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1. Introduction

My bachelor thesis deals with a translation of a chosen book First Impressions — What You
Don’t Know About How Others See You by Ann Demarais and Valerie White. It is connected with
a field of psychology and, therefore, this book was selected. Useful recommendations of how we
can make a positive first impression are found here. It can also serve as a guide to prepare ourselves

for an important meeting or a job interview with a potentional future employer.

The bachelor thesis is divided in four parts. The first section is focused on the theoretical part,
where different kinds of translation processes are described from the point of view of various
authors from the Czech republic, but also from foreign countries. Also, a various number of

translation methods are mentioned in this part.

The second and the third parts are concerned with the analysis of translation. Basic data of the
book are described here, including a shortened biography of the authors. A significant attention
was paid to a potentional group of readers, it also needs to be considered during the translation.
The next section is comprised of the text analysis itself. I mainly focused on special lexicology,
morphology and syntax. Then, my focus was paid to the comparison of the source text with my

own translation, and which difficulties appeared during the translation.

The last part contains my own translation in the extension of 15 standard pages. The source

text is contained in the appendix at the end of my bachelor thesis. (Grycova, 2011)



2. The theory of translation

Although the first translations began to appear more than two millennia ago, there is no fixed
definition. The study of translation was and still is up to date, but as far as translation theory is
concerned, it can be understood in different ways. At first, only literary texts from the Bible were
translated, but later the need for translation of other genres began to emerge. In any case, there is
a question to be asked if it is a product or a process, as each theorist describes the translation a
little differently. Translation could be defined as transferring information from one language to
another while retaining its meaning. According to Jifi Levy, translation is understood as a process
through which we want to communicate something. This means that the translator tries to
understand the original message from the original author and translates the same information into
his own language. The message is then decrypted by the patron. This process, according to Jifi

Levy, is called a two-member communication chain (Levy, 2012).
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Roger T. Bell suggests three ways to clarify the definition of translation: 1) translation as a
process, 2) translation as a result of the translation process, 3) translation as an abstract concept
that understands translation as a process and a product at the same time (Bell, 1991). The theory
of translation should be easy to understand and at the same time comprehensive, therefore both the
process and the product must be explained. We can see that each of these theorists formulates the

theory of translation differently, but none of them is wrong.

2.1 Text analysis
The whole work of the translation begins with a thorough understanding of the translated text,
more precisely, we read the text. We do this for two reasons: 1) we must first understand the text,
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2) the text must be analysed from the translator's point of view. The next step for us will be to
correctly determine the style in which the work is written so that we can choose the appropriate
translation method.

When reading the text, we look for its intention, which represents the author's attitude to the
work. For example, Peter Newmark's book is an example: The example is linked to the health
control of elderly patients undergoing chemotherapy. The author's intention is to show that
patients must first undergo physical examinations before they are treated with medicines. Thus, if
physical problems are solved earlier, mental problems will no longer occur (Newmark, 1998).

In this example, only a few clues from the original are used. But the main intention is to show
what is happening in real life and this fact is indispensable for translators. Usually the intent of the
translator coincides with the intent of the author. However, we must take into account that when
it comes to any translation, the translator must always realize who will be his potential reader. This
is related to our other issues. We should be able to identify a group of readers of both the source
text and the target text and then decide how much attention we should pay to the readers of the
target text. If we take a poem as an example, the target audience will not be so large. However, it
is always necessary to take into account the education, age and sex of the readers. All these factors
play an important role in adapting the translated text to the target group. The essence of this
procedure is also that it is possible to estimate how much we are to be expressive or to what extent

to express our emotions.

In conclusion, we realize all cultural aspects of the original text. We will highlight metaphors,
neologisms, proper names, institution names, or expressions that we do not translate. These are
words that have no equivalent in the target language. Peter Newmark recommends highlighting
only those words that may be a problem for us when translating, putting the word in a clear context,

and then verifying its correct translation in dictionaries or encyclopaedias. (Newmark, 1998)

Finally, to analyse the text, | would like to say that it is important to realize who we are
translating the text for, and of course we must also take into account the function of the translated

text and the author's intention. Then we look at the translation itself quite differently.



2.2 Translation process

According to Peter Newmark, the translation process is divided into four basic levels: 1) the
source text, to which we always turn our attention, 2) objects and events that may or may not be
real and need to be constantly built and imagined. This is important for understanding and then for
the translation process itself, 3) the language level that we should adapt to the translation, 4) the
nature of the common language, which is acceptable to both the author and the translator in a given
situation. Finally, we have a repeating process that adapts to the situation. This procedure makes
up at least half of the whole process. (Newmark, 1998)

It is important to realize the difference between the language being translated and the language
into which we are translating. Languages differ from each other in both grammatical and lexical
structures, and as a result, languages have different meanings. It is interesting that there is no exact
synonym between words in one language, so it should not be surprising that this also applies to
two different languages. Each individual language is a means of communication. It consists of a
variety of elements that can be combined in various ways, giving us a semantic meaning and then

a communication meaning. This creates signals that provide a certain amount of communication.

The translator can choose from two alternatives in this area: 1) focuses on finding formal
equivalents that preserve the semantic meaning of the text, meaning that more attention is paid to
the source text so as not to be too generalized, 2) turning its attention to functional equivalents that
preserve the value of a communication of a text whose content is more generalized and therefore

much easier to read and understand.

These aspects are then followed by the choice of the translation procedure. We can choose
literal or free translation. Literal translation can be understood as a preparation for our translation.
That is, when we work with more complex texts, literal translation serves to clarify the meaning
that may not be clear to us at first. It is not the final version of our translation. When choosing the
first option, we show how much we trust our intuition and if we choose the second option, our
ability to analyse the text is shown here. However, both methods may present different pitfalls. If
we choose the first option, this method will take a considerably larger amount of time. In the
second method, which is usually more preferred, we deal with a detailed analysis of the text, but

it does not have to match our intuition. It doesn't matter which one we choose. It is important to



note that the first method applies to simpler texts and the second method is used to more complex
ones. (Newmark, 1998)

In a language we know very well, we can determine not only the semantic meaning but also
the communication value, its place in time and space, the participants and information about them.

Translation is basically a job where we must think about several things at once.

2.3 Translation unit

We usually translate sentence by sentence without paying attention to the connection of
sentences. If there is no translation problem in a sentence, we choose a literal translation and
naturally change the order of the words in the sentence. The first hint of a translation problem
arises when these automatic procedures, i.e. translation from one language to another, are not
adequate. This duel can be avoided, for example, by describing the original word in the original
text in some way before we get to its essence. Peter Newmark recommends not to forget the words
of the original text, as they may have a prominent meaning. Based on these words, the translation
is created and explained.

A sentence is understood as a fundamental unit of thought, representing an object that does
something and is influenced by something. The sentence is, in other words, a unit of translation
itself. First, we translate the sentence. This means that there is an object in every sentence, and we
are dealing with what happens to it first. Furthermore, if the subject has been mentioned before,
we put it in front of the sentence, while new information is inserted at the end of the sentence,
where it gets the most emphasis. Our biggest problem is how to give meaning to a sentence that is
complex. The most common pitfalls are grammatical structures if the sentence is too long. In this
case, the sentence can be translated in several different ways and the meaning will be preserved.
(Newmark, 1998)

2.4 Translation methods

The central issue of translation itself is to decide whether to translate freely or literally. This
topic was addressed from the 1st century BC to the beginning of the 19th century. The study of
cultural anthropology (science of man and his creations) at the turn of the 19th century came up
with the suggestion that language barriers seemed to be insurmountable and that language was a
completely cultural product. It is therefore believed that the translation could not be more
widespread and therefore the translation must be literal. Currently, the context has changed, but
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the underlying problem remains. In the following table you can see the so-called V diagram by
Peter Newmark. (Newmark, 1998)

Source language emphasis Target language emphasis

Word-for-word translation Adaptation

Literal translation Free translation

Faithful translation Idiomatic translation

Semantic translation Communicative translation
Methods

Word-for-word translation

With this method, the order of words in the target language is retained, and words are translated
individually using their most used meaning. Cultural words are translated literally. This method is

used to either understand the technique of the target language or to understand more complex texts.

Literal translation

The grammatical constructs of the target language are converted using the most appropriate

equivalents, but lexical words are again translated individually, outside the context.

Faithful translation

This type of translation seeks to reproduce the exact meaning in the context of the original
within the limits of the grammatical structures of the target language. This translation translates
cultural words and preserves the degree of lexical and grammatical abnormality (deviation from
the norms of the original language) in the translation. In other words, it seeks to maintain complete

fidelity, bearing in mind the intent of the author of the original texts.

Semantic translation

Semantic translation differs from faithful translation only in that the aesthetic value must be
considered (that is, the wording of the original text). The difference between the two types of
translation is that the first type is uncompromising and adamant. The second type is more flexible,

allowing the translator to be more creative.

Adaptation
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It is the easiest method of translation. Most often used for translating theatrical plays (theme,
characters and plots are preserved). Some plays or poems are translated literally and then rewritten
by playwrights and writers. For this reason, however, we encounter a bad translation adjustment.

Free translation

This translation reproduces situations without style or content without the form of the original
text. Usually it is paraphrasing, in this case it is so-called intralingual translation, where we do not
translate from one language to another, but everything takes place within one language.

Idiomatic translation

It transmits the "message” of the original text, but at the same time tends to slightly

misrepresent meanings through colloguialisms and idioms that do not exist in the original text.

Communicative translation

It seeks to translate precise meanings in the context of the source text in such a way that both
content and language are fully acceptable and understandable to the reader. (Newmark, 1998)

2.5 Translator and Society

In this area it is necessary to consider the fact that any translated work is in a certain
communication context where both subjective and objective factors are present. Certain subjects
(author, reader...), who are part of the translation process, create their ideas based on their own

opinions, they may also in some way deviate from social norms, aesthetics.

All these factors are continually shaped and changing. It is therefore very important for
translators to be aware of the historical and social aspects of the facts in the works. As the translator
and author make different efforts, each of them puts more emphasis on something different, there

are considerable differences, for example between environments.

The source text is influenced by a certain communication context and it should be noted that
translation is also based on the same basis, in other words, the environment in the source and then
in the target text is not very different. In the original work the authors deal with a certain period,
expressing their opinion on the situation. Translation is also based on a similar basis, which is also
in a certain communication context. So, we can say that both original and translated works are not
only two literary works, but there is a combination of two literatures, contexts and cultures.

12



The translator looks at the original work in terms of certain company needs and demands. It is
therefore important to look at the source text from a certain perspective. The personality of the
translator shows us the connection of the original work with a completely new environment, while

the original work takes on a new communication context.

There are three types of translation that the translator can choose. In the first one, the translator
considers the original text, but in limited quantities, in the translation itself. Rather, he prefers his
own creativity, expresses his views, but to a degree that does not endanger the original ideas of the
author. These situations are typical of periods that were strictly given certain standards. To
illustrate this, classicism was one of those periods. The works of this period were in the shackles
of prescribed aesthetics, and specific artistic procedures were recommended. There were no
situations in the original works that did not correspond to the aesthetics mentioned above. This

was an example where the translator is addressing the needs of society.

In the second case, the translator disregards company coercion. However, according to the
author Milan Hrdli¢ka, this reasoning is wrong. The translator should consider the author's

intention and preserve the meaning of his work. Such work leads to incomplete translation.

The third case depicts a translator who looks at the translated work with respect, but at the
same time lets his opinions speak. It follows the meaning and content of the original text, but also
discovers new values in it. Milan Hrdlicka is a supporter of this method. Emphasis is placed on

the reader, but the translator is given some freedom to show his creativity. (Hrdli¢ka, 2003)
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3. Translation analysis

3.1 Macro analysis
The translation analysis is composed of several parts. The macro analysis covers basic book
details, mainly information about the author and the book style. It also focuses on the possible

future reader, the author’s intentions, and the purpose of a book.

3.1.1. Topic

One of the most important parts of translation analysis is the topic description. The content of
the book First Impressions — What You Don’t Know About How Others See You includes methods
for creating good first impressions. It is a well-known fact, that nervousness can cause problems
and it is, therefore, essential to focus on making a good first impression in order to present
ourselves in a positive way. The book also mentions a few specific examples of dealing with
clients. Some of them do not present themselves in the best manner possible and the book contains
(under the particular interview section) an explanation of possible different approaches the clients
could have taken and what they could have done better. Therefore, the authors are recommending

the correct way to make a good first impression.

3.1.2 Author

The book authors are Ann Demarais, Ph.D. and Valerie White, Ph.D. Ann has a psychology
diploma from the University of New York and has more than 20 years of experience in
management and communication development. Besides that, she is focusing on coaching. Ann is
one of the co-founders of First Impressions, Inc. This company’s main interest is executive
coaching, i.e. improvement of people’s managerial abilities. Other services include career change

help and seminars for improvement of communication skills. (Mike, 2018)

The second author, Valerie White, also has more than 20 years of experience in executive
coaching. She used to work as a counselor for companies that were going through organizational
changes. She was also the main spokesperson in national and international media and several
organizations. She has experience in managing and motivating people all over the world. She
works with individuals and helps them to concentrate on themselves and improve their existing
experience. Valerie also focuses on coaching people who are starting to work on managerial posts
and helps them to identify with their new position. Her main goal is to lead people to achieve their
goals. (White, 2017)
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3.1.3. Style

Functional writing styles can be approached from different angles — they can be divided based
on their function or based on the purpose of the piece of literature. The book in question is a non-
fiction, written in educative, but interesting and accessible style (in the Czech language called
‘popular-instructive’ or ‘popular-educative’ literature). This type of writing typically includes
elements of publicist (oratory) style with the intention to attract the reader. Also, colloquial
expressions are often included to lighten and ease the book theme. Using short sentences is
preferred. The main aim of the popular-instructive literature is to advise and present new

information and the author’s recommendations to the reader.

3.1.4 Source

The translated text comes from the previously mentioned book First Impressions — What You
Don’t Know About How Others See You by Ann Demarais and Valerie White. The book was first
published in 2004 by a New York-based publishing company Bantam Books and it has 256 pages.

3.1.5 Reader

Another factor that is essential to take into consideration is the potential reader of the book.
The translator should follow the original intent of the author to attract certain types of readers. It
is, therefore, necessary to transfer the original content and ideas into the translated text to keep the
book interesting for readers chosen by its author. In most cases, the choice is between younger and
older readers. In my opinion, the book in question is better suited for younger people. It advises
on how to behave in order to interest potential employers during job interviews or how to act on a

first date. This type of information is more useful to younger generation of readers.

3.1.6 Aim

The fundamental aspect determining the importance of a book is its main goal, i.e. what the
author meant his readers will gain from it. In the case of the translated text, the function is
informative, and the authors’ intentions are to introduce new tips and recommendations linked to
the first impression issues. Their aim is to present the readers with useful information and advice

applicable in their life.
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3.2 Linguistic devices
The next part focuses on the linguistic devices of the chosen text. There are three principal
elements of linguistic analysis: lexicology, morphology, and syntax. They are going to be

explained in the following text.

3.2.1 Lexicology
Lexicology is a part of linguistic science. Its focus is the lexicon of a language, it investigates
the meaning of the words and their mutual relationships, for example: synonyms, antonyms, and

homonyms. (Czech)

In this section, the attention is paid to the vocabulary. Even though this book comes from a
psychological field, there were found no special terms that seemed difficult for understanding. On
the other hand, the book was written in a way to be understood easily. In this case, the common

vocabulary predominates.

The lexicological investigation of the translated text:

a) Vocabulary connected to the particular topic is presented in the following table:

Form an ] ] - )
] ) Negative behaviour Initial assumptions To evaluate people
impression
To process o
) ) Best qualities Body language Appearance
information
] Unpleasant The first
The psychology Mood elevation _ - _
disposition opportunity
o ) Emotional o Active/passive
Social interaction ] ] Rejection
orientation approach
To present yourself  Social generosity To seek attention The introducer
o ) To return the S
First impression Feedback Social initiative

attention

b) The text contains also compounds. A compound is a word created by a combination of two
words, resulting in a word with a new meaning. It is possible to make compounds of all word

classes.
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Underpinning Straightforward
Good-bye Feedback
Self-absorbed Self-focus
To overcome Burdensome
Upbeat Groundwork

c) Also, informal language (so-called colloquial expressions) can be found in the text:

Source )
Text You can jump to Part Il
Target
Text Piesko¢te do druhé casti. (p. 1, par. 4)
ST She was chatty.
TT Byla upovidana. (p. 2, par. 4)
ST Our client, Nancy, a 30-something paralegal,
told us about a pleasant encounter.
Nase 30leta klientka Nancy, ktera pracuje jako
TT asistentka pravnika, nam povéd¢la o svém
piijemném setkani. (p. 9, par. 4)
ST But you just gotta love the snow.
TT Ale snih prosté musi§ milovat. (p. 10, par. 6)
ST Nothing special, puttered around the house.
(an expression of American English)
T Nic zvlastniho, néco jsem doma kutil. (p. 11,
par. 1)

In the table above you can see few examples of informal language. These were not so difficult

for the translation because they are used in everyday speech.

d) An example of an English neologism is included. Neologism refers to words or phrases, that

might be completely new or give new meanings to existing words.
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ST It’s a prequel to a first impression.

TT Je to prequel (piibéh déjove piedchazejici pribéhu, ktery jiz existuje) k prvnimu
dojmu. (p. 14, par. 2)

e) In this sentence, a literary device called ellipsis is used. It is a well-known fact, that the word
‘khaki’ refers to a colour (usually worn by soldiers). Therefore, it is not necessary to include the

actual word ‘colour’ in the sentence:

ST She wasn’t used to wearing khakis.
TT Nebyla zvykla nosit khaki barvy. (p. 17, par. 1)

) The next word belongs to a group of so-called borrowings. Borrowings are words taken from
other languages in their original form without translation. The word ‘entrée’ is a French word

meaning ‘an entry’.

ST You’ve probably been in a situation where, like Jill, you knew no one and didn’t
have an easy entrée to a conversation.

T Pravdépodobné jste byli v situaci, kde jste stejné jako Jill, nikoho neznali a nem¢li
jste jednoduchy vstup do konverzace. (p. 19, par. 4)

3.2.2 Morphology
An important part of linguistic science is also Morphology. It is a study of the words, their
grammatical forms, and how they were created. The first section of linguistic analysis covered

vocabulary; the subsequent text focuses on grammatical structure. (2014)

a) The text contains several examples of direct speech. Direct speech is marked by quotation
marks. In contrast to the Czech language, where the first quotation mark is placed at the bottom of
the line, in English texts both quotations go to the top of the line. Direct speech repeats, or quotes,

the exact words that were spoken. Here are some examples of direct speech from the book:

ST “I feel the same way,” or “I loved that movie too.”

TT ,,Citim to stejné,” nebo ,,Ten film se mi taky libi.“ (p. 9, par. 7)
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b) The text contains also interviews. The authors have decided not to use quotes to differentiate

direct speech, but they rather used a script format, which is known from theatre plays or movie

scripts.
ST NANCY: | used to not exercise at all, but | started taking karate classes last year,
just for the activity. Now I love it, and | just became a green belt.
DEAN: That’s quite an accomplishment! I know a lot of people who put off
starting something they want to try, and now you look like you’re in great shape,
and have a green belt — a force to be reckoned with!
TT NANCY: Dfive jsem viibec necvicila, ale minuly rok jsem zacala chodit na karate,

abych byla n¢jak aktivni. Zboziuji to a zrovna jsem ziskala zeleny pasek.

DEAN: To je tedy Uspéch! Znam hodné lidi, ktefi se snazi vyhnout né¢emu, co

cht&ji zkusit a vy vypadate, ze jste ve skvélé formé a mate zeleny pasek — snaha,

ktera se vyplati! (p. 9, par. 5,6)

c) It is important to mention modal verbs. They differ from regular verbs by not adding -s for

the third person singular (e.g. He might be unsatisfied). In general, they are used in the case of:

e Probability: to make sure something has happened or will happen (His coat is wet, so it
must be raining outside).

e Ability/capability: for expressing someone is able or capable of doing something, words
‘can’ and ‘could’ are used (My sister can swim. When I was young, I could play tennis
well).

e Duty and recommendation: in case we want to express necessity or advice, words ‘must’
or ‘should’ are used (We must get there before noon. Students should pay attention during
classes).

e Authorization/approval: to express that something is not allowed or on the other hand,
allowed; that it is possible to do it, words ‘can’, ‘could’ or ‘may’ are used (Our teacher told

us we could use a dictionary. | can write it on the paper. May | open the window?)

The modal verb most frequently used on the 15 translated pages was the word ‘may’. In
general, it is used in a formal language. Examples of modal verbs from the text are introduced in

the following sentences:
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If you knew that, you would have a _ _
) ) ) - using with a
ST | much better idea of the impression you .
condition
make.

Kdybyste si toho vseho byli védomi,

T 1épe byste mohli odhadnout to, jak
zapusobite. (p. 1, par. 1)

While we can’t make you a mind reader,

we can illuminate some very common
ways people process information about .
ST - capability
others, so that you can have more
insight into how people form an

impression of you as a person.

I kdyZ nejsme schopni ¢ist myslenky,
muZeme objasnit né€kolik velmi Castych
zpusobi, jak lidé zpracovavaji informace
" o ostatnich, tedy Ze je moZné mit vetsi
piehled o tom, jak si lidé o vas jako o

¢lovéku, utvareji dojem. (p. 1, par. 2)

If you initially appear distracted and o
_ - possibility,
self-absorbed, others may ignore your _
ST ) uncertainty
later warmth and interest for a very long

time.

Pokud se z pocatku predstavite jako

roztékani a egocentricti lidé, ostatni

TT
mohou ignorovat vasi pozdéjsi vielost a
zajem velmi dlouhou dobu. (p. 2, par. 6)
- recommendation
ST You should.
TT MEéli byste. (p. 4, par. 3)

(Seonaid)

d) The translated text presents an ideal opportunity to clarify the difference between a gerund

and present participle. Both word forms end in -ing, but they are used in different ways and it is
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crucial to differentiate them. Gerund acts as a noun while present participle is used as an adjective

or a verb with an auxiliary verb (as a part of continuous tense).

e gerund — functions as a noun (My singing cheered him. He blamed me for telling a lie.)

- it can be also modified by an adverb (writing beautifully, driving fast)

ST Realizing that order matters, you may want to show your best qualities before
your less charming ones.

Kdyz si uvédomite dtlezitost potadi, mizete chtit uptfednostnit své nejlepsi
o vlastnosti pied témi mén¢ poutavymi. (p. 4, par. 1)
ST David’s misunderstanding is a common one.
TT Davidovo neporozuméni je bézné. (p. 5, par. 3)
ST It’s like telling strangers that you are interested only in yourself.

Je to jako kdybyste Fekli cizim lidem, Ze jste zaujati pouze sami sebou.

o (p. 7, par. 3)

However, being “safe” is not about conforming and giving up your sense of
ST self.

Nicméng, byt si ,,jisty* neni o tom podobat se ostatnim a vzdat se svych

o vlastnich ideald. (p. 16, par. 5)

e present participle — functions as an adjective to modify a noun, or follow the verb to be, or

acts as a verb
- pre-modifier = a sitting bull
- adjective = You are amazing!

- verb = She was sitting at her desk (part of past continuous tense).

And Chapter 3 presents the key benefits that people seek out in social
ST interactions — feeling appreciated, connected, elevated, and enlightened — and

how providing them makes you more appealing to others. (adjective)

Ve 3. kapitole si predstavime kliCové benefity, které lidé vyhledavaji ve
TT | vzajemné komunikaci. Citi se ocenéni, sjednoceni, duleziti a pouceni a podle

toho, jak tyto benefity poskytujeme, se ostatnim vice zamlouvame. (p.1, par.3)
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ST You’re in the waiting room at your dentist’s office. (pre-modifier)
TT Jste v €ekarné u zubate. (p. 1, par. 5)
ST He was chatting with “Susan” at a café. (verb)
TT Povidal si se ,,Susan“ v jedné kavarné. (p. 5, par. 1)
3.2.3 Syntax

The last part of linguistic analysis is syntax. Syntax represents an arrangement of words or

phrases to create sentences.

The basic element of syntax is a sentence. There are four types of sentences: declarative,
interrogative, imperative and, exclamative. Most of the sentences in the translated text are
declarative. A declarative sentence represents a statement, i.e. it tells us something. Mom offered
me dinner. The movie is really interesting. Interrogative sentences represent a question, used when
we do not know something, or when we are not sure about something. What happened? Were you
there yesterday? Imperative sentences are used to tell someone to do something, to command.
Read that article! Cook dinner! The last sentence type is exclamative and it is used to express

surprise or inner feeling. What a beautiful view! | am so happy!

Sentences in the English language can be simple, compound, or complex. A Simple sentence
contains a verb and a subject and it consists of only one clause. A Compound sentence consists of
two or more independent clauses (basically two or more simple sentences), that can each stand on
its own, but are connected by a conjunction (and, or, for, but, so, yet). A Complex sentence contains
one independent clause and one or more dependent clauses. Considering compound and complex

sentences are more complicated, the following text will focus on them. (Duskova, 1994)

22



What’s really going on in people’s minds when they meet someone new?

ST
Co se ve skute¢nosti déje v lidské mysli, kdyz potkate nékoho nového?
TT | (p. 1, par.1)
- complex sentence (podiadné souvéti)
- the first sentence is the main clause (this clause is independent) and the second
one is dependent clause (it means that it is subordinated to another clause)
- the type of dependent clause is the adverbial clause = in this case it indicates
time (when)
b)
ST She smiles and strikes up a conversation.
Usmiva se a zacne si s vami povidat.
TT 1 (p. 1, par.5)
- compound sentence (soufadné souvéti)
- there are 2 main clauses with the copulative conjunction and
c)
However, if you inadvertently insult them or make them feel ill at ease, they may
ST | project inaccurate negative traits onto you.
Nicméné, pokud je netimyslné¢ urazite nebo se s vami citi Spatn€, naopak od vas
TT | mohou o¢ekavat chybné negativni vlastnosti. (p. 4, par. 3)

- complex sentence with 3 divided sentences
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- the first one with “However” is the main clause and then there are two
dependent clauses with a disjunctive conjunction (or)

- the type of these two dependent clauses is adverbial of condition

d)

ST

If you’re just a little unsure, it can’t hurt to ask a trusted friend for feedback.

TT

Pokud jste si jenom trochu nejisti, neubliZzi vam pozadat duvéryhodného pritele
o zpétnou vazbu. (p. 18, par. 2)

- complex sentence with 2 clauses

- the first one is dependent clause and its type is the adverbial of condition

- the second clause is the main

ST

Because of her expressed interest and respect for him, David naturally assumed
that Susan liked him.

TT

Jelikoz vyjadrila sviij zajem a respekt vii¢i nému, David prirozené predpokladal,
ze se Susan libil. (p. 5, par. 2)

- complex sentence with 3 clauses

- the first one is dependent clause (Because...), the second one is the main clause
and the third one is also dependent

- the clause with “Because” is the adverbial of reason and the last clause with
“that” is nominal declarative clause
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f)

However, in a first conversation, you may not think about how others feel
ST | about themselves.

Nicméné p¥i prvni konverzaci nemusite pfemyslet o tom, jak ostatni vnimaji
sami sebe. (p. 7, par. 1)
- complex sentence with 2 clauses

TT

- the first one is the main clause and the second clause is dependent

- the type of dependent clause is the nominal content declarative

There predominate complex sentences in the text. As you can see in the tables above, there is

mentioned one example of compound sentence to see the difference between these two kinds of

sentences.
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4. Micro analysis

The last part of my thesis includes so-called Microanalysis and its main topic is a comparison
of differences between the English text and the Czech translation. In the following part, the
specific issues that emerged during the translation and that for me caused a certain delay, will be

analysed.

4.1 Since the text contains a high number of complex sentences, the main problem for me
was not the vocabulary, but their translation. The translation was conducted in a way that
preserves the word order as much as possible, but primarily captures the original sense and the

main idea of the sentence.

ST a) The man nodded at her and then, reaching for a plate, turned away, leaving Jill

feeling awkward and conspicuous.

TT Muz ptikyvl a poté, co se natahl pro talif, se vydal pry¢ zanechal Jill
S nepfijemnymi pocity. (p. 19, par. 3)

ST b) Maybe you imagined you knew her lifestyle or values, could predict what she is
like in other situations, and had a good idea of whether you’d enjoy her company

in the future.

TT Nejspis jste si predstavili, Ze znate jeji zivotni styl nebo hodnoty, miizete
predvidat, jak se chova v jinych situacich a umite si predstavit, ze byste

v budoucnu byli radi za jeji spole¢nost. (p. 2, par. 1)

ST c) For example, if you show a warm interest in people on a first meeting, as the
woman in the waiting room did, they may form an impression of you as an
engaging and connecting person, and not notice or not care later if you are

distracted or self-absorbed.

TT Naptiklad, pokud ukdzete lidem viely z4jem pii prvnim setkani tak, jako zena
Vv ¢ekarng, 1idé si o vas mohou vytvoftit takovy dojem, Ze jste okouzlujici a poutavy
¢lovek a nepovSimnou si nebo se pozdé€ji nezajimaji o vasi nervozitu nebo

egocentri¢nost. (p. 2, par. 6)

4.2 Even though the text did not contain many psychological terms, the ones included
represented another obstacle. In order to make the terms easier to comprehend for Czech readers,

| have decided to translate them into the Czech language and put them in quotation marks.
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Halo and Horns (Michelle, 2016)

ST a) This is called the “halo effect.” People also tend to see negative traits in the same

manner — the “horns effect.”

TT To se nazyva ,.efekt svatozare. “ Lidé maji tendenci vidét negativni rysy stejnym

zpusobem — ,,efekt rohi.* (p. 3, par. 5)

In the following case, | have decided not to translate the given words into the Czech language.

They represent the name of a company, and the translation is, therefore, not necessary.

ST b) David, a First Impressions client, is a Wall Street analyst.

TT David, klient First Impressions, je analytik z Wall Street. (p. 5, par. 1)

(Demarais)

The translated text also mentions the “People” magazine, which is very well-known in English

speaking countries. For this reason, | have decided to keep the original version of its name.

ST c) She talks about the People magazine cover story, and comments on how quiet the

waiting room tends to be — considering what’s going on inside.

TT Vypravi o titulnim pribéhu magazinu ,, the People* a komentuje ticho, které byva

V cekdrné — vzhledem k tomu, co se déje uvnitr. (p. 1, par. 5)

4.3 The text includes a high number of pronouns and in this part of the translation, | have

encountered problems with reflexive pronouns, that have no direct translation into the Czech

language.

ST a) Perhaps you can remember an interaction with someone who made you feel really

good about yourself, when you felt respected, valued, and understood.

TT Mozna si vybavite komunikaci s clovékem, diky kterému jste se citili dobfre,

respektovani, uznavani a pochopeni. (p. 4, par. 2)
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ST b) David liked Susan, Susan made him feel good about himself, respected for his
ideas, and understood.
TT Davidovi se Susan zalibila, citil se sni dobfe, respektovany za své napady a

pochopeny. (p. 5, par. 1)

The problematic of differentiation between male and female gender is an issue often
encountered in the English language. In case we are not sure about the specific sex of a person, we
use the pronoun they. If this issue is a part of a written text, we use pronouns he or she. In the

following example, the authors have decided to use the pronoun he, although they did not know,

what gender the person was.

ST c) If you meet someone who seems angry, you may think he is an angry person in
general. You may not stop to consider whether something has just happened to make
him act that way.

TT Kdyz se setkate s nékym, kdo vypada rozzloben¢, mizete se domnivat, Ze je takovy

neustale. Nepfemyslite nad tim, jestli se té doty¢né osobé néco nestalo a z toho

duvodu takto jedna. (p. 3, par. 4)

The second example shows the authors* decision to use the female gender pronoun she.

ST d) Everyone likes to feel appreciated and affirmed. You show appreciation when
you let someone know that you understand and respect her for her positive
qualities.

TT VSsichni se radi citi pochopen¢ a jisté. Projevujete uznani tim, kdyz davate najevo
porozuméni a respekt pro pozitivni vlastnosti ostatnich. (p. 9, par. 3)

4.4 Another difference between the Czech and English languages | have come across is the
format of the chapter titles. In the original version, the number is written behind the word chapter;

but in the Czech language, the ordinal numbers are preferred. The same problem occurs in

distinguishing different parts of the book.
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ST a) Chapter 1 describes how people form impressions — that is, how people take a

small sample of you and use that to filter all future information about you.

TT 1. kapitola popisuje, jak lidé utvareji dojmy. To znamena, Ze pozoruji nepatrnou

Cast z vas a tu poté pouziji, aby o vas prefiltrovali veSkeré budouci informace. (p.1,

par. 3)

4.5 An important aspect of the English to Czech translation is the verb tense difference. The
following example represents the contrast between a grammatically precise structure and the

correct translation.

ST a) “I knew from the first moment I met him that he was...”

TT Od prvni chvile, co jsem ho potkal, jsem védél, ze je...* (p. 3, par. 3)

4.6 Another significant difference between the Czech and English languages is punctuation. In
general, in the Czech language the commas are placed in front of conjunctions. In English, the
grammatical rules for commas usage are different. During the translation, | tended to copy the
commas from the original text directly to the Czech version. During the revision of the translated

text | have realized how different the rules for using commas in the two languages are.

The next example demonstrates the difference of comma usage for English conjunction that.
The Czech translation of this conjunction is Ze, but on the contrary to English, the Czech language

uses a comma before it.

ST a) Of course, an active style does not guarantee that others will always include you

in a conversation or group.

TT Samoziejmé& aktivni styl nezaruCuje, Ze Ostatni vas pokazdé zahrnou do své

konverzace nebo skupiny. (p. 20, par. 2)

Mistakes are also often made in the next example of the punctuation problematic. In the Czech
language a comma is used before the conjunction only in a few cases. In the comparison with
English can be noticed, that punctuation before the conjunction and is necessary if it joins two

clauses (i.e. the following part of the sentence includes a verb). In the case of this sentence: Once
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you feel comfortable enough with a new situation and a new person, you commonly relax your

self-focus. — the comma before and conjunction should not be used.

A similar rule applies to the English conjunction because. In Czech is basically unimaginable
to write the word jelikoz without using a comma. Therefore, in order to avoid mistakes, it is

important to properly focus on these differences.

ST b) The consultant pointed out that she, as “Susan,* felt informed by David’s ideas,
but she also felt that David didn’t care about her very much because he never
showed any interest in her, never asked her about herself or her opinions, and made
no effort to connect with her.

TT Konzultant poukazal na to, ze Susan citila od Davida ptijem novych poznatkd, ale
také citila, ze ona Davida pftili§ nezajima, jelikoz nikdy nedal najevo sviij zajem o
ni, nikdy se Susan nezeptal na jeji nazory a nevynalozil Zadné Usili, aby se s ni

sblizil. (p. 5, par. 2)

When it comes to conditional dependent clauses, the usage of commas in the Czech language
is a must. But again, English has an exception. If the sentence begins with the conditional If, the
comma is used before the next clause (for example If | were you, | would not go there). However,
the following example does not begin with the conditional sentence, therefore, there are no

commas in this sentence (on the contrary to the Czech translation).

ST ¢) You can make others feel good after interacting with you if you appreciate them
for who they are, connect to them, elevate their mood, and stimulate them with new

ideas and perspectives.

TT MiiZete ostatni pfimét, aby se citili dobfe po komunikaci s vami, pokud je uznavate
za to, jaci jsou, propojite se s nimi, zlepSujete jim naladu a povzbuzujete je novymi

napady a vyhlidkami. (p. 11, par. 3)

4.7 For me, another obstacles were expressions containing the word make. As the following
example shows, there are significant differences between the Czech translation and the original

text.
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ST

a) People like it because it makes them feel understood and provides them with a
sense of belonging.

TT

Lidé to maji radi, protoze se citi pochopeni a ziskavaji pocit, ze nékam patfi. (p. 10,

par. 1)

ST

b) So, if you make others feel special and put them in a good mood, you will be
more socially desirable than others who don’t provide them with such positive

feelings.

TT

Tedy, pokud se s vami ostatni citi vyjimecné a maji dobrou naladu, budete ve
spolecnosti daleko vice zaddani nez ti, ktefi jim nenabizeji takové pozitivni pocity.

(p. 7, par. 4)

4.8 In the following sentence, adjectives ‘warm and cold’ do not describe the actual body

temperature of the person in question, but the way he or she behaves in a particular situation (for

example whether they are kind and friendly, or shy and anti-social).

ST a) They asked each participant to rate how warm or cold they thought they came
across.
TT Pozédali kazdého ucastnika, aby hodnotili to, jestli pisobi vi‘ele nebo chladné.

(p. 15, par. 5)

4.9 The English language differentiates between countable and uncountable nouns.

“The distinction between countable and uncountable nouns is fundamental in English, for only
by distinguishing between the two can we understand when to use singular or plural forms and

when to use the indefinite, definite and zero articles or the appropriate quantifier.” (Longman,
1988)

Proper nouns — Indonesia, Chicago, Andrew, Sunday

Abstract nouns — we can imagine them, but cannot be touched

countable: a hope, an idea, a remark

uncountable: happiness, anxiety

Concrete nouns — we can see them
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countable: a daughter, a book, a computer, a slice

uncountable: sugar, oil, rice (Longman, 1988)

The following table presents a typical example of the difference in countability in English and
Czech. In English, the word information is uncountable, therefore it is possible to use it for
example like this: | gave him a piece of information. She heard a lot of information. On the other

hand, in the Czech language, the usage of the plural form of informace is highly common.

ST a) You satisfy their needs when you show appreciation for their positive qualities,
make them feel connected, put them in an elevated mood, and enlighten them with

information and ideas.

TT Uspokojite jejich potieby, kdyz date najevo uznani za jejich pozitivni vlastnosti,
vzbudite pocit, ze jste s nimi propojeni, zlepSujete jim ndladu a predavate jim

informace a napady. (p. 12, par. 4)

ST b) Strangers may take in a lot of information — how you move, how you talk, how

you engage with others-before they ever actually meet or speak with you.

TT Cizi lidé mohou pfijmout velké mnozstvi informaci — jak se pohybujete, jak

mluvite, jak pritahujete pozornost ostatnich — a to jesté pied tim, nez se s nimi

setkate nebo s nimi mluvite. (p. 14, par. 2)

In the English example, we can see the word behaviours in plural form. The Czech language
barely ever uses the word chovdni in the countable form. In case we would want to express the
plural, it would look like this: V knize je popsdano nékolik typii chovani. The book describes several

types of behaviour.

ST c) In Part Il we show how these psychological principles play out in the real world
and outline the seven fundamentals of first impressions and the specific behaviours

that communicate them.

TT Ve 2. ¢asti vam ukdzeme, jak psychologické principy funguji ve skutecném svété a
popisuji sedm zakladl prvnich dojmi a specifického chovani pii komunikaci.

(p. 13, par. 1)
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4.10 | was not entirely sure about the correct translation of the compound words. Compound

words are composed of two or more words; however, | have decided to choose simpler expressions.

ST a) Do map-carrying out-of-towners seem to pick you to ask where they can find
the closest subway?

TT Vybiraji si vas cizinci S mapou, aby se zeptali na nejblizsi metro? (p. 13, par. 3)

ST b) In a romantic one-on-one interaction, you may desire, and wish to fulfil, feelings
of appreciation and connection.

TT Pt1 individualni romantické komunikaci miZete touZit po naplnéni, pocitech uznani

a propojeni. (p. 11, par. 3)

ST c) If you sport the cotton-shirt-and-sneakers look, you may think you come across

hip and casual, but others may think you’re a nerd.

TT Pokud nosite bavinéné tricko a tenisky, nejspis vypadate neformalné, ale ostatni si

mohou myslet, Ze jste védator. (p. 18, par. 2)
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5. Target text

Prvni ¢ast — Psychologie prvniho dojmu

Co se ve skute¢nosti déje v lidské mysli, kdyZ potkate nékoho nového
? Ceho si poviimnete? Co si myslite? Kdybyste si toho vieho byli védomi, lépe byste

mohli odhadnout to, jak zapusobite

I kdyZ nejsme schopni ¢ist mySlenky, miZeme objasnit nékolik velmi ¢astych zpisobi,
jak lidé zpracovavaji informace o ostatnich, tedy Ze je mozné mit vétSi prehled o tom, jak si

lidé o vas jako o €lovéku, utvareji dojem

Psychologie prvniho dojmu je jednoducha, ale ne vzdy zfejma. V nasledujici ¢asti nastinime
tyto jednoduché psychologické procesy. 1. kapitola popisuje, jak lidé utvareji dojmy. To
znamena, Ze pozoruji nepatrnou cast z vas a tu poté pouziji, aby o vas prefiltrovali veSkeré
budouci informace (mikroanalyza —4.4.a). 2. kapitola vam ukaze emocionalni podstaty prvnich
dojmti a zvlasté, jak se zaméfit na to, co si ostatni o sobé mysli, coz je tajemstvi, diky kterému
vytvorime pozitivni prvni dojem. Ve 3. kapitole si predstavime klicové benefity, které lidé
vyhledavaji ve vzajemné komunikaci. Citi se ocenéni, sjednoceni, diileziti a pouceni a podle

toho, jak tyto benefity poskytujeme, se ostatnim vice zamlouvame

Tato Cast je pro zajemce o psychologii. Pokud byste chtéli teorii vynechat, presko¢te do druhé
casti kde piedstavujeme specifické a praktické aspekty prvnich

dojmi.
JEDNA — Jak jsou prvni dojmy utvaieny

Jste v ekdrné u zubare Prijde jedna Zena a posadi se vedle
vds. Usmivd se a zacne si s vami povidat Vypravi o titulnim pribéhu
magazinu The People a komentuje ticho, které byvd v éekdrné — vzhledem K tomu, co se déje
uvniti- (mikroanalyza — 4.2.C). Pta se na vas a vypravi pribéh o nécem, co se ji prihodilo drive
toho dne. Uvédomite si, zZe si opravdu uzZivate spolecnost této zZeny, je vtipnd a je snadné s ni
navazat hovor. Umite si predstavit byt s ni kamarddka. O deset minut pozdeji vis pozvou do

ordinace a rozloucite se.

34



Zazili jste nekdy podobné setkani? Jak jste se s nékym v kratkosti seznamili a byli jste
zanechdni s pocitem, ze byste si s timto ¢lovékem rozuméli? Pouze tim zplGsobem, jakym mluvila
a jak na vas reagovala, jste o ni ziskali povédomi. Nejspis jste si predstavili, Ze znate jeji Zivotni
styl nebo hodnoty, umite predvidat, jak se chova v jinych situacich a umite si predstavit, Ze
byste v budoucnu byli radi za jeji spole¢nost (mikroanalyza —4.1.b). Z kratké komunikace jste

porozuméli nékomu, koho jste pravé poznali.

Jak k tomu doslo? Jakym zptisobem jste pievzali malé mnozstvi informaci a vytvofili si daleko
vetsi obrazek? Znalost psychologie o prvnich dojmech — jak to funguje a jak to miizeme pouzit —

vam poskytuje navod rozhodnout se, jak sami sebe chcete prezentovat.

Druzi z vas vidi pouze nepatrnou ¢ast pii prvnim dojmu, nepatrné procento vaSeho Zivota.
Jenze pro né tato ¢ast predstavuje 100 % toho, co o vas védi. Zatimco jste méli spoustu zivotnich
zazitkl — znate cely rozsah svych emoci, chovéni, tuzeb a obav — cizi lidé o vas nevi vibec nic.
Tato nepatrna ¢ast z vas je vSechno, s ¢im oni musi pracovat, a zatim nevédomky predpokladaji,

7e ta Cast tvoii pfesné vyobrazeni o vas.

Zamyslete se nad Zenou u zubafe, kterou jsme pravé piedstavili. Byla upovidana
plna zivota a pozorna. V tento moment. Jelikoz to je ale jedina

zkuSenost s ni, tak predpokladate, ze takova je neustale. Proc byste si mysleli néco jiného?

Psychologické vyzkumy ukazaly, Ze lidé zvazuji vychozi informace podrobnéji nez ty pozd¢jsi
pii hodnoceni ostatnich. Je to jednoduché: Prvni informace, které lidé o nécem piijmou — 0
¢lovéku, misté, napadu — ovliviuji zplisob, jakym zpracovavaji pozd¢jsi informace. Jinymi slovy

lidé radéji uveti tomu, ze prvni informace, které se dozvi, jsou pravdivé.

Napriklad, pokud ukazZete lidem viely zdjem pri prvnim setkani tak, jako Zena v ¢ekarné,
lidé si o vas mohou vytvorit takovy dojem, Ze jste okouzlujici a poutavy clovék a
nepovSimnou si nebo se pozdéji nezajimaji o vaSi nervozitu nebo egocentri¢nost
(mikroanalyza — 4.1.c). Negativni po¢ateéni informace je dokonce zvazovana peclivéji. Pokud
se z pocatku predstavite jako roztékani a egocentricti lidé, ostatni mohou ignorovat vasi
pozdéjsi vielost a zdjem velmi dlouhou dobu Muze to

vyzadovat mnoho pozitivniho chovani, abyste piekonali vliv toho negativniho na zacatku.
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Filtr

Prvni dojem je jako filtr. Zde je uvedeno, jak si ostatni o vas utvaii nazor:
1. Lidé pfijmou pocateéni informaci — pozoruji fe¢ vaseho téla, co fikate a jak reagujete.

2. Na zékladé této pocatecni informace si utvaieji dojem a rozhoduji se, jaci jste a jaké chovani

od vas v budoucnu maji o¢ekavat.

3. Poté vas vnimaji skrz tento filtr. VSichni se domnivaji, Ze umi hodnotit povahu a mysli si
»Od prvni chvile, co jsem ho potkal, jsem védél, Ze je...“ (mikroanalyza — 4.5.a). Vyhledavaji
informace, které jsou shodné s jejich prvnim dojmem a nezabyvaji se, nebo dokonce ignoruji

chovani, které se neshoduje s jejich dojmem o vés.

Omyly filtrovani
Osobnost nebo Situace?

Piestoze filtr umoznuje lidem rychle porozumét informaci, v tomto procesu se vyskytuje
nékolik castych omyld. Naptiklad lidé maji tendence vidét chovani nezndmé osoby jako ndznak
povahy nebo osobnosti jedince ve vSech situacich, pfitom tomu tak byt nemusi. KdyzZ se setkate
s nékym, kdo vypada rozzlobené, miZete se domnivat, Ze je takovy neustale. Nepiemyslite
nad tim, jestli se té doty¢né osobé néco nestalo a z toho divodu takto jedna (mikroanalyza —
4.3.c). Mozna ji jenom nékdo rozzlobil po cesté nebo se pravé dozvédeéla néjakou Spatnou zpravu.
Je to zasadni omyl, ktery délame vSichni. Mame tendence vidét chovani ostatnich jako ndznak
osobnosti nebo povah ve vSech situacich, spise nez vysledek docasné vnéjsi situace. Nicméne¢ toto
neni zpusob, jakym vnimame naSe vlastni chovani. Kdyz jsme rozzlobeni, pravdépodobné to

prisuzujeme dané situaci, nikoli naSim osobnostnim rysim.

»Svatozaf a Rohy*

Dalsi omyl, ktery lidé délaji nastava v ptipadé, Ze osoba s jednim pozitivnim rysem ma také
skupinu jinych pozitivnich rysi, které on nebo ona mit nemusi. Naptiklad miizete predpokladat,
ze nékdo, kdo se zda byt optimisticky, je také chytry, oblibeny a uspésny, i kdyz jste se u této
osoby s témito vlastnostmi nikdy nesetkali. To se nazyva ,,efekt svatozaie.“ Lidé maji tendenci
vidét negativni rysy stejnym zpisobem — ,,efekt rohu.“ (mikroanalyza — 4.2.a). Naptiklad

muzeme piedpokladat, ze n¢kdo, kdo si ptilis stézuje, je zaroven nudny, nespolecensky a slaby.
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Pokud porozumite témto Castym omyliim vnimadni, stane se pro vas jednodussi porozumeét
dojmiim, které si o vas ostatni utvaieji pii prvnim setkdni. A mizete byt v lepsi pozici, abyste
predstavili pfesny obrazek sebe sama. Pokud si uvédomite, Ze ostatni berou v uvahu to dfive
zpozorované nepatrné procento z vas, odrazejici 100 % vasi osobnosti, mizete si poté davat pozor
na informace, které o sobé predstavite. KdyZ si uvédomite dilezitost poiradi, miiZete chtit
uprednostnit své nejlepsi vlastnosti pied témi méné poutavymi

Védomi toho, ze lidé maji tendence predpokladat, ze mate skupinu rysi zalozené na
jednotlivém chovani, vam pomuze zvolit si skupinu téch, do kterych budete zatfazeni. Jinymi slovy,
pokud vite, jak budete vnimani a rozdéleni, mizete 1épe kontrolovat vytvoreny dojem a ujistit se,

7e reprezentujete své skutecné ja.

DVA — Jak se diky vam ostatni citi

Mozna si vybavite komunikaci s €lovékem, diky kterému jste se citili dobie, respektovani,
uznavani a pochopeni (mikroanalyza — 4.3.a). Nyni si zkuste vzpomenout na dobu, kdy néci

slova nebo jednani vedlo k tomu, ze jste se citili Spatné — urazeni, neatraktivni nebo odcizeni.

Pfemyslite nad pocity ostatnich poté, co s vami mluvili? Méli byste
ProtoZze to, co tfikate a d€late ovliviuje styl, jakym lidé vnimaji sami sebe. Zv1asté
dualezité je, jak se lidé citi po kontaktu s vami pii prvnim setkani, jelikoz to ovlivni to, jak vas
vnimaji v dany moment a mozna napotad. Je to prosté: Pokud se lidé ve vasi pfitomnosti citi
pochopeni a §tastni, mohou se s vami citit pfijemné, jelikoZz od vés tento dobry pocit budou
ocekavat. Nicméné, pokud je neimysiné urazite nebo se s vami citi Spatné, naopak od vas
mohou ocekavat chybné negativni vlastnosti Pfinejmensim si

s vami budou dobré nebo Spatné pocity spojovat.

Tato kapitola ukazuje, jak se s témito emocemi vypotadat i béhem velmi kratké komunikace a
vysvétluje rizné zplsoby, jak se na vase emoce zaméfit. 3. kapitola podrobné&ji popisuje vyznam
toho, kdyz se s vami ostatni pti prvnim setkéani citi dobfe — to znamend uspokojeni podstatnych
véci, které lidé ocekévaji pfi spolecenské komunikaci: uznéni, sjednoceni, zlepSeni nalady a
pouceni. 2. ¢ast se zabyva tim, pro jaké typy chovani jsou tyto pocity specifické a jak uspokojuji

u ostatnich podstatné touhy.
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Ctyii zptisoby zaméfeni

David, klient First Impressions, je analytik z Wall Street (mikroanalyza — 4.2.b). Povidal
si se ,,Susan® v jedné kavarné V priibéhu jejich konverzace
David vypravél o svém z4jmu historie New Yorku a také Susan povidal o ptednaskach, kde tento
predmét absolvoval. Vypravél ji o védecké studii, kterou psal o politické historii mésta. Susan
vyjadiila kompliment za jeho iniciativu a piehled. Rekla, Ze by si jeho praci rada piedetla. David
ji vysvétlil par klicovych bodi ve své praci. Davidovi se Susan zalibila, citil se s ni dobfe,

respektovany za své napady a pochopeny (mikroanalyza — 4.3.b).

Jelikoz vyjadrila sviij zajem a respekt vii¢i nému, David prirozené predpokladal, Ze se
Susan libil Jenze David nepfemyslel o tom, jak se Susan diky nému
citila. Kdyz mu konzultant polozil otdzku na toto téma pii setkani kvuli zpétné vazbé, David
pfiznal, Ze o tom b&hem fingované schizky neptemyslel. Pravé kdyz se citil dobfe on tak
predpokladal, Ze ona také. Konzultant poukazal na to, Ze Susan citila od Davida prijem novych
poznatku, ale také citila, Ze ona Davida prili$ nezajima, jelikoZ nikdy nedal najevo sviij zajem
o ni, nikdy se Susan nezeptal na jeji nazory a nevynalozil Zadné usili, aby se s ni sblizil

(mikroanalyza — 4.6.b).

Davidovo neporozumeéni je bézné Casto se domnivame, Ze
pokud se dobte bavime, tak ta osoba s nami se bavi také. Je to proto, ze kdyz se s nékym setkate
poprvé, Casto se zaméfujete na to, co fikate a o cem mluvite. Jenze jak zaplsobite na ostatni je
méné o tom, co fikate nebo jak se citite a vice o pocitech lidi ve vasi ptitomnosti. Kazda prvni
komunikace miize mit emocionalni vliv na oba jedince, dokonce i neformalni konverzace

s neznamym clovékem na ulici nebo na vecirku.
Existuje jednoduchy zptsob, jak vnimat rtizné emoce, které se objevuji. Komunikace muze
ovlivnit:
1. Jak vnimate sami sebe
2. Jak vnimate jinou osobu
3. Jak vas vnima jina osoba

4. Jak jind osoba vnima sama sebe
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1. zamé&feni: Jak vnimate sami sebe

Toto je ¢asté zaméieni v novych situacich. Povidate si s nékym na vecirku nebo na schiizce a
pozorujete své pocity — jestli se citite pohodlng, povzbuzeni, znudéné€, nervozné, vystrasené¢ a
podobné. Je to bézné, nelze se tomu vyhnout a je to jisté zajimavé a dilezité pro nas vSechny.
Déavaji vam rady, jak komunikovat s lidmi, jaké situace vyhledavate a s kym se chcete stykat.
V tomto ptipadé se David citil sebevédomé, pochopené, poskytoval informace a chtél pokracovat

v konverzaci se Susan.

2. zaméteni: Jak vnimate jinou osobu

Jakmile se citite dostate¢n¢ pohodIné v nové situaci a s novou osobou, vétSinou se uvolnite a
zamg¢fite svou emocionalni pozornost na to, jak vnimate ostatni. Hodnotite ostatni na zaklad¢ toho,
jak na vas ptisobi, co tikaji a d€laji. Rychle se rozhodujete ohledné jejich osobnosti, jak moc se
vam zamlouvaji a tak podobné. Jak se jiz prodiskutovalo v 1. kapitole, je to pfirozeny a Casto
neumyslny tkaz. David si rychle uvédomil, Ze se mu Susan libi, citil, Ze s nim sdili jeho ndzory a

postoje.

3. zaméfeni: Jak vas vnimaji ostatni

Vytvaret dobry dojem znamena pfimét ostatni, aby se s vami citili pozitivné — to znamena, ze
byste se méli zaméfit na to, jak se s vami jind osoba citi. A to je obvykle v situacich, ve kterych
chcete nékoho zdmérné zaujmout nebo vite, ze vas hodnoti — jako naptiklad pti prvnim kontaktu
s klientem nebo na prvni schlizce. Béhem komunikace si mizete povSimnout, jestli se jina osoba
usmivd a vénuje vam pozornost, sméje se vasim zertim a dava najevo, Ze je soucasti vasi
komunikace. Nebo si miizete pozdéji uvédomit a zkusit ohodnotit zptisob dojmu, ktery jste

vytvofili. David nepfemyslel o tom, jak ho Susan vnimala. Déaval pfednost tomu, jak se citil on.

4. zaméteni: Jak jind osoba vnimé sama sebe

Nemusite si uvédomovat, jak silné miizete ovlivnit pocity ostatnich a zvlasté, jak vnimaji sami
sebe. Samoziejmée jste si védomi toho, Ze miiZzete n€koho bavit nebo nudit, ale pfemyslite o tom,
jak mizete pfimét danou osobu, aby se citila sebevédomé nebo chytte? Je to diilezité, protoze to,
jak lidé vnimaji sami sebe poté, co s vdmi komunikovali, ovlivni to, jak vnimaji vas. 4. zaméteni
je ze vSech Ctyf emocionalnich zaméfeni nejvice opomijené. Premyslite za normélnich okolnosti,

jaky emocionalni vliv mate na ostatni? Zanechava v ostatnich konverzace dobry pocit?
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Kdyz jste s lidmi, které dobfe znate, mizete si bez vahani uvédomit, jak se citi — a snazit se je
pfimét, aby se citili dobfe. Naptiklad mtzete slozit kompliment kamaradovi za jeho vateni, protoze
vite, ze je to pro n¢j dulezité a chcete, aby se citil sebevédomé. Nicméné p¥i prvni konverzaci
nemusite premyslet o tom, jak ostatni vnimaji sami sebe Je to
mozna proto, Ze je neznate a nemuizete snadno rozpoznat jejich emociondlni potieby. A z rozpakt
pfi prvnim setkani jste tfeba rozruseni z vasich vlastnich pocitli a potieb. PovSimli jsme si, ze nasi

klienti se vice soustfedi na 1., 2. a 3. zaméfeni neZ na 4. zaméfeni.

Orientace v ramci 4. zaméfeni (jak ostatni vnimaji sami sebe) je tajemstvim k vytvoreni
pozitivniho prvniho dojmu. JelikoZ to neni zfejmé, nejedna se o automatickou emocionalni
orientaci. Nevstoupi vam do podvédomi jako pocity. VyZaduje se zamérny umysl spolecné
s proménlivou pozornosti. Jestli je moZné odpoutat se od svych vlastnich pocitii, aby se ostatni
citili dobte, budete pravdépodobné schopni vytvoftit lepsi prvni dojem. Napiiklad David opomenul
premyslet nad tim, jak se Susan citila a jak vnimala sama sebe. Ve vysledku nevytvotil takovy
dojem, jaky myslel nebo nedostal reakci, kterou ocekaval. Byli jsme svédky mnoha nedorozuméni

kviili opomenuti 4. zaméteni.

Po vas: Spolecenska velkorysost

4. zaméfeni je forma spolecenské velkorysosti. Obvykle to znamena byt ,,pfijemny.* Znamena
to, Zze uprednostnite potieby a pocity ostatnich pired svymi vlastnimi. Zatimco vztahy jsou o
vzajemném naplnéni potieb, prvni dojmy jsou o pochopeni potieb ostatnich. Kdyz se s nékym
setkate poprvé, je to kratky, ale dilezity moment. Jakmile date své vlastni potfeby stranou pro
tento moment a zaméfite vaSi pozornost na toho druhého, davate tim najevo velkorysost a
nesobeckost. Pokud tak neucinite, mize to vypadat, Zze to neumite a ze muzete predstavovat
emocionalni pfitéZ. Zkratka n€kdo, koho vycerpava to, ze tam je. Je to jako kdybyste Fekli cizim
lidem, Ze jste zaujati pouze sami sebou nebo Ze mate néjaké neuspokojené potreby, které

doufite, Ze budou témi lidmi uspokojeny

ROZVAHA

Byt velkorysy ve spole¢nosti ma ve svété své vyhody. Lidé vas nevédomky hodnoti pomoci
spolecenskych benefitii, které poskytujete a porovnavaji je s ,,vydaji* ve spolecnosti, které jste
zapricinili. Podle teorie spolecenskych zdmén lidé vyhledavaji ostatni podle toho, jestli jim
nabizeji pocity a benefity, po kterych touzi a ¢im vice jsou tyto benefity poskytovany, tim vice
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jsou lidé zadani. Tedy, pokud se s vami ostatni citi vyjime¢né a maji dobrou naladu, budete
ve spolefnosti daleko vice Zadani neZ ti, kteFi jim nenabizeji takové pozitivni pocity
(mikroanalyza — 4.7.b). Budete méné oblibeni, pokud zapficinite ,,vydaje* ve spolecnosti — tedy
pokud odepftete ostatnim pozadované benefity naptiklad tim, Ze jim neporozumite, jsou kvtli vam

ve Spatné nalad¢ nebo je nudite.

Dulezitym prvkem spolecenské proménlivosti je fakt, ze pfedstavuje vymeénu. Hodnotime a
jsme hodnoceni pomoci benefiti, které ostatnim poskytujeme. Mlize to znit neosobné, ale lidské
chovani je toho ditkkazem. A ignorovat tento fakt znamena nechat si ujit dillezitou ¢ast bézné a

podstatné lidské dynamiky.

Kdyz chcete najit ptitele, muZe, Zenu nebo zaméstnance, libi se vam pocit, ze dostavate co
mozna nejvice. VSichni si uzivaji spolecnost nékoho, s kym radi travi cas, kdo je pro né¢ dobry,
respektuje je a ma minimalni pocet negativnich vlastnosti. Pfemyslejte o n€ékom, s kym jste radi.
Jaké spolecenské benefity tato osoba nabizi? Jak se s ni citite? PfemysSlejte o néckom, kdo je

spolecensky slozity. Jaké obtiznosti zpusobuje?

ZISKANI TOHO, CO CHCETE

Pokud vynalozite svou veskerou energii na to, aby se s vdmi ostatni citili dobte, co vy? Jste si
jisti, ze dostanete to, co chcete? Ackoliv jste se tim pfiliS nezabyvali (az do tohoto okamziku),
pravdépodobné vite, co byste radi ziskali z komunikace s ostatnimi. Muzete si uzivat pfitomnost
lidi, ktefi vas dokazou rozesmat. Miize se vam zamlouvat sdileni informaci o sob¢, protoze se citite
pochopeni nebo si uzivat povidani o své praci, protoZze vam to umoziuje citit se vyjimecné. Jak se

vam dafii ziskavat to, co chcete, zatimco soustiedite svou energii na ostatni?

Paradox je, Ze nejkratsi cesta k dosazeni toho pozadovaného, je dat pfednost ostatnim. Je to
pravda. Cim vice naslouchate a zapojujete se, tim pravdépodobn&;jsi je, Ze ostatni vam pozornost
vrati. Prvni komunikace muize byt ptilezitosti pro dva lidi zazit pfijemny moment nebo to mize
byt zacatek pratelstvi, spolecenského sjednoceni, pracovniho vztahu nebo milostného poméru.
Pokud se rozhodnete byt velkorysi a berete v uvahu potieby ostatnich, dosdhnete vzajemného
uspokojeni. Tim, ze date najevo spolecenskou velkorysost, si ziskate ptizen u ostatnich a umozuje

vam to sezndmit se. Dava vam to vice sily dosdhnout vztahu, ktery chcete — a miZete se pozdéji

rozhodnout, jestli ziskate zpét, co chcete nebo potiebujete.
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TRI

Ctyfi univerzalni spoledenské dary

Nyni znate vyznam toho, kdyz se zaméfujete na pocity ostatnich. Nemusite ale konkrétné

veédét, jak ve spolecnosti ptsobit velkoryse. Co lidé piesné chtéji?

Zatimco se odlisuji svymi touhami a pozadavky, existuje nékolik dulezitych spolecenskych
dart, které jsou univerzalni. Jsou jimi: uznani, spojeni, povzneseni a pouceni. Pokud jste si

védomi, které z nich poskytujete a které ne, budete mit dobrou ptfedstavu o vytvofeném dojmu.

UZNANTI

VSichni se radi citi pochopené a jisté. Projevujete uznani tim, kdyZ davate najevo
porozuméni a respekt pro pozitivni vlastnosti ostatnich (mikroanalyza — 4.3.d). Naptiklad
pokud ostatnim ptimo nebo nepiimo sd€lite, Ze jsou talentovani, vtipni, chytti nebo atraktivni, citi

se hrdé v souvislosti s danou vlastnosti a budou se celkové citit dobfie.

NasSe 30leta klientka Nancy, ktera pracuje jako asistentka pravnika, nam povédéla o svém
prijemném setkani s Deanem, 30letym architektem, se kterym
se potkala na vec¢irku svého zndmého. V prubéhu konverzace byla Nancy Stastnd, jelikoz dostavala

nejvice ze Ctyt spolecenskych darti.

Zde je uvedeno, jak Dean projevil svoje uznani k Nancy:

NANCY: Diive jsem viibec necvicila, ale minuly rok jsem zacala chodit na karate, abych

byla néjak aktivni. ZboZiiuji to a zrovna jsem ziskala zeleny pasek.

DEAN: To je tedy uspéch! Znam hodné lidi, ktefi se snazi vyhnout néemu, co chtéji

zkusit a vy vypadate, Ze jste ve skvélé formé a mate zeleny pasek — snaha, ktera se vyplati!

SPOJENI

Spojeni je o nalezeni toho, co s kym mate spole¢ného. MliZe to byt spole¢ny pfitel, spolecné
zajmy nebo podobné zazitky. MiZe to byt tak snadné jako poukazani na stejné nazory nebo pocity,

jako tteba ,,Citim to stejné,” nebo ,,Ten film se mi taky libi.*
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V podstaté fikate ,,Libi§ se mi.” Lidé to maji radi, protoZe se citi pochopeni a ziskavaji pocit,
Ze nékam patfi (mikroanalyza — 4.7.a).

Zde je uvedeno, jak Dean projevil své spojeni s Nancy:

NANCY: Moc se mi libi detektivni ptibehy a knizky o skute¢ném zloCinu, thrillery a tak.

DEAN: Mg taky! Miluji Johna Grishama, Jamese Pattersona a Sue Grafton. Cetla jste je?
S n¢kolika prateli si je navzajem predavame. Také Vam néjaké poslu, pokud cheete.
POVZNESEN{

Je normalni, Ze 1idé chtéji byt v dobré nalad€, smat se a citit se povznesené — a jsou pritahovani
k t€ém, ktefi v nich takové pocity vzbuzuji. Nemusite byt komedianti. Mizete zvednout ostatnim
naladu mnoha zplisoby, jako ismévem, vasi pfitomnosti v daném okamziku, dale tim, Ze jednate

hravé nebo zabavné a soustiedite se na pozitivni a radostné elementy v situaci.
Zde je uvedeno, jak Dean mohl zlepsit Nancy naladu:
NANCY: Teda, tady venku je takova zima. Nesnasim tohle pocasi, citim se, jako bych se nikdy

nemeéla zahrat.

DEAN: Rozumim. Je to jako na Severnim polu! Ale snih prosté musi§ milovat
je tak Cisty a osvézujici. Mésto je tak tiché, kdyz snézi. Nebylo

to vCera v noci nadherné, kdyz padal?

POUCENI

Vsichni jsme zvédavi. Radi se u¢ime néco nového — zajimava fakta, napady a perspektivy,
soucasné udalosti, dokonce 1 mali¢kosti. Kdyz umite zajimavé vypravét a bavit okoli, 1idé jsou
radi ve vasi spole¢nosti. Nemusi se to tykat néjaké poutavé knihy, kterou ¢tete nebo mezinarodni
politiky — muze to byt nezvykla véc, které jste si v8imli na cesté do prace, film, ktery jste vidéli

nebo ¢lanek, ktery jste etli v Casopise.

Zde je uvedeno, jak Dean Nancy poucil:

NANCY: Co jsi dnes d¢lal?
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DEAN: Nic zvlastniho, néco jsem doma kutil Tomu ale
neuvéiis, koukal jsem na TV program o 2. svétové valce. Védéla jsi, ze béhem valky Japonci
poslali celou flotilu horkovzdu$nych balont pies Pacifik, aby bombardovali Ameriku? VétSina

pristala v horéch...
NANCY: Horkovzdus$né balony, teda, to jsem netusila.

Zde byl Dean schopen pomoci zajimavého faktu ze svého dne Nancy zaujmout a poudit

zaroven.

To je k tomuto vSe. MuiZete ostatni piimét, aby se citili dobi‘e po komunikaci s vami, pokud
je uznavate za to, jaci jsou, propojite se s nimi, zlepSujete jim naladu a povzbuzujete je
novymi napady a vyhlidkami (mikroanalyza —4.6.c). A tyto spoleCenské dary piesahuji hranice
situaci. Je pravda, Ze specifické situace maji rizné ocekavané benefity. Co je vhodné pii prvni
schiizce, se muze lisit od toho, co je vhodné na pracovnim setkani. Je to ale zalezitost pométovani.
Pri individualni romantické komunikaci muZete touzit po naplnéni, pocitech uznani a
propojeni (mikroanalyza — 4.10.b). Muzete se také dobie bavit a pfijimat informace o napadech
toho druhého. Na druhé strané€ pii obchodni komunikaci informace hraji vétsi roli, ale jiné benefity

jsou také dilezité. Zakaznik, ktery vas uznava a rozesméje, je rozhodné atraktivni.

DULEZITOST ROVNOVAHY

Vysoka rovnovaha Ctyt spolecenskych dart je ptitazliva. Na druhé strané nevyrovnanost mize
byt odrazujici. Naptiklad David, analytik z Wall Street, kterého jsme popsali v predchozi kapitole,
mluvil docela pou¢né. V priibéhu své prvni schiizky informoval Susan o tom, co se naucil béhem
seminare, na kterém probirali historii New Yorku. Sdilel své prehledy a napady. AvSak nedal
Susan najevo porozumeéni a nenasel zpusob, jak by se s ni propojil nebo ji rozveselil. Zatimco se
David zaméfoval na jeden dar pouceni, Susan se zaméfila na vSechny véci, které postradala.
Nerovnovaha byla Susan ziejmd a Davida vnimala jako méné atraktivniho, nez kdyby byl

vyrovnangj$i v socialnich dovednostech.

Lidé samoziejmé davaji pfednost tomu, co od ostatnich oc¢ekavaji. Naptiklad nektefi mizou
mit radi zabavu a vyhledavaji ty, ktefi je rozesméji a pfili§ se nezajimaji o pocity, které je s lidmi

spoji. Jini si mohou uZivat pfedevSim pocity porozumeéni a zboZiiuji hovory s lidmi, diky kterym
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se tak citi a neoc¢ekavaji pouceni. Nicméné takové véci obvykle nevite o lidech, se kterymi se

setkate poprvé. Takze rovnovaha je dobra strategie.

CO DAVATE?

Tedy, jaké spolecenské dary poskytujete? Ve vysledku je to zakladni otazka této knihy. Mozna
jste nikdy o sob¢€ nepiremysleli jako o darci nebo odptrci pii prvnich dojmech. Jenze vy premyslite.
Uspokojujete touhy ostatnich diky vécem, po kterych oni stejné€ jako vy, touzi ve spoleCenské
komunikaci? Odepirdte ostatnim moZznost uspokojit néjaké touhy? Nabizite rovnovahu Ctyt

spolecenskych dar?

Uznévame, Zze mnoho z nds ma ,,silné stranky.” Mozna jste divtipni a velmi zabavni. Nebo
mozna jste dobte informovani a radi ostatnim povidate o souc¢asnych udalostech a svych nazorech.
MozZna ale mate také né&jaké slabé stranky. Nejste si védomi pocitl a spolecenskych darti, které
neposkytujete ostatnim nebo néjakych emocionalnich vydajt, za které mtzete byt zodpovéedni.
Radi byste poskytovali nejenom vase piednosti, ale také ostatni Zadouci spoleCenské benefity?
Vé&domi toho, co chcete davat, vam miiZe pomoci porozumét tomu, zdali existuji néjaké mezery
mezi tim, co byste radi pfedstavili a tim, jak vés ostatni vlastné vnimaji. Samoziejm¢, mozna
nechcete poskytovat vSechny tyto dary: nemusi to byt vas styl. Je ale uzitecné si uvédomit, co
nabizite a nenabizite ostatnim. Pokud vite, jak se ostatni citi pii komunikaci s vami, budete 1épe

chapat to, jak vas vnimaji.

SHRNUTI

Lidé si o vas utvaii dojmy rychle a nevédomky. Vytvaii si o vas piredpoklady na zakladé
vychozich véci, které fikate a délate a poté vas vnimaji skrz filtr. Domnivaji se, ze vaSe pocatecni
chovani predstavuje vase obvyklé jednani, 1 kdyz skute¢nost je jina. Lidé vam pfisuzuji jiné
pozitivni nebo negativni vlastnosti i ty nezpozorované, a to pouze na zaklad¢ toho, jak se v prvnich

chvilich chovate.

Vytvéteni pozitivniho prvniho dojmu je srozumitelné. Tajemstvi je zaméfit se na pocity
ostatnich a zejména, jak vnimaji sami sebe. Pokud jste schopni soustfedit se na jinou osobu, 1épe
uspokojite jejich potieby. Méjte na paméti, Ze zatimco vztahy jsou o vzajemném naplnéni potieb,
prvai dojmy jsou o naplnéni potreb ostatnich. Uspokojite jejich potieby, kdyZ date najevo

uznani za jejich pozitivni vlastnosti, vzbudite pocit, Ze jste s nimi propojeni, zlepSujete jim
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naladu a predavate jim informace a napady (mikroanalyza — 4.9.a). Nezapomeiite, ze pokud
ve spolecnosti projevite velkorysost, ostatni vam pravdépodobné budou pozornost vracet a

uspokojovat vase spolecenské touhy.

Ve 2. ¢asti vam ukaZeme, jak psychologické principy funguji ve skuteném svété a
popisuji sedm zakladu prvnich dojmii a specifického chovani pii komunikaci (mikroanalyza

—4.9.¢).
CTYRI
Otevieni dvefi: Pfistupnost

Byli jste nékdy sami na vecirku a hledali jste v mistnosti nékoho, kdo ptisobil sympaticky?
Nebo jste nékdy byli v cizim mésté a rozhlizeli se po ulici, jestli byste se nékoho nezeptali na
cestu? Pravdépodobné si nevybirate nékoho ndhodné. Hodnotite lidi podle toho, jestli plisobi

7w

privétiveé ke konverzaci. Zachytite nepatrny podnét, ktery vysilaji.

Také vysilate tyto podnéty, bud’ ty, které tikaji ,,drz se dal* nebo ,,Jsem v poradku a ptatelsky.*
Jestli to vite nebo ne, davate to najevo stylem, kterym ostatnim fikate, jak piivetivi vici nim jste.
Déavate to najevo zpiisobem drzeni téla, jak navazujete o¢ni kontakt, jak reagujete na ostatni a
vénujete se jim. Jste si védomi toho, jak pifivétiveé plisobite, abyste navazali kontakt? VSeobecné,
citi se lidé pohodin¢, kdyz s vami navazuji na vecircich konverzaci? Vybiraji si vas cizinci
s mapou, aby se zeptali na nejbliZ§i metro (mikroanalyza — 4.10.a)? Zertuji s vami lidé ve

vytahu?

Je pochopitelné, Ze vétSinou nechcete byt osloveni cizinci — zvIasté pokud Zzijete v ruSném
meésté. Je ale mozné, ze nékdy budete chtit zaujmout. Mozna byste si uzili neformalni konverzaci
s n€kym v ¢ekarné, se sousedem v letadle nebo s velmi zajimavym hostem na vecirku. Tedy je

praktické védét, jak plsobit ptistupné, pak miiZzete ostatni k sob¢ ptitdhnout, pokud chcete.

Vas ,,zplsob zptistupnéni* je dllezity, jelikoz to ve skutecnosti ur€uje, jestli se komunikace
vibec kond. Pokud dojde ke komunikaci, ovliviiuje to také jeji kvalitu. Dokonce pfed tim, nez
s nékym promluvite, vase vlastni uroven pohodli ovlivituje pocity lidi ve vasi spole¢nosti. Miizou
se s vami citit uvolnéni nebo zneklidnéni, sebevédomi nebo nejisti. Nemusite si uvédomovat vasi

,»silu na dalku.” Ale mate ji a pokud tomu porozumite, miZete ji ovladnout. Muzete pouZit tuto
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silu, aby se s vami ostatni citili pohodIné, coz pravdépodobné povede k odhaleni jejich nejlepsich

vlastnosti a k lepsi komunikaci s vami.

Dulezity zaklad pro prvni dojem je poté vaSe vielost k ostatnim. Existuji dva klicové
komponenty vasi pristupnosti. Prvni je to, jakym zplsobem vytvarite kontakt: jestli vynalozite
usili k seznameni, jakou mate ndladu a jaky nastavite ton feci, aby se citili pohodIné. Druhou

slozkou je obsah — co vlastn¢ fikate, kdyz zacnete mluvit.

STYL VASEHO PRISTUPU

Jak navazujete kontakt? Zamyslete se nad chvili, kdy jste chtéli s nékym mluvit a zatouZili po
n¢jakeé reakci? Moznéd se to stalo na vecirku nebo na konferenci. Co jste délali, jak jste se

prezentovali?

Umeént byt pristupny
Cizi lidé mohou prijmout velké mnozZstvi informaci — jak se pohybujete, jak mluvite, jak
pritahujete pozornost ostatnich — a to jeSté pred tim, neZ se s nimi setkate nebo s nimi mluvite

(mikroanalyza — 4.9.b). VaSe jasna otevienost filtruje zptsob, jak vas ostatni vidi. Je to prequel

(pribéh déjové predchazejici pribéhu, ktery jiz existuje) k prvnimu dojmu

Vezméte v uvahu jednoho z naSich obchodnich klientli, Thea. Ptijel s nékolika svymi kolegy
na koktejlovy vecirek na jedno z naSich zkuSebnich sezeni. Theo si povidal s kolegy, smali se a
vypravéli historky o byvalych vystielcich. Jenze Theo uz vétSinu historek diive slySel a nudil se.
Vsimnul si, ze ostatni hosté vypadali zajimavé a chtél s nékym z nich mluvit. Usrknul si svého
Heinekena a doufal, Ze ho n¢kdo oslovi. Pomalu vSak zac¢inal chapat, ze lidé byli vice pfitahovani

k jeho kolegiim nez k nému. Citil se vylou¢ené a trochu zmateng.

Theo nevédomky vysilal signély, ze neni zrovna pfistupnd osoba ke sblizeni. Pfesnéji fe¢eno
jsme pozorovali, ze jeho fec€ téla nebyla poutava — mél strnuly postoj, s ostatnimi navazoval malo
o¢niho kontaktu a na lidi nereagoval. Ostatni to vycitili a vybrali si pro sbliZeni ,,jednodussi* cile
— jeho zname, ktefi pusobili zabavné a oteviené. Theo se chtél seznamit a myslel si, ze vypada
privétivé. KdyZ se snazil vmisit do konverzace, ostatni vypadali, Ze je nezaujal. Nemél tuseni, Ze
jeho tec téla ostatni odrazovala a filtrovala zplsob, jak ho ostatni vnimali dokonce pied tim, nez

promluvil.
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Re¢ téla
Pojd'me se na to podivat do detailii. Jaké jsou dilezité Casti feci téla, které ptitahuji nebo
odpuzuji lidi? Naptiklad Theo se neusmival, mél ztuhly postoj a nedival se na ostatni. Neptsobil

Hpritomné* a privétive. Kromé toho piisobil odmétené a uzaviené. VSechno toto chovani lidé

vnimali jako odrazujici, nez aby se s nim sblizili.

Co mohl Theo ud¢lat jinak? Pro zacatek se mohl usmivat. Jist¢ nejsme prvni, kdo na tento
dilezity prvek upozoriiuje, ale mizeme upevnit to, co uZ vite: Usmév fika svétu, Ze jste v tento
moment Stastni nebo potéSeni. KdyzZ se na lidi usmivate, védomé nebo podvédomé citi, ze vas
pritahuji. Je pfizvani ke kontaktu. Toto je jedna oblast, ve které¢ vlastné¢ doporucujeme, aby se nasi
klienti do néceho nutili. Pokud se usmivaji a ukazuji potéSeni v tom nékoho poznat nebo pozdravit
ostatni, sami sebe vnimaji 1épe a usnadnuji komunikaci. Zatimco nedostatek usmeévu muize pisobit
neutralné, a dokonce ptirozenéji pro vas, ve své podstaté to vysila nechténou negativni zpravu, ze
nejste poutavi nebo Ze vas ostatni nezajimaji a také, Ze mate nepiijemnou povahu. Theo se

neusmival, jelikoZ se nudil. JenZe to ostatni nevédéli.

Co dalsiho mohl Theo udélat? Mohl uvolnit své télo. Drzeni vaseho téla v uvolnéném postaveni
obvykle pfiméje ostatni citit se pohodIn¢ a privétive. Také mohl s ostatnimi navazat ocni kontakt.
Navazanim oc¢niho kontaktu a pokyvnutim hlavou vysiladte pozitivni pocity a plisobite vice

pratelsky.

Theo si nebyl védom, co d¢€lalo jeho télo. Je to slozité poznat a jisté nemlizeme vidét sami sebe
tim zpisobem jako ostatni. Jeden dobry zpiisob, jak se to naucit je zeptat se divéryhodného pfritele,

aby vam fekl, co vidi v feci vaSeho téla.

NEKDO TO RAD HORKE

S lidmi, ktefi piisobi viele, se obvykle citime jisté na rozdil od jejich odtazitych nebo chladnych

protéjski. Co to ale znamena byt ,,viely?*

Abychom pochopili prvky feci téla, které vysilaji tyto ,,vielé* zpravy, vyzkumnici nahrali na
video ucastniky, kdyZ byli s nékym zapojeni do péti minutové konverzace. Pozadali kazdého
ucastnika, aby hodnotili to, jestli ptisobi vi‘ele nebo chladné (mikroanalyza - 4.8.a). Poté
ukdézali tichou videokazetu komunikace ostatnim ,,pozorovateliim,” a pozadali je, aby hodnotili
fecniky stejnym zplsobem.
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Pro pozorovatele fec téla, kterd ptsobila viele, zobrazovala fyzickou pozornost, tsmév a
prikyvovani. Rec téla, kterd byla chladna, se ptili$ nezabyvala ostatnimi, zddny usmév a propinani

nohou (pfi sezeni).

Piekvapivé lidé, kteti byli hodnoceni, nevnimali takové chovani jako projev chladnosti v nich

samych. Nem¢li ani ponéti, ze byli timto zptisobem pochopeni.

Tedy, miizete chtit vénovat pozornost vasim ,.,teplotnim* signalim. Ostatni vas mohou soudit
jako chladné, 1 kdyz se tak necitite nebo nemate v imyslu se takto chovat. A poté lidé na vés

mohou reagovat negativné, zatimco vy jste ,,neptijemné mystifikovani* t€émito reakcemi.

Rizikovy Management

M ¢

VSichni se boji odmitnuti. Je to ¢ast lidské povahy. Kdyz na ostatni puasobite ,,jisté,
minimalizujete tento strach a poté vypadate vstiicné. Naptiklad pro vés je obvykle méné riskantni
oslovit nékoho na vecirku, kdyz jste sami, nez kdyz jste s nékym zapojeni do soukromé konverzace
— jelikoZ zde existuje méné prekazek pro sblizeni. Pro vas je méné riskantni dokonce i to, pokud

si s nékym povidate, pokud mate piivétivy postoj a davate nékomu Sanci, aby se k vam piidal.

Pro vas je také méné riskantni, kdyz jste ostatnim podobni — nejste povysSeni nebo piilis odlisni.
Kdyz ptsobite obdobné¢, ostatni se citi jist¢ a védi, co od vas ofekavat a také to, Ze se navzajem
pochopite a sjednotite. Nicméné, byt si ,,jisty* neni o tom podobat se ostatnim a vzdat se svych
vlastnich ideali Naopak je to o pfizptisobeni se ostatnim a
situaci. Pokud se ptizpisobite bezprostfednimu spoleéenskému prostiedi — at’ uz je to oslava nebo
pracovni schlizka — budete piisobit vice pratelsky Vasi podobnost vyjadiite zptisobem oblékani a
upravy, samoziejmeé ale také zptisobem, jakym mluvite a reagujete na ostatni. To mize jednoduse
znamenat zdjem o témata ostatnich hostli, vyjadfujete uznani ohledné¢ hudby nebo jidla a davate
najevo, co mate s ostatnimi spoleéného — spise, nez se sousttedit na vase jedinecné vlastnosti nebo

prezentovat sebe sama odliSn¢.
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Zapadnout

Vezméte v uvahu nasi obchodni klientku Lauren, vzdélanou manazerku z Los Angeles
S modnim Satnikem a modernim vkusem. Lauren se prest€hovala do malého mésta na jihozapade,
protoze nechtéla zit tak uspéchané a chtéla dat vétsi prostor pratelstvi. I kdyz si nové mésto 1 lidi
zamilovala, necitila se vitana. Nakonec jeji kolega upozornil na to, ze kvuli svému stylu oblékani
a konverzaci lidé Lauren vnimaji jako povysenou, a ze se vici nim citi nadfazen¢. Lauren se poté
snazila, aby pisobila vice ptatelsky, tedy zacala se oblékat neformalné, zapojovala se do mistnich
udalosti a projevovala vice iniciativy. Ze zacatku to pro ni nebylo pfijemné — nebyla zvykla nosit
khaki barvy a mluvit o provozu ranc¢e — nakonec ji vSak pfislo

mnohem snazsi zapadnout mezi své sousedy a spolupracovniky.

KdyzZ se ptizptsobite mistni situace, je to jist¢js$i — ostatni sami sebe vnimaji ptiveétive a stejnym

zpusobem nahlizeji na vas. A to vysila zpravu, ze jste jako oni a v bezpeci.

Vypadat dobie

Vnéjsi vzhled je pii prvnich dojmech dalezity. V&S vzhled mize byt prvni informace, kterou o
vas cizi Cloveék obdrzi — a tim tedy pii prvnim setkani hraje vétsi roli nez pii téch pozdéjsich.
VétSina z nas to vi a vynaklad4 veskeré usili vypadat dobfe pii prvnim dilezitém pracovnim
setkani, ve€irku nebo schiizce. Ocekava se to a diky tomu mize prvni setkdni prob¢hnout hladce.
KdyzZ vypadate dobie a ptsobite uvolnéné, vas vzhled poté neni tak dulezity a ostatni se mohou

zamérit na vasi osobnost a na to, o cem mluvite.

Dobte vypadat znamena vhodné se oblékat a zapadnout, jak jsme popsali s Lauren v poslednim
prikladu. Dobfte vypadat také znamena, ze o sebe pecujete, ukazujete styl a vyjadrujete sebevédomi

ve svém vzhledu.

Pokud ukézete, Ze o sebe pecujete, vysila to zpravu, Ze jste zdravi, vétite v sebe sama a snazite
se potésit ostatni. Péce zahrnuje byt Cisty a upraveny, mit dobrou dentilni péci, a dokonce
zasttihavat chloupky v nose! Pokud sviij vzhled zanedbate, mlize to vypadat, Ze jste spolecensky

nesikovni nebo lehkomyslni.

Na stylu také zaleZi. Styl zahrnuje oblékani a upravovani zpisobem, kterym zobrazite svou
osobnost a soucasné trendy. Pokud mate styl, vysilate zpravu, Ze véfite v sebe sama a davate to

najevo svétu kolem vas. Samoziejmé, néjaci lidé jsou lepsi nez ostatni v rozvijeni osobniho stylu.
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Pokud se necitite v této sfétre dobie, mohli byste ziskat néjaky ptehled, jestli pozorujete styl lidi,
kteti vas inspiruji nebo pokud pozadate divéryhodného pritele o zpétnou vazbu, nebo dokonce

pokud vyhledate pomoc u stylingového konzultanta.

Styl ostatnim ukazuje, jak vnimate sami sebe. Vas styl o vas muze fict ,,dalezity pribéh* — jestli
jste vazni nebo zabavni, tradi¢ni nebo moderni. Takze se ujistéte, ze o sob¢ fikate ten spravny
pribéh. Pokud nosite bavinéné tricko a tenisky, nejspi§ vypadate neformalné, ale ostatni si
mohou myslet, Ze jste védator (mikroanalyza —4.10.c). Pokud nosite ptiléhavé obleceni, muzete
si ptipadat pfitazlive, ale ptisobite tak, ze hledate pozornost. Nemusite dosdhnout toho bodu, o
ktery usilujete. Pokud jste si jenom trochu nejisti, neublizi vam pozadat divéryhodného

pritele o zpétnou vazbu

Nemusite byt pohledni, abyste dobfe vypadali. Krasa je pcknd, ale sebevédomi je trumf.
Dokonce 1 kdyz nejste piivabni jako filmové hvézdy, mizete ukdzat spokojenost se svym télem a
vzhledem, ostatni to pak ud¢laji také. Pokud jste vyrovnani, nezalezi na vasi struktufe kosti, vySce
nebo vaze, budou vas vnimat vice pozitivné, nez kdybyste se snazili zamaskovat nebo
kompenzovat vnimany nedostatek. Plsobite vice atraktivné, kdyz date najevo, ze se citite byt ve

sveé kiizi a ukézete hrdost spiSe nez stud.

Nakonec si pfedstavte celkovy pohled. Pokud zapadnete, pecujete o sebe a znazornujete styl a
sebevédomi, budete vypadat dobfe. Nezabyvejte se detaily: cizi lidé pravdépodobné nezaregistruji

vaSe nausnice nebo barvu kravaty.

ILUZE BODOVEHO SVETLA

Obcas miizeme piecenit vliv detailti naSeho vzhledu mezi cizimi lidmi. JelikoZz zndme dobte
sami sebe, miZeme byt nesméli kvili lehkym rozdilim naSeho vzhledu. Citime se neatraktivni,
protoze nase vlasy jsou trochu moc rovné nebo Ze nosime Spatné boty a jsme presvédceni, Ze se
lidé na tyto ,,nedostatky* zamétuji. Jsou ale nase odhady skute¢né pravdivé v tom, jak nas ostatni

vnimaji? Odpovéd’ je: pravdépodobné ne.

Vyzkumnici pozorovali, jestli lidé pfesné¢ odhaduji rozsah, ve kterém ostatni berou v uvahu
detaily svého vzhledu. V jedné studii byli Gi€astnici pozadani, aby si oblékli tricka s obrazky, které
se jim libily nebo se s nimi citili trapné a poté vesli do mistnosti plné cizich lidi. Nasledné byli

pozadani, aby vyhodnotili procento lidi, ktefi si zapamatovali obrazek na tricku po odchodu
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z mistnosti. Vysledky ukézaly, ze ucastnici velmi piecenili pocet lidi, ktefi si vybavili obrazek na

jejich tricku.

Jinymi slovy se lidé domnivaji, ze detaily jejich vzhledu jsou pro ostatni vice zapamatovatelné
a pozoruhodné nez ve skute¢nosti. Vyzkumnici dosli k zavéru, Ze ,,Lidé maji tendenci véfit, ze

spolecenské bodové svétlo na n€ zati oslnivéji nez ve skutecnosti.*
Prvni prilezitost
Kromé toho, Ze plsobite ptatelsky se svou feci téla a vzhledem, mate také snadnou a jasnou

ptileZitost pfi prvnim setkani: zaujmout aktivni nebo pfistup. ZaleZi na vaSem postaveni, jste

predstavovany nebo ten, kdo predstavuje?

Cekani Predstaveni: Pasivni ptistup

Jedna z nasich klientt Jill nam fekla o nepiijemném zazitku z jednoho vecirku potadany
kolegyni. Jedina osoba, kterou Jill znala, byla hostitelka a ta horlivé vitala mnoho dalSich host.
Jill ptelétla pohledem pfes mistnost a doufala, Ze uvidi v davu povédomou tvar. Kdyz nikoho
nevidéla, vydala se k bufetu. Dvé Zeny, které staly ve fronté vedle ni, si spolu povidaly. Jakmile
Jill méla plny talif, otoCila se na muze stojici vedle ni. Muz prikyvl a poté, co se natahl pro talir,
se vydal pry¢ zanechal Jill s nepFijemnymi pocity (mikroanalyza — 4.1.a). ,,Je se mnou néco
Spatné?* vahala. ,,Jsem nudna nebo nepftitazliva?* Pot¢ Jill vzala sviij talif s jidlem a nasla si misto,
kde by mohla jist sama. Citila se nepfijemn¢ a zacala pfemyslet o tom, jak dlouho by to mohla na

tom vecirku vydrzet.

Pravdépodobné jste byli v situaci, kde jste stejné jako Jill, nikoho neznali a neméli jste
jednoduchy vstup do konverzace Mohli jste se citit rozpacite,
coz mohlo zpisobit, Ze jste se necitili pohodIné k navazani kontaktu. Stejné jako Jill jste si mohli
Spatn¢ vylozit neformélni chovéni ostatnich jako odmitnuti a nechali jste je, aby vam zkazili

naladu.

Ptedstavovani: Aktivni pristup
Predstavte si, ze Jill si na vecirku se svou situaci poradila trochu jinak.
Jill vzala svij talit s jidlem a rozhlizela se po misté na sezeni. KdyZ vidéla n€kolik lidi na druhé

stran€ mistnosti u konferen¢niho stolku, pfiSla tam, predstavila se a posadila. Vysvétlila svlij vtah
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Kk hostitelce a zeptala se na ostatni. Béhem nékolika minut byla Jill ponofena do konverzace:
ukazalo se, ze vSichni znaji néjaké lidi od jejiho pfedchoziho zaméstnavatele. Kdyz jedna Zzena
prochdzela kolem a hledala misto, kde by se najedla, Jill ji pozvala, aby se k nim pfidala,

predstavila sebe a své nové zndmeé.

V tomto hypotetickém scénafi Jill vyuzila aktivni pfistup a predstavila se. Riskovala. Rychle
ale nasla s ostatnimi spoleéné téma a prestala byt tak rozpacita. Vyslala tak zpravu, ze je
sebevédomad, klidnd a pfitahuje k sobé lidi. VétSina lidi dava prednost tém, kteti ukazuji
spole¢enskou iniciativu. Poté se citi pohodIné a sjednocené. A, coz je vSak dulezité, zbavi se sami

toho bfemene navazovat kontakt.

Samozi'ejmé aktivni styl nezarucuje, Ze ostatni vas pokazdé zahrnou do své konverzace
nebo skupiny (mikroanalyza — 4.6.a). Nékdy jsou lidé zapojeni do soukromych konverzaci nebo
nejsou otevieni k nové konverzaci. Nicméné obvykle pouzivany aktivni pfistup pfiméje ostatni,
aby se s vami citili vice pohodIné a pravdépodobné to povede k mnohem lepsim komunikacim nez

pasivni ptistup.
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6. Conclusion

| chose as a theme of the bachelor thesis translation, as | found this subject interesting. The
main aim of my work was to create an appropriate Czech translation for a particular group of
people.

The translation itself did not become difficult for me, even thought the book comes from the
psychological field. Both authors were trying to give all the information in the most simplified
form to be understood easily.

To be honest, when | found this book, it surprised me how effortless it was to understand the
main ideas. The text was uncomplicated for the translation and if there were somehow difficult
parts, these are mentioned in the micro analysis.

While working on the theoretical part, it helped me realize how many different opinions might

exist about translation, but despite it, none of them is wrong.

Because of this thesis, it was possible for me to try the real work of translators. It once in a
while appeared complicated, but it showed me how important it is to start with the text analysis
first and move your focus on the translation intself later. This fact helped me find all the obstacles
during translation. Also, it is necessary to keep the time interval while translating. We should keep

returning to our text translated to see how the Czech translation could be improved.

54



7 Bibliography

Primary source

Demarais, Ann a White, Valerie. 2004. First Impressions: What You Don't Know About How Others See
You. New York : Bantam, 2004.

Secondary sources

Bell, Roger T. 1991. Translation and translating: Theory and practice. Translation and translating: Theory
and practice. New York : Longman Group, 1991, str. 13.

Czech tongue. https://czechtongue.cz/lexikologie/. [Online] [Citace: 25. 3 2020.] Available at:
https://czechtongue.cz/lexikologie/.

Czech tongue, Redakce. Lexicology. [Online] [Citace: 25. 3 2020.] Available at:
https://czechtongue.cz/lexikologie/.

Demarais, Ann a White, Valerie. 2004. First Impressions: What You Don't Know About How Others See
You. New York : Bantam, 2004.

Duskova, Libuse. 1994. Mluvnice soucasné anglictiny na pozadi CesStiny. Praha : Academia, 1994.

First Impressions, Inc. http://www.firstimpressionsconsulting.com/index.html. [Online] [Citace: 3. 4
2020.] Available at: http://www.firstimpressionsconsulting.com/index.html.

Grycova, Jitka. 2011. https://theses.cz/id/2rkcl7/?lang=cs#panel_latex. Theses.cz. [Online] 2011.
[Citace: 13. 12 2019.] Available at: https://theses.cz/id/2rkcl7/?lang=cs#panel_latex.

Hrdlicka, Milan. 2003. Literarni preklad a komunikace. Literdrni preklad a komunikace. Praha : 1SV, 2003,
stranky 60-63.

Levy, Jifi. 2012. Uméni prekladu. Uméni prekladu. Praha : Apostrof, 2012, str. 42.

Longman, Louis Alexander. 1988. Longman English Grammar. Longman English Grammar. UK : Longman
Group, 1988, str. 38.

—. 1988. Longman English Grammar. Longman English Grammar. UK : Longman Group, 1988, stranky
38-39.

—. 1988. Longman English Grammar. Longman English Grammar. UK : Longman Group, 1988, str. 38.

Michelle. 2016. Identifying the Halo/Horns Effect with a Performance Review System.
https://www.trakstar.com/blog-post/identifying-the-halohorns-effect-with-a-performance-review-
system/. [Online] 28. 1 2016. [Citace: 25. 3 2020.] Available at: https://www.trakstar.com/blog-
post/identifying-the-halohorns-effect-with-a-performance-review-system/.

Mike. 2018. Making a Great First Impression — with Dr. Ann Demarais. [Online] 28. 12 2018. [Citace: 13.
32020.]

2014. Morfologie. [Online] 2014. [Citace: 25. 3 2020.] Available at:
https://digilib.phil.muni.cz/bitstream/handle/11222.digilib/130714/Books_2010 2019 039-2014-
1 _4.pdf?sequence=1.

55



Newmark, Peter. 1998. A textbook of translations. A textbook of translations. London : Prentice Hall,
1998, str. 17.

. 1998.

. 1998.

. 1998.

. 1998.

. 1998.

. 1998.

. 1998.

. 1998.

. 1998.

47.

Seonaid.

A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.
A textbook of translations. A textbook of translations.

A textbook of translations. A textbook of translations.

London

London :
London :
London :
London :
London :
London :

London :

London

: Prentice Hall, 1998, str. 19.
Prentice Hall, 1998, str. 21.
Prentice Hall, 1998, str. 12.
Prentice Hall, 1998, str. 17.
Prentice Hall, 1998, str. 19.
Prentice Hall, 1998, str. 21.
Prentice Hall, 1998, str. 31.
Prentice Hall, 1998, str. 45.

: Prentice Hall, 1998, stranky 45-

Perfect English Grammar. https://www.perfect-english-grammar.com/modal-verbs.html.
[Online] [Citace: 27. 3 2020.] Available at: https://www.perfect-english-grammar.com/modal-
verbs.html.

White, Valerie. 2017. https://237jzd2nbeeb3ocdpdcjaud7-wpengine.netdna-ssl.com/wp-

content/uploads/2017/09/Valerie_White_8 2017.1.pdf. [Online] 2017. [Citace: 5. 4 2020.] Available at:
https://237jzd2nbeeb3ocdpdcjaud7-wpengine.netdna-ssl.com/wp-
content/uploads/2017/09/Valerie_White_8 2017.1.pdf.

56



8 Abstract

The present bachelor thesis deals with a translation from English into Czech language, in
particular it is connected with the psychological field. The main aim of the thesis is the describtion
of the theory of translation and also focusing on various opinions concerning this topic. The text
is going through the analysis paying attention to the lexicology, morphology and syntax. between.
Also, the differences between English and Czech languages are mentioned there. The extract has
been chosen from the book First Impressions — What You Don’t Know About How Others See You

written by Ann Demarais and Valerie White.
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9 Resumé in Czech language
Jako téma své bakalaiské prace jsem si zvolila pfeklad, jelikoz mé tento predmét zaujal.

Hlavnim cilem této prace bylo vytvoteni vhodného ¢eského piekladu pro urcitou skupinu lidi.

Pteklad sam o sob¢ pro mé neptedstavoval obtize, i kdyz knizka byla napsana s psychologickou
tématikou. Ob& autorky se snazily podat veskeré informace tak, aby byly jednoduché na

porozumeni.

Uptimné, kdyZ jsem tuto knizku objevila, byla jsem velmi piekvapena jednoduchosti ve
vysvétlovani hlavnich myslenek. Text nebyl pro pteklad komplikovany, a pokud se objevily néjaké

obtiznosti, ty jsou k nahlédnuti v mikroanalyze.

Kdyz jsem pracovala na teoretické ¢asti, uvédomila jsem si, kolik riiznych nézorti na pieklad

muze existovat, ale 1 pfes to zadny z nich neni chybny.

Diky této préaci jsem si mohla vyzkouSet skuteCnou praci prekladateli. Obcas to objevily
komplikace, ale uvédomila jsem si, jak je diilezité zacit nejdiive s analyzou textu a poté se zameéftit
na samotny pieklad. Tento fakt mi pomohl najit veskeré piekazky béhem prekladu. Je také nutné
udrzovat si od piekladu jisty ¢asovy odstup. M¢li bychom se k nasemu piekladu neustale vracet,

abychom vid¢li vylepseni piekladaného textu.
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10 Appendix 1 — Source text

Part one — The psychology of First impressions

What’s really going on in people’s minds when they meet someone new
? What do they notice? What are they thinking about? If you knew that, you would

have a much better idea of the impression you make

While we can’t make you a mind reader, we can illuminate some very common ways
people process information about others, so that you can have more insight into how people

form an impression of you as a person

The psychology of first impressions is simple, but not always obvious. In this section we
outline these simple psychological processes. Chapter 1 describes how people form impressions
— that is, how people take a small sample of you and use that to filter all future information
about you (micro analysis — 4.4.a). Chapter 2 shows you the emotional underpinnings of first
impressions, and specifically how focusing on what others are feeling about themselves is the
secret to making a positive first impression. And Chapter 3 presents the key benefits that people
seek out in social interactions — feeling appreciated, connected, elevated, and enlightened —

and how providing them makes you more appealing to others

This section is for the psychologically interested. If you’d like to skip the theory, you can
jump to Part Il where we show you the specific and practical

aspects of first impressions.

ONE — How first impressions are formed

You’re in the waiting room at your dentist’s office A
woman walks in and takes a seat next to you. She smiles and strikes up a conversation

She talks about the People magazine cover story, and comments on how

quiet the waiting room tends to be — considering what’s going on inside (micro analysis —4.2.c).

She asks you about yourself and tells you a story about something that happened to her earlier in

the day. You realize that you really enjoy this woman’s company, she’s fun and easy to talk to. You

can imagine being friends with her. Ten minutes later you are called into the office, and you say

good-bye.
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Have you ever had a similar encounter? One where you met someone very briefly and were
left with the feeling that you had a sense of that person? Just by the way she spoke and how she
responded to you, you got a feeling about who she is. Maybe you imagined you knew her
lifestyle or values, could predict what she is like in other situations, and had a good idea of
whether you’d enjoy her company in the future (micro analysis — 4.1.b). From a brief

interaction you created a rich understanding of someone you just met.

How did this happen? How did you take a small amount of information and create a much
larger picture? Knowing the psychology of first impressions — how it works and how you can use
it — can give you a guide to deciding how you want to present yourself.

In a first impression, others see only a little sample of you, a tiny percentage of your life. But
to them, that sample represents 100 percent of what they know of you. While you’ve had a lifetime
of experiences with yourself — you know the full range of your emotions, behaviours, passions,
and fears — strangers don’t know anything about you at all. That tiny sample of you is all they have
to work with, yet they will unconsciously assume that the sample is an accurate representation of

all of you.

Think about the woman from the dentist’s office that we just introduced. She was chatty
lively, and observant. At that moment. But because that’s the
only experience you have with her, you will assume that is how she’d be all the time. Why would

you think any differently?

Psychological research has shown that people weigh initial information much more heavily
than later information when they evaluate people. It’s a simple fact: The first information people
get about anything — a person, a place, an idea — influences the way they process later information.

In other words, people are more likely to believe that the first things they learn are the truth.
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For example, if you show a warm interest in people on a first meeting, as the woman in
the waiting room did, they may form an impression of you as an engaging and connecting
person, and not notice or not care later if you are distracted or self-absorbed (micro
analysis — 4.1.c). Negative initial information is weighted even more heavily. If you initially
appear distracted and self-absorbed, others may ignore your later warmth and interest for
a very long time It can take many positive behaviours to

overcome the impact of one initial negative behaviour.

The filter
A first impression is like a filter. Here’s how others form an image of you:

1. People take in initial information — they notice your body language, what you say, and how
you respond.

2. Based on this initial information, they form an impression and make decisions about what

you are like and how they expect you to behave in the future.

3. They then see you through this filter. Everyone likes to think they are a good judge of
character and think “I knew from the first moment I met him that he was...” (micro analysis
—4.5.a). They seek information that is consistent with their first impression and will not look for,

or even will ignore, behaviour that doesn’t fit their impression of you.

Filtering errors
Personality or Situation?

While the filter allows people to make sense of information quickly, there are some common
errors in the process. For example, people tend to see a new person’s behaviour as indicative of
that person’s character or personality in all situations, when it may not be. If you meet someone
who seems angry, you may think he is an angry person in general. You may not stop to
consider whether something has just happened to make him act that way (micro analysis —
4.3.c). Maybe someone just cut him off on the road or he just got some bad news. This is a
fundamental error that we all make, we tend to see others’ behaviour as indicative of their
personalities, or characters, in all situations, rather than the result of a temporary external situation.
However, that’s not how we tend to see our own behaviour. When we are angry, we probably

attribute it to the situation, not to our personality trait.
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Halo and Horns

Another error people make is assuming that a person with one positive trait also has a cluster
of other positive traits that he or she may not have. For example, you may assume that someone
who appears upbeat is also smart, likable, and successful, even though you’ve never seen evidence
of those qualities in her. This is called the “halo effect.” People also tend to see negative traits
in the same manner — the “horns effect.” (micro analysis —4.2.a). For example, we may assume

that someone who complains a lot is also boring, unsociable, and weak.

If you understand these common errors of perception, you can better understand how others
form an impression of you on a first meeting. And you can be in a better position to present an
accurate image of yourself. If you know that others will assume that the tiny percentage of you
that they first observe reflects 100 percent of your personality, then you can be careful about what
information you present. Realizing that order matters, you may want to show your best
qualities before your less charming ones Knowing that
people tend to assume you have a cluster of traits based on a single behaviour, you may want to
choose the cluster of traits you’ll be placed in. In other words, if you know how you will be
perceived and categorized, you can better control the impression you make and ensure that it

represents your real self.

TWO — How you make others feel

Perhaps you can remember an interaction with someone who made you feel really good
about yourself, when you felt respected, valued, and understood (micro analysis —4.3.a). Now
try to remember a time when someone’s words or actions made you feel bad about yourself —

insulted, unappealing, or alienated.

Do you think about how others feel about themselves after they speak with you? You should
Because what you say and do impacts the way people feel

about themselves. How people feel after interacting with you on a first encounter is especially
important, because it will impact how they feel about you, at that moment and perhaps
permanently. It’s straightforward: If you make people feel understood and happy, they may project
that good feeling onto you and feel positively about you. However, if you inadvertently insult

them or make them feel ill at ease, they may project inaccurate negative traits onto you
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At the very least, they will associate their good or bad feelings with

you.

This chapter shows you how these emotions come to play in even very short interactions and
explains the different ways you may focus your emotions. Chapter 3 describes more specifically
what it means to make others feel good in a first meeting — that is, satisfying the core things people
seek out from social interactions: appreciation, connection, mood elevation, and enlightenment.
Part 11 elaborates how specific behaviours communicate these feelings and satisfy core desires in
others.

Four ways to focus

David, a First Impressions client, is a Wall Street analyst (micro analysis — 4.2.b). He was
chatting with “Susan” at a café In the course of their
conversation, David told Susan about his interest in the history of New York City and a class he
was taking on the subject. He told her about a paper he was writing on the political history of the
city. Susan complimented him on his initiative and insights. She said she would be interested in
reading his paper. He expounded on some of the key points in his essay. David liked Susan, Susan
made him feel good about himself, respected for his ideas, and understood (micro analysis —
4.3.b).

Because of her expressed interest and respect for him, David naturally assumed that
Susan liked him But what David didn’t think about was how Susan
was feeling or how she was feeling about herself. When the consultant asked him about this in the
feedback session, David admitted he didn’t really think about that directly during the simulated
date. But, since he felt good, he assumed that she did too. The consultant pointed out that she,
as “Susan,“ felt informed by David’s ideas, but she also felt that David didn’t care about her
very much because he never showed any interest in her, never asked her about herself or her

opinions, and made no effort to connect with her (micro analysis — 4.6.b).

David’s misunderstanding is a common one We often
assume that if we are having a good time that the person with us must be enjoying herself too.
That’s because, when you meet someone for the first time, you often focus on what you say and
what you talk about. But how you come across to others is less about what you say or how you

feel and more about how you make people feel about themselves in your presence. Every first
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interaction, even a casual conversation with a stranger on the street or at a party, can have an

emotional impact on both individuals.

There is a simple way to look at the different emotions involved. An interaction can affect:
1. How you feel about yourself

2. How you feel about the other person

3. How the other person feels about you

4. How the other person feels about himself or herself

FOCUS 1: How you feel about yourself

This is a common focus in new situations. You talk to someone at a party or a meeting, and
you notice how you feel — whether you are comfortable, energized, bored, nervous, intimidated,
and so on. It’s normal, unavoidable, and, of course, interesting and important to us all. It guides
how you interact with people, what situations you seek out, and whom you choose to associate
with. In this example, David felt confident, understood, and informative, and wanted to continue

talking to Susan.

FOCUS 2: How you feel about the other person

Once you feel comfortable enough with a new situation and a new person, you commonly relax
your self-focus and turn your emotional attention to how you feel about others. You evaluate others
based on how they respond to you and what they say and do. You make quick decisions about their
personality, how much you like them, and so on. As discussed in Chapter 1, this is a natural, and
often unconscious, phenomenon. David quickly noticed that he liked Susan, he felt that she shared

his ideas and attitudes.

FOCUS 3: How the other person feels about you

Making a good impression means making someone feel positively about you — so how the other
person feels about you should be an important focus. And it usually is when you are in situations
in which you consciously want to impress someone or know you are being evaluated — such as in
a first contact with a client or a first date. During the interaction, you may notice whether the other

person smiles and pays attention to you, laughs at your jokes, and seems engaged. Or you may
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reflect later and try to evaluate the kind of impression you made. David didn’t think about how

Susan felt about him. He was caught up in thinking about how he felt.

FOCUS 4: How the other person feels about him or herself

You may not realize how powerfully you can affect how others feel and, especially, how they
feel about themselves. Sure, you know that you can entertain or bore someone, but do you think
about how you can make that person feel proud or insightful? It’s important, because how people
feel about themselves after interacting with you will impact how they feel about you. Focus 4 is
the most neglected of the four emotional focuses. Do you typically think about your emotional
impact on others? Do others leave the conversation feeling really good about themselves?

When you are with people you know well, you may readily perceive how they are feeling —
and strive to make them feel good. For example, you may compliment a friend on his fine cooking
because you know it’s important to him and you want him to feel proud. However, in a first
conversation, you may not think about how others feel about themselves

That may be because you don’t know them and can’t tap into their emotional needs
easily. And, in the discomfort of a first meeting, you may be distracted by your own feelings and

needs. We’ve noticed that our clients are much more oriented to Focus 1,2 and 3 than to Focus 4.

An orientation toward Focus 4 — how others feel about themselves — is the secret to making a
positive first impression. But it’s not obvious because it’s not an automatic emotional orientation.
It doesn’t just pop into your awareness the way feelings about yourself do. It requires conscious
thought and shifting of attention. But if you can shift your focus from your own feelings to making
others feel good, you’ll be more likely to make a better first impression. For example, David
neglected to think about how Susan was feeling and how she was feeling about herself. As a result,
he didn’t make the impression he thought he was making or get the reaction he expected. We’ve

seen that a lot of misunderstandings stem from a neglect of Focus 4.

After you: Social Generosity

Focus 4 is a form of social generosity. It’s what is commonly meant by being “nice.” It’s
putting others’ needs and feelings before your own. While relationships are about mutual need
fulfilment, first impressions are about meeting others’ needs. \When you meet someone for the

first time, it’s a short but special moment. When you put your own needs aside for that moment
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and shift your focus to the other, you demonstrate that you can be generous and selfless. If you
don’t, it may suggest that you can’t and that you may be an emotional burden, someone who is
draining to be around. It’s like telling strangers that you are interested only in yourself or that

you have some unsatisfied needs that you’re hoping they can fulfil

THE BALANCE SHEET

Being socially generous has advantages in the world. People unconsciously evaluate you by
the social benefits you provide and balance them against any social “costs” you incur. According
to the theory of social exchange, people seek out others who provide them with the feelings and
benefits they desire and people who provide them with the most benefits are the most desired. So,
if you make others feel special and put them in a good mood, you will be more socially
desirable than others who don’t provide them with such positive feelings (micro analysis —
4.7.b). You make yourself less desirable if you incur social “costs” —that is, if you deny others the
benefits they seek by failing to show your appreciation, putting them in a negative mood, or boring
them.

An important feature of social exchange is that it is an exchange. We evaluate, and are
evaluated by, the benefits we provide to others. It may sound cold, but it explains a lot of human
behaviour. And to ignore this fact is to miss out on an important part of normal and healthy human

dynamics.

As when looking for a friend, a spouse, or an employer, you like to feel that you’re getting the
most you can. Everyone likes being with someone they enjoy, who is good to them, respects them,
and has a minimum of burdensome qualities. Think of someone you especially like to be around.
What social benefits does that person provide? How does he or she make you feel? Think of

someone who is socially difficult. What costs does he or she incur?

GETTING WHAT YOU WANT

If you spend all your energy making the other person feel good, what about you? How can you
be sure you get what you want? Although you may not have thought about it clearly (until now),
you probably have a feeling of what you would like to get out of interactions with others. You may

like to be around people who make you laugh. You may like to share a lot about yourself because
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it makes you feel understood, or you may enjoy talking about your work because it allows you to

feel talented. How do you balance getting what you want while focusing your energy on others?

Paradoxically, the shortest route to getting what you want is to give to others first. It’s true.
The more you listen and connect, the more likely it is that others will return the attention. A first
interaction may be an opportunity for two people to experience a pleasant moment, or it may be
the start of a friendship, social connection, business relationship, or romance. If you begin from a
position of generosity, and meet others’ needs, you lay the groundwork for getting reciprocal
fulfilment. Your act of social generosity will endear you to others and open the door to acceptance.
It gives you more power to pursue the relationships you want — and you can decide later whether
you are getting back what you want or need.

THREE
The Four Universal Social Gifts
Now you know the value of focusing on how others feel. But you may not know specifically

how to be socially generous. What do people want exactly?

While people vary in what they desire and need from others, there are some important social
gifts that are universal. They are: appreciation, connection, elevation, and enlightenment. If you

know which you are giving or not giving, you’ll have a good idea of the impression you make.

APPRECIATION

Everyone likes to feel appreciated and affirmed. You show appreciation when you let
someone know that you understand and respect her for her positive qualities (micro analysis
— 4.3.d). For example, if you tell someone directly or indirectly that she is talented, funny, smart,

or attractive, she will feel proud about that quality in herself and good about herself in general.

Our client, Nancy, a 30-something paralegal, told us about a pleasant encounter she had
with Dean, a 30ish architect, whom she had met at the party of a
mutual friend. In the course of conversation, Nancy was lucky to receive most of the four social

gifts.

Here’s how Dean showed his appreciation for Nancy:
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NANCY: | used to not exercise at all, but I started taking karate classes last year, just for

the activity. Now I love it, and | just became a green belt.

DEAN: That’s quite an accomplishment! I know a lot of people who put off starting
something they want to try, and now you look like you’re in great shape, and have a green

belt — a force to be reckoned with!

CONNECTION

Connection is about finding where you intersect with someone. It can be a mutual friend,
common interests, or similar experiences. It can be as simple as pointing out where you have the
same attitude or feeling about something, as in “I feel the same way,” or “I loved that movie
too.” In essence it’s saying, “I’m like you.” People like it
because it makes them feel understood and provides them with a sense of belonging (micro

analysis — 4.7.a).
Here’s how Dean showed a connection to Nancy:
NANCY: | really like detective stories and books about true crime, thrillers, and the like.
DEAN: Me too! I love John Grisham, James Patterson, and Sue Grafton. Have you read them?
A few friends and I pass these books on to each other. I’ll send some your way if you like.

ELEVATION

People naturally like to be in good spirits, to laugh, and feel uplifted — and are drawn to those
who make them feel that way. You don’t have to be a comedian. You can elevate others’ mood in
many ways, such as by smiling, being in the moment, acting playful or entertaining, and directing

your attention to the positive and humorous elements in the situation.

Here’s how Dean was able to improve Nancy’s mood:
NANCY: Man, it’s freezing outside. I just hate this weather, I feel like | can never get warm.
DEAN: I know what you mean. It’s like the North Pole! But you just gotta love the snow

it’s so clean and refreshing. It’s so quiet in the city when it snows.

Wasn’t it pretty last night when it was falling?

ENLIGHTENMENT
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We’re all curious. We like to learn something new — interesting facts, ideas and perspectives,
current events, even trivia. Bearing the gift of enlightenment makes you stimulating and appealing
to be around. It doesn’t have to be about some heady book you read or international politics — it
can be about the curious thing you noticed on the way to work, the movie you just saw, or an

article you read in a magazine.

Here’s how Dean enlightened Nancy:

NANCY: What did you do today?

DEAN: Nothing special, puttered around the house But
get this, | watched this TV program about World War 11. Did you know that during the war, the
Japanese sent a whole flotilla of hot air balloons across the Pacific to bomb America? Most landed

in the mountains...
NANCY: Hot air balloons, wow, no, I didn’t know that.

Here Dean was able to extract an interesting fact from his day and enlighten Nancy at the same

time.

That’s all there is to it. You can make others feel good after interacting with you if you
appreciate them for who they are, connect to them, elevate their mood, and stimulate them
with new ideas and perspectives (micro analysis — 4.6.c). And these social gifts transcend
situations. It’s true that specific situations have different expected benefits. What is appropriate on
a first date may be different from what is appropriate in a business meeting. But it’s a matter of
proportion. In a romantic one-on-one interaction, you may desire, and wish to fulfil, feelings
of appreciation and connection (micro analysis — 4.10.b). You may also like to have fun and be
informed about the other’s ideas. In a business interaction, on the other hand, information plays a
bigger role, but the other benefits are still important. A customer who appreciates you and makes

you laugh is certainly appealing.

THE IMPORTANCE OF BALANCE

A healthy balance of the four social gifts is charismatic. On the other hand, an imbalance can
be off-putting. For example, David, the Wall Street analyst described in the previous chapter, was

quite enlightening. During his first date he informed Susan of what he learned in a course he was
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taking on New York City history. He shared his insights and ideas. Yet he didn’t show any
appreciation for Susan and didn’t find a way to connect with her or amuse her. While David
focused on the one gift of enlightenment, Susan focused on all the things she felt deprived of. The
imbalance was very glaring to Susan and made David much less appealing than he would have
been if he gave a balance of social gifts.

People have personal preferences, of course, for what they seek out from others. For example,
some may really like to be entertained and seek out those that make them laugh, and not care that
much about feeling connected to people. Others may especially enjoy feeling understood and love
talking with people who make them feel that way, and not care much about being enlightened.
However, you usually don’t know this about people you meet for the first time. So, balance is good

strategy.

WHAT DO YOU GIVE?

So, what social gifts do you give? This is, in effect, the fundamental question of this book.
Maybe you never thought of yourself as giving or denying something in a first impression. But
you do. Do you satisfy others’ desires for the things that they, like you, desire in a social
interaction? Do you deny others the opportunity to satisfy some desires? Do you offer a balance

of the four social gifts?

We recognize that most of us have a “strong suit.” Maybe you have a quick wit and are highly
entertaining. Or perhaps you are well informed and like to tell others about current events and your
opinions. But maybe you have some weak suits as well. You may not be aware of the feelings and
social gifts that you fail to give to others or of any emotional costs you may incur. Would you like
to give not only your strengths, but also the other desirable social benefits? Knowing what you
want to give can help you understand if there are any gaps between what you would like to project
and how others actually see you. Of course, you may elect not to offer all these gifts: it may not
be your style. But it’s helpful to be aware of what you do and don’t give to others. If you know

how others feel when they interact with you, you’ll have a better sense of how they perceive you.

SUMMARY

People form impressions of you quickly and unconsciously. They make assumptions about you

based on the initial things you say and do, and then see you through the filter of these initial

70



assumptions. They assume that your first behaviours represent how you act most of the time, even
if it is not true. Based on the first things you do, they may attribute other positive or negative traits

to you, even those they haven’t actually observed.

Making a positive first impression is straightforward. The secret is focusing on how others are
feeling and especially how they are feeling about themselves. If you can shift your focus to the
other person, you can better satisfy their needs. Keep in mind that, while relationships are about
mutual need fulfilment, first impressions are about meeting others’ needs. You satisfy their needs
when you show appreciation for their positive qualities, make them feel connected, put them
in an elevated mood, and enlighten them with information and ideas (micro analysis — 4.9.a).
Remember, when you are socially generous, others are more likely to return the attention and

satisfy your social desires.

In Part Il we show how these psychological principles play out in the real world and
outline the seven fundamentals of first impressions and the specific behaviours that

communicate them (micro analysis — 4.9.c).

FOUR
Opening the Door: Accessibility

Have you ever been alone at a party scanning the room for someone who seemed open to
talking with you? Or have you ever been in a strange city looking around the street for someone
of whom you can ask directions? You probably don’t pick someone randomly. You evaluate

people by how open they seem to contact. You pick up on subtle cues they are sending out.

You also send these cues, ones that say “stay away” or “I’m safe and approachable.” Whether
you know it or not, you have a style that tells others how open you are to them. You show it by
the way you hold your body, how you hold their gaze, and how you respond and engage with them.
Are you aware of how open you make yourself to contact? In general, do people seem comfortable
striking up a conversation with you at parties? Do map-carrying out-of-towners seem to pick
you to ask where they can find the closest subway (micro analysis — 4.10.a)? Do people banter

with you in elevators?

Naturally, you might not want to be approached by strangers most of the time — especially if

you live in a crowded city. But sometimes you may want to appear inviting. Perhaps you’d enjoy

71



a casual conversation with someone in a waiting room, an airplane seatmate, or an intriguing guest
at a party. So, it’s helpful to know how to make yourself more accessible so you can draw others

to you, when you want to.

Your “accessibility style” is important because it literally determines whether an interaction
takes place at all. It also affects the quality of the interaction if it does occur. Even before you
speak with someone, your own comfort level affects how the other person feels in your presence.
You can make him feel relaxed or anxious, confident or insecure. You may not realize your “power
from a distance.” But you have it, and if you understand it, you can harness it. You can use that
power to make others feel comfortable around you, which will likely bring out their own best

qualities and a better interaction with you.

The first fundamental of a first impression, then, is how you make yourself open to others.
There are two key components of your accessibility. The first is your style of making contact:
whether you take the initiative to introduce yourself, what mood you project, and how actively you
set a comfortable tone. The second component is content — what you actually say when you begin

an interaction.

YOUR ACCESSIBILITY STYLE

How do you invite contact? Think about a time when you wanted to speak with someone and
wanted him or her to come to you or respond to you. Perhaps it was at a party or a conference.

What did you do, how did you appear?

The Art of Being Approachable

Strangers may take in a lot of information — how you move, how you talk, how you engage
with others-before they ever actually meet or speak with you (micro analysis — 4.9.b). Your

apparent openness filters the way others see you. It’s the prequel to a first impression

Consider one of our business clients, Theo. He arrived at a cocktail party at one of our training
sessions with some of his colleagues. Theo chatted with his colleagues who were laughing and
telling stories about some past escapades. But Theo had heard most of these stories before and felt
bored. He noticed that the other guests at the event looked interesting, and he wanted to talk to

some of them. He sipped his Heineken, hoping that someone would approach him. But he slowly
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noticed that people were gravitating more toward his colleagues than to him. He felt excluded, and

slightly bewildered.

Theo was unknowingly sending out messages that he wasn’t a comfortable person to approach.
Specifically, we observed that his body language was not engaging — he had a rigid posture, made
little eye contact with others, and wasn’t responding to people. Others sensed this and chose to
approach “easier” targets — his cohorts who seemed fun and open. Theo was interested in contact
and thought he appeared open. When he tried to jump into the conversation, others seemed not to
respond to him. He had no idea that his body language was keeping others away and filtering the
way others saw him even before he spoke.

Body Talk

Let’s look at the details. What are the important elements of body language that draw or put
off people? Theo, for example, was not smiling, had a stiff posture, and wasn’t looking at people.
He didn’t seem “present” and open. Instead he seemed distant and self-contained. All of these

behaviours were deterrents to people approaching him.

What could Theo have done differently? For starters, he could have smiled. We are certainly
not the first to point out this important element, but we can reinforce what you already know: A
smile tells the world that, at that moment, you are happy or pleased. When you smile at people,
they consciously or unconsciously feel that you find them appealing. It’s an invitation to contact.
This is one area in which we actually recommend that our clients force something. If they smile
and show pleasure in inviting or greeting someone, they make the other person feel better about
him — or herself and facilitate a better interaction. While the lack of a smile may feel neutral, and
even more natural, to you, it actually sends an unintended negative message that you are not
attracted to or interested in the other or that you have an unpleasant disposition. Theo wasn’t

smiling because he was bored. But others didn’t know that.

What else could Theo have done? He could have relaxed his body. Holding your body in
relaxed posture generally makes others feel comfortable and invited. He could also have made eye
contact with others. By making eye contact and nodding toward someone, you send positive

feelings and make yourself more approachable.
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Theo wasn’t aware of what his body was doing. It’s hard to know, and we certainly can’t see
ourselves the way others can. One good way to learn about this is to ask a trusted friend to tell you

what messages they see in your body language.

MOST LIKE IT HOT

People who come across as warm are typically viewed as less threatening than their aloof or

cold counterparts. But what does it mean to be “warm?”

To understand the elements of body language that send these ‘“temperature” messages,
researchers videotaped participants as they engaged in a five-minute conversation with someone.
They asked each participant to rate how warm or cold they thought they came across (micro
analysis —4.8.a). Then they showed a silent videotape of the interaction to others, “the observers,”

and asked them to rate the conversationalists in the same way.

For observers, the body language that indicated warmth was showing physical attention,
smiling, and nodding. The body language that indicated coldness was not attending to others, not

smiling, and extending their leg (while seated).

Interestingly, the people being rated didn’t see these behaviours as indicating coldness in

themselves. They had no idea that they were seen that way.

So, you may want to pay attention to your temperature signals. Others may judge you as cold,
even though you don’t feel that way, or intend to send that message. And then people may respond
to you negatively, while you remain what the researchers call “unpleasantly mystified” by these

reactions.

Risk Management

Everyone fears rejection. It’s part of the human condition. When you appear “safe” to others,
you minimize this fear and make yourself seem welcoming. For example, you are usually less
risky to approach at a party when you are standing alone than when engaged in an intimate
conversation with someone — because there are fewer obstacles to engaging you. You appear less
risky, even if you are chatting with someone, if you have an open posture and create space for

someone else to join.
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You are also less risky when you appear to be similar to others — not superior or very different.
When you seem similar, others feel more certain of what to expect from you and more certain that
you will understand each other and connect. However, being “safe” is not about conforming
and giving up your sense of self Instead it’s about adapting
to others and the situation. If you adapt to the immediate social environment — whether it’s a
hoedown or a black-tie benefit — you will make yourself more approachable. You convey your
similarity in the way you dress and groom, of course, but also by the way you speak and respond
to others. That may simply mean showing interest in the topics of the other guests, expressing
appreciation for the music or food, and showing what you have in common with others — rather

than focusing on your unique qualities or by presenting yourself as different.

Fitting in

Consider our business client Lauren, a sophisticated businesswoman from Los Angeles with a
fashionable wardrobe and stylish tastes. Lauren relocated to a small city in the Southwest because
she wanted to have a slower pace of life and more of a sense of community. While she loved her
new city and the people there, she didn’t feel welcome. Finally, a colleague pointed out that her
style of dressing and conversing made the local people feel that Lauren was putting on airs and
that she felt herself to be superior to them. Lauren then tried making herself more approachable by
dressing more casually, talking about local events, and taking more social initiative. Though it was
uncomfortable for her at first — she wasn’t used to wearing khakis

and talking about ranching — she found it much easier to connect with her new neighbours and

co-workers.

When you adapt to a local situation, it’s affirming — it makes others feel comfortable with
themselves and thus more comfortable around you. And it sends the message that you are like

them and safe.

Looking Good

Appearances matter in first impressions. Your looks may be the first information a stranger has
about you — and so they play a bigger role in a first meeting than they do in later meetings. Most
of us are aware of this and make an extra effort to look good for an important first business meeting,

party or date. It’s expected, and it can make a first meeting go smoothly. When you look good and
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appear comfortable with yourself, your appearance can then recede from attention, and others can

focus on your personality and what you talk about.

Part of looking good is looking appropriate and fitting in, as we described with Lauren in the
last example. Looking good also means taking care of yourself, showing style, and projecting
confidence in your appearance.

When you show that you take care of yourself, it sends the message that you are healthy, respect
yourself, and make an effort to be pleasing to others. Taking care includes being clean and neat,
getting good dental care, and even trimming your nose hairs! When you neglect your appearance,
it may suggest that you are socially unaware or careless.

Style matters too. Style includes dressing and grooming in a way that reflects your individuality
and current trends. Having style sends the message that you are confident in yourself and tuned in
to the world around you. Of course, some people are better than others at cultivating a personal
style. If you are uncomfortable in this area, you could get some insight by paying attention to how
people you admire present themselves, by asking a trusted friend for feedback, or even seeking the

help of a style consultant.

Style is about projecting an accurate sense of yourself. Your style can tell an “instant story”
about you — whether you are serious or fun, traditional or progressive. So, you might want to be
sure that you are telling the right story about yourself. If you sport the cotton-shirt-and-sneakers
look, you may think you come across hip and casual, but others may think you’re a nerd
(micro analysis — 4.10.c). If you wear tight-fitting clothes, you may think you look sexy, but
actually come across as seeking attention. You may not be hitting the mark you’re trying for. If

you’re just a little unsure, it can’t hurt to ask a trusted friend for feedback

And you don’t have to be good-looking to look good. Beauty is nice, but confidence trumps.
Even if you aren’t blessed with movie-star good looks, if you show comfort with your body and
appearance, others will too. If you are poised, no matter your bone structure, height, or weight,
you will come across more positively than if you try to mask or compensate for a perceived flaw.
You make yourself more attractive when you show comfort in your own skin and show pride rather

than shame.
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Finally, think big picture. If you fit in, take care of yourself, and project style and confidence,
you’ll look good. Don’t sweat the details: strangers probably won’t notice your earring or the

colour of your tie.

THE SPOTLIGHT ILLUSION

When among strangers, we may at times overestimate the impact of the details of our
appearance. Because we know ourselves so well, we might feel self-conscious about slight
differences in how we look. We might feel unattractive because our hair is a bit flat or we are
wearing the wrong shoes, and think others are focused on these “flaws” too. But are we correct in

our estimates of how others view us? The answer is: probably not.

Researchers have looked at whether people accurately assess the extent to which others take
note of details of their appearance. In one study, participants were asked to wear T-shirts with
images that they felt proud of or embarrassed by, and then walk into a roomful of strangers. They
were then asked to estimate the percentage of people who would remember the image on their T-
shirt after they left the room. The results showed that the participants consistently overestimated

the number of people who recalled their T-shirt image.

In other words, people assume that the details of their appearance are more memorable and
remarkable to others than they actually are. The researchers concluded, “People tend to believe

that the social spotlight shines more brightly on them than it really does.”

The First Opportunity

Aside from making yourself approachable with your body language and appearance, you also
have a simple and straightforward opportunity in first encounters: to take an active or passive

approach. It comes down to: Are you the introduced or the introducer?

Waiting for an Introduction: The Passive Approach

One of our clients, Jill, told us about an awkward experience she had had at a party hosted by
a colleague. The only person Jill knew at the party was the hostess, who was busily greeting her
many guests. Jill glanced around the room hoping to see a familiar face in the crowd. Seeing no
one, she made her way to the buffet. Two women next to her in line were chatting with each other.

As Jill filled her plate with food, she turned to the man standing next to her. The man nodded at
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her and then, reaching for a plate, turned away, leaving Jill feeling awkward and
conspicuous (micro analysis — 4.1.a). “Is there something wrong with me?”” she wondered. “Am
I dull or unattractive?” Jill then took her plate of food and found a spot where she could eat alone.

She felt uncomfortable and began to think about how long she could tolerate the party.

You’ve probably been in a situation where, like Jill, you knew no one and didn’t have an
easy entrée to a conversation You may have felt self-conscious,
which may have made you less comfortable approaching someone. Like Jill, you may have

misinterpreted others’ casual behaviour as a rejection, and let it ruin your mood.

Making the Introduction: The Active Approach

Let’s imagine that Jill had handled her party situation a little differently.

Jill took her plate of food and looked around for a place to sit down. Seeing a few people on
the other side of the room around a coffee table, she walked over, introduced herself, and sat down.
She explained her connection to the hostess and asked them about themselves. Within a few
minutes Jill was engrossed in a conversation: it turned out they all knew some people in common
from Jill’s previous employer. When a woman strolled by looking for a place to eat, Jill invited

her to join them and introduced herself and her new acquaintances.

In this hypothetical scenario, Jill took an active approach and introduced herself. She took a
risk. But she quickly found common ground with others and became less self-conscious. She sent
the message of confidence and comfort and drew people to her. Most people prefer those who
show social initiative. It makes them feel comfortable and connected. And, importantly, it takes

the burden off them to make contact.

Of course, an active style does not guarantee that others will always include you in a
conversation or group (micro analysis — 4.6.a). Sometimes people are engaged in private
conversations or not open to a new conversation. Nonetheless, in general, taking an active
approach will make others more comfortable with you and likely lead to more and better

interactions than a passive approach. (Demarais, a dalsi, 2004)
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