help in reaching markets in a particular sector or geographical location.
Many businesses use agents to access domestic markets – but they can be particularly useful in overseas markets where different customs, ways of doing business or language barriers come into play.
Many businesses interested in targeting overseas markets appoint local agents to make contact with potential new customers.
They may play a realistic role in the development of contacts.



[bookmark: _Toc399964702][bookmark: _Toc417981261]Social media specialists
Outsourcing or using some form of specialisation for your development of contacts in social media marketing can be a wise decision.
In areas that in themselves are specialist, such as social media, you may not have the time and money for learning all the tools and technologies involved in gaining the maximum advantages of contacts that are useful.
Outsourcing to social media experts or companies means that they will handle the details involved in the many different social networks, select the ones that will be best for you and find the right contacts.
The social media specialist companies are going to be the experts at social media and internet marketing but they are not going to be experts in your industry.
By using the specialist social media organisation for developing the contacts, the first contact a potential client will have with your company may come via Twitter, Facebook, Youtube, or another network. This means first contact will not be from you, but rather from your social media specialist, making them the first impression of your company.
Specialist areas of technology in the development of contacts
There are a few major areas in which technology now is able to help provide key advantages to businesses in engendering customer loyalty by improving customer service and /or the development of contacts. 
These include:
Websites. You can provide areas on your website where customers can answer their own questions or seek answers from others.
Use email as a way to improve customer service and more quickly respond to certain needs or help requests.
Unifying communications so that you know that the customer who left a voice mail also sent an email with the same request a few days ago.
[image: ]Better managing customer relationships with more sophisticated data-gathering tools, such as customer relationship management software.


[image: ]Specialists in the field of enhancing contact technology would concentrate on:
Researching new types of business/products/services 
Attracting new customers
Penetrating existing markets
Creating new markets
Intelligence gathering on customers and competitors
Generating leads for possible sales
Business model design
Strategic analysis.
Using specialist advice with technology could lead to new business opportunities which in effect impacts positively on your business contacts.


[bookmark: _Toc399964703][bookmark: _Toc417981262]Activity 2C
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[bookmark: _Toc399964704][bookmark: _Toc417981263]3. Promote the relationship

3.1 	Develop strategies to represent and promote the interests and requirements of the 	relationship
3.2 	Use appropriate presentation skills to communicate the goals and objectives of the 	relationship
3.3 	Effectively communicate issues, policies and practices of the relationship to a range of 	audiences, in writing and verbally
3.4 	Obtain feedback to identify and develop ways to improve promotional activities within 	available opportunities

[image: ]

[bookmark: _Toc399964705][bookmark: _Toc417981264]3.1 – Develop strategies to represent and promote the interests and requirements of the relationship
[bookmark: _Toc399964706][bookmark: _Toc417981265]Being informed
Once the business relationship has been formed, it is important and basically fundamental that you would wish it to continue and grow.
Given the networking sections have already addressed the fundamentals of gaining these important relationships through mutual interest and careful business development strategies, keeping a professional representation and interest focus is therefore an on-going requirement.
[image: ]Here are a few customer relationship strategies that you can use to strengthen your relationships and keep your customers informed and engaged:
Email messages, newsletter and surveys
Provide product / service updates
Promote goods and services
Communicate news / events.
Feedback process essential
Ask for, capture, and act on your customer's input.
Insight
Research your customers' markets, strategies, and goals.
Customer loyalty
Implement loyalty, affinity, and rewards programs.
Relationship building
Talk and listen to customers in order to maintain a dialogue and to build a trust based relationship.
Be accessible
Make it easy for customers to reach you.
Customer satisfaction
Implement a customer satisfaction policy that provides a way to resolve problems and issues.
Involvement
Engage customers in product development / enhancement, via beta tests, focus groups, and pilots.
Anticipate customer needs
Learn their business, their purchasing patterns, and their requirements for effective proactive solutions.
Become an indispensable resource
Look for ways to add value, to be a real partner and to help your customers achieve results.
Help lines
Provide support, service, advice and information.
[image: ]In developing suitable strategies to represent and promote the interests and requirements of the established relationship, remember to value the personal touch.


[bookmark: _Toc399964707][bookmark: _Toc417981266]3.2 – Use appropriate presentation skills to communicate the goals and objectives of the relationship
[bookmark: _Toc399964708][bookmark: _Toc417981267]3.3 – Effectively communicate issues, policies and practices of the relationship to a range of audiences, in writing and verbally

[image: ]Assuming you are to present formally to a range of people the goals and the benefits of this professional relationship, you may wish to consider some of the basic ways in which this could be conducted. 
These include:
Orally
Face to Face
By email or letter
Formal presentation.
[bookmark: _Toc399964709][bookmark: _Toc417981268]Presentation skills
The starting point in planning any form of presentation is to formulate a precise objective.
It is far more productive to achieve one goal from your presentation for, e.g., communicating the goals and objectives of this relationship, than to cause confusion over trying for several side benefits or spin-off advantages.
Consider the audience profile of your relationship, be it a single person, an entire department or a board of directors. 
Determine how best to achieve your objectives in the context of this profile.
Identify clearly the understanding of those to whom you are presenting in respect to their aims and objectives while attending your presentation. If you can somehow convince them they are achieving those aims while at the same time achieving your own, you will find a helpful and receptive audience.
[bookmark: _Toc399964710][bookmark: _Toc417981269]Structure or format
All presentations should have a clear structure or format. If you do not place your thoughts in order for presenting them the audience will not be able to follow, no matter how familiar they are with the organisation. Having established the order of your presentation you should choose the most appropriate structure to achieve it.
The structure must not get in the way of the main message. If it is too complex, too convoluted or simply too noticeable the audience will be distracted. 
If a section is unnecessary to the achievement of your fundamental objectives, remove it.


Sequential argument
One of the simplest structures for a presentation is sequential argument, which means a series of linked or sequential statements leading to a conclusion. 
However, the simplicity can only be achieved by careful and deliberate connection between each section.
By giving the audience reminders of how the main points in each new section are linked you will help explain the how the next topic will continue on from the previous one.
A hierarchical presentation
[image: ]This presentation format breaks down the main topic into sub-topics and each sub-topic into smaller sub-sections until eventually everything is broken down into very small basic units. 
This method is used most effectively in written presentations because it allows the reader to re-order the presentation at will and to return to other topics at a later time.
In verbal communication the audience is restricted to the order of the presenter and the hierarchy should be kept simple and reinforced. 
As with sequential argument, it is useful to summarise each section at its conclusion and to introduce each major new section with a statement of how it lies in the hierarchical order.
[bookmark: _Toc399964711][bookmark: _Toc417981270]Question
The aim of this presentation, presumably given by a manager, is to explain a decision on relationships or to seek approval for that course of action. 
In these cases, the format can be question orientated. 
The format is to introduce the presentation context and any relevant background, outline the various solutions or recommendations to the subject, then list advantages and disadvantages. 
Finally, all possible options are summarised in terms of their pros and cons and either the preferred solution is presented for endorsement by the audience or a discussion is initiated leading to the decision. 
One trick for obtaining the desired outcome is to establish during the presentation the criteria by which the various options are to be judged. This could allow you to obtain your desired outcome.


[bookmark: _Toc399964712][bookmark: _Toc417981271][image: ]Get their attention
Too often in a presentation of any format the first few minutes are lost while people adjust their coats, drift in with coffee and finish the conversation they were having with the person next to them. 
You only have a limited time and every minute is precious to you so from the beginning grab their attention.
Do not tell a joke.
[bookmark: _Toc399964713][bookmark: _Toc417981272]Establish your theme
Be quick and to the point on the subject matter of your presentation. 
This can be done by a statement of your main objective, unless for some reason you wish to keep some surprise element of it a secret.
Most professional business audiences will have some experience or opinions on relationships and at the beginning you must trigger that experience into their minds.
[bookmark: _Toc399964714][bookmark: _Toc417981273]Present a structure
Explain the structure briefly at the beginning so that the audience will know what to expect. This can help to establish the theme and also provide something concrete to hold their attention. 
[bookmark: _Toc399964715][bookmark: _Toc417981274]Create a rapport
Just like communicating the goals and objectives of a relationship, you must win the audience over in the first minute.
Plan exactly how you wish to appear to them and use the beginning to establish that relationship. 
You may be presenting yourself as their friend, as an expert, perhaps even as a judge. Whichever role you choose you must establish it at the very beginning.
[bookmark: _Toc399964716][bookmark: _Toc417981275]Administration
When planning your presentation you should make a note to find out if there are any administrative details which need to be announced at the beginning of your speech. 
This is not simply to make yourself popular with the people organising the session but also because if these details are over looked the audience may become distracted as they wonder what is going to happen next.


[bookmark: _Toc399964717][bookmark: _Toc417981276]Visual Aids
Should you choose to use a form of visual aid presentation, like PowerPoint or similar, there are some fundamental guides to this as well. These include:
Visual aids must be clear to both see and understand to everyone assembled.
Check that the font size of any slide will be visible to people in the back of the room. 
A font size of 28pt or above is recommended.
[image: ]Slides are best used to display a few headings or dot points not the whole text of what you are going to say. 
Think of them as highlighting key points, which you can use as prompts. 
Do not simply read the material off the slide; supplement or explain what is written.
Sketches, cartoons, maps and diagrams can be good visual aids but do not use them as a substitute for text.
If you need to use specialist equipment, check whether it will be in the room. Otherwise, you will need to borrow or hire it. 
You may need extra power leads or power boards as well. Make arrangements well ahead and check the equipment and your AV aids before the presentation session. 
Other tips include:
Be organised – prepare in plenty of time
Structure your presentation
Focus on the questions set
Obtain material from a wide range of sources
[image: ]Practice your presentation. This helps take away some of the embarrassment when it is for real, and enables you to check the timing. If possible, have someone sit in and give you feedback.
Use note cards
Speak clearly
Maintain regular eye contact with your audience
Use clear slides (large font size, use of bullet points etc).
[bookmark: _Toc399964718][bookmark: _Toc417981277]Appearance
There are many guides to presentation styles which lay heavy emphasis upon the way you dress and in most recent analysis this is a matter of personal choice. 
That choice should however be deliberately made. When you are giving a presentation you must dress for the audience, not for yourself. If they think you look out of place, then you most likely are.
[bookmark: _Toc399964719][bookmark: _Toc417981278]Stance
Your stance and posture will convey a great deal about you. The least you must do is make sure your stance does not convey boredom.
At best, you can use your whole body as a dynamic tool to reinforce your rapport with the audience.
The perennial problem is what to do with your hands. These must not wave aimlessly through the air, or fiddle constantly with a pen, or juggle change in your trouser pockets. The key is to keep your hands still, except when used in unison with your speech. 
To train you hands, find a safe resting place which is comfortable for you, and aim to return them there when any gesture is completed.
With assistance and contributions by:
Gerard M Blair is a Senior Lecturer in VLSI Design at the Department of Electrical Engineering, The University of Edinburgh. His book Starting to Manage: the essential skills is published by Chartwell-Bratt (UK) and the Institute of Electrical and Electronics Engineers (USA). 
[bookmark: _Toc399964720][bookmark: _Toc417981279]What to communicate?
In the context of appropriate presentation skills to communicate the goals and objectives of the relationship and in turn, effectively communicating the issues, policies and practices of the relationship to a range of audiences must be defined by you.
Issues can be: an important topic or problem for debate or discussion that is the core of the subject (Relationships) or associated areas.
[image: ]Policies can be: A course or principle of action adopted or proposed by a business or individual.
Practices can be: The actual application or use of the idea, belief, or method as opposed to theories about such application or use.
[bookmark: _Toc399964721][bookmark: _Toc417981280]The ending
The final impression you make on the audience is the one they will remember. It is worth planning your last few sentences with extreme care.
As with the beginning, it is necessary to get their attention, which may have wandered. This requires a change of pace, a new visual aid or perhaps the introduction of one final idea. In some formats the ending will be a summary of the main points of the talk.
One of the greatest mistakes is to tell the audience that this is going to be a summary because at that moment they simply switch off. Indeed it is best that the ending comes unexpectedly with that final vital phrase left hanging in the air and ringing round their memories.
Alternatively the ending can be a flourish, with the pace and voice leading the audience through the final crescendo to the inevitable conclusion.
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Feedback may include:
Accuracy and sufficiency of information
Appropriateness of audience
Benefits to organisation
Impact of message
Liaison with networks
Participation of competitors
Use of media Feedback.
Ask for, capture, and act on your customer's input, including:
	Accuracy and sufficiency of information
	Sufficiency of information means that you have obtained enough information to identify and develop ways to improve promotional activities, in accordance with the context of the statement.
Accuracy is a measurement that those using the information can make a decision to use it confidently.

	Appropriateness of audience
	Means that those who either offer feedback or those who are asked for it, have the appropriate knowledge or information that will make the feedback useful. Generalisations are particularly unhelpful.

	Benefits to organisation
	Feedback, both positive and negative, is used by an organisation and therefore needs to be relevant. Don’t offer feedback which is entirely outside the scope of what is being asked. Its final use or application will then be transferred to strategies that will benefit the organisation.

	Impact of message
	Be consciously non-judgemental in your feedback and do not act as an authority even if you may be one elsewhere. Give your personal reactions and feelings rather than value-laden statement. 

	Liaison with networks
	As discussed elsewhere, networks have been explored thoroughly and are a great source for feedback. 

	Participation of competitors
	One mistake a lot of people make is to gather information about competitors without thinking how the information will be used. There is no value in information that will just sit on a shelf. If it cannot be used to inform the business on strategic or tactical decisions then the time, money and effort spent collecting it is wasted.




	Use of media 
	New product introduction results in a lot of feedback, some of it pointing out legitimate user experience and design issues. You can also solicit feedback from trusted sources prior to launch. Social media networks typically include current customers, prospects, target customers and industry influencers.



Using feedback to identify and develop ways to improve promotional activities is one method, but as mentioned earlier, care should be taken with all forms of assessments which ultimately will need you and your organisation to make the final call.
One of several danger signals with relying on feedback is to miss the window of opportunity.
In many cases, as with developing ways to improve promotional activities in your relationships, there are narrow time frames to make the right call.
Feedback can take a long time gather and assess then implement.
If you embark upon feedback to identify and develop ways to improve promotional activities within available opportunities, ensure the data and function is:
[image: ]Derived from a strategy
Simple to understand
Designed to provide feedback in a timely manner
Able to be used based on quantifiable data
Reflective of the business process in respect to relationships.Has anyone seen any proof 
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Nearly there...
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At the end of your Learner Workbook, you will find an activity titled ‘Major Activity’. This is an opportunity to revise the entire unit and allows your trainer to check your knowledge and understanding of what you have covered. It should take between and 1-2 hours to complete and your trainer will let you know whether they wish for you to complete it in your own time or during session. Once this is completed, you will have finished this unit and be ready to move onto the next, well done!


Congratulations!

You have now finished the unit ‘Establish networks’.
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	Who runs networking events?
Austrade – www.austrade.gov.au 
Start with the Austrade website – view the events section.

Australian Business Limited – www.australianbusiness.com.au 
ABL has as a list of upcoming events on its international trade page.

The Australian Chamber of Commerce and Industry (ACCI) – www.acci.asn.au 
There are a range of bilateral business councils in Australia including China, Singapore, Indonesia, Hong Kong, Japan, USA, Korea and many others. These organisations provide excellent networking opportunities but you will need to join them to access these events. ACCI is the Australian counterpart for many (but not all) of these associations. The list can be found on their website.
Australian Industry Group – www.aigroup.com.au 
Information about the events and networking services.

The Department of Foreign Affairs and Trade – www.dfat.gov.au/trade
DFAT runs an extensive seminar program through its state and territory offices.

The NSW Business Chamber – www.nswbusinesschamber.com.au 
An interactive forum which helps exporters with advice and news of functions. 

Other state and territory governments have events listed on their respective web pages.
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