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INPEAUCJIOBHUE

JlanHoe mocobOue, u3gaHue 2-€¢ UCHpPABICHHOE, MPEAHA3HAYEHO s
UCIIOJIb30BaHUS B Y4E€OHOM MPOLECCe CTYJECHTaMU-MAapKETOJIOraMH Ha
BTOPOM dTare 00yUueHUs: aHTJIMICKOMY SI3bIKY B YHUBEPCUTETE.

[enb mocoOusi — pa3BUTHUE MPAKTUYECKUX HABBIKOB YTEHUS U TIEPEBO-
Jla CIEUUATBHON JIUTEPATYPhl, YCTHOM pEeUU U MPaBUIBHOTO BOCHPHUATHS
uH(pOpPMALIMU B MIPOLIECCE JEIOBOT0 OOLICHMUS.

CtpykTypHO mocOOME COCTOUT M3 JEBATH OJOKOB, KaXKIbId U3 KOTO-
PBIX BKJIOUYAET 2-3 00pabOTaHHBIX TEKCTA, B3ATHIX U3 AMEPUKAHCKHUX U aH-
IJIMMCKUX UCTOYHHUKOB, aHIJIO-PYCCKUU CIOBAph IO ONPEACIEHHON TeMa-
THKE, a TAKXE CIElUaJIbHO pa3pabOTaHHbIC 3a/laHUs U YNPAKHEHUS], 03~
BOJISIIOIIME 3aKPEMUTh JIEKCUKY OJIoOka M OTpaboTaTh HaBBIKU TEPEBOJA.
[TomuMo 3TOTO, B OJIOKM BKJIFOUEHBI TPAMMAaTUYECKHUE YIIPaXHEHU, 0Oec-
MEYMBAIOIIUE BOCIIPUATHE TPAMMATUUECKUX CUCTEM aHTJIUNUCKOTO SI3bIKa, a
TaKX€ TBOPUYECKUE YIPAXKHEHHUS], Pa3BUBAIOIINE PEUYEBbIE YMEHUS U HABbI-
KM, HEOOXOIUMBIE /I OOIICHHS B PEAIbHBIX KU3HEHHBIX CUTYyaIUsIX.

B nocoOuu mpencraBiieHa clenyromlas TeMaTUKa: OOIIue MOHSITHUS
MapKETUHIa, CTPATETHsI MAPKETUHTA, UCCIIECIOBAHUE PBIHKA, BUbI MIOCTAB-
JSIEMBIX Ha PHIHOK MPOAYKTOB, IIEHOOOpa30BaHUE, CPECTBA POIBHKEHUS
TOBApOB Ha PHIHKE.

B nporecce pabots Hag mocodreM POpMHUPYIOTCS JIMHTBOCTPAHOBEI-
YEeCKHE€ 3HaHUS, CIOCOOCTBYIOIINE PACIIMPEHNIO KOHTAKTOB C HOCUTEISIMU
WHOCTPAHHOTO SI3bIKA, @ 3HAYUT, U YCBOCHUIO HOBOM KYJIBTYPHI.

ABtop Onaromaput T.U. 3eneHuny, moktopa (UIOIOTHUECKUX HAYK,
npodeccopa kadeapbl poMaHCKOW (DUIIOIOTUU, BTOPOTO HHOCTPAHHOIO
a3bika U JuHrsoaugaktuku ®I'bOY BIIO «YamypTckuil rocy1apCTBEH-
HeIl yHUBepcute™», A.W. JIpI3noBa, kaHmumata (PUIIOTOTHYECKUX HAYK
Jo1eHTa Kadeapbl MHOCTPAHHBIX S3bIKOB CMOJIEHCKOTO TOCYIapCTBEHHOTO
YHUBEPCUTETA, 3a IICHHbIC 3aMEUaHMusl, BbICKa3aHHbIE UMH B IMPOIECCE pa-
OO0TbI HaJl PYKOITUCHIO.



Unit |
WHAT IS MARKETING?
Preview
1. Work in groups and discuss these questions.
a. Can you give the definition of marketing? Compare your definition
with the one given in the text below.
b. What activities are marketing departments involved into, in your opinion?

& Vocabulary focus
2. Translate the groups of words of the same root.
To develop — development — developed
To define — definition — defined
To promote — promotion — promoter
To improve — improvement — improved
To satisfy — satisfaction — satisfied — unsatisfied
To identify — identification — identified
To implement — implementation
To consider — consideration — considered
To cover — coverage
To advertise — advertisement — advertiser
To modify — modification
To exist — existence
To compete — competition — competitor — competitive

[0 Reading 1
3. Read the text and answer these questions.

What aspects does the marketing include?

What is the sign of a fully successful market?

What do we mean when we say about marketing opportunities?
What is the company’s next step after identifying a target market?
What aspects are considered in marketing a product?

What does price include?

What does promotion group?

How can long-term demand be created?

Why do companies try to influence or change consumers’ needs?
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WHAT IS MARKETING?

A market can be defined as all the potential customers sharing a
particular need or want.

Marketing is the process of developing, pricing, distributing and
promoting the goods or services that satisfy such needs. Marketing there-
fore combines market research, new product development, distribution,
advertising, promotion, product improvement, and so on. According to
this definition, marketing begins and ends with the customer. Truly suc-
cessful marketing understands the customer so well that the product or ser-
vice satisfies a need so perfectly that the customer is desperate to buy it.
The product almost sells itself. Of course this will only happen if the prod-
uct or service is better than those of competitors.

Companies are always looking for marketing opportunities — possi-
bilities of filling unsatisfied needs in areas in which they are likely to en-
joy a differential advantage, due to their particular competencies. Mar-
keting opportunities are generally isolated by market segmentation — divid-
ing a market into submarkets or segments according to customers' require-
ments or buying habits. Once a target market has been identified, a com-
pany has to decide what goods or services to offer, always remembering
the existence of competitors.

Marketers do not only identify consumer needs; they can anticipate
them by developing new products. They will then have to design market-
ing strategies and plan marketing pro-
grammes, and then organize, implement,
and control the marketing effort. Once the
basic offer, for example a product concept,
has been established, the company has to
think about the marketing mix — the set
of all the various elements of a marketing
programme, their integration, and the
amount of effort that a company can ex-
pend on them in order to influence the
target market. The best-known classification of these elements is the
4 P's: Product, Price, Promotion and Place.
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Aspects to be considered in marketing a product include its quality,
its features, style, brand name, size, packaging, services and guarantee,
while price includes consideration of things like the basic list price, dis-
counts, the length of the payment period, and possible credit terms. Place
in a marketing mix includes such factors as distribution channels, coverage
of the market, locations of points of sale, inventory size, and so on. Pro-
motion groups together advertising, publicity, sales promotion, and per-
sonal selling.

The next stage is to create long-term demand, perhaps by modifying
particular features of the product to satisfy changes in consumer needs or
market conditions.

Marketing can also involve the attempt to influence or change con-
sumers' needs and wants. Companies try to do this in order to sell their
products; governments and health authorities sometimes try to change peo-
ple's habits for their own good or for the general good. In other words,
marketing also involves regulating the level, timing and character of de-
mand.

4. Now translate the highlighted expressions in the text into your own
language.

5. Marketing can be seen as a cycle of five activities. The complete cycle is
seen in figure. Describe these activities in the proper sequence on the basis of
the figure.

Defining
the
Need

Customer

Service Setting

the
Price

Delivering
the Product

Infoming
the
Customer




6. Match the words in A and B which have the same meaning.

A opportunity B rival
to satisfy needs benefit
submarket try
to implement to spend
to define specific
various to influence
feature stock
inventory characteristic
to affect different
particular to identify
to expend possibility
attempt to fill needs
advantage to carry out
competitor segment

7. Match up the terms on the left with the definitions on the right.

1. Market re-
search

2. Target mar-
ket
3. Marketing

4. Publicity

5. Sales promo-
tion

6. Marketing
strategy

7.Price

8. Product
9. Inventory

10. Demand

A. The mix of product, distribution system, promo-

tion, and price that a firm uses to serve customers
in a target market.

. Any unpaid public mention of a company or its

product.

. Short-term incentives to encourage purchase or

sales of a product or service.

.All individual and organizational activities di-

rected to identifying and satisfying customer needs
and wants.

. A systematic, objective way of getting information

needed to solve specific marketing problems.
The amount of a product that customers are willing
and able to buy at a given price.

. A stock of finished goods on hand and ready for

shipment.

. A group of customers with similar needs.
. The amount of money a customer must pay for a

product.

. Anything that can be supplied to a market in order

to satisfy customer needs.
7



[0 Reading 2

MARKETING AND SALES

Most contemporary marketing theorists distinguish between the now
out-of-date 'selling concept' and the modern 'marketing concept'.

The former — the selling concept — assumes that resisting consumers
have to be persuaded by vigorous hard-selling techniques to buy non-
essential goods or services. In other words, products are sold rather than
bought. The marketing concept, on the contrary, assumes that the produc-
er's task is to find wants and fill them. In other words, you don't sell what
you make; you make what will be bought, so that selling becomes almost
superfluous.

Of course, this is a little Utopian: the existence of competitors offer-
ing comparable products will always make some selling necessary. Fur-
thermore, sales departments generally resist the dominance of marketing,
as they have different objectives. They are generally interested in the short-
term and in achieving current sales targets rather than planning the right
products and marketing strategy to meet consumers' long-term needs.

Yet although marketing tends to dominate in consumer goods com-
panies, there are still industries in which the production and sales depart-
ments tend to be as important. In capital intensive industries such as steel
or chemicals, for example, it is desirable to keep equipment operating as
much as possible. Consequently, senior management tends to set sales
goals on the basis of the economic and competitive situation, as well as the
need to keep plants running at or near capacity, and then tries to find
ways to sell the output in the short term.

8. Complete the following collocations from the text.
1. hard-selling ........ ...

2. cccvvieenn ..., CONtrary

X words
Ao sales targets

S intensive .........
6...... ccoeeenn ... Sales goals



9. According to the text in reading 2, which of these diagrams best illustrates
a company that has adopted the marketing concept? Give your reasons.

Productioni Finance

Marketlanersonnel

[ Reading 3

INTERNATIONAL MARKETING

Having made a product the problem becomes to find someone who
will buy it. It is the responsibility of the marketing department to promote
and organize the sale of products to the purchaser. Broadly speaking, ac-
tivities such as sales promotion, advertising and market research are in-
volved. It would be possible for the factory simply to produce a motor car
and then hope that it sells. However, it takes a long time to set up the pro-
duction line for a car assembly plant and even minor modifications can
prove difficult and expensive. It is much better to discover what people
are looking for when they buy a car and then try to satisfy their needs. Do
car drivers want speed — or safety? Are they looking for the power to ac-
celerate — or comfort? Is their aim to impress their neighbours or other road
users, or are they just concerned with getting from A to B and back? How
important is the price and the cost of petrol and maintenance? Which de-
signs and colours are preferred? It is questions like these the marketing de-
partment will have to answer even before production commences.

9



It becomes obvious that making and selling are two facets of the
same undertaking. The marketing manager and the production manager
are two members of the same team, depending on each other in much the
same way as the players in the Liverpool football team. What good does it
do if our strikers are scoring goals but our goalkeeper keeps having to pick
the ball out of the back of the net? This situation could be compared to the
marketing team who make great efforts to find customers for their cars, on-
ly to find the cars cannot be delivered on time, or that the cars develop
faults as soon as they arrive.

The problem facing any business is that the market for goods — and ser-
vices — is ever changing. Take the case of a company manufacturing cigarettes.
Not so long ago the market for cigarettes was assured. Then the medical re-
searchers discovered the link between cigarette smoking and lung cancer and
many other diseases. Prospects for further growth evaporated as many people
decided both to save money and live longer to spend it. The government joined
in by restricting advertising and sponsoring their own anti-smoking campaign.
The government is also understandably involved in campaigns to discourage
drinking and driving, much to the chagrin of the breweries whose sales of
wines and spirits are thereby reduced.

New technologies have an even more devastating effect on the mar-
kets. Once upon a time there was a very successful company which made
gas mantles. The whole country was lit by gas. Then came electric light.
The sales of gas mantles plummeted. Today we look to oil for our energy.
Our oil companies prosper, but for how long? The day before yesterday we
used typewriters. Today we use word processors. And tomorrow?

The rapidly changing world is both a headache and an exciting chal-
lenge to those engaged in marketing. If they predict correctly their business
will survive and prosper. If they misread the signs the business will fail
and, perhaps more importantly for all of us, valuable economic resources
will be wasted.

10



10. Having read the above passage, answer these questions in your own
words.

What is the purpose of the marketing department?

Why do the marketing and production departments need to co-operate?

What needs to be done before a production line is set up?

What do businesspeople and footballers have in common?

In what ways does the marketing team depend on the production team?

Why is the design of a product so important?

Why is the rapidly changing world a challenge to the marketing team?

What does a business need to do to survive and prosper?

In what way can a government help or hinder a business?

How do we all benefit (or suffer) from the activities of business firms?

© oo N ok owdhPE

|
©

£ Language focus
11. Choose the right form of the verb.

1. Currently our company ... a range of new products.

a) develops b) is developing c) has been developing

2.0ur company ... a new model of heater when our competitors
launched a similar product.

a) had been developing b) developed c) was developing

3. Every year our company ... some new products.

a) develops b) will have been developing c) is developing

4. Last year the company ... a new brand of heater.

a) will develop b) developed c) will be developing

5.In a couple of months the company ... a required product for this
segment.

a) will develop b) had developed c) will have developed

6. While the research department ... a new product the advertising de-
partment will be looking for a new brand name.

a) will have developed b) was developing c¢) will be developing

7. The company ... a new product by the time the sales of the old
product fall.

a) had developed b) will have developed c) was developing

11



8. This year the company ... the required product for its market seg-

ment.

a) has developed b) developed c) develops

9. The company ... a new product by the time the demand for the old

product fell.

a) has developed b) developed c) had developed
10. The company ... a new brand product since the demand for the old

one fell.

a) develops b) has been developing c) had been developing
11. The company ... a new product for two months when the Board de-

cided to reject it.

a) had been developing b) developed c) was developing
12. The company ... a new product for two or three months by the time

when the advertising campaign for this product begins.

a) is developing b) will be developing c) will have been developing

12. Complete the following sentences with the proper forms of the verbs.

1.
2.

8.
9.

We (to conclude) a lot of transactions at those prices lately.
They found that model which England (to produce) for the last few
years, was among the best on the world market.

. Where is the Sales Manager? — He (to have) lunch now.
. The supplier (to deliver) another lot of goods before we sent him the

claim.

. Our manager (to advise) you before you leave for the meeting.
. Sales will drop if we (to increase) prices.
. Mr. Brown (to operate) on the Stock Exchange for a number of

years.
This week Mr. Green (to work) in our London office.
We (to examine) general conditions of sale when President came in.

10. They (to discuss) the price problem for a few days before they agreed

to sign the contract.

11. Every year our company (to put) a new brand of washing machine

on the market.

12.You (to settle) the question about commission? — Not yet. We (to

discuss) still this point.

12



13. Make these sentences passive. Only use “by” if it is important to say who
performed the action.

©© N o ok wh R

10.

They are creating new designs of products all the time.

We have reduced product launch time dramatically.

The CEO (chief executive officer) evaluated marketers’ ideas regularly.
| think we should discontinue this range of products.

The corporation’s sales and service organizations cover the country.
They have enlarged the marketing department since my last visit.
According to a recent report the company is increasing its market share.
They had not checked the invoice properly before they delivered the
product to the stores.

The suppliers will make further modifications to this service for other
customers.

Companies are always looking for marketing opportunities.

14. Put the verbs in brackets in the correct form.

N o g s w

10.

Some changes already ... (to make) in the marketing plan.

At the present time the prototype ... (to check) by the design team.

You ... (to meet) at the airport by the company driver tomorrow.

This product ... (to market) more imaginatively this season.

The price lists ... (to print) now and will be available in few days.

He ... (to promote) to the post of Marketing Director.

After a target market ... (to identify) the company decided what goods to
offer.

The basic offer ... (to establish) before the company decides on market-
ing mix.

While the marketing plan ... (to design) other departments were waiting
for it to be ready to start working on their own planning.

When a commercial on TV ... (to show) the telephone rang.

13



© © Follow-up
15. List some examples of situations in which people buy things that they

don’t really want or that they are not really good for them. Why do you
think they do so?

16. Work in pairs. You have bought some goods that you really did not want
or you thought were not good for you. Discuss:
Why did you buy them?
Who (what) is to blame for this purchase?
How to avoid such purchases in future?

~#~ Essential words and phrases

Advantage » TPEMMYIIECTBO, BHIr01a

Amount » KOJHMYECTBO, BEIMYUHA, CyMMa

To anticipate » TIPEABUICTD

To assume » TpeanoJarath

To assure » YBEpsTh, TapaHTHUPOBATH

Attempt » TIOIBITKA

Capacity » MOIIHOCTD

Competency » KOMIICTCHIIHSI, yMEHHUE, CIIOCOOHOCTh
Consequently » CIIeI0BATEILHO, TO3TOMY

To be concerned with » HWHTEPECOBATHCS, OBITh 03a00YCHHBIM
Consideration » paccMOTpeHHe, 00CyKIeHUE, COOOpaKECHHE
Coverage » OXBar

Credit term » CPOK KpeauTa

To define » OIpENeNsTh, yCTAHABIUBATh

Demand » Ccrpoc

To design » co3/1aBaTh, pa3padaThIBaTh

To be desperate to do » OBITh TOTOBBIM Ha BCE, YTOOKI C/IEIATh
smth YTO-TO

Devastating » pa3pyluTEIbHBIN, Pa30PUTEIBHBIN
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To discover
To distinguish
Due to

Effort
Existence

To expend
Expensive

To fill needs

Hard-selling technique

To identify

To improve

To implement
Inventory

To involve
Long-tern demand
Market research
Marketing mix

To meet needs
Opportunity
Out-of-date
Output
Particular

To persuade
Point of sale
Pricing

Product development

To promote
Publicity
To purchase

» 0OHapYyKUBaTh, OTKPHIBATH

» paznnyathb

» Omarojapsi, BCICACTBHC

» JIOCTUTHYTOE, CO3JIaHHOE, YCUJTHE
» CYIIECTBOBAHHE

» TpaTUTh, paCX0J0BaTh

» JTOPOTOCTOSIIIHIMA

» YIOBIIETBOPSTH MOTPEOHOCTH

» TEXHOJIOTHUS HACTOWMYMBOTO PEKIaMHPOBa-
HUs1, HaBSI3bIBAHUE TOBapa
OTpeIeTsATh, yCTAaHABINBATD

yiaydliaTrb, COBECPIICHCTBOBATDH

YV V V

OCYIIECTBIIATH

» 3amachl, pe3epBbl

> BOBJICKATH

» JTOJITOCPOYHBIN CIIPOC

» MapKETHHI'OBOE HCCJICIOBAHNE

» KOMILJIEKC MapKETHHTa, MAPKETUHTOBBIC
COCTaBJISIOIINE

» YIOBJIETBOPATH MOTPEOHOCTH

» BO3MOHOCTb

» yCTapeBIIHiA

» TPOTYKIIHS

» 0COOBIN, KOHKPETHBIN

» yOexnarb

» MECTO IPOJaXKH

» Ha3HAYCHHE LICHBI, [ICHOOOpa30BaHUE

» co3janue, pa3paboTKa ToBapa

» CTHMYJIMpPOBaHUE COBITA

» peKamMHas IIpoIraraHja

» TOKYIaTh

15



Responsibility
To run
Sales promotion

To satisfy

To set

To share
Share
Superfluous
Target market
To tend
Timing
Undertaking
Vigorous

Preview

» OTBETCTBEHHOCTH

» paboTaTh

» peKJIaMHas KaMIIaHUs 110 CTUMYJIHPOBa-
HHIO cOBITa

» YIOBIIETBOPSTH

» yCTaHaBJIHMBaTh, CO371aBaTh

» pa3AeiATh BKYCHI, IOTPEOHOCTH

> 10y

» W3IIHAIIHAN

» TICJIICBOM PHIHOK

» CTPEMUTHCS

» pacmpeeneHrue BoO BpeMeHH! (110 CpoKam)

» TpeanpusTHe, AeIo

» SHEPTrUYHBIN, CHIIbHBIN, MOIIIHBIN

Unit 11

MARKETING STRATEGY

1. Work in groups and discuss these questions.
a.What do you mean by the term strategy in general and marketing
strategy in particular? Compare you definition to that from the text.

b. Is marketing strategy designed before market research or afterwards?

[0 Reading 1

MARKETING STRATEGY AND MARKETING MIX

With the help of a marketing information system, market research

and an understanding of a buyer behavior, a firm plans its marketing strat-
egy. In a truly marketing-oriented firm, the marketing strategy is a central
part of strategic plan, and all top managers, not just the marketing manager
should be involved in setting it up. Planning a marketing strategy means
choosing a target market and a marketing mix to serve that market.

16



A marketing-oriented company starts by choosing a target market.
For this purpose the market is divided into submarkets, which made up of
groups of customers who are alike in some key way. This process is
known as market segmentation.

Market segmentation can help a firm in
several ways. First, it allows firms to tailor / 4
their products and promotional efforts to cus- |
tomer needs. Second, it helps the firm find
specific groups of customers whose needs are
not being served well by competitors. Finally, k&
it makes it possible to use resources more ef- |
fectively; money can be saved, for example, f
by placing ads only in magazines that are like-
ly to be read by people in the target market. = -, |

After market segments have been identified, the next step is to deC|de
which segment or segments to serve and how. Three approaches can be
used. A firm that takes a concentrated marketing approach chooses a single
market segment as its target and tries to offer the ideal marketing mix for
that segment. A firm that takes a differentiated marketing approach pro-
duces a range of related products or brands, each one tailored to the needs
of a specific market segment. Finally, some companies pursue an undif-
ferentiated marketing approach, offering a single product to all consumers.
Anyone of the three approaches can be successful, as long as it is suited to
the market and to the abilities of the producer.

Once the target market has been chosen, the next step is to develop a
marketing mix that is suited to the market. A marketing mix is the mix of
product, distribution system, promotion, and pricing that the firm uses to
serve the customers in the target market.

As an element of the marketing mix, product refers to matching the
nature of the product to the target market. Designing new products is part
of that process. So is improving old products in response to feedback of
users.

Distribution is concerned with getting goods and services to the cus-
tomer. Problems of transportation and warehousing come under the head-
ing of distribution. So do decisions on how to use intermediaries, such as
wholesalers and retailers.

17



Promotion means telling and selling. Advertising is the most obvi-
ous way to tell consumers about the product. News stories, reviews in con-
sumer-oriented magazines, and plain old word of mouth are also im-
portant. After telling is done, selling is still needed to convince potential
customer that your product is the one that will best serve their needs. Final-
ly, follow-up service is a major promotional tool.

Finding the right price for the product is crucial to a firm’s success.
To stay in business and meet consumer needs in the long run, a firm must
set a price that is high enough to allow it to make a profit but not so high
that it drives customers away.

2. If necessary read the text again. Then comment on the following:
a) why all top managers are involved in setting marketing strategy up;
b) ways in which market segmentation can help a firm;
c) three approaches in deciding which segment or segments to serve;
d) developing a marketing mix suited to the market.

3. Summarize the process of planning a marketing strategy on the basis
of the figure.

Marketing
Information
System
{ J """""""""""""" |
| | |
| | |
! \ 4 |
Y Select a Marketing Mix to ¥
Select a Target Market Suit the Target Market
e Concentrated « Product Monitor
« Diversified > « Distribution > Results
» Undiversified « Promotion
i » Price
A
Modify the Modify the
Choice of Marketing Mix
Target Market
T A
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@ Speaking
4. Work in groups. Devise a marketing strategy for your product cover-
ing these points:
* What product or a range of related products you are going to pro-
duce.
s Who will be your potential customers (What segment or segments
you will serve).
s What marketing approach you will use.
¢ What are the main ‘features and benefits’ of your product.
+ How you will get your product to the customers.
+» How you will inform customers about your product.
+ What criteria for setting the price for your product you will use.

[ Reading 2
5. Read the text, and then decide whether the statements following it true

or false.

MARKET STRUCTURE

A company's marketing strategies — sets of principles designed to
achieve long-term objectives — obviously depend on its size and position
in the market. Other determining factors are the extent of the company's
resources, the strategies of its competitors, the behaviour of the consum-
ers in the target market, the stage in the product life-cycle of the products
it markets, and the overall macro-economic environment.

The aim of a market leader is obviously to remain the leader. The
best way to achieve this is to increase market share even further. If this is
not possible, the leader will at least attempt to protect its current market
share. A good idea is to try to find ways to increase the total market. This
will benefit everyone in the field, but the market leader more than its
competitors. A market can be increased by finding new users for a prod-
uct, by stimulating more usage of a product, or by exploiting new uses,
which can sometimes be uncovered by carrying out market research with
existing customers.

To protect a market share, a company can innovate in products, cus-
tomer services, distribution channels, cost reductions, and so on; it can
stretch its product lines to leave less room for competitors; and it can
confront competitors directly in expensive sales promotion campaigns.
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Market challengers can either attempt to attack the leader, or to in-
crease their market share by attacking various market followers. If they
choose to attack the leader, market challengers can use most of the strate-
gies also available to market leaders: product innovation, price reductions,
cheaper or higher quality versions, improved services, distribution channel
innovations, manufacturing cost reduction, intensive advertising, and so on.

Market followers are in a difficult position. They are usually the fa-
vourite target of market challengers. They can reduce prices, improve
products or services, and so on, but the market leader and challenger will
usually be able to retaliate successfully. A market follower that takes on a
larger company in a price war is certain to lose, given its lesser resources.

In many markets, market followers fall in the middle of a V-shaped
curve relating market share and profitability. Small companies focusing on
specialized narrow segments can make big profits. So can the market lead-
er, with a high market share and economies of scale. In between come the
less profitable market followers, which are too big to focus on niches, but
too small to benefit from economies of scale.

One possibility for followers is to imitate the leaders' products. The
innovator has borne the cost of developing the new product, distributing it,
and making the market aware of its existence. The follower can copy this
product completely, depending on patents and so on, or improve, adapt or
differentiate it. Whatever happens, followers have to keep their manufac-
turing costs low and the quality of their products and services high.

Small companies that do not establish their own niche — a segment of
a segment — are in a vulnerable position. If their product does not have a
"unique selling proposition,” there is no reason for anyone to buy it. Con-
sequently, a good strategy is to concentrate on a niche that is large enough
to be profitable and that is likely to grow, that doesn't seem to interest the
leader, and which the firm can serve effectively. The niche could be a spe-
cialized product, a particular group of end-users, a geographical region, the
top end of a market, and so on. Of course unless a niche builds up im-
mense customer goodwill, it is vulnerable to an attack by the market leader
or another larger company. Consequently, developing a position in two or
more niches — is a much safer strategy.

20



1. If a market leader succeeds in increasing the size of
the total market, its competitors benefit.

2. The size of a market can be increased without attract-
Ing any new consumers.

3. Market challengers generally attack the leader and
market follower.

4. Market challengers cannot use the same strategies as
leaders.

5. Market leaders generally win price wars.

6. Market challengers can attack leaders by way of any of
the four P's of the marketing mix.

7. Market followers generally achieve cost reductions
through economies of scale.

8. The most profitable companies are logically those
with medium or high market share.

9. For a market niche, product imitation can be as prof-
itable as product innovation.

10. A market niche is never safe from an attack by a larg-
er company.

< VVocabulary focus

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE
TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

6. Eight of the following nouns, all found in the text above, also exist un-
changed as verbs. Which are they? What are the related verbs from

the other ten nouns?

aim design leader
benefit distribution market
challenger extent product
clone follower reduction
competitor increase share
consumer innovation target

7. Complete the following collocations from the text:

1, cycle (para 1) i SR line (para 3)
2. determining....... (para 1) 5.sales............ (para 3)
3. distribution....... (para 4) (S FR scale (para 6)
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8. Now translate the highlighted expressions in the text into your own
language.

9. Choose the correct alternative to complete each sentence:

1. In many markets there is a firm with a much larger market share than
its competitors, called...
a. market leader b. monopolist c. multinational

2. A company that is number two in an industry, but which would like to
become number one — think of Pepsi vs. Coke, Reebok vs. Nike, Avis
vs. Hertz —is known as a ...
a. market challenger  b. market competitor c. market follower

3. A smaller company in an industry, more or less content with its exist-
ing market share, is called ...

a. market challenger  b. market follower c. market sharer
4. Small, specialized companies, which target segments within segments,

are called ... .

a. market failures b. market followers c. market nichers

5. A market in which one single producer can fix an artificially high
price is called a/an ... .
a. homogeneous market b. monopoly  c. undifferentiated market
6. A market dominated by a few large suppliers, and which it is hard for
new companies to break into, is called a/an ... .
a. conglomerate b. market concentration  c. oligopoly
7. A group of companies which chose to collaborate by sharing out mar-
kets, coordinating their prices, and so on, forma ... .
a. cartel b. conspiracy C. joint venture
8. A situation in which the market leader can determine the price that its
competitors can charge is called a ... .
a. dominant-firm oligopoly  b. market failure c. monopoly
9. A market in which it is normal to have only one supplier — e.g. utili-
ties such as water and sewage, gas, electricity —is called ... .
a. conglomerate b. natural monopoly  c. pure monopoly
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& Lanqguage focus

10. Translate the following sentences and explain the meaning
of modals.

Sk whE

® ~

10.
11.

12.

13.

Some information could be assembled without us moving from our tables.
| suspect sales might have been falling at our subsidiary.

We will have to select the right market or markets to enter.

It could have been a coincidence but it was unlikely.

I don’t doubt you must have received an accurate picture of that market.
If the components had been delivered earlier, we might have been
able to start work on time.

Without any doubt credit terms must have been changed.

You needn’t have stopped producing the old range.

The marketing department ought to have done a more accurate mar-
ket research.

Our competitors might have started exporting abroad.

According to the contract the company was to deliver much more
goods for the customer.

According to marketing concept customers don’t have to be persuad-
ed by hard-selling technique to buy non-essential goods.

You needn’t have phoned them, the goods have already been delivered.

11. Choose the right modal. There may be two options.

1.
2.

(May/should/need) I look at the price list?

You (can/needn’t/may) remind me about my responsibilities, | know
them well.

If we reduce the price, more people (should/must/ will be able) to
buy this product.

You (should have/ must have/ought to have) invested in sales promo-
tion to increase your market share.

The marketing concept assumes that consumers’ needs

(might/needn '#/ have to) be taken into account.

If we want to make a big impact, we (had to/have got to/will have to)
consider a TV campaign.

Our goods are poorly sold. Marketers (ought to have/must
have/might have) anticipated consumer needs.

You (can/must/might) be an experienced marketer for designing a
successful marketing strategy.
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9. Once sales goals have been set, we (are not able/will have/ought) to
change them.
10. Why (might/can/should) we all learn one language? — Well, then we
(could/must/should) communicate better.
11. They (must have/could have/needn’t have) bought the same goods
somewhere else more cheaply.

Listening
12. Listen to the tape on which John, Peter and Mike, the directors of the
company manufacturing bathroom tiles, are discussing the future of
the company. Each of them has slightly different views on the best
way to survive in the market place.

In the table below:
Y = must follow plan | - = needn’t follow plan | + = mustn’t follow plan

Now listen to their discussion and as you listen put the initial of the
speaker in the appropriate column in the table below. The order of
the speakers is John (J), then Peter (P), and then Mike (M).

POINTS OF VIEWS 14 - +

concentrate only on the home market
concentrate only on the foreign market
concentrate on both the home and for-
eign markets

borrow money from the bank

grow very quickly

increase product range

J.: I think that what we must do now is concentrate our efforts on both the
home and the foreign markets, and for that we’ve got to get extra capital
from the bank. As a small company we are in a vulnerable position and
| think we all realize that we mustn’t only concentrate on the home
market. However, we needn’t increase our product range yet — that can
wait. Another thing — we needn’t grow very quickly — rather at a steady
pace. I’d say — over the next few years, if we are going to survive.
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.. I’'m a little worried about getting extra capital from the bank. I really

don’t think we need to borrow money at the moment. Our products
have been very successful in this country and | think we are doing
very well. We don’t need to rush into the foreign market-place yet. |
think we’ve got to concentrate just on the home market and stabilize
our position here. And for that we’ve got to grow — but not very quick-
ly or we’ll explode.

.2 I think I rather agree with you, John. We’ve got to be dynamic in our

approach, and I think we must develop both the local and the foreign
markets. But here | disagree with both of you. | think that if we are go-
ing to survive we’ve got to grow very quickly. By that I mean that we
need to develop new products, and this of course means we’ve got to
borrow capital from the bank.

@ Speaking

13.

Company A and company B have different strategic plans for next
year. Use the table below and meanings of symbols in the previ-
ous exercise to make sentences, firstly about company A, and
secondly about company B.

e.g. We must (mustn’t, needn’t) increase production. Now you con-
tinue with Company A and Company B.

PLAN COMPANY A COMPANY B
Increase production v —
Tak taff + Y

aKe on more st Production Dept.
v

Develop new products - Research Dept.

v
Invest in new machiner . -
y French subsidiary
Increase prices to retailers v +

Spend more on advertising —

+
Promotion Dept.
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© © Discussion

14. Think of some durable consumer goods that your family possesses —
perhaps a car, a television, a stereo, a camera, a personal com-
puter, a fridge, a cooker, a hairdryer, and so on. Think of your
casual clothes, especially jeans and sports shoes. Think of the
brands of food and drink you habitually consume, including
breakfast cereals, chocolate, tea and instant coffee.

In each case, do you know whether the company that makes them
is one of the following?

the market leader (with the biggest market share)

the market challenger (the second -biggest company in the industry)

one of many smaller market followers

If you buy or have bought products that are not produced by the
market leader or a well-known market challenger, what is the
reason?
e chance
e price
e because the product has a ‘unique selling proposition’ that appeals
to you
e because you need something special, and are part of a particular
niche or market segment

Give examples.
~~Essential words and expressions

Ability » CIOCOOHOCTH, BO3MOXHOCTH

To achieve » 100uBarThLCHA, JOCTUrATh
Advertising (ad) » PpEKJIaMHpPOBaHUE

Alike » T0JO0OHBIN, TOXO0KUH

Approach » TMOJIXO0J, MPUOIHUKCHHE

To bear (bore, borne) costs » HECTH HU3JCPIKKHU

Behavior > TIOBEIECHUE

(To) benefit » BBITOJA, MPUOBLIb; H3BJICKATh BbI-

roay, NpuObLIb
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To choose (chose, chosen)
A competitor

To convince

Cost reduction

Crucial

Current

To determine
To differentiate
To distribute
To drive away

Economies of scale

Environment
To exploit

To extend
Extent
Feedback
Follow-up
Goodwill

An intermediary

A life cycle

To make up

A market challenger

Y Y V V V YV VY VY

Y

YV V VYV

YV V V VY

BBIOMpATH

KOHKYPEHT

y0exIaTh

ITOHUKEHNUE CTOMMOCTH
pelIarIni, KPUTUIECKUAMN
CYLLIECTBYIOLIUM, TENEPELUIHUM, CO-
BPEMEHHBIN, TEKYIIUI, HBIHEIITHUI
ONPENENATh, YCTAHABIUBATh
nuddepeHunpoBaTh
pacnpenensarb, pacupoCTPaHATh
OTTOHSATh, OTTAJIKMBATH (IOKyNa-
TEJeH)

KOHOMMUSI, 00YCJIOBJIEHHAS POCTOM
MaciiTada mpou3BoCTBa; 3P HEeKT
Macitada

OKpy>Karollas cpeja, yciaoBus, 00-
CTaHOBKA

u3y4aTb, pa3padaTbiBaTh, UCIOJb-
30BaTh

pacmupsTh, yIJIUHATH

pa3Mep, CTENeHb, Mepa

OTKJIMK, OOpaTHasi CBs3b
BTOPUYHBIN, ITOCIEAYIOIINAN
NpeCcTUk PUPMBbI; pacroOKEHUE;
LEHHOCTh (PUPMBI, ONpeaesona-
Acs €€ KIMEHTYPOU, penyTanuen
IIOCPEAHUK

KU3HEHHBIN LIUKJI IPOAYKTA
COCTaBJIATh

NPETEHJACHT (KOMITaHUs, UMEIOIIas
BTOPYIO 110 BEJIMYMHE JOJIO PHIHKA
Y NPETEHAYIOWAs Ha JTUAUPYIOLIEe
IIOJIOKCHHE)
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A market follower

A market leader
A market niche

To match to
News stories

An objective
Obviously
Overall

A product line

(To) profit

Promotion

To pursue
A range

Related products
In response to

A retailer

To retaliate

In the long run
Safe

To save

Y YV V V VY Y VYV

A\

VVVYVVYVYYVYYVY

noapakaTeyb (MelKkass KOMIaHus,
MMeEIOIasi CBOI0 HEOOJIbIIYIO, BbI-
TOJHYIO0 HUIIY Ha PHIHKE U, Yallle
BCET0, UMUTHUPYIOIIAs TPOTYKITHIO
BEJIYIIUX KOMITAHUN )

BeAylIas KOMMaHWs (MMeroIas
camMyr0 OOJBIIYIO JIOJIIO PHIHKA)
HUIlla, HeOOJIBIION CETMEHT PhIHKA
JUJIsL CObITa OMIPEEIEHHOr0 TOBapa
COIJIaCOBBIBATH, MOAOUPATH MO
coOOIIeHye B II€YaTH, ra3eTHHIN
MaTepuan

(S0

SCHO, OYEBUHO

MIOJIHBIN, BCEOOBEMITIOIINH
TOBapHas cepusi, aCCOPTUMEHT TO-
BapOB OJTHOU (PUPMBI

BBIT0J1a, MPUOBLITE; MPUHOCHUTH
npUOBLIb, BEITOIY
CTUMYJMPOBaHUE COBITA, pEeKJIa-
MHPOBAHHE C TETBIO MOBBITIICHUS
WHTEpeca moTpeduresnei K onpe-
JIEJIEHHOMY TOBapy

cie10BaTh 4eMy-1nu0o, IpuaepKu-
BaThCS

psa, cepusi, aCCOPTUMEHT, JTUara-
30H 1LIC€H

POICTBEHHAS TPOAYKITUS

B OTBET Ha

PO3HUYHBIA TOPTOBEII

OTIJIATHTH TEM K€ CaMbIM, MCTUTh
B KOHIIE KOHIIOB

O0e30macHbIN, HaAEKHBIN
YKOHOMUTH
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A set » COBOKYITHOCTH, Ha0Op, Pl

To stretch » pacumpsTh

To suit to » COOTBETCTBOBATh, HOIAXOINUTH

To tailor » TpUCIOCa0IuBaTh, YTOXKIAThH

To uncover » o0O0HapyXHBaTh, OTKPHIBATH
Unique selling proposition » TMPOJYKT JUIS POJakH, 00Jaaro-

HH/Iﬁ YHUKAJIBbHBIMHU, TOJIBKO EMY
CBOMCTBEHHBIMM KadyeCTBaMH

Vulnerable >  ySA3BUMBIN

A wholesaler » OITOBBIN TOPTOBEI]

Word of mouth » yCTHas pekjama, MoJIBa
Unit 11

MARKET RESEARCH

Preview
1. Work in groups and discuss these questions.
a. How do you think market research is conducted?
b. What tools can be used in the process of market research?

[ Reading 1
2. Read the text and answer these questions.

Why can’t we develop and launch a product only on the basis of intuition?
What information is collected in the process of market research?

Where is secondary data for market research obtained?

In what case do we engage in gathering primary data?

What is the disadvantage of survey research in focus groups?

In what case is questionnaire research more likely to be statistically
significant?

29



MARKET RESEARCH

Oh no, we’d never develop and launch a product solely on the basis
of guesswork. That’s much too risky. You can’t just trust the intuition of
senior managers or product managers, you have to do market research.
That’s what we call it in Britain; in the States they say marketing research.
We collect and analyze information about the size of a potential market,
about consumers’ tastes and habits, their reactions to particular product
features, packaging features and so on.

Define the
Problem

Does Exploratory Research Indi-

No cate that a Formal Project Is Ap-
propriate?
Make an Informal Yes

Report Design and Conduct a Formal Re-
search Project

a. Choose Data Sources.

b. Choose Collection Methods.

c. Develop Materials and Pretest.
d. Gather Data.

Interpret the Data and Write a Re-
port

Apply the Results and Follow Up

Lots of people think that market research just means going out and
asking consumers for their opinions of products, but that’s not true. Actual-
ly, talking to customers is a relatively minor market research tool, because
it is very expensive. In fact, personal interviewing is the very last thing
we’d do. We usually find that our own accounts department, which
keeps records of sales, orders, inventory size, and so on, is a far more im-
portant source of information. Our sales representatives are another good
source.
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There are also a lot of printed sources of secondary data we can use,
including daily, weekly and monthly business newspapers, magazines and
trade journals, our competitors’ annual reports, official government statis-
tics and reports published by private market research companies. We only
engage in field work, and gather primary data from consumers, middle-
men, and so on, if both internal research (analysis of data already available
in the accounts and sales departments) and secondary data (available in
printed sources) are inadequate.

If we do go out and do field work it’s usually a survey, which you
can use to collect information about product and packaging features, and to
measure the effectiveness of advertising copy, advertising media, sales
promotion, distribution channels, and so on.

An effective and relatively inexpensive method of survey research is
the focus group interview, where we invite several members of the target
market (and pay them a small amount of money) to meet and discuss a
product concept. The interview is led by a trained market researcher who
tries to find out the potential consumers’ opinions and feelings about the
product.

Focus groups are informative, but they’re usually too small for us to
be sure that the chosen sample of consumers is statistically valid. Ques-
tionnaire research, involving many more respondents, is more likely to be
statistically significant as long as we make sure we select the appropriate
sampling unit — whether it’s a random sample of the population, or a sam-
ple of a selected category of people — and the sample size is sufficiently
large. When we’ve established a sample, we do the interviews, normally
by telephone or mail, sometimes by personal interviewing.

3. Find words or expressions in the text which mean the following:
a) a document published by companies every year including details of
activities and financial statements;
b) potential customers interviewed collectively by market researcher;
c) agroup chosen out of a large number for survey;
d) the introduction of a new product onto the market;
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e) a sample chosen from a large number of people or objects without
selection criteria,;

f) the visible attributes of a packaging;

g) the words or text of an advertisement;

h) a general term for intermediaries such as agents, brokers, merchants
and wholesalers;

1) the collection of information about people’s tastes and opinions
from a sample of the population;

J) different ways of communicating information.

© Speaking
4. On the basis of figure in the text describe the process of market re-

search.

@ © Discussion
5. Study the table showing strengths and weaknesses of three contact
methods and then do the following tasks.

STRENGTHS MAIL | TELEPHONE | PERSONAL

AND WEAKNESSES
1. Flexibility Poor Good Excellent
2. Quantity of data that Good Fair Excellent
can be collected
3. Control of interviewer Excellent Fair Poor
effects
4. Control of sample Fair Excellent Fair
5. Speed of data collection Poor Excellent Good
6. Response rate Poor Good Good
7. Cost Good Fair Poor

a) Speak on the advantages of each contact method.
b) Speak on the disadvantages of each contact method.
c) Tell what is the most effective contact method in your opinion and why.
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If you look at the table ... .

Response rates tend to be ... .

This table shows ... .

According to the table ... .

This method (interview) allows ... .

This method of contact can be conducted very quickly (slowly) ... .
The interviewer bias (srusnue) is great (poor, fair) ... .

[0 Reading 2
6. Read the following text and write short headings for each paragraph.

MARKET RESEARCH APPROACHES

Just as researchers must carefully evaluate the quality of secondary
information, they must also take a great care in collecting primary infor-
mation to assure that they provide marketing decision makers with rele-
vant, accurate and current information. There are three approaches used
for primary data collection: observational research, survey research and
experimental research.

Observational research is the gathering of primary data by observing
relevant people, actions and situations. For example, a food product manu-
facturer sends researchers into supermarkets to find out the prices of com-
peting brands or how much shelf space and display support retailers give
its brands.

Observational research can be used to obtain information that people
are unwilling or unable to provide. In some cases, observation may be the
only way to obtain the needed information. On the other hand, some
things simply cannot be observed — things such as feelings, attitudes, mo-
tives, or private behavior. Because of these limitations, researchers often
use observation along with other data collection methods.

Survey research is the research best suited for gathering descriptive
information. A company that wants to know about people’s knowledge, at-
titudes, preferences, or buying behavior can often find out by asking them
directly. Survey research can be structured and unstructured. Structured
surveys are formal list of questions asked of all respondents in the same
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way. Unstructured surveys let the interviewer probe respondents and
guide the interview according to the answers.

Survey research is the most widely used method for primary data col-
lection. The major advantage of survey research is its flexibility. It can be
used to obtain many kinds of information in many different marketing situ-
ations. Depending on the survey design, it may also provide information
more quickly and at lower price than observational or experimental re-
search.

However, survey research also presents some problems. Sometimes
people are unable to answer survey because they cannot remember or nev-
er thought about what they do and why. Or people may be unwilling to re-
spond to unknown interviewers or about things they consider private. Or
they may try to help interviewers by giving pleasing answers.

Whereas observation is best suited for exploratory research and sur-
veys for descriptive research, experimental research is best suited for gath-
ering causal information. Experiments involve selecting matched groups
of subjects, giving them different treatments, controlling unrelated fac-
tors, and checking for differences in group responses. Thus, experimental
research tries to explain cause-and-effect relationships.

For example, to test the effects of two different prices, McDonald’s
could set up the following simple experiment. It could introduce the new
sandwich at one price in its restaurants in one city and at another price in
restaurants in another city. If the cities are similar, and if all other market-
ing efforts for the sandwich are the same, then differences in sales in the
two cities could be related to the price charged. More complex experi-
ments could be designed to include other variables and other locations.

7. Match the words to make word partnerships from the text above.

1. pleasing a) information
2. unrelated b) data

3. current c) behavior
4. primary d) factors

5. shelf e) answer

6. buying f) space
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8. Complete the following sentences which summarize the text above.
1. Three approaches observational, survey and experimental provide ... .
2. Under observational research some companies send their researchers
to find out for example ... .
3. As observational research has both advantages and disadvantages it
is used along with ... .
4. Structured and unstructured surveys provide companies information
about ... .
The advantages of survey research are ... .
Problems presented by survey research include ... .
The experimental research involve the following stages ... .
For example, experimental research can find out whether differences
in the sales of the same product ... .

© N o O

[ Reading 3
9. Nine sentences in the text are unfinished. Choose the correct sentence

endings from “a” to “i” below.

MARKET TESTING

New products must obviously be extensively tested for safety and
performance. If they successfully pass these tests, they will then normally
be market tested, (1...). Market tests are designed to inform a company
how many consumers will try a product and, unless it is a durable good,
(2...). Tests will also reveal which dealers want to handle the product.

Testing can be carried out by giving the product free to trial consum-
ers, or by a “mini-test,” which involve placing it, for a free, in a number of
stores selected by a market research agency, or by selecting particular towns
or regions as full test markets. If a lot of people try and then re-purchase a
new product, (3...). If there is a high trial rate but a low re-purchase rate,
(4...). If only a few people try the product, but many of these re-purchase it,
(5...).

For durable industrial goods, the most common form of testing is to
offer the new product (6...). Alternatively, a firm can display the product
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at a trade fair or in distributors’ or dealers’ showrooms, and study custom-
ers’ reactions.

Some ideas reach the product development stage, perform adequately
in test marketing, but then fail to be commercially successful; (7...). En-
thusiasm for a new product may cause executives to misinterpret market
research data which have told them that (8...). On the other hand, even
good new products can be destroyed by poor promotions or (9...).

a. by even better products developed by competitors.

b. how many will re-buy it and adopt it, and what the frequency re-
purchase is.

c. it fails to offer a “unique selling proposition”, or that it is badly de-
signed or wrongly priced.

d. it will probably be necessary to increase advertising and sales promo-
tion spending to encourage more people to try the product.

e. something is clearly wrong with the product.

f. the company will probably go ahead and launch it in as large a geo-
graphical area as they have the capacity to supply.

g. this may be due to a previous failure of market measurement or
forecasting or research.

h. to selected potential customers for trial.

I. unless, perhaps, the company is involved in a race with a competi-
tor’s product, in which case it might launch a product immediately.

&5 Language focus
10. Choose the appropriate form of the infinitive from the brackets and
translate the sentences.

1. One of the aspects (to consider/to be considered) in marketing a
product is its quality.

2. The less profitable market followers are too big (to focus/to be fo-
cused) on niches, but too small (to benefit/to have benefited) from
economics of scale.

3. This company was the first (to have launched/to launch) this product
onto the market.
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10.
11.

12,

11.

1.

o1

© © N o

| am sorry (to be lost/to have lost) an annual report.

There are many sources of secondary data (to have been studied/to
study).

The researchers regret not (to have been carried out/to have carried
out) properly market measurement.

Do you remember (to have been called/to be called) by the customer
yesterday?

We can’t afford (to be reduced/to reduce) our prices.

There are three approaches (to use/to be used) for primary data col-
lection.

I can’t remember (to offer/to have offered) you a replacement.

The customer forgot (to be completed/to complete) the five-year
guarantee form.

As personal interviewing is very expensive, it is the last thing (to
have done/to be done).

Identify subjective or objective infinitive constructions in the follow-
ing sentences and translate them.
At the same time competitors are likely to increase their marketing
effort.
Accounts department is considered to be an important source of in-
formation.
Market research data appeared to have been misinterpreted.
These ideas proved not to have been commercially successful.
Board of Directors considers good new products to have been de-
stroyed by poor promotion.
| recommended reliability to be improved.
The firm was reported to have displayed its products at a trade fair.
The company seems to be modifying the existing product.
Marketing department wants the researchers to be sent in the nearby
supermarket.
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10. Survey research is known to be best suited for gathering descriptive

information.

11. He is sure to be remembered for introducing basic tools of strategic
thinking.

12. If there is only one brand in a market it is likely to be positioned in
the center.

13. I don’t mind new products to be tested for safety and performance.

Listening

12. Listen to Steve Moody, the manager of Marks & Spencer store on
Cambridge, giving a hypothetical example of a marketing failure — a
product that reaches the shops but fails to sell — and answer ques-
tions.

1. What does Steve Moody say is the role of Marks & Spencer’s head
office?

2. What is the example of a product that fails to sell?

3.In these circumstances, whose fault would it be that the product
failed? What had not been done properly, before the product was de-
livered to the stores?

4.Who would be the only people in the country that would be able to
find out what is wrong?

5. What action could Marks & Spencer take?

6. How does Steve Moody describe the relationship between head of-
fice and the individual stores?

Interviewer: You’re responsible for operational management, the man-
agement of people, but not product development. Could you
say something about the role of head office?

Steve Moody: Obviously, head office, the nature of what head office does
in terms of selecting the products and then deciding on
quantities they buy. Obviously when they do that we have
great success stories, that we develop a new product, say it’s
a new food recipe dishes that we introduce, it might be a
new tie range, or foods from the Far East, and we introduce
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that and it sells very well and obviously that’s fine, and usu-
ally head office don’t require a lot of feedback on that.
However, they could buy a particular new type of fabric,
say it’s lycra fabric which we’ve not used before and we
develop a range of ladies’ underwear, for example, with
that, we buy large quantities of it, we display it, we think
it’s the right price, we think we’ve chosen the right colour,
everybody in head office actually thinks it’s going to sell
really well. It then goes out to 50 stores and for some un-
known reason the customers don’t want to buy it. So in
those cases obviously we have a commitment there of stock
that we’ve bought, we need to do some investigation as to
find out why it’s not selling and therefore head office would
then come and talk to us and not simply to me but my sales
staff to say, well, you know, what have we got wrong here,
iIs it the make-up of the fabric, is it the colour of the fabric,
Is it the texture, is it the price, and obviously try and take
some remedial action, in terms of it is price, then maybe we
would reduce the price. If it’s colour we would go and see
what we could do. So we have large input into head office
on a daily basis in terms of feeding back communication
and obviously sales figures and very much it’s a partnership
between ourselves and head office.

Case study
13. Suppose that you were part of the marketing team responsible for

the following product concepts:
What market research would you do before developing the products?
What specific information would you need? Where could you get it?
In each case, which of the following sources of information do you
think would be the most useful, and why?

e [ocus group interviews, in which several members of the target market
are invited (and paid a small fee) to meet and discuss the product con-
cept.

e Internal research analyzing data already available in the company’s ac-
counts and sales departments, which keep records of sales, orders, in-
ventory size, and so on.
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e Printed sources of secondary data including business newspapers, maga-
zines and trade journals, competitor’s annual reports, official govern-
ment statistics, and reports published by private market research agen-
cies.

e Questionnaire research, by telephone, mail, or personal interviewing.

e The company’s own sales staff.

e Other sources.

© © Follow-up
14. Group work. You are the marketing manager of a company which

manufactures some product. Your task is to design a questionnaire to
find out what ideas consumers have for a new product.

Your questionnaire should not take more than three minutes to an-
swer and should include wh-questions, yes/no questions and state-
ment questions.

Keeping in mind that survey research involves gathering primary data
by asking people questions about their knowledge, attitude, prefer-
ences, and buying behavior you should:

1) choose group of customers your questions will be aimed at;

2) design a questionnaire;

3) try your questionnaire on the other members of your class.

~~ Essential words and expressions

Accounts department » Oyxrantepusi

Advertising copy » TEKCT MeYaTHOTO OOBSBIICHUS (B IEYaTHON
peKiiame)

Along with > Hapsay C

Annual > €XETrOIHBIN

Appropriate » COOTBETCTBYIOIIHM, ITOIXO SN, TTPUCY-
0105051

An attitude > OTHOIIICHHUE

Causal » TPUYUHHBIN

Cause-and-effect rela- » TIPUYHHHO-CJICJICTBEHHAS CBS3b

tionship
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To destroy

A display

Display support
Durable goods

To encourage

To engage

To establish

To evaluate

An executive

An exploratory research

To fail to do something
Failure

A feature

To field

Field work

Flexibility

A focus group interview

To forecast
Frequency

To guide

To handle a product
Inadequate

To keep records

To launch a product
To lead (led, led)

A list

Matched

To measure

A middleman
Observational research

» paspymaTth, YHHYTOKATh

» SKCIIOHHUPOBAaHHUE TOBapa

» CpEeICTBa SKCIIOHUPOBAHMUSI

» TOBapbI JJIUTEIBHOTO MOJIH30BaAHUS

» CTUMYJIAPOBATh, MMOOIIPSTH

» 3aHMMATHCS

» yCTaHABJIMBATh, ONPEICIIATh

> OLICHUBATh

» PYKOBOJIUTEIb

» TIOMCKOBOE, Pa3Be/IbIBATCIIBHOE HMCCIIEI0-
BaHUE

» HE CyMeTb, HE OBITh B COCTOSIHHH, OKa-
3aThCsl HECITIOCOOHBIM CENaTh YTO-TH00

» OTCYTCTBHUE, HEBBIIOJHEHHE, HEOCYIIECTB-
JICHUE

» XapaKTepUCTUKA, CBOHCTBO

» 00pabarbIBaTh (HampuMep, OTBETHI AaHKETHI)

» paboTa ¢ KIMeHTaMHu

» THOKOCTH

» T1eseBoi onpoc (IpoBOAMMBIN B (hOKYC-
rpynmre)

» TIPOTHO3UPOBATH

» 4actoTa

» HaIpaBIIATh, PyKOBOIUTH

» TIPOJIaBaTh MPOIYKT

> HEIOCTATOYHBIN

» BECTU y4€T

» BBINTyCKaTh HOBBIH TOBAp HA PHIHOK

» BECTHU, PYKOBOIUTH

» TepeyeHb, CITUCOK

» MOoJ00paHHbBIN, TPUTHAHHBINA

» W3MEpAThH

» TIOCPETHUK

» HCCIICIOBAHUE ITyTEM HAOIIOACHUS
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To obtain

(To) order
Packaging
Performance
Pleasing

To probe

A questionnaire
A race

Random

Rate

To be related to
Relevant

To reveal

A report

A sample
Safety

Shelf space

A showroom

Significant
Size

Solely

A source
Sufficiently
To supply
A survey

Taste

A tool

A treatment
To trust
Unrelated
Valid

» TI0JIy4aTh

> 3aKa3s, 3aKa3bIBaTh

» yIakoBKa

» pabota, GQyHKIIMOHUPOBAHUE

» TNPUATHBIA, KOTOPBIA MOXKET ITOHPABUTHCS

» TPO30HIUPOBATH

» BOIIPOCHUK, aHKETa

» TOHKa

» CIIy9alHBIH, TPOU3BOJIBHBIHI

» YPOBEHb, CKOPOCTh, TEMIT

» OBITH CBSI3aHHBIM C, UMETh OTHOIICHHE K

» OTHOCSIITUICS K JIeTy

» 00HapyXHUBaTh, OTKPHIBATH

» OT4éT

» o0pasel, BHIOOpKa

» 0e30macHOCTh

» MECTO Ha IOJIKE

» JIEMOHCTPAITMOHHBIN 3aJ1, BRICTaBKa, IKC-
MO3ULIHS

» UMEIOIINHN CMBICII, 3HAYECHHUE

» pasmep

» HCKIIIOYUATEIBLHO, TOIBKO

» HUCTOYHHUK

» JIOCTAaTOYHO

» cHa0XaThb, 00€CIeYnBaTh, TIOCTABIAThH

» W3ydeHHe, ucciienoBanne, coop uadop-
MaIuu

» BKYyC

» CpelNCcTBO

» 00paboTka, peXXuM, UCTIBITAHHEC

» ITOBEPSITH

» HEPOICTBEHHBIN, HECBSI3aHHBIM

» 000CHOBaHHBIN
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Unit IV
MARKET POTENTIAL AND FORECASTING

Preview
1. While developing a marketing plan for a new and existing product the

process must involve the following:

Evaluating the market for the product;

Evaluating opportunities in marketing the product;

Developing product objectives;

Identifying the target market for the product and establishing a strategy

to position the product;

Developing a marketing mix to implement product strategy;

Forecasting sales and establishing initial profit projections.

a) What do you think future sales will be based on?

b) What methods for sales forecasting are used?

[0 Reading 1
2. Read the text and answer these questions.

What should companies do before planning their marketing activities?
What is the interconnection between marketing expenditure and market
expansion?

In what case will a company’s marketing effort be directed at increas-
ing its marketing share?

What is sales volume associated with?

What factors in the marketing environment cannot the company control?
Why does marketing expenditure give first increasing, and then dimin-
ishing returns?

In what case will a firm create a natural monopoly?

MARKET POTENTIAL
In order to analyze market opportunities and to plan their marketing
activities, companies have to measure current demand and forecast future
demand. That will depend on the overall marketing environment, which
can of course change, but so too can the company’s marketing programme.
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Market demand is not a single number but a function, which responds,
to a finite extent, to demand-stimulating marketing expenditure. Some
markets are extremely sensitive to marketing expenditure. The market for
many new products, for example, can usually be expanded quite easily.
Other markets cannot, so the level of marketing spending will hardly af-
fect them. Here a company’s marketing effort will be designed to increase
its market share rather than the size of the total market.

In a competitive market, individual firms with an effective marketing
programme can and do increase their market share. There is, therefore, a
company demand function or a sales response function which forecasts the
likely sales volume during a specified time period associated with different
possible levels of a marketing-mix element. But of course market potential
depends on many factors in the marketing environment that a company
cannot control, such as the general health of the national economy. Fur-
thermore, the sales response function assumes that other variables, such as
competitors’ prices, remain constant, whatever the company spends on
marketing. This is obviously untrue, and so has to be compensated for in
calculations.

Marketing expenditure gives first increasing, then diminishing returns,
as there tends to be an upper limit to the total potential demand for any par-
ticular product. The easiest sales prospects are sold first, so that only more
difficult ones remain. Competitors are also likely to increase marketing ef-
fort at the same time, so each company will experience increasing sales re-
sistance. If sales did not stop increasing at the same rate, the firm with the
greatest level of marketing effort would take over the whole industry, and
create a natural monopoly.

3. Match the words to make word partnerships from the text.

1. sale response a. expenditure

2. marketing b. function

3. sales C. prospect

4. company demand d. function

5. demand-stimulating e. volume

6. sales f. natural monopoly
7. 1o create g. environment
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4. Do the following words generally form partnerships with the word

market or marketing?

I. ... activities

2. ... demand

3. ... effort

4. ... environment
5. ... expenditure

mix
opportunities
potential
programme
0. ... share

6. ...
7. ...
8. ...
9....
1

5. Match up the terms on the left with the definitions on the right.

1. market environ-
ment

2. market demand for
a product

3. marketing pro-
gramme

4. sales response
function
5. market potential

6. company potential

7. market share

8. market forecast

9. sales forecast

a) a company’s sales expressed as a percentage
of the total sales of an industry

b) a company’s plan regarding the marketing
mix, including product features, price, ex-
penditure on promotions, the allocation of
resources, and so on

c) figures set as goals for a company division, a
product line, a sales team, individual sales
representatives, etc.

d) the economic situation, and demographic,
technological, political, cultural changes, and
SO on.

e) the expected level of company sales based on
a selected marketing plan and an assumed
marketing environment.

f) the limit approached by company demand as
it increases its marketing effort relative to its
competitors.

g) the limit approached by market demand, in a
given environment, when additional market-
ing expenditure no longer produces a signifi-
cant return.

h) the market demand that corresponds to a
whole industry’s planned level of marketing
expenditure.

1) the relationship between sales volume and a
particular element of the marketing mix.
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10. sales quotas J) the total volume that would be bought by a
particular customer group or market segment
in a particular geographical area and period
of time, in a defined marketing environment
under a defined marketing programme.

[0 Reading 2
6. Look quickly through the following text and decide which paragraphs

are about these subjects:

... — getting estimates from sales reps and distributors
... —cases of using surveys

... — forecasting based on analyzing existing data

... — reasons for carrying out market tests

... — the results of poor estimating market potential.

MARKET FORECASTING

To estimate total market potential a company needs to forecast the
number of buyers, and the average quantity that they will purchase. If this
is done badly it can result in excessive inventories and costly price cuts, or,
on the contrary, lost sales due to insufficient production.

There are various methods of forecasting, but they all depend on one
of three factors: what people say, what they do (which not always the
same), and what they have done in the past. Forecasts based on what peo-
ple say are made from surveys of buyer intentions, conducted by personal,
telephone or postal interviews of a statistically selected sample of consum-
ers. Even though consumers do not always have clear intentions, or carry
out their original intentions, and they are not always prepared to disclose
them, buyer-intention surveys are often quite accurate for major consumer
durables and industrial goods. Surveys are also the only possible forecast-
ing technique for new products for which past data does not exist.

If surveying customers is too expensive, an alternative method is to
get estimates from sales representatives who are, after all, close to cus-
tomers, especially those of highly specialized, technical products. Where a
company does not have its own sales force, distributors can sometimes
provide equivalent information.
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Direct market tests, unlike surveys, enable a forecast to be made
based on what people actually do. Consequently, market tests are often car-
ried out for new products, for products whose buyers do not carefully plan
their purchases or who are highly erratic in fulfilling their intentions, or for
products that are being sold in new areas or by new distribution channels.

An alternative to both surveys and market tests is to analyze existing
data, such as time series of past sales of a product, taking into account
the business cycle, and unpredictable events such as shortages, strikes,
price wars, etc.

7. Put questions, relating to the text, to which these could be answers.
Surveys are conducted by personal, telephone and postal interviews.
When market potential estimating is done badly.

Because surveying customers is too expensive.

Unlike surveys market tests are based on what people actually do.
You should take into account the business cycle and unpredictable
events.

© Speaking

8. In most companies, there are inevitable conflicts of interest between
the different functional departments. Below is a slightly exaggerated
version of a meeting between representatives from Marketing, R&D,
Purchasing, Production and Finance. Reconstruct the meeting by de-
ciding who is speaking in each case, and in which order these utter-
ances should come.

oD E

1. Marketing .... 6. Marketing ....
2. R&D .... 7. Finance ....
3. Marketing .... 8. Marketing ....
4. Purchasing .... 9. Finance ....
5. Production ....

to rush out Moponumscsi

an inferior product  npoodyxkm nioxoeo kauecmsa

a set-up cbopxa, HanaoKa, MOHMAIC

changeover nepeocHacmka

production run napmust uz0enuil
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® >

.2 “Aaargh!”
.. “Because we’re looking for technical perfection. We believe we can

incorporate some outstanding new technical features into this product.
We think we’re close to a breakthrough, so we’re not interested in
rushing out an inferior product before Christmas.”

.2 “But of course! Sell at a loss! Why don’t you just give it away for free?

That’d be far more effective than all the money you spend on advertis-
ing and sales promotions.”

.2 “But the consumer isn’t looking for perfection. Don’t you see that we

have to produce what the market needs? Our customers don’t care about
perfection, they care about style and appearance. We need different
models for teenagers, for people in their twenties and thirties, for mid-
dle-aged and elderly people. And we should offer a variety of colours
and sizes.”

.2 “Oh yeah, sure. We’ll use small quantities of 1000 different compo-

nents. That’ll be really economical! Though it will give us something
to do. We can even order twice as much as we actually use, like last
year, with your wonderful sales forecasts!”

.. “There’s no need to be sarcastic. Anyway, we anticipate large produc-

tion runs, because we’re going to use a market penetration strategy
here...”

.. “We’ve decided to take the basic design as it stands today, and concen-

trate on modifying its aesthetic appearance. We can’t seat around for
another two years waiting for you people. Why can’t you hand over
the prototype now?”

: “Why can’t you see that marketing expenditures are investments for

the future, and not just expenses? And although we’re planning to give
it away, we do expect a lot of sales on credit, and we think it’s time to
relax our credit conditions.”

“Yes, exactly, and I can spend my time supervising set-ups and
changeovers and tiny production runs. I’'m surprised you’ve never
thought of customizing every single product. Making the perfect prod-
uct for each different customer!”
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9. Discuss in pairs.
a) What is the main subject being discussed by the people from differ-

ent departments?

b) What is the opinion of marketing reps about customers needs?
¢) What do they want R&D department to hand them?
d)What are the objections of reps from R&D and production depart-

ments to the opinion of marketing people?

e) What conclusion did marketing people make?

&5 Language focus
10. Translate the sentences paying attention to the forms and functions

of gerunds.
1. After being approved by the president the plan was returned to the
Sales Department.
2. There is no possibility of our lengthening credit terms.
3. | remember our having decided to take the basic design as it stands
today.
4. Some people don’t like being asked their opinions about new prod-
ucts.
5. They raised the price of the product without its upgrading.
6. He was accused of having failed the advertising campaign.
7. The problem is not worth discussing.
8. I 'am still angry at his having broken the agreement.
9. How could I prevent them from undertaking these measures?
10. They were afraid of sales resistance being increased.
11. Customers were informed of new technical features having been in-
corporated into the product.
12. Marketing people insist on the style and appearance of the product
being changed.
11. Choose the proper form of the gerund and translate the sentences.

1. Marketing department doesn’t object to credit conditions ... .
a) having been relaxed b) being relaxed c) relaxing

2. He apologized to the managing director for not ... present the meeting.
a) being b) having been ) being been
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3. I insist on our own new product ... instead of imitating the leader’s one.
a) having been developed b) developing  c¢) being developed
4. There is no hope of our sales reps ... us accurate estimates.
a) having given b) having been given c) giving
5. The customer complained of ... poorly.
a) serving b) being served c¢) having been served
6. Marketing department plans its marketing activities by ... current
demand and forecasting future demands.

a) measuring

7.1 am surprised at your never ...

search.
a) being conducted

a) changing
a) being created
a) introducing

Listening

b) being measured c) having measured

scientifically designed market re-

b) having conducted c) having been conducted
8. The measures directed at the improvement of the product need ... .

b) being changed
9. The company succeeded in ... natural monopoly.

c) having changed

b) having been created c) creating
10. I don’t remember ... to the head of the Production Department.
b) being introduced c¢) having been introduced

12.Listen to the tape. A Sales manager of a Sports Equipment company
gives a presentation about differences between forecast and actual
sales. As you listen, complete the table with appropriate figures.

Products Forecast sales Actual sales
Tennis equipment £450,000
Squash and badminton £180, 000
Golf equipment £100,000
Winter sports £250,000
Football £110,000
Hang-gliding £25,000

1'd like to begin by taking a look at the differences between our fore-
cast and actual sales figures for last year.
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As you can see, for tennis equipment, our actual sales figures were
exactly the same as forecast. Our squash and badminton sales were almost
as forecast, just £5,000 lower at £180,000. Unlike our sales in these two
sectors, there was a big difference in the golf equipment sales ... in fact we
only achieved £50,000 in total sales. Actual sales again differed from the
forecast in our winter sports range ... £20,000 lower than expected. In the
football equipment sector, there was only a slight variance, just £10, 000
lower than forecast. Lastly, as forecast, we reached £25,000 sales in our
new market, hang-gliders.

~~Essential words and expressions

To affect >  BO3JCUCTBOBATH

After all > B KOHIIE KOHIIOB

Average »  cpenHwuid

To compensate »  0ajaHCHPOBATh, KOMIICHCUPOBATH
Costly »  JIoporoi

To create »  co3laBaTth

Diminishing return »  yOBIBaOIIAs JTOXOIHOCTh
Erratic »  KOJICOJIOUIUICS, HEYCTOMYNBBIN
To estimate >  OLICHUBAThb

Excessive »  U30BITOYHBIM

To exist »  CYIIECTBOBATh

Expenditure »  pacxojpl, 3aTPaThl

To experience »  HUCHBITHIBATH

Finite »  OrpaHWYCHHBIH

To fulfill »  BBINOJHATH

Hardly > enBa

To increase »  YBEJIMYUBATh

Intention >  HaMEpeHHE

Level >  ypOBEHb

Likely »  BEPOSTHBIN, BEPOSITHO
Quantity »  KOJIMYECTBO

To remain »  OCTaBaThCs

Return »  JI0X0., IPHOBLIb

Sales prospect »  TNOTEHIMAIbHBIA MOKYIIATEIIb
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Sensitive »  4yBCTBMTEJbHBIHN, OT3bIBUYMBBIMA, CITIOCOOHBIM
OBICTPO pearupoBaTh
Single »  eIWHCTBEHHBIN, OTIEJIbHBIN, OQUH
To take into account  » mnpuHUMATh BO BHUMaHHUE, YYUTHIBATH
To take over »  3aBOeBaTh
Time series »  BPEMCHHOM psif
Unpredictable »  HempejcKa3yeMbli
A variable »  OTKIOHEHHUE, IepEMEHHAs
Volume » 00béM
Unit V

PRODUCTS

Preview

1. List some of your favorite brands. Then answer these questions:
a. Are they international or national brands?
b. What image and qualities does each one have? Use the following
words and phrases to help you.

value for money luxurious timeless well-made
top of the range durable inexpensive cool
reliable stylish fashionable sexy

c. Why do people buy brands?
d. Why do you think some people dislike brands?
e. How loyal are you to the brands you have chosen?
For example, when you buy jeans, do you always buy Levi’s?

2. A recent survey named the brands below as the world’s top ten. Which
do you think is number one? Rank the others in order.

Marlbor i
?ntbe(lj 0 Mercedes General Electric
Microsoft McDonald’s
Coca-Cola Nokia Disne
IBM y
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[ Reading 1
3. Read the text and answer these questions.

a. In what way can products be classified?

b. What is the first way of classifying consumer goods?

c. What is the difference between the first and second ways of classifying
goods?

d. What is the difference between consumer goods and industrial goods?

e. What does a product strategy include?

PRODUCT TYPES

A product is anything that can be supplied to a market in order to sat-
isfy customer needs. This is a broad concept. It includes both goods and
services. Not-for-profit firms and units of government have products too.

Products are often classified according to types of buyer and ways of
shopping. The most basic division is between consumer and industrial
goods.

Consumer goods are bought to satisfy consumer needs. In statistics
such goods are classified as follows.

e Durable goods that last a year or more, such as furniture, applianc-
es, and cars.

¢ Nondurable goods, or those that last less than one year. Food, gaso-
line, and medicine are examples. Clothing is counted as nondura-
ble, even though some items last more than a year.

e Services, or actions performed directly for the benefit of the con-
sumer. Haircuts, concerts, and tax preparation are examples.

In recent years services have accounted for about half of all con-
sumer purchases, nondurable goods for about 35 percent, and durable
goods for about 15 percent. The proportion spent on services has been ris-
ing steadily.

A second way of classifying consumer goods is based on how people
shop for them, rather than on the nature of the goods themselves. This re-
sults in the following categories.

e Convenience goods, which are bought often and with little com-
parison shopping. Eggs, pencils and cigarettes are examples.
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e Shopping goods, which are bought only after an effort to gather
information on the price, quality, and other features of competing
brands. Most consumer durable goods are shopping goods.

e Specialty goods, which are bought without much comparison
shopping because they offer unique features or brand images. A
Rolex watch and a Porsche are products that, at least in the minds
of some consumers, have no substitutes.

Many firms, of course, sell

=% to other firms rather than to con-
| sumers. Their products are called

industrial goods. Effective mar-
keting of those products require
some knowledge of why and
how they are bought. Industrial
goods are bought not for the di-
rect benefits they provide but to
be used in making other goods to
satisfy consumer demand. In-
dustrial goods fall into two broad
groups.

e Capital goods, which are durable additions to the buyer’s plant or
equipment. Examples are industrial boilers, assembly line robots,
and office equipment.

e Expense goods, which are used up in the course of producing the
buyer’s output. Raw materials, component parts, and maintenance
supplies are expense items.

Planning a product strategy is part of the job planning a marketing
strategy. It includes not only deciding which products to make but also de-
ciding when to bring out new products and when to retire old ones. It also
means working out the details of branding, packaging, warranty, and ser-
vice. All of these plans must mesh with distribution, promotion, and pricing
plans.

&
£
%

%
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< Vocabulary focus 1

4. Match words or phrases from the text to these definitions:

a)
b)

c)
d)
e)
f)

9)
h)

goods that customers compare and consider carefully before buying
goods with specific characteristics that particular customers will
make an effort to buy

something or someone used instead of another product or person
goods which are quickly consumed, and probably replaced by others
a device, machine or piece of equipment

substance on which manufacturing processes are carried out, and
company’s products are made

goods that are used up in the course of producing the buyer’s output
articles that companies need for keeping machinery, etc. in good
working condition.

5. All the words in the box form strong collocations with the word con-
sumer. Match up the terms in the box with the definitions below.

consumer behavior consumer boycott
consumer confidence consumer credit
consumer durables consumer goods
consumer market consumer panel

consumer profile consumer spending

A description of the characteristics of the consumers of a particular
product, in terms of age, class, income, and so on.

A group of shoppers who record their purchases of all or selected
products, for use in market research.

Goods in everyday use, such as food, clothing, household goods, and
services such as hairdressing, retail banking, and so on.

Goods that last a long time, such as cars, fridges, cookers, televi-
sions, and so on.
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5. How people in general feel about their job security, future economic
prospects, and so on.

6. How different people react to marketing stimuli, depending on their
psychology, their cultural and social background, and their economic
situation.

7. The amount of money being spent on consumer goods and services,
which fluctuate with recessions and booms.

8. The amount of money borrowed by people to buy goods and ser-
vices, depending on confidence and the economic cycle.

9. The individuals and households that buy products for their own per-
sonal consumption.

10. When customers refuse to buy the products of a company they disap-
prove of for ethical or political reasons.

Reading 2
6. While reading the text decide which paragraphs could be given the
following headings.
------ consequences of upward stretch of product lines
------ reasons for product-line filling
------ the results of downward stretch of product lines
------ cases of a two-way stretch of product line
------ components of companies’ product mix
------ responsibilities of product line managers
------ two ways of lengthening product lines and their consequences

PRODUCT LINE AND MIX
A group of products that are closely related in how they are used is
known as a product line. The 727s, 737s, 747s and other aircraft made by
Boeing are a product line. Often firms have more than one product line.
The complete list of products offered by a firm, including all of its product
lines, is known as its product mix.
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High products
Present
products
8
o
New
products
Low /
Low Quality High

Two-WAY STRETCH

Product line managers have to decide on product-line length. The
line is too short if the manager can increase profits by adding items; the
line is too long if the manager can increase profits by dropping items.
Companies that are seeking high market share and market growth usually
carry longer lines. Companies that want high profitability generally carry
shorter lines consisting of selected items.

Product line managers have to decide on product-line length. The
line is too short if the manager can increase profits by adding items; the
line is too long if the manager can increase profits by dropping items.
Companies that are seeking high market share and market growth usually
carry longer lines. Companies that want high profitability generally carry
shorter lines consisting of selected items.

Product lines tend to lengthen over time. The product line manager
wants to add items to the product line to increase sales and profits. Howev-
er, as the manager adds items, several costs rise: design and engineering
costs, inventory carrying costs, manufacturing changeover costs, trans-
portation costs, and promotional costs to introduce new items. The compa-
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ny must plan product line growth carefully. It can systematically increase
the length of its product line in two ways: by stretching its line and by fill-
ing its line. Product-line stretching occurs when a company lengthens its
product line beyond its current range. A company can stretch its line
downward, upward, or both ways.

Many companies initially locate at the high end of the market and
later stretch their lines downward. In making a downward stretch, the
company faces some risks. The low-end item might provoke competitors
to move into the higher end. Or the company’s dealers may not be willing
or able to handle the lower-end products. Or the new low-end items might
cannibalize higher-end items.

Companies at the low end of the market may want to enter the higher
end. An upward-stretch decision can be risky. The higher-end competitors
may strike back by entering the lower end of the market. Prospective cus-
tomers may not believe that the newcomer can produce quality products.
Finally, the company’s sales people and distributors may lack the talent
and training to serve the higher end of the market.

Companies in the middle range of the market may decide to stretch
their lines in both directions. The Marriott Hotel group has performed a
two-way stretch of its hotel product line. Alongside regular Marriott hotels,
it added the Marriott Marquis line to serve the upper end of the market and
the Courtyard and Fairfield Inn lines to serve the lower end.

A product line can also be lengthened by adding more items within
the current range of the line. Among the reasons for product-line filling
are: reaching for extra profits, trying to satisfy dealers, trying to use excess
capacity and trying to be the leading full-line company.

7. Find words and expressions in the text that mean nearly the same.

a full list to try to attain high market
share

stock carrying costs to excite to some action

to hit back nearly equally associated

to withdraw products from the market  to enter the lower end

to face risks to obtain extra profits
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8. Choose the appropriate ending for each sentence. Summarize the text
putting the sentences in the correct order.

1. To increase sales and profits the product line manager can do it...
a) by reducing design costs and manufacturing changeover costs;
b) by shortening product line beyond its current range;
c) by stretching the line and by filling the line.
2. Companies selling consumer goods of middle cost may stretch their
lines...
a) entering the lower end of the market and the higher end of the
market;
b) moving only into the higher end of the market;
¢) serving only the lower end of the market.
3. The risks of stretching product lines downward include...
a) competitors’ moving into the higher end, dealers’ rejecting to sell
the lower end products, and forcing high-end items out;
b) provoking competitors’ moving into the lower end;
¢) dealers’ unwilling to handle the lower end products.
4. Product managers can increase profits of the company by...
a) adding items if the line is too short and dropping the items if the
line is too long;
b) adding the items if the line is too long and dropping the items if
the line is too short;
¢) lengthening lines consisting of selected items.
5. Product mix of a firm includes...
a) a full list of products including its product lines;
b) all of its product lines presenting high end items;
c) all of its product lines presenting low-end items.
6. Extra profits and the position of the full-line company can be
achieved...
a) by serving the lower end of the market;
b) by adding more items within the current range of the line;
c) by trying to satisfy dealers.
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7. Companies entering the higher end may face some problems such as...
a) reducing profits, stagnant market share, and losing customers;

b) raising profits, increasing market share, and obtaining new customers;
C) competitors’ entering the lower end of the market, distrust to a new-

comer, inability of sales people to serve the higher end of the market.

< Vocabulary focus 2
9. Complete the spaces in the sentences with the words and expressions

given in the box.

inventories costs dropping
stable shopping goods stretched
convenience goods specialty goods market segments
lengthen profitability market share
life cycle product mix —

10. ...

Often companies have a ... consisting of a number of product lines.
These products can have growing, ..., or declining sales, depending
on where they are in their ... .

Companies looking for high ... generally have long product lines,
while companies seeking high ... will have shorter lines.

Yet most product lines tend to ... over time, as companies add extra
items to cover additional ... .

... are cheap and simple products which people use regularly without
comparing alternatives.

A product line can be ... in two directions, both up-market and down-
market.

... are products for which customers generally search for information.
Sometimes you can increase profits by ... certain items.

Adding items to a product line results in a variety of ..., for example,
you will need to carry more ... .

are durable goods with unique characteristics that informed cus-
tomers have to go to a particular store to buy.

61



10. Use the clues to complete the crossword puzzle.

l-lllll

ACROSS
5. The knowledge people have of a brand is called “brand ...”.
6. The ideas and beliefs people have about a brand.
9. Consumers who buy various competing products rather than being loy-
al to a particular brand.
10. The first people to buy a new product are called innovators and ...
adapters
11. When the products are used in TV programmes, films, etc., we speak of
product ... .

DOWN

1. It starts with product design and ends when it is discontinued.

2. When a company has a new product, it gives it catchy ... .

3. A good way to make consumers aware of a new product is to give them
free ... .

4. The gathering of information about what buyers need or want.

7. A good product is one that can ... most, or all, of the customers expecta-
tions.

8. If you keep buying a particular brand, you show ... .
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© Speaking 1

11.

< <

m 2

S

Four marketing executives at a cosmetics company, Marvel Plc, are

talking about licensing their ‘Luc Fontaine’ product range to an

Asian manufacturer. Listen to or read the conversation and answer

these questions.

a) Why do the marketing executives at Marvel Plc want to license
their ‘Luc Fontaine’ product range?

b) What advantages does Susan Li offer to Marvel?

c) According to Barbara, what is the disadvantage of offering a licence
to Susan Li?

d) What suggestion does Barbara make to her colleagues?

M = Marcia, A = Alain, V =Valerie, B = Barbara

.. OK, we all agree we want to increase our revenue by licensing our

‘Luc Fontaine’ product range. As you know, Susan Li, one of our con-
tacts in Hong Kong, is very interested. Alain, how do you feel about
this? Is she the right person for us?

.. Definitely. In my opinion she’s ideal. She is well known in Asia, she’s

got an excellent reputation in the industry. She’s got a modern factory
and a large customer base. I’d say she’s just what we’re looking for.

.. Right. Valerie, what do you think?
. I agree because she’s very good at marketing. I’ve met her several

times. She’ll work twenty four hours a day to get a sale. Just the sort
of person we want.

. Barbara, you are shaking your head. What’s your opinion?
. I’'m afraid I can’t agree. I don’t think she’s suitable at all. All her

products sell at the lower end of the market. They’re in the cheaper
price ranges. But our Luc Fontaine range is exclusive. The male and
female perfumes are for people who don’t mind spending a lot of
money to look good. They’re not a good match for what she’s selling.

.. So what do you suggest then?
.| think we should find someone else. | do have someone in mind. | met

Hiroshi Takahashi recently. He’s based in Nagoya. His healthcare
company is doing really well. He makes various skin products and
sells them under well-known European labels. In my opinion, his
company has a lot to offer. Why don’t we meet him and see if he’s in-
terested?
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12. Reproduce the dialogue in roles as close to the text as possible.

[0 Reading 3
13. Five requirements to brands are referred to in the following text.

Which are they?

BRANDING

Branding is the use of a design, symbol, name, or some mix of these
things to identify a product. A brand name is the part of a brand that can be
spoken, or a combination of letters and numbers. A trademark is a symbol
or brand name that is legally protected, such as the name Ford written in
script inside an oval. All of these devices serve to distinguish the product
from its competitors.

Let’s look at the benefits of branding first from the point of view of
the producer and then from that of the consumer.

Producers find branding useful for a number of reasons.

a. Branding leads to repeat purchases and customer loyalty, as long

as consumers are satisfied with the branded product.

b. Branding aids in positioning

c. Other firms use branding in almost the opposite way: they use it to

tie their products together rather than to set them apart.

An established brand name is a major asset. Outright fakes are one
threat to brand names — especially if they put low-quality goods on the
market under a familiar label. Brand names can also be lost if they become
so familiar that consumers confuse the brand with the type of product. Ny-
lon and kerosene were once protected brand names that now name a type
of product.

Among the benefits of branding to consumers are the following.

a. Brands help consumers identify products with which they have had

a good experience in the past.

b. Brands often serve as an index of quality. Levi’s jeans are known

to be well-made products.

c. Brands help consumers shape their own image in the eyes of

friends and associates.
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In addition to famous manufacturers’ brands, there are also whole-
salers’ and retailers’ brands. For example, most large supermarket chains
now offer their “own-label” brands, many of which are made by one of the
better-known manufacturers.

Brand names should of course be easy to recognize and remember.
They should also be easy to pronounce and, especially for international
brands, should not mean something embarrassing in a foreign language!

As well as a name and a logo, many brands also have easily recog-
nizable packaging. Of course packaging should also be functional. In other
words, the container or wrapper should protect the product inside, be in-
formative, convenient to open, inexpensive to produce, and ecological.

14. Highlight the part of the sentence or the whole sentence which:

a) states the main function of brands and trademarks

b) concedes that brands enable consumers to distinguish good quality
products among other similar products

c) mentions the main threat to brands

d) describes the reason of customers’ staying loyal to brands

e) suggests the examples of products whose brand name now means
the type of the product

f) mentions that branding helps in situating a product in relation to
others already on the market

@ Speaking 2
15. Role play this situation.

Jonson, a large department store in Chicago, USA, is losing money.
Its main product areas are food, clothing and household furniture. Seventy
percent of its revenue comes from clothing, twenty-two percent from food
and eight percent from furniture. Three directors of the company meet to
discuss the company’s problems and how to solve them.

Student A

In your opinion, Jonson has a problem with its brand image.

e People consider their clothes to be boring, old-fashioned, over-
priced and unexciting. They used to think they were well-made,
value for money, durable and reasonably priced.
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e Nowadays, the store sells clothes aimed at different age groups —
young, middle-aged and old.
e People don’t enjoy visiting the store because it needs redecorating
in brighter colours.
o Staff uniforms do not help the company’s brand image.
You think, Jonson should focus on one segment of clothing market. You
are not sure what segment would be best, so you want to spend a lot of
money on market research.

Student B
In your opinion, the brand image of Jonson is excellent. People think
that Jonson’s products are high quality and durable. But they are aiming
at too many segments of the market.
e They should focus on the 30-50-year-old segment of the clothing
market.
e They should not compete in the 15-30-year-old segment and
should reduce floor space for these products.
e They should use the additional space to sell more food.
¢ They need to spend more money on advertising and promoting
their clothes.

Student C

In your opinion, Jonson’s problem is that it is selling the wrong
clothes at the wrong price.
It doesn’t have enough top-selling products at low prices.
The products are not stylish or colourful.
The store is dull. It needs to be redecorated in bright colours.
It needs to improve the display of the clothes.
You think Jonson should focus on the young segment of the market
(the 15-30 age group). It should recruit a fashion expert with an
international reputation — someone who knows what to buy and
when to buy.
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Useful language

Asking for Agreeing Making Giving Disagreeing
opinions suggestions opinions

How do you | That’s true | I think we I think.../I | see/know what
feel about...? should... don’t think... | you mean, but ...
What do you | | agree How about...? In my opinion | I’'m afraid I can’t
think? agree.
What’s your | Absolutely/ | Why don’t Maybe, but ...
opinion? Exactly we...? B
What’s your | I think so Maybe/Perhaps
view? too we could... B -

& Language focus
16. Complete the text below with the present simple or the present con-
tinuous forms of the verbs in brackets.

At the moment | (work) for a cosmetics company. We offer a full
range of cosmetic products and (sell) cosmetics and toiletries around the
world. Our main cosmetics brand (dominate) the French market and it (do)
well in the rest of Europe at the moment, too. In fact, the brand (become)
more and more popular throughout the world and our market share (grow)
every day.

We usually (develop) and (extend) product under our existing brand
name. The brand is distinctive and (stand) out from the competition. How-
ever, this year we (create) a completely new brand of cosmetics.

17. Infinitive (to) or gerund (-ing)

The verbs often followed by the infinitive:

to recommend, can’t afford, to decide, 1'd like, to refuse, to want, to pre-
tend, to offer, to fail, to promise, to arrange, to hope, to wish, to plan, to
forget, to need, to encourage, to allow, to expect. to agree, to intend

The verbs usually followed by the gerund:

to dislike, to give up, to consider, to enjoy, to mind, don’t mind, to delay,
to avoid, to remember, to recommend, to deny, to appreciate, can’t stand,
to look forward to, to suggest, to put off, to practice, to finish, to keep (on),
to discuss, to mention
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Verbs followed by the gerund or the infinitive with no difference in

meaning:

to propose, to love, to prefer, to begin, to hate, to continue, to intend, to like
Verbs followed by the gerund or the infinitive with a difference in

meaning:

to stop, to remember, to try, to forget, to regret

COMPARE:

Infinitive

Gerund

He stopped to smoke.
OH oCTaHOBWIICS] TOKYPHTb.

He stopped smoking.
OH nepecTall KypHUTh.

Judy always remembers to
lock the door.

Jlxkynu HUKOT/A HE 3a0bIBacT
3anupaThb OABEPb.

| remember seeing the Alps for the
first time. The sight was impressive.

51 noMHI0, Kak yBHIEN AJIBITBI B TIEPBBIN
pa3. 3penuiiie ObLIO BIICUATIISIOIIEE.

Sam often forgets to lock the
door.
CsM yacTo 3a0bIBaeT 3anuparb

JIBEPb.

I’'ll never forget seeing the Alps for
the first time.

A Hukorga He 3a0yay, Kak YBHUACH
AJTbIIBI B IEPBBIN pas.

| regret to tell you that you
failed the test.

K COXAJICHUIO, JOJI?KEH CKas3aTb
TeOe, UTO ThI HE cl1al DK3aMeEH.

| regret lending him some money.

A COXAJICIO, YTO OA0JDKHII EMY JICHBI'H.

| always try to pay my bills on
time.

Sl Bcerma craparoch OIIayvMBaTh
CBOM CUETA BOBpPEMSI.

The room was hot. | tried opening the
window, but that didn’t help. So 1
tried turning on the fan, but | was
still hot.

B komuare 0bu10 xapko. S monpo6o-
BaJl OTKPBITh OKHO, HO 3TO HE MOMOT-
J0. 3areM s TONpoOOBal BKIKOYUTH
BEHTUJISITOP, HO MHE BCE PaBHO OBLIO
KapKo.

Note: “Forget” followed by the Gerund is used in interrogative and

negative sentences.
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18. In these sentences two of the verbs are possible and one is incorrect.
Choose the two correct verbs.
1. He ... to review our quality procedures.
a) promised b) delayed c) wanted
2.1 ... improving reliability.
a) undertook Db) suggested c¢) recommended
3.1 ... to meet the Quality Director.
a) decided b) didn’t mind c¢) arranged
4. She ... to check the large order.
a) refused b) put off c¢) failed
5. We ... to invest in new machinery.
a) consider b) hope c) plan

19. Match these sentence halves:
1. The board recommends |a) to make mistakes with this big order.
2. The factory can’t afford | b) producing the faulty product.
3. The research and devel- | c) to turn around the company’s reputa-
opment department tion in the coming year.
should consider
4. The new Chief Executive | d) outsourcing some of the company’s

promised functions.
5. The factory stopped e) to accept our apology for the fault.
6. The customer refused f) changing its policy on product
testing.

20. Choose the most appropriate form of the verb from the brackets to
complete these sentences.
1. He stopped (working/to work) on the project after three months be-
cause of ill-health.
2. She was driving in a hurry but she stopped (answering/to answer) her
mobile phone.
3. Did you remember (calling/to call) the customer yesterday?
I can’t remember (offering/to offer) you a replacement.
5. The sales assistant forgot (giving/to give) the customer a discount.

&
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6. The customer forgot (completing/to complete) the five-year guarantee
form.
7. | always remember (turning/to turn) off all lights before | leave my
house.
8. | can remember (being/to be) very proud and happy when | graduated.
9. Did you remember (giving/to give) Jake my message.
10. | remember (visiting/to visit) this company when | was on business in
this town.
11. What did you forget (doing/to do) before you left for meeting this
morning?
12. T’ll never forget (meeting/to meet) my boss for the first time.
13. | regret (infirming/to inform) you that your loan application has not
been approved.
14. | regret not (listening/to listen) to your advice. You were right.
15. The teacher always tries (explaining/to explain) the problem as clearly
as possible.
16. I haven’t been able to get in touch with Susan I tried (calling/to call)
her. Then I tried (writing/to write) her a letter. I tried (leaving/to leave)
a message with her brother. Nothing worked.

[ Reading 4
21. Before you read the text, answer this question:

In your opinion what is meant by a product life cycle?
Then read the text and complete the table following it.

PRODUCT LIFE CYCLES

The sales of most products change over time, in a recognizable pat-
tern which contains distinct periods or stages. The standard life cycle in-
cludes introduction, growth, maturity and decline stages.

The introduction stage, following a product’s launch, generally in-
volves slow growth. Only a few innovative people will buy it. There are
probably no profits at this stage because of the heavy advertising, distribu-
tion and sales promotions expenses involved in introducing a product onto
the market. Consumers must be aware of the product’s existence and per-
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suaded to buy it. Some producers will apply a market-skimming strategy,
setting a high price in order to recover development costs. Others will em-
ploy a market-penetration

strategy, selling the product LN
at as low a price as possible /

in order to attain a large Profits
market share. There is al- ,/ S
ways a trade-off between

high current profit and high

market share.

During the growth period, ’early adopters’ join the ‘innovators’
who were responsible for the first sales, so that sales rise quickly, produc-
ing profits. This generally enables the producer to benefit from economies
of scale. Competitors will probably enter the market, usually making it
necessary to reduce prices, but the competition will increase the market’s
awareness and speed up the adoption process.

When the majority of potential buyers have tried or accepted a
product, the market is saturated, and the product reaches its maturity
stage. Sales will stabilize at the replacement purchase rate, or will only
increase if the population increases. The marketing manager has to turn
consumers’ brand preference into brand loyalty.

Most products available at any given time are in the maturity stage of
the life cycle. This stage may last many years, and contain many ups and
downs due to the use of a succession of marketing strategies and tactics.
Product managers can attempt to convert non-users, search for new mar-
kets and market segments to enter, or try to stimulate increased usage by
existing assets. Alternatively they can attempt to improve product quality
and to add new features, sizes or models, or simply to introduce periodic
stylistic modifications. They can also modify the other elements of the
marketing mix, and cut prices, increase advertising, undertake aggressive
sales promotions, seek new distribution channels, and so on, although here
additional sales generally come at the cost of reduced profits.

A product enters the decline period when it begins to be replaced by
new ones, due to advances in technology, or to changes in fashions and
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tastes. When the product has clearly entered the decline stage, some manu-
facturers will abandon it in order to invest their resources in more profita-
ble or innovative products. When some competitors choose to withdraw
from a market, those who remain will obviously gain a temporary in-
crease in sales as customers switch to their product.

Not all products have this typical life cycle. Some have an immediate
rapid growth rather than a slow introductory stage. Others never achieve
the desired sales, and go straight from introduction to maturity, although of
course this should have been discovered during test marketing before a full-
scale launch. Fads and gimmicks — for example, toys people buy once and
once only to stick on car windows — have distinct life cycles, both rising and
declining very quickly.

I. Reasons for no profits at the in- I11. Events at the growth stage
troduction stage
1. unawareness of people about the 1. increasing market
product 2
2 K F U
P b oo
I1. Strategies used at the introduc- | IV. Strategies and tactics used for
tion stage staying in the maturity stage
1 1. converting non-users
2 7
K F P
Ao oo
TR
B e
L

22. Summarize the text on the basis of the completed table.
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23. Which of these statements are true? Correct the false ones.

1.

10.

The introduction stage of a new product is not usu-
ally profitable.

. During the introduction stage, marketers are trying

to create brand preference.

. A producer seeking maximum profits will apply a

market-penetration strategy.

The entry of competitors onto the market will
make more consumers aware of the product and
stimulate them to try it.

At the maturity stage, producers begin to benefit
from economics of scale.

The maturity stage is generally the longest.

. Once the maturity stage is reached, marketers con-

centrate on finding new customers.

. A product enters the decline stage when it begins

to become obsolete.

. A product can experience temporary sales increas-

es during its decline stage.
Gimmicks and fads have a particularly long life
cycle.

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE
TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

TRUE/FALSE

24. Choose the expressions from the list below to begin the following sen-

tences.

At first ... Secondly, thirdly, etc. | Then ...

Initially ... Later ..

To start with ... Later on ...
Afterwards ...
Subsequently ...

At this point or stage ... Eventually ...

During this time ... In time ...

Meanwhile ... Ultimately ...
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[N

. ... companies have to advertise and promote heavily.

N

... companies have to choose between high profit and high market
strategies.

.. competitors will probably enter the market.

.. economies of scale begin to lower costs.

.. growth is slow and expenses are high.

.. marketers have to build up brand loyalty.

N o ok~ W

... marketers have to turn this awareness int0 a desire to purchase
the product.
8. ... new products will appear and begin to replace the existing ones.
9. ... sales begin to rise quickly.
10. ...sales will only increase if marketers can expand the whole mar-

ket, or find new uses or users for the product.

11. ... the company will choose to abandon the product.
12. ... the market will become saturated.
@ Writing

25. Translate the following extracts from English into Russian.

A. The word ‘quality’ seems to have different meanings depending on
who uses it. Until the 1960s, quality meant the same as excellence: a quali-
ty product was simply the best of its kind, and this is what most people still
understand by quality. A Longines is the best watch in the world, like a
Rolls Royce is the best car ever. The fact that very few people need or can
afford to buy a Longines or a Rolls is considered irrelevant. In the business
world, however, the word has acquired a new meaning. Quality means
consistency, a lack of defects; it is relative to what you set out to achieve.
By these standards, Korean and Japanese cars are very good quality be-
cause they rarely break down. And McDonald’s hamburgers, who are

roughly the same all over the world, are examples of high quality food.
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B. According to the old saying, ‘necessity is the mother of invention’.
Indeed, if we think of the steam engine, the light bulb, or the World Wide
Web, it seems that these inventions came at the best time.

On the other hand, some of the products on the market which are pre-
sented as ‘new’ can be quite useless, and can even be an insult to human
intelligence and creativity. What are we to think, for example, of inven-
tions such as the ‘telescopic golf ball retriever’, or the ‘battery-operated pet
vacuum cleaner’?

Perhaps the majority of consumers will always remain passive and de-
pend on what the market has to offer. However, many people still rely on
their common sense and imagination to find alternative uses for ordinary ob-
jects or already existing products. Try this little experiment: sit back and re-
lax; visualize a drawing pen; then think of five different things you could
use it for. Most probably, you will soon come up with a lot more than five
uses.

© Speaking 3
26. Explain in English what is meant by the following word combina-

tions:

to have no brand preference or loyalty;

to be a “brand switcher”;

products are always at different stages of their life cycle;
to have long product lines;

product lines have a tendency to lengthen over time;
markets are in constant evolution.

27. a) Here are ten global brands. Match them with products. Can you
name 10 well-known brands which are their competitors? Name an-
other 5 famous global brands. What products are they connected
with?
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LOREAL

b) Here are five famous luxury brands. What are they famous for? Why
do people pay so much money for these brands?

PRADA

Sok 8 licgt ¢ \M
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28. Cut out two of your favourite advertisements from a magazine or
newspaper. Prepare a short presentation of each advertisement.
Present each one to the members of your group, covering these

points:

e Target customers

e The USP of the product

e How the ad works in terms of the four stages of ’AIDA’
(ATTENTION, INTEREST, DESIRE, ACTION)
e How the style would have to be changed for other markets

1’d like to show you an ad that really impressed me.
What do you think of this ad? It shows ....
This ad seems to be aimed at ....
According to this ad, the USP of this product is ...
What I don’t like about this ad is ...

# Essential words and expressions

To accept

To account for

To abandon

(To) aid

To add

Addition
Appliances

An assembly line
Asset

An associate

To attain

To bring out
Broad

Capital goods

To carry inventory
To cannibalize

A chain
Comparison shopping
Complete

To confuse with

VVVVVVVVVVYVVYVVVVVYVYVYVYYY

IPUHUMATh
HACUYUTHIBATh, COCTABJISATh

OTKa3bIBAThCS

MIOMOII[b, TOMOTaTh

J00aBJISATh

nobaBeHue

ANEKTPOOBITOBBIE MPUOOPHI

cOoOpoYHas JTUHUS

KamnuTaj, 10CTOSHUE

IapTHEP, KoJuIera

JIOCTUTaTh

BBIITYCKaTh TOBAP HA PhIHOK

IUPOKUI

TOBAPbI TPOU3BOJICTBEHHOT'O HA3HAYECHUS
XPaHUTh 3a1achl

BBITECHUTh, TIOTJIOTUTH

CEeTh

MOKYTIKA ISl CPAaBHEHUS

MTOJTHBIN

yTaTh
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To contain

A container
Convenience goods
Costs

At the cost of

To count for

To convert

A decline

To drop an item
An early adopter
Embarrassing

Expense items (goods)
A fake
A full-line company

Growth

To gain

A high-end market
Immediate

An innovator
Introduction

An item

A label

To lack

Legally

A logo

A low-end item
Loyalty
Maintenance supplies

Manufacturing changeover

Market penetration

YV V VY YVVVVYVYVYVYYVYYVY

Y V V

YVVVYVVYVYVVVVVYVVYYVYY

COJZIepKaTh
yIaKoBKa

TOBaphl IOBCETHEBHOT'O CIIPOCA
U3JICPIKKH, PACXOIbI

3a CU€T 4ero-inbdo

paccuuThIBaTh Ha

IPEeBPATUTH TEX, KTO HE MOKYIal TOBa-
PBI, B CBOMX KJIIUEHTOB

yHaJoK, yMEHbBIIICHHUE

yOpath TOBap C pbIHKA

PaHHUU MOCJIEN0BATEIb

PUBOJIALINHN B 3aTPYyTHEHHUE, 3aMellIa-
TEIbCTBO

pacxoaHblie TOBapbI

NOJJIETKA

KOMIIaHUs1, UMEIOLIasi HACBHIIICHHYIO
TOBapHYIO CEPUIO

OypHBIil pOCT, pa3BUTHE

MoJIy4aTh, 10OMBATHCS

PBIHOK 0oJiee JOPOroi NMpoayKIUU
npsiMoii, Oe30TiaraTebHbIN

HOBATOP, MUOHEP

BBIBEJICHHE HA PHIHOK

U3JeIIIE, XOA0BOU TOBAp

SAPIBIK

OTCYTCTBOBAaTh, HEJJOCTABATh

10 3aKOHY

JIOTOTHT, TpaduuecKuii 3HaK GUPMBI
JELIEBBIN TOBAP

PUBEP>KEHHOCTh

IKCILTyaTallMOHHbBIE CPEACTBA CHAOKEHUS
nepeHanaika mpou3BOACTBA
BHEJIPEHHE TOBapa Ha PHIHOK
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A market-skimming strategy

Maturity
To mesh with
A middle-range market

Non-for-profit firm
Outright
Positioning

Product line-filling

Product line length
Product line stretching
A product mix

To provoke

Rather than

Raw material

To recognize

To recover

To reduce

Replacement purchase rate

To retire

To saturate

To search for
To seek (sought, sought)
To shape image
Shopping goods
Specialty goods
Steadily

To strike back
Succession

A substitute

Y VYV VY

Y YV V Y VYV VY

YV VVYVYVYY

VVVVVVVVVVY

«CHSITHE CIIMBOK» (YCTaHOBJICHUE BbI-
COKOM MCXOJHOM IIEHBI HA HOBBIN TOBApP
C 1IeJIbIO OBICTPO OKYIUTH PACXOIbI)
3peNIoCTh

OBITH CBSI3aHHBIM

PBIHOK IOTPEOUTEIHCKUX TOBAPOB
CpEIHEN CTOMMOCTH
HEKOMMepYecKasi OpraHu3aius
OTKPBITHIN, IIPIMOU
NO3ULIMOHUPOBAHUE (3aKPEIICHHE 32
TOBAapOM MECTa Ha PBIHKE)
HACBIIIIEHUE TOBApHOU cepuu (accop-
TUMEHTA)

JUIMHA TOBAPHOU cepuu

pacuIMpeHue acCCOPTUMEHTA TOBAPOB
CTPYKTypa acCOPTUMEHTA TOBapoOB, MO-
CTaBJISIEMBIX Ha PIHOK (hUpPMO
BBI3BAaTh, IPOBOLIMPOBATH

a He

CBIPbE

y3HaBaTh

BEPHYTH 0O0OpPATHO, MMOKPHIBATH
YMEHbIIIATh

ko3 puimeHT 3ameHbl (0OHOBIICHMS)
MOKYTIKA

U3BATh U3 TIPOJIAKU

HaCHIIIATh

UCKaTh

UCKaTh, TOOMBATHCS YET0-TM00
CO3/1aBaTh UMMJIK

TOBApHI MIPEJIBAPUTEIILHOTO BHIOOpA
TOBapbl 0COOOTO crpoca

HEYKJIOHHO

HAHECTH OTBETHBIN yaap
MOCJIEA0BATEIbHOCTD

3aMEHUTEIb
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To switch to »  TIepeXOWTh, IEPEKITIOYATHCS Ha JIPY-
o TOBap
Threat » yrposa
A trademark »  TOBapHBIN 3HAK
Trade-off »  BBIOOp, alIbTEPHATHBA
Warranty »  TrapaHTus
Withdraw »  OKOHYaHHEe PabOTHI, IPEKpPAICHHE,
U3BSATHE
A wrapper » 00&ptka
Unit VI
PRICING
Preview

1. Decide what factors should be taken into account while setting the
price for a product. Make a list of these factors and compare it with
ones of your group-mates.

[0 Reading 1
2. Read the text and answer the following question.

a)

b)
c)

d)
e)
f)

9)
h)

What do internal company factors affecting pricing decisions in-
clude?
What factors are considered to be external environmental factors?
What principal and additional objectives may the company deter-
mine before setting prices?
What should be done by the company to form an effective market-
ing program?
What decisions are made first: pricing decisions or marketing mix
decisions?
What costs should the price cover?
How does the efficiency of the company affect prices?
How do organizational considerations influence the way of setting
prices?
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INTERNAL FACTORS AFFECTING PRICE DECISIONS
A company’s pricing decisions are affected by many internal com-
pany factors and external environmental factors. These factors are shown
in figure. Internal factors include the company’s marketing objectives,
marketing mix strategy, costs, and organization. External factors include
the nature of the market and demand, competition, and other environmental
factors.

External factors:
Internal factors: i ! Nature of the market
Marketing objectives i and demand

| Pricing

ogs el B! orisions || ek oo |
Organization for pricing | - factors (ecanomy, .
3 { J resellers, government) |

Marketing objectives. Before setting price, the company must decide
on its strategy for the product. If the company has selected its target market
and positioning carefully, then its marketing mix strategy, including price,
will be fairly straightforward. For example, if General Motors decided to
produce a new sports car to compete with European sports cars in the high-
Income segment, this suggests charging a high price.

At the same time, the company may seek additional objectives. The
clearer a firm about its objectives, the easier it is to set price. Examples of
common objectives are survival, current profit maximization, and product
quality leadership.

Marketing-mix strategy. Price is only one of the marketing-mix tools
that the company uses to achieve its marketing objectives. Price decisions
must be coordinated with product design, distribution, and promotion deci-
sions to form a consistent and effective marketing program. Decisions
made for other marketing-mix variables may affect pricing decisions. For
example, producers who use many resellers expected to support and pro-
mote their products may have to build larger reseller margins into their
prices. The decision to develop a high-quality position will mean that the
seller must charge a higher price to cover higher costs. The company often
makes its pricing decisions first and then bases other marketing-mix deci-
sions on the price it wants to charge.
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Costs. Costs set the floor for the price that the company can charge
for its product. The company wants to charge a price that both covers all
its costs for producing, distributing, and selling the product and delivers a
fair rate of return for its effort and risk. A company’s costs may be an
important element in its pricing strategy. Many companies work to become
the ‘low-cost producers’ in their industries. Companies with lower costs
can set lower prices that result in greater sales and profits.

Organizational considerations. Management must decide who within
the organization should set prices. Companies set prices in a variety of
ways. In small companies, prices are often set by top management rather
than by the marketing or sales department. In large companies, pricing is
typically handled by divisional or product-line managers. In industrial
markets, salespeople may be allowed to negotiate with customers within
certain price ranges — even so, top management sets the pricing objectives
and policies and often approves the prices proposed by lower-level man-
agement or salespeople. In industries in which pricing is a key factor (aero-
space, railroads, oil companies), companies will often have a pricing de-
partment to set the best prices or help others in setting them. This depart-
ment reports to the marketing department or top management. Others who
have an influence on pricing include sales managers, production managers,
finance managers, and accountants.

3. On the basis of the questions speak on internal factors influencing the
price decisions.

4. Match words or phrases in the left column to the definitions in the

right one.

1. high income segment a. a person who captures, processes and
communicates financial information

2. reseller b. to be accountable to

3. reseller margin c. to put forth for consideration or ac-
ceptance

4. to deliver a fair rate of return d. a manager responsible for a total de-
partment

5. to handle pricing e. to give sufficient profit from invest-
ment
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6. divisional manager f. to deal with pricing

7. to propose g. profit of a reseller as a part or per-
centage of the selling price

8. to report to h. wholesalers or retailers that buy
products to resell

9. accountant I. part of a market with consumers hav-

ing high earnings

5. The following words related to pricing all appear in the text.

survival ~ charge  internal  to seek to set
to reportto  external  additional  to approve

Which of the words in the box suggest the idea of:
being inside

. establishing

sanctioning

. being extra

being outside

asking payment for

. continuing to live or exist after or in spite of

. trying to get or aiming at

accountability to

- SKQ —Sh® o0 TP

[ Reading 2
6. Look quickly through the text and decide which paragraphs are about

these subjects.

----------- consideration of resellers’ interests in pricing

---------- the influence of country’s economic factors on pricing
---------- the market represented by few sensitive sellers

---------- getting information about competitors’ prices and offers
---------- differentiation of offers leading to different prices
---------- conditions under which no one affects market price
---------- interconnection of price and demand

---------- regulated and non-regulated monopolies
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EXTERNAL FACTORS AFFECTING PRICING DECISIONS

The market and demand. Costs set the lower limit of prices, while the
market and demand set the upper limit. Before setting prices, the marketer
must understand the relationship between price and demand for its product.
The price demand relationship varies for different types of markets.

Under pure competition, the market consists of many buyers and
sellers trading in a uniform commodity such as wheat, copper, or finan-
cial securities. No single buyer or seller has much affect on the going mar-
ket price.

Under monopolistic competition, the market consists of many buyers
and sellers who trade over a range of prices rather than a single market
price. A range of prices occurs because sellers can differentiate their offers
to the buyers. Either the physical product can be varied in quality, features
or style, or the accompanying services can be varied. Buyers see differ-
ences in sellers’ products and will pay different prices.

Under oligopolistic competition, the market consists of a few sellers
who are highly sensitive to each other’s prices and marketing strategies.
The product can be uniform (steel, aluminum) or non-uniform (cars, com-
puters). The sellers are few because it is difficult for new sellers to enter
the market.

A pure monopoly consists of one seller. The seller may be a govern-
ment monopoly (postal service), a private regulated monopoly (a power
company), or a private non-regulated monopoly. A government monopoly
might set a price below cost because the product is important to buyers
who cannot afford to pay full cost or it might set quite a high price to slow
down consumption. In a regulated monopoly, the government permits the
company to set rates that will yield a “fair return’. Non-regulated monopo-
lies are free to price at what the market will bear. Competitors’ prices and
offers. Another external factor affecting the company’s pricing decisions is
competitors’ prices and their possible reactions to the company’s own pric-
ing moves. The company needs to learn the price and quality of each com-
petitor’s offer. It can send out comparison shoppers to price and compare
other competitors’ products. It can get competitors’ price lists and buy
competitors’ equipment and take it apart. It can ask buyers how they view
the price and quality of each competitor’s product. Once the company is
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aware of competitors’ prices and offers, it can use them as a starting point
for its own pricing.

Other external factors. When setting prices, the company must also
consider other factors in external environment. For example, economic fac-
tors such as inflation, boom, or recession, and interest rates affect pricing
decisions because they affect both the costs of producing the product and
consumer perceptions of the product’s price and value.

The company must consider how resellers will react to various pric-
es. The company should set prices that give resellers a fair profit, encour-
age their support, and help them to sell the product effectively. The gov-
ernment is another important external influence on pricing decisions. Mar-
keters need to know the laws affecting price and make sure their pricing
policies are legal.

7. Match the verbs to nouns to make word partnerships from the text.

1. to influence a. consumption

2. to react b. offers

3. to view c. a fair return

4. to send out d. the price and quality of competitor’s product
5. to compare e. comparison shoppers

6. to yield f. pricing decisions

7. to trade g. to various prices

8. to differentiate h. competitors’ product

9. to slow down I. a uniform commodity

£ Language focus
8. Translate the following sentences paying attention to the forms and
functions of participles.
1. Being informed about making the same product in Taiwan we decided
to modify our product.
2. A sample of people having been established, we began to do inter-
views.
3. Having been tried and repurchased by a lot of people the product was
launched in a large geographical area.
4. The results obtained in testing told that something was wrong with the
product tried.

85



5. Being very busy he was not able to take the visitor.
6. Money permitting, we’ll increase advertising and sales promotion.
7. Having done the market research they discussed the results obtained.
8. Being told about his ring | immediately called him back.
9. Time permitting, we’ll come back to this question.
10. A lot of research and testing having been done, we launched the
product.
11. Pricing decisions having been made, the company management made
other marketing mix decisions.
12. Seeking high profitability the company may shorten its product lines.

9. Choose the proper form of the participle.
1. Special attention must be paid to the opinions of consumers (inter-
viewing/being interviewed) by market researchers.
2.Many companies have a product mix (having been consist-
ed/consisting) of a number of products.
3. The question (having been discussed/discussed) at the meeting yes-
terday concerned the method of survey research.
4. Records of sales (keeping/being kept) by an accountant department is
an important source of information for management.
5. (Having been collected/having collected) the information was studied
carefully.
6. Top management approved the prices (proposing/proposed) by low-
er-level management.
7. Another external factor (being affected/affecting) the company’s
pricing decisions is competitors’ prices.
8. The problem (being discussed/having been discussed) now deals
with upgrading the product.
9. (Having set/having been set) lower prices the company got greater
sales and profits.
10. Producer (used/using) many resellers have to set higher prices.
11. (Having got/getting) the information about competitors’ prices and of-
fers the company used it as a starting point for its own pricing.
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= Writing
10. Translate the text in a written form.

BOOST BRANDS AND PROFITS WITH THE RIGHT PRICE

Pricing is the second of the four ‘Ps’ of the marketing mix. Much in-
novation and energy has been focused on the other three Ps — product,
place or (distribution) and promotion. Yet marketers have neglected the in-
novativepotential of pricing. For example, managers need to develop a
keen sense of the value of their products relative to those of competitors.
Lower-priced competitors can severely damage consumers’ perceptions of
value in an industry by encouraging customers to make lower prices priori-
ty rather than any product or service benefits.

The emergence of discount airlines is a prime example of this: South-
west Airlines, the highly successful low-cost US airline, increased its share
of domestic flight revenue from 3.2 percent in 1990 to 12.9 in 2002.
Ryamair and EasyJet have seen similar success in Europe. However, com-
petitors can fight back. Jet Blue - launched in February 2000 in New York
- does not offer the lowest fares on the market, yet succeeds via a benefit-
led advertising message to consumers. It trades on such features as its in-
flight comforts, 24 channels of DirecTV and industry-leading punctuality.
In July 2004 Jet Blue delivered its 14™ consecutive quarter of profit and a
14.1 percent operating margin.

Bottled water brands have always faced low-priced competition —
namely tap water — yet have seen remarkable growth in the past decade by
differentiation and focus on benefits. Own-label brands from supermarkets
grew by 19 percent in the UK market in 2003. Danone Waters launched
Volvic Revive, a mineral water based sports drink, and grew by 29 percent
in 2003. Other big brands focused on different qualities. Evian’s Nomad
bottle, aimed at outdoor types, carries a belt loop, while Lakeland Willow’s
Spring Water contains salacin, a naturally occurring aspirin, which com-
bats heart disease. If they offer genuine value to consumers, such benefits
allow producers to sustain or raise prices.

Misperceptions are particularly common in product launches, where
managers often set the price of new products too low. Take a historical ex-
ample. In August 1959, the British Motor Corporation lost its nerve on the
eve of the original launch of the Mini, reducing the planned list price to
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just below the £500 level — the level of perceived psychological im-
portance. The car was an instant sales success and demand outstripped
supply. However, profitability was so low over the early years that it was
hard for the company to invest in the car’s subsequent development.

Listening

11. You will listen to a conversation involving the Sales Manager of a
motor agency and two of his salesmen. The problem they are dis-
cussing is the sale of the old models which are in their showrooms.
Now listen to the tape. As you listen make a list of suggestions made
by the salesmen in the space below.

Sales manager:

Salesman 1:

Salesman 2:

Salesman 1:
Sales manager:

Salesman 2:

Sales manager:

Right — we’ve got a problem. We have a showroom full
of cars and now manufacturers want us to take delivery
of at least 12 new models. We haven’t got the space so
what are we going to do about getting rid of the old
models?

How about reducing the price of the old models by 10%:
quite a few people would be attracted by that | imagine.

It might be a good idea to keep the price as normal, but
add extras to each car free of charge — you know, things
like radios, digital clocks, spotlights and so on. Most
buyers like to think they’re getting something for noth-
ing.

Yes, all right. And what do you think about offering free
petrol for say, 200 miles?

| like the idea, but | suggest that you two work out the
costs first. Don’t let’s give away too much.

Don’t you think we should also check around the other
agents too? After all they may have customers waiting
for old models and they could take some of ours.

Yes, good idea. We could do that first.
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Salesman 1: If the costs aren’t too high, I think we should take a who-

le-page advert in the local paper.

Sales manager: We could certainly do that. OK. Why don’t you two pre-

pare the figures for me and we’ll meet again at 4.00 p.m.

© Speaking 1
12. Here is some of the language you have just heard.

Notice how it is used to make firm (xxx), neutral (xx) and weak sug-
gestions (x).

FIRM SUGGESTIONS (XXX)

| think we should take a whole-page advert.

Don’t you think we should also check around the other agents?
NEUTRAL SUGGESTONS (XX)

How about reducing the price of the old models by 10 %?
Why don’t you two prepare the figures?

| suggest that you two work out the costs first.

WEAK SUGGESTIONS (X)

It might be a good idea to keep the price as normal.

What do you think about offering free petrol for 200 miles?

Use the table to make suggestions for the problems facing your small

company.
PROBLEMS SUGGESTED SOLUTIONS
1. Productivity low XX Increase automated equipment
2. Lack of worker satisfaction XXX Diversify job responsibilities
3. Cash-flow shortages XXX Increase short-term borrow-
ing facilities
4. Long-term investment difficulties | XX Discuss long-term overdraft
scheme
5. Increased raw material prices X Buy in bulk
6. Difficulty in evaluating market | XX Improve forecasts
potential
7. Insufficient market coverage XX Employ more sales reps
8. Poor management-worker rela- X Increase worker participation in
tionship decision-making
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@ Speaking 2
13. Role play the negotiation below between a shop owner and a choco-

late manufacturer. Be diplomatic.
Shop owner Chocolate manufacturer
e You want to order 50 boxes of | <* You get a bonus if the order is
deluxe chocolates at the quoted over 100 boxes.

price.
e You want a 20% discount. ¢ You don’t give a discount for
orders of less than 100 boxes.
e You want 30 days’ credit. % You want payment on delivery.
e You want delivery in 2 weeks. % You can deliver in 3 weeks.

Useful lanquage

Diplomatically giving Using speculative Using a past form to
bad news language express disappoint-

ment

I’'m sorry, we weren’t | It would probably ar- | We were hoping for

able to agree on this. | rive late.

I’m afraid your price is | It could be a problem. | We were expecting ...

rather high.

It may be difficult to

deliver.
We might not be able
- to do that. -
© © Follow up
14. Discuss in pairs or groups and suggest solutions to the following
problem:

An airline company has found itself involved in a price-cutting war. Its
competitors are reducing their prices almost daily in order to remain the
cheapest on the market.
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~~ Essential words and expressions

To accompany
An accountant
To afford

To approve
To charge
Commaodity
Consistent

Consumption
Consideration

A divisional manager
To expect

External

Fair(ly)

Floor

To handle

A high-income segment

An interest rate
Internal

A law
Leadership

To make sure
(To) move

To negotiate
Perception

To propose
Pure

A rate

A rate of return

Recession
Relationship

» COIIPOBOXIATh, COITYTCTBOBAThH

» Oyxrairep

» TI03BOJIUTH ce0e

» 0100pATH, YTBEPKIAThH

» HazHa4aTh ICHY

» TOBap

» IOCTOSHHBIN, IOCIEI0BATEILHBIMN,
COIJIACYIOIINICS

» ToTpeOiICHUE, pacX0I0BaHHE

» cooOpakeHue, yueT, BOKHOCTh, 3HAYH-
TEJIBHOCTh

» PYKOBOJUTEIH OT/ENA

» OXHWJATh, IIPEAINOJIaraTh

» BHEIIHUH

» JOCTaTOYHBIN, JOCTATOYHO, TOBOJIHHO

» MUHUMAJIbHBIN YPOBEHD IICHBI

» OCYIIECTBIISATh, IPOU3BOIUTH, PETYIHPO-
BaTh, 00padaThIBAThH

» CETMEHT pPhIHKA C MOKYIaTeIsIMU, HMe-
FOIIIIMHU BBICOKHU JTOXO]T

» TIPOIICHTHAsI CTaBKa

» BHYTpPEHHUI

» 3aKOH

» JUACPCTBO

» YIOCTOBEPHUTHCS, YOCIUTHCS

» W3MEHSATHLCS, N3MEHEHUe (IICHBI)

» BECTH IIEPETOBOPHI

» BOCIIPHUSATHE

» Tpenjararhb

» YHCTBIN

» Tapud, cTaBKa

» HOpMa npuobLTH, KO3PPUITUEHT OKyTIae-
MOCTH

» cnan

» CBsI3b, B3aMMOCBS3b, B3aUMOIIOHUMAaHHE
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To report to
A reseller

Reseller margin

Securities

To set a price
To slow down
Straightforward
To suggest

To take apart
Uniform

Value

To view

To yield

Preview

1. Discuss these questions.

» TOJYHUHSTHCS, OTYUTHIBATHCS TIEPe]]

» ToCpeaHUK (ONTOBBI WM PO3HHYHBIN
TOPTrOBeIl, MOKYHAIOIINi MPOJYKT, YTO-
OBI MepenpoIaTh €ro)

» Mapxa, MPUOBLIL TTOCPEAHUKA KaK 4acTh
WIH TIPOIICHT OT IIEHBI MPOIaXK

» lIeHHBIC Oymaru

» YCTaHOBUTH IICHY

> 3aMeINTh, CHU3UTD

» TPSIMOU, OTKPBITHIHA, YECTHBIN

» TIpenIoiarath

» pa3ouparh OTACIHHO (IT0 YaCTIM)

» OJTHOPOJIHBIH

» CTOUMOCTD, IIEHHOCTD

» paccMaTpuBaTh, OIICHHBATH

» TIPHHOCHTH (J0XO.)

Unit VII

PLACING PRODUCTS

a. Can you name some of the most famous international wholesalers
who operate under their own name?

b. Why do you think channels of distribution (wholesalers, retailers,
jobbers) are needed in business?

1 Reading 1

2. Read the text and answer these questions.
a) Two main advantages from using middlemen are referred to in the
following text. Which are they?
b) According to the text what functions do the members of the market-

ing channel perform?
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WHY DISTRIBUTION CHANNELS ARE USED
AND THEIR FUNCTIONS

Most producers use middlemen to bring their products to market.
They try to forge a distribution channel. A distribution channel is a set of
independent organizations involved in the process of making a product or
service available for use or consumption by the consumer or industrial us-
er. Producers gain certain advantages from using middlemen.

Many producers lack the financial resources to carry out direct
marketing. The use of middlemen largely boils down to their greater effi-
ciency in making goods available to target markets. Through their contacts,
experience, specialization, and scale of operation, middlemen usually offer
the firm more than it can achieve on its own.

Figure shows one way that using middlemen can provide economies.
Part A shows three producers each using direct marketing to reach three
customers. The system requires nine different contacts. Part B shows the
three producers working through one distributor, who contacts the three
customers. This system requires only six contacts. In this way, middlemen
reduce the amount of work that must be done by both producers and con-
sumers.

A. Number of contacts B. Number of contacts

M-C=3:3=9 M+C=3+3=6
M = Manufacturer C = Customer D = Distributor
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From the economic system’s point of view, the role of middlemen is
to transform the assortment of products made by producers into assortment
wanted by consumers. Producers make narrow assortments of products in
large quantities. But consumers want broad assortments of products in
small quantities. In the distribution channels, middlemen buy the large
quantities of many producers and break them down into the smaller quanti-
ties and broader assortments wanted by consumers. Thus, middlemen play
an important role in matching supply and demand.

Members of the marketing channel perform many key functions:

* Information — gathering and distributing marketing research and

intelligence information.

* Promotion — developing and spreading persuasive communica-
tion about an offer.

* Contact — finding and communicating with prospective buyers.

* Matching — shaping and fitting the offer to the buyer’s needs in-
cluding such activities as manufacturing, grading, assembling, and pack-
aging.

* Negotiation — reaching an agreement on price and other terms of
the offer.

* Physical distribution — transporting and storing goods.

* Financing — acquiring and using funds to cover costs of the chan-
nel work.

* Risk taking — assuming the risk of carrying out the channel work.

The first five functions help to complete transactions, the last three
help fulfill the completed transactions.

3. Use these words or phrases from the text to answer the questions below.

to gain advantage middlemen to negotiate
to fit something to to carry out to spread
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Which word or phrase:
a) is a general term for intermediaries such as agents, brokers, mer-
chants and wholesalers?
b) refers to distributing over an area?
c) means adapting to something?
d) leads to the agreement about prices or wages?
e) means putting something into operation?
f) refers to getting benefit from something?

[0 Reading 2

NUMBER OF CHANNEL LEVELS

Distribution channels can be described by the number of channel
levels. Each layer of middlemen that perform some work in bringing the
product and its ownership closer to the final buyer is a channel level. Be-
cause the producer and the final consumer both perform some work, they
are part of every channel. Figure shows several consumer distribution
channels of different lengths.
Channel 1, called a direct-marketing channel, has no intermediary level. It
consists of a manufacturer selling directly to consumers. For example,
Zinger sells its sewing machines through its own stores. Channel 2 con-
tains one middleman level. In consumer markets, this level is typically a
retailer. For example, large retailers sell televisions, furniture, major appli-
ances and many other products that they buy directly from manufacturers.
Channel 3 contains two middlemen levels. In consumer markets, these lev-
els are typically a wholesaler and a retailer. This channel is often used by
small manufacturers of food, drug, hardware, and other products. Chan-
nel4 contains three middlemen levels. In the meatpacking industry for ex-
ample, jobbers usually come between wholesalers. The jobber buys from
wholesalers and sell to smaller retailers who are not generally served by
larger wholesalers. Distribution channels with more levels are sometimes
found, but less often. Of course the more levels, the greater the channel’s
complexity.
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A. Customer Marketing Channls

Industrial
distributor

Industrial
distributor

Industrial
distributor

B. Industrial Marketing Channeks

The industrial-goods producer can use its own sales force to sell di-
rectly to industrial customers. It can also sell to industrial distributors who
in turn sell to industrial customers. It can sell through manufacturer’s rep-
resentatives or its own sales branches to industrial customers, or use them
to sell through industrial distributors. Thus zero-, one-, and two-level dis-
tribution channels are common in industrial goods markets.

4. Which of the following statements are true or false. Correct the false

ones.

a) Industrial goods markets use two- and three- level distribution
channels.

b) The industrial-goods producer can sell its products to industrial cus-
tomers through its own sales branches.

c) Small retailers are usually served by large wholesalers.

d) Small manufactures of food typically use channels with two mid-
dlemen.

e) If the company sells its products through its own stores it uses a di-
rect-marketing channel.
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5. Match these phrases from the text with their meanings.

a) brings the product closer to the | 1) something usual you can find in
buyer places trading goods for manufac-
tures

b) leads to greater marketing 2) can do with salespeople em-
channel complexity ployed by the firm
C) uses company’s own sales 3) results in much more complicated
force passage for goods
d) common in industrial goods 4) fetches the goods nearer to con-
market sumers

= Writing 1

6. Rewrite the passage filling in the blanks from the words below.

TRANSPORT BY AIR

If the customer wants the goods ... they can be sent by aircraft. It may
be that important machinery has broken down and ... parts are required to
avoid an ... hold-up in production. Or it may be that medical supplies are
called for to ... an epidemic. In such a situation time might be of the es-
sence.

Another case where air transport will be used is where the goods
are ... . Flowers are grown in the Scilly Isles off the south-west coast of
England. Because of the ... climate the flowers bloom in the Scillies before
elsewhere in Britain. Cut flowers are in great demand in the Spring, espe-
cially on Mother’s Day, when all ... children are expected to ... their
mothers with flowers. The flowers are flown from the Scilly Isles to Lon-
don so as to catch the lucrative market. If they were sent by ship they
would arrive too late and be in poor shape. The condition of racehorses is
also of concern to the owners. Before a big race the horses need to be
brought to a ... of condition. If they had to spend days or even weeks on
the ocean their ... would be interrupted and they could be ... disturbed. Of
course an air trip is also likely to ... them, but they will soon be back on
firm ground and the ... will be quickly forgotten. In this way hey can be
raced on ... tracks and win big prizes to their owners.

Though air freight rates are comparatively expensive, they will be less
of a ... when goods are small in ... but high in value. Items like gold bul-
lions and ... gems might be flown to their destinations. In the case of ...
ingots, if they were sent by sea, for example, there would be many weeks

97



during which the ... was at risk. By contrast, when an aircraft carries gold
to its destination the costs of security guards and insurance policies are ...
reduced.

Perhaps the major weakness of air transport, apart of its expenses, is
that there are a limited number of ... running the services which are re-
quired. It is usually necessary to start and ... the journey on some sort of
motor vehicle.

finish precious emotionally expensive
spare bulk training combat
airports burden peak perishable
greatly foreign present favourable
consignment experience caring urgently
gold unsettle

& Vocabulary focus
7. Choose the phrase A, B or C, which best completes each sentence.

1) Because a train runs on fixed tracks...
a) it can be timetabled to stop at more stations.
b) it can carry more passengers.
C) itis not subject to traffic jams.

2) When a particular railway service becomes unprofitable. ..
a) it may help the situation if fares are lowered.
b) it will help the situation if fares are lowered.
c¢) it will not help the situation if fares are lowered.

3) Because most journeys do not start and end at railway stations
a) support transport is not normally required at the terminals.
b) support transport is usually required at the terminals.
C) support transport is occasionally required at the terminals.

4) Time of arrival and departure for trains can be given with greater ac-
curacy than...
a) for lorries or coaches because road transport is slower.
b) for aircraft because airports are congested.
c) for other forms of transport.

5) Heavy and bulky freight can be carried overland comparatively
cheaply by rail because...
a) bigger loads can be carried in a single haul.
b) the loads can be conveyed at night.
c) railway workers wages are low.
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6) When railway lines are closed down because they are uneconomic...
a) the workers will have to find jobs in other industries.
b) the workers will not be able to find jobs in other industries.
c) some of the workers may lose their jobs.
7) If the government spent substantially more on the development of
motorways ...
a) they would also have to subsidize the railways.
b) it would probably make the railways less profitable.
c) it would encourage more freight to be sent by rail.
8) A Eurotunnel between England and France ...
a) will make French goods more expensive in England.
b) will encourage more Britons to go abroad for their holidays.
c¢) will improve the British economy by encouraging tourism.

8. Match the words given below with the dictionary definitions which
follow.

capacity terminus tanker freighter
haulier consignee freight carrier
exporter merchant consigner ferry

a) A shuttle service, usually waterborne and crossing a river or channel.
b) A person or firm carrying goods as a business.

c) A cargo carrying ship or aircraft.

d) The person who is arranging for goods to be delivered.
e) Another name for cargo or goods to be delivered.

f) A vehicle used for carrying liquid, usually oil.

g) A wholesale trader especially with a foreign country.

h) The person to whom goods are being delivered.

1) The end or start of a bus or coach route.

J) A person or firm who sells goods abroad.

k) One who is engaged in transporting goods by road

I) The maximum amount that can be contained in a vessel.

@ Writing 2

9. You are working in the office of a London merchant who buys and
sells a great variety of goods from all over the world. You have just re-
ceived the following letter from a new customer in Malaysia.
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You are to reply to the letter indicating the mode of transport to be em-
ployed for both consignments. You are also to question the apparent
error in the increased cost of carriage by air.

Thomas Tan & Son

51 Jalan 92199, Damansara Jaya, 47400 Petaling, Jaya, Selangor, Ma-
laysia

Telephone 033 262626 Fax 033 252525

date as postmark

Messrs J P Hall Ltd

Import and export Merchants

Finsbury Square

Carbury

Berkshire RG33 BQP

Dear Sirs,

I was pleased to receive your order for my company’s livestock and I will
be pleased to send these on to you in six week time as arranged. It would
help me to know how you would like the current order of small tropical
fish to be transported. As explained in our catalogue the fish are packed
in specially insulated plastic containers which should keep them in good
condition for up twenty days after leaving here. We can send them by air
or by sea, as you wish, but by air the cost of carriage which we will in-
voice to you, will be increased by 25% - from £60 to £80.

As you will know you have also ordered some pythons for later in the
year. These will travel much more easily in the large reinforced crates
we provide, they simply go to sleep if the temperature falls, unlike the
fish. Perhaps while writing you will let us know the method of transport
preferred for both these consignments.

Yours sincerely,
Sebastian Tan
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£ Language focus
10. Here is the language to express degrees of certainty.
CERTAINTY (**)
These items will certainly be ready in March.
These items will definitely be ready in March.
PROBABILTY (*)
The items should be delivered in June.
We'll probably manage delivery in April.
We are likely to receive them in June.
POSSIBILITY (?)
They may/might/could be ready in March.
You could get them next month.
IMPROBABILITY (X)
There’s not much chance of receiving them next month.
I’m afraid that’s unlikely.

Use the table to complete the sentences below.
Production targets

Months Units
1000 2000 3000 4000 5000
Jan * X — — —
Feb *x ? X — —
Mar *x * X — _
Apr *% *%x ? _ _
M ay *%* ** * 2 _
J u n *%* *%* *%* X _

1. In January, production ... reach 1000 units.

2. However, it ... reach 2000 units in January.

3. In February, we ... produce 2000 units.

4. In March, there’s ... reaching 3000 units.

5.In April, the company ... produce 2000 units and we ... reach 3000
units.

6. In May, the company ... produce 3000 units and we ... go as high as
40000.

7.In June, production ... rise to 3000 units but there’s ... reaching 4000
units.
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11. Complete the sentences with the correct auxiliary.

1) As we already represent three major brands, Siemens probably ...
offer us an exclusive contract.
a) won’t b) will c) must

2) I can’t believe there are so many complaints about our new range of
biscuits. There .... be something wrong with one of the ingredients.

a) must b) should C) can

3) I’'m worried that if we don’t meet the deadline, we ... lose this client.
a) will b) can c) are likely

4) Sales ... very likely to continue to rise till the summer.
a) should b) are c) will

5) The deluxe model ... not be as successful this year as it was last
year.
a) could b) might C) must

6) They haven’t done any market research, so these figures ... be accu-
rate.
a) can’t b) mustn’t c) might

7) There is no doubt about it any more. The planning authority ... agree
to our request.
a) definitely won’t  b) is likely to c) probably will

8) They ...be doing well because they have just closed down two of
their subsidiaries.
a) mustn’t b) shouldn’t c) can’t

9) Unfortunately, our competitors ... most probably launch a similar
product at about the same time.
a) must b) may c) will

10) We can’t make a firm prediction at this stage, but we ... be able to
get the new model out in time for the spring trade fair.
a) won’t b) shouldn’t c¢) might not

Listening
12. Listen to the tape on which a clothes retailer is talking to his suppli-

ers about the delivery dates of various items of clothing. As you listen,
indicate on the table below whether the delivery months are certain,
probable, possible or improbable. Use the following symbols:

** = certain * = probable ? = possible X = improbable

102



Items

February | March | April May June
(next
month)

Men’s suits

Sports jackets

Dresses

Ladies’ sweaters

Swimsuits

Skirts

Receptionist:
Order clerk:
Kline:

Order clerk:
Kline:
Order clerk:

Kline:
Order clerk:
Kline:
Order clerk:
Kline:

Order clerk:
Kline:
Order clerk:
Kline:

Order clerk:

I’11 just put you through to dispatch section.

Dispatch section here.

Morning, this i1s Mr. Kline of D and Bs. I’'m just phoning
about the delivery of our order. First, what about the men’s
suits.

Yes, the suits will certainly be ready in March.

Good, and what about the sports jackets?

They may be ready in March too. But, at this stagewe’renot
certain. We’ll be able to give you a defnite answer next
month.

OK, how about the dresses?

They should be delivered in June.

Right, then there’s the ladies’ sweaters?

It depends on the mill, but you could get them next month.
That would be fine. We’re running very short of swimsuits
and what with the spring season approaching, we’re keen
to know what the position there is. Will they be ready in
March?

I’m afraid that’s unlikely. But we’ll probably manage them
in April.

Lastly, how are the skirts coming along? You said that
we’d have them next month.

I’'m sorry, there’s not much chance of that but they’ll de-
fininetely be ready in March.

OK, that’s fine for now. We’ll no doubt be in touch again
soon. Bye.

Bye, Mr. Kline.
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© Speaking
13. Reproduce the following dialogue in parts.

w > w >

>

B.
A.
B

A.

I’ve seen your Drilling Rig Model B-3 in operation.

How did you find it?

Oh, I am quite satisfied with its efficiency.

We thought you would be. We’ve been selling the machines for the
last few years and all our customers are satisfied with them.

The machine is certainly good. Now there are some points I’d like to
discuss. Can you make us an offer for shipment in April .... May?
Yes, in how many lots would you like the machines to be shipped?
In two lots of 5 machines each.

We could ship the first lot at the beginning of April and the second in
the middle of May. Is that all right?

Yes, that suits us very well.

© © Follow up
14. Make up the dialogue based on the following situation. You are inter-

ested in Machine-tools Model A-55. You need the machine- tools for
immediate shipment. Get in touch with Mr. Brown and find out their
terms of delivery and time of delivery.

Compose the dialogue using the given words and combinations.

Discussing the Seller’s Failure to Observe the Delivery Dates

THE SELLER THE BUYER

to suspend deliveries (mpexpatuth, | to be regarded as (cunrarbcs)

MIPUOCTAHOBUTH )

because of contingency (HenpeaBHICHHBIE 00-
CTOSITEJILCTBA)

to bear responsibility (rectu ot- beyond your control (Bue, 3a nipe-

BETCTBEHHOCTb) JieJIaMu)

a postponement (orcpouka) to cover the point (Bkr04YKTH
IYHKT)

to make amendments (Buectum u3- | unfair settlement (rectipaBemBOE

MEHEHUS) peleHue)

to be delayed to come to an agreement

it’s fair enough (mocraTouno

CITPaBEIJIUBO) B
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~~ Essential words and expressions

To acquire
Assembling

To boil down
To carry out
Communication

Complexity
Drug
Tofitto

To forge

Funds

From one’s point of view
To gain an advantage
Grading

Hardware

Intelligence

A jobber

A layer

Ownership

Persuasive

To reach an agreement
A sales branch

Sales force

To shape

To spread (spread, spread)
To store

A term

A transaction

In turn

YV V VY

Y V V

VVVYVYVVYVVVVVYYVYYYVYVYY

YV VYV VY

npuoOpeTaTh, N0JIy4aTh

coopka

CBOJMUTHCS K

BBITIOJTHSITh, OCYIIECTBIIATh
uHdopMalus, nepegada u npuéM
nHpopmaIu, ooIIeHNEe, KOHTAKThI
CJIOKHOCTD

JIEKapCTBO

npucnocadivBaTh, MPUIAKUBATD,
MOATOHSATH

IpUAYMaTh, U300PECTH
CpeICTBa, ICHbI Y, KaUTAall

C UbEU-TMOO TOUKU 3PEHHUS
U3BJICKAThH BBHITOTY

COPTHPOBKA

CKOOSHBIE U3IEINA

pa3BeaKa, HHTEJUICKT

OIITOBBIM TOPTOBELL

YPOBEHB, CII01

COOCTBEHHOCTb

yOeuTeIbHbBIN

JIOCTUYb IOTOBOPEHHOCTH
TOPTOBBIN (UIHAT

pabOTHHUKHU TOPTOBIH

co3aaBath, (GOPMUPOBATh, pa3pada-
THIBaTh, IPUCTIOCAOINBATH
pacIpoCTPaHATh

XPaHUTh, CKIAAUPOBATH

yCIIOBHE

clelnka

B CBOIO OUYepe/Ib
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Unit VIII
PROMOTIONAL TOOLS
Preview
1. What kind of o sales promotions do you perceive best of all and why?
e coupons giving price reduction?
e discount for buying a large quantity?
o free samples?
e price reductions in shops?
e packets offering 20 % extra?
e competitions?

[ Reading 1

2. Read the text and then decide which of the three summaries following
the text most fully and accurately expresses its main ideas.

TYPES OF PROMOTIONAL TOOLS

Marketing is often defined as a matter of identifying consumer needs
and developing the goods and services that satisfy them. This involves de-
veloping the right product, pricing it attractively, and making it available to
the target customers, by persuading distributors and retailers to stock it.
But it is also necessary to inform potential consumers of the product’s ex-
istence, its features, and its advantages, and to persuade them to try it.
There are generally several stages involved in a consumer’s decision to
buy a new product. A well-known acronym for this process is AIDA,
standing for Attention, Interest, Desire, and Action. According to the fa-
miliar “4P’s” formulation of the marketing mix — product, price, place, and
promotion — attracting attention, arousing interest, and persuading the
consumer to act are all part of promotion. Marketing textbooks conven-
tionally distinguish four basic promotional tools: advertising, sales promo-
tion, public relations, and personal selling, which together make up the
marketing communications mix.

For consumer goods, the most important tool is generally advertising.
As well as advertising particular brands, companies also carry out prestige,
or institutional advertising, designed to build up the company’s name or
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image. Advertising is often combined with sales promotion, such as free
samples, coupons and competitions.

For industrial goods, particularly specialized ones, the most im-
portant tool is often personal selling. Sales reps can build up relationships
with company buyers, and can be very useful in persuading them to choose
a particular product.

(}et Altention : Advertising Consumers
Supply Information Personal Selling {pull)
Q;'eat",l)refemnm Sales Promotions Intermediaries
C ose Sale Public Relations (push}
Remind
”~ ‘\\\‘\__
Product l Distribution | Promotion | Price

Marketing
Mix

The fourth promotional tool is public relations (frequently abbreviat-
ed as PR): activities designed to improve or maintain or protect a compa-
ny’s or product’s image. Public relations includes things like company
publications, most notably the annual report, sponsorship, community re-
lations programmes, the lobbying of politicians, and the creation of news
stories, all designed to get publicity for the company or a particular prod-
uct. Unlike paid advertising, publicity is any (favorable) mention of a
company’s products that is not paid for, in any medium received by a com-
pany’s customers or potential customers. Companies often attempt to place
information in news media to draw attention to a product or service.
Quite apart from financial considerations, the advantage of publicity is
that it is generally more likely to be read and believed than advertising. It
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can have a great impact on public awareness that could not even be
achieved by a massive amount of advertising.

Within the limit of their budget, marketers have to find the optimal
communications mix of advertising, sales promotion, personal selling, and
publicity, without neglecting the other elements of the marketing mix, i.e.
the possibility of improving the product, lowering its price, or distributing
it differently.

FIRST SUMMARY

Marketing involves making a good, cheap product and convincing cus-
tomers to buy it by way of a good communications mix. For consumer
goods, this is generally done with advertising and sales promotions. For
specialized industrial goods, this is done by personal selling. Publicity,
such as favourable mentions of a company’s products in news media, is
also useful.
SECOND SUMMARY

Marketing involves four basic elements: advertising, sales promotion,
public relations, and persona; selling. The first three of these are used for
consumer goods. These tools, along with product improvement, price re-
ductions, and distribution channel innovations, make up communications
mix.

THIRD SUMMARY

Marketing involves producing the right product, pricing it attractively,
making it available to potential customers, and promoting it. With con-
sumer goods, this largely involves advertising and sales promotions. For
industrial goods, personal selling is often more important. Publicity is al-
so a useful tool as it is cheaper and generally more credible than advertis-
ing. Marketers have to combine these tools to create the best possible
communications mix.

3. Translate the highlighted expressions in the text into your own lan-
guage.
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4. Match up the following verb-noun collocations from the text.

1. to satisfy a. an impact

2. to develop b. attention

3. to inform C. consumers
4. to build up d. needs

5. to lobby e. politicians
6. to draw f. producers

7. to believe g. publicity

8. to have h. relationships

5. Speak on Promotion as part of the Marketing mix using the scheme on
page 107.

6. Select the correct alternatives to complete the text.

ADVERTISING

Advertising informs consumers about the existence and benefits of
products and services, and attempts to persuade them to buy them. The best
form of advertising is free (1) ... advertising, which occurs when satisfied
customers recommend products or services to their friends, but very few
companies rely on this alone.

Large companies could easily set up their own advertising depart-
ments but they tend to hire the services of a/an (2) ... A contract to pro-
duce the advertisements for a specific company, product, or service is
known as a/an (3) ... . The client company generally decides on its adver-
tising (4) ..., the amount of money it plans to spend in developing its ad-
vertising and buying media time and space. It also provides a (5) ..., or a
statement of the objectives of the advertising, as well as an overall adver-
tising strategy concerning what (6) ... is to be communicated. The choice
how and where to advertise (newspapers and magazine ads, radio and tele-
vision commercials, cinema ads, posters on hoardings (GB) or bill-
boards (US), point-of-purchase displays in stores, mailings of leaflets,
brochures or booklets, and so on), and in what proportions, is called a (7)

The set of customers whose needs a company plans to satisfy, and
therefore to expose to an advertisement are known as the (8) ... market.
The advertising of a particular product or service during a particular period
of time is called an advertising (9) ... .
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Favorable mentions of a company’s products or services, in any me-
dium read, viewed or heard by a company’s customers or potential cus-
tomers, that are not paid for, are called (10) ... .

a. mouth-to-mouth b. mouth-to-year c. word-of-mouth

a. advertising agency  Db. advertising company c. public relations com-
pany

a. account b. arrangement C. deal

a. campaign b. budget c. effort

a. brief b. dossier C. message

a. facts b. message C. opinions

a. medium plan b. medias plan c. media plan

a. aimed b. segmented c. target

a. campaign b. mix c. plan

a. promotions b. publicity c. public relations

[ Reading 2

PERSONAL SELLING

What do I do? I’m a salesman. Well, actually, because there are sev-
eral women in our sales force, I guess I should say I’'m a salesperson or a
sales representative, or a sales rep for short. My job is to contact existing
and prospective customers. Some salespeople are based in companies’ offic-
es, but I’ve always worked “in the field”, traveling and visiting customers.

You know, sales reps are often the only person from company that
customers ever see, so we’re an extremely important channel of infor-
mation. Someone calculated a long time ago that the majority of new prod-
uct ideas come from customers, via sales reps. So our tasks include pro-
specting for customers, communicating information to them about our
company’s products and services, helping the customers with possible
technical problems, and gathering market research information. Since we
have to be able to recognize customers’ needs and problems, we often col-
laborate with engineers, particularly for technical problems, and with
market researchers.
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The trouble with personal selling is that it’s the most expensive ele-
ment in the marketing mix, so most firms only use it sparingly, often as a
complement to advertising. Sales reps like me are more often necessary
for closing deals than for providing initial information.

But these days we think about more than making a single deal. |
mean, head office keep reminding us of “the marketing concept”, and tell-
Ing us not to think about making short-term sales but about solving cus-
tomers’ problems, bringing back information, achieving long-term sales,
and maximizing profits. We have to know all about the company and its
products, about the customers, and about competitors. Of course, we have
also to know how to give an effective sales presentation!

In this company, each salesperson is allocated a particular territory
in which to represent our entire range of products. This allows us to culti-
vate personal contacts, and means we don’t have to travel too much. But |
know other companies with highly diversified products or customers that
prefer to have different sales reps for different products, or for different
sets of customers.

Like most salesmen, | receive a fixed salary plus commission on the
quantity I sell. I'm also set a quarterly sales quota that I’'m expected to
meet, as part of the company’s annual marketing plan.

7. Complete the following sentences to summarize the text above.
(1) The job of asalesrep is ... .
(2) As sales reps are an important source of information new product
ideas come ... .
(3) The main tasks of sales reps are ... .
(4) Most firms use personal selling carefully because it is ... .
(5) According to new marketing concept sales reps must think about ... .
(6) They also must be capable to give ... .
(7) To establish personal contacts and not to travel very much each sales
rep represents ... .
(8) Companies with diversified products or customers have ... .
(9) Sales reps are usually paid ... .
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1 Reading 3
8. Six reasons of price reduction are referred to in the following text.

Which are they?

SALES PROMOTIONS

Sales promotions such as free samples, price reductions, redeemable
coupons, and competitions are short-term tactics designed to stimulate ei-
ther earlier or stronger sales of a product. Free samples, for example, com-
bining with extensive advertising, may generate the initial trials of a newly
launched product. Price reductions or redeemable coupons can be used to
attract price conscious brand-switchers to try a mature brand, or to re-
ward regular users for their brand loyalty and to maintain market share.
But brand-switchers being brand-switchers, sales promotions are only like-
ly to produce a short-term response, unless the brand has good qualities
that non-brand users did not know about.

Apart from attracting new users, price cuts in supermarkets can be
used to counter a promotion by a competitor, or to sell excessive invento-
ries, while the company reduces production. Retailers rather than manufac-
turers, also often regularly reduce the prices of specific items as loss lead-
er, which bring customers into the shop where they will also buy other
goods. Manufacturers’ sales promotions are generally temporary, lasting
the average length of the purchasing cycle, because a product on offer too
often appears to be cheap and therefore of low quality, which can serious-
ly damage its brand image.

Sales promotions can also be used to encourage distributors and
dealers to stock new items or larger volumes, or to encourage off-season
buying. Companies can aim promotions at their own sales force, encour-
aging them to sell a new product or model, or to increase their activities in
selling an existing one.

Sales promotions can also be used in the business market, by suppliers
of components and supplies, for example. Yet industrial buyers are generally
more interested in high quality and reliable delivery; unlike brand-switchers
they tend not to be attracted by occasional price reductions.
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9. Make a list of differences which distinguish common sales promotion
from manufacturers’ sales promotion.

< Vocabulary focus

10. Match up the following collocations.

to attract

to counter
to maintain
to offer

to stimulate
to try out

o Uk wbdE

a. a competitor’s promotion
b. a price reduction

C. a new product

d. customers

e. market share

f. sales

11. Match the terms on the left with the definitions on the right.

1. brand-switcher

2. brand image

3. brand loyalty
4. free sample

5. industrial buyer

6. initial trial

7. loss leader

8. price-conscious
9. purchasing cycle

10. edeemable coupon

a) a certificate offering consumers a price re-
duction on a particular product

b) a consumer who shows no loyalty to a par-
ticular brand, but changes among competing
products

c) a popular product sold with no profit, in or-
der to attract customers to a store

d) a small amount of a new product given to
consumers to encourage them to try it

e) someone who purchases goods or services
that will be used in the production or supply
of other goods or services

f) strongly influenced by the price when buying
goods or services

g) the average length of time between a con-
sumer’s repeat purchases of the same product

h) the commitment of consumers to a particular
brand

1) the first time a consumer buys a product to
see what it’s like

J) the public’s beliefs and perceptions about a
particular product
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12. Classify the following 28 terms into four groups, according to which of
the four major communications or promotional tools they belong to.

annual reports lobbying

billboards or hoardings mailing

brochures or booklets packaging
catalogues point-of-purchase displays
commercials posters

community relations price reductions
company publications print ads
competitions and contests sales presentations
couponing sales reps
demonstrations samples

donations to charity sponsorship

free gifts symbols and logos
free trials telemarketing
leaflets trade fairs and shows

Advertising | Public Relations | Sales Promotion | Personal Selling

(11) (6) (7) (4)

& Language focus

We use the first conditional when we think the expected outcome of a
situation is very likely.

If we increase sales, we’ll make a profit.

If we delay, we’ll be too late.
We use the second conditional when the outcome is less certain or is
imaginary.

If we reduced our costs, we’d be in a stronger position.

If we increased our spending, we’d be in serious financial difficulties.
The third conditional is used to speculate about consequences of
events that happened or began to happen in the past.

If 1 had known the work was going to take so long, | wouldn’t have
started it before the weekend.

If there hadn’t been a spelling mistake in the letter of credit, the order
would have arrived on time
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13.

14,

Complete the sentences with ‘ll, ‘d, won’t, or wouldn’t.

a. If lwere you, I........ look for a more reliable supplier.

b.I’m sure we ... get this contract unless we offer a lower price.

c. We ... have to look for another supplier if you were able to dispatch
immediately.

d. If you can’t deliver this week, we ...have to turn to another supplier.

e. I think that if you offer them some concessions they ... do the same.

f. If you didn’t offer such good terms, we ... do business with you.

g. What discount ... you offer us if we decided to spend 1 million with
you?

h. If we improved the payment terms, ... you consider buying from us?

I. If we join an association of producers, we ... get a better price for
our product.

Match these sentences halves.

1.If you hadn’t improved | a) ... we’d offer a 5% cash discount
your delivery terms

2. If you gave us a discount | b) ... we would have closed your account
of 10 %

3. If your payment is over-| c) ... we would place a firm order
due

4. If they had made a lower | d) ... we would have accepted it imme-
bid last month diately

5.1f | had foreseen the ex- | e) ... we would have found a new supplier
tent of the damage

6. If you paid late f) ... we’ll offer a 5 % cash discount

7. If they pay within 30 days | g) ... we would have checked all our in-

surance policies

8. If your payment had been | h) ... we’d have to close your account
overdue

9. If they bothered to pay 1) ... we’ll have to close your account
promptly
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Listening
15. You will hear Jogishwar Singh explaining the promotional strategies
for the trial launch of Fresh Fries, a fast food product that will be sold
in vending machines.
Look at the phrases below. Which of these topics are mentioned in the
interview?
1) free advertising on television
2) publicity in newspapers
3) publicity on television
4) giving away the fries for free for a trial period
5) letting vending-machine operators have a free trial
6) paid advertising
7) the colour of the machines
8) the fact that this is a novel product
9) the price of the product
10) the size and shape of the machines
11) the unique taste of the product
12) where the machines are situated

INTERVIEWER: How do you expect potential customers to become
aware of Fresh Fries? Are they just going to walk down
the street and see these machines?

J. SINGH : That is correct. You know the machines will be painted?
As you can see from the picture, in very bright fast-
food colours, which is red and yellow. I’'m sure you
have really to make an effort in order to miss such a
machine if it is placed on the path around which you
will be, and you know we will place many of them,
even the test machines, we will put them in and around
Piccadilly Circus, so I’'m sure people will notice them.

INTERVIEWER: So the location is important?

J. SINGH: It is important, yes.

INTERVIEWER: Advertising and publicity would be really secondary, or ...
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J. SINGH:

INTERVIEWER:

J. SINGH:

© © Follow-up

Well, I wouldn’t say it’s secondary, but I think it is more
Important, you know, that once ... we are not really
launching a media blitz until our test machines are out,
and we have digested the lessons from the first series of
25 machines. Then, we’ve been talking to some televi-
sion chains, you know, who are very much interested in
the product, and they are, they have already confirmed
to us that they are willing to make short programmes
that they will broadcast on their business news. Now
that is all free publicity for us, you know. We are
counting on the novelty of the product to get us free
time on television, and so that we can concentrate...
We will also have paid advertising, but you know, ac-
cording to our experts, the best advertising we can get
IS to get people to taste the fries, so we prefer to give
these machine free for three months for trial, so you
know, the operator gets them free for three months, and
| think that is a much better advertising strategy.
Absolutely. Your publicity strategy got me here. | saw
you on the front page of a newspaper ...

Which incidentally, I didn’t tell the newspaper to put our
picture ...

16. Imagine that you are responsible for promoting one of the following:
e anew up-market health and fitness club
e a new brand of jeans, manufactured by a new (and therefore un-

known) company

e anew, fashionable but inexpensive range of quartz watches
e potatoes, to be sold in supermarkets
e anew taxi company in your town
Decide exactly what your product is, what is special about it, and
which tools you would use to promote it. Imagine that you have a gen-
erous budget, and are thus able to employ several different tactics.
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~~ Essential words and expressions

To aim at

To allocate
Apart from
To appear

To arouse

To attract
Awareness

A billboard

A brief

Cheap

To close a deal
To collaborate
A commercial

Community relations
program
Complement
Components
Conventionally

To counter

(To) desire

Delivery

To draw attention to
To expose to
Extremely

To generate

To hire

A hoarding

(To) impact
Institutional advertising

A leaflet
Loss leader

To maintain

OBITH HAIIEJICHHBIM, HAMPABJICHHBIM Ha
pacrpenensiTh, BbIICIATh

KpOMe, CBEPX

OKa3bIBATHCS

BBI3BIBAThH

MPUBJIEKATDH

OCBEIOMIIEHHOCTh, UH(POPMUPOBAHHOCTH
JIOCKa UL OOBABICHUI

KpaTKO€ U3JI0KEHUE

NEINEBEIN

3aKpbIBATh, TUKBUIUPOBATH CHAECIKY
COTPYJIHUYATH

PEKJIaMHBIN POJIUK HA PAUO WM TEJIECBU-
JEHUH

nporpaMma o HajdaKMBaHUIO0 OTHOIIECHUM
C OOIIMHOM (C MECTHBIMU KUTEJISIMU )
JIOTIOJTHEHUE

KOMIUICKTYIOIINE U3/IEIIHUs

YCJIOBHO, OOBIYHO

MPOTUBOJICHCTBOBATD, POTUBOCTOSITh
JKEJaTh, JKeJaHUe

JIOCTaBKa

MPUBJIEKATh BHUMAHUE K YeMY-JTH00

YVVVYVVVVVVVYYY

A\

MOJABEPraTh YeMy-JI100

YPE3BBIYANHO

BBI3BIBATh, CO3/1aBaTh, MOPOXKIATh

HaHUMAaTh

PEKIIAMHBIN AT

BIIUSTH, BIUSHHC

MIPECTIDKHAS PEeKIaMa, PEKIIaMUPOBAHHE

JIOCTOMHCTB KOMITAaHUHT

» TOHKas pekjiamMHas Opoliropa

» TOBap, NMPOJaBAEMBbIi B YOBITOK TSI IIPH-
BJICUEHUSI TIOKYyTIaTeen

» COXpaHsTh, MOJIJICPKUBATH
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Marketing communica-

tions mix
(To) mention
To neglect
News stories

Notably

Occasional

To occur

Off-season buying
Point-of-purchase dis-
play

A poster
Price-conscious brand
switchers

To prospect for
Public relations

Publicity
Redeemable coupons

Reliable

To rely on

To remind
Response

To reward

To set up

Sales promotion

Sparingly
A statement
To stock

YV VvV

VvV VY Y VYV YV V VY

VVVYVVVYVYY

Y V V

KOMIUIEKC CPEICTB IO MPOJIBUKEHUIO TO-
BAPOB HA PBIHOK

YIIOMUHATh, YIOMUHAHUE

npeHeoperaTh

peKJIama B II€YaTH, PEKIIAMHBIN Ta3€THBIN
MaTepuall

0COOEHHO, UCKITIOUYUTEIBHO, 3HAYUTEIBHO
CIIy4YalHBIN, PEIKUN

MMETh MECTO, TPOUCXOIUTH

BHECE30HHAS TIOKYIIKA

peKIaMa Ha MECTE MPOJaXKH

IOCTEP, PEKJIAMHBIN IIJIaKaT

MOKYyTaTeNd, HE TPUBEP>KEHHBIEC OJTHOU
TOProBOM Mapke, a oOpalaroie BHUMa-
HHE Ha 0oJiee HU3KUE IIEHBI

HCKaTh

MPECTUKHAS peKIiaMa, OOIIECTBEHHOE
MHEHHE

peKjIamMa u Imporarasjaa

KYMHOHBI, TOJIEKAIIAE BO3MELICHUIO, TI0-
ralIeHUIo

HaJAEXKHBIN

1oJiaraTbCs Ha

HAITOMUHATh

OTBETHAS peaKIus

MOOIIPUTH, BOZHATPAIUTh

CO3/1aTh, OPTaHNU30BATh

CTUMYJIMpOBaHUE cObITa (peKiiamMa B Me-
CTax MpoJiaXku, OecriaTHbIe 00pa3Iibl TO-
BapOB, PEKJIAMHBIC MPU3bI, KYMIOHBI U T.II.)
SKOHOMHO, O€pEeKIIUBO, YMEPEHHO
W3JI0KEHUE, IEPEUYEHb, OTUET

3amacarhb, XpaHUTh
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Supplies > TpeAMETHI MAaTEPHATbHO-TEXHUICCKOTO

CHAOKEeHUS
A trouble > mpobiema
Unlike > B OTJINYHE OT
Via > uepes
Unit IX

CAREERS IN MARKETING
Preview
1. Discuss the following questions.
1. What do you think makes a good marketing manager?
2. What four of the following qualities do you think are the most im-
portant?
a) being decisive: able to make quick decisions
b) being efficient: doing things quickly, not leaving tasks unfinished,
having a tidy desk, and so on
c) being friendly and sociable
d) being able to communicate with people
e) being logical, rational and analytical
f) being able to motivate and inspire and lead people
g) being competent: knowing one’s job perfectly, as well as the work
of one’s subordinates
h) being persuasive: able to convince people to do things
1) having good ideas
J) being highly educated and knowing a lot about the world
k) being prepared to work 50 to 60 hours a week
[) wanting to make a lot of money
3. Which of these qualities can be acquired? Which must you be born
with?
4. What kind of marketing area would you like to be engaged in?
5. What are your career expectations?
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& Vocabulary focus
2. Which of these words would you use to describe yourself in a work or
study situation? Add any other useful words.

motivated confident reliable proud
dedicated loyal determined charismatic
honest adaptable resourceful meticulous

3. Insert the following words in the gaps in the text below.

applicant job description employment agencies
CV or resume application form references
interview job vacancies candidate
application apply short-listed

Many people looking for work read the (1) ... advertised by compa-
nies and (2) ...in newspapers or on the internet. To reply to an advertise-
ment is to (3) ... for a job. You become a (4) ... oran (5) ... . You write an
(6) ..., or fill in the company’s (7) ... and send it, along with your (8) ...
and a covering letter. You often have to give the names of two people who
are prepared to write (9) ... for you. If your qualifications and abilities
match the (10) ..., you might be (11) ..., 1.e. selected to attend an (12) ... .

[0 Reading 1

4. Read the text and tell what common qualities and skills are required to
occupy the positions mentioned in the text.

CAREERS IN MARKETING

Marketing is the cutting edge of every business, the point of contact
between the firm and its customers. Without a product that meets custom-
ers’ needs at a price that they are willing to pay, and without the skill to
bring the product to customers’ attention and persuade them to buy it, no
business can survive.

Marketing management’s job is to field effective marketing pro-
grams which will give the company a strong competitive advantage in its
target markets. This involves four key marketing management functions —
analysis, planning, implementation, and control.
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Marketing analysis and planning involve examining the company’s
markets and marketing environment to find attractive opportunities, then
deciding on marketing strategies that will help the company attain its over-
all strategic objective. Good marketing analysis and planning are only a
start toward successful company performance — the marketing plans must
also be implemented well. Designing good marketing strategies is often
easier than putting them in action.

People at all levels of the marketing system must work together to
implement marketing strategies and plans. People in marketing must work
closely with people in finance, purchasing, manufacturing, and other com-
pany departments. And many outside people and organizations must help
with implementation — suppliers, sellers, advertising agencies, research
firms, advertising media.

ANALYZING MARKET OPPORTUNITIES

Marketing research and information systems
Consumer markets
Organizational markets

'

SELECTING TARGET MARKETS

Measuring and forecasting demand
Market segmentation, targeting, and pasitioning

DEVELOPING THE MARKETING MIX

Designing products
Pricing products
Placing products
Promoting products

¥
MANAGING THE MARKETING EFFORT &

Competitor analysis and competitive marketing strategies
Planning, implementing, organizing, and controlling marketing
programs

e s

The company needs control procedures to make sure that its objec-
tives will be achieved. Companies want to make sure that they are achiev-
ing the sales, the profits, and other goals set in their annual plans. This in-
volves measuring ongoing market performance, determining the causes of
any serious gaps in performance, and determining the best corrective ac-
tion to close the gaps. Corrective action may call for improving the ways in
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which the plan is being implemented, or may even require changing the
goals. Young people often find themselves attracted to marketing as a ca-
reer because of the creative challenge it poses. The field is so diverse,
however, that selecting a specific career goal presents a dilemma. Market-
ing is now being used not only for products, but also for services, and not
only by for-profit companies, but also by nonprofit and government organ-
izations.

Since career goals represent long-term planning emphasis will be
made on those positions that can lead to the executive suite. The percent-
age of CEOs from marketing is higher than that of any other group. As
competition heats up, companies tend to turn to marketers for leadership.

There are different types of marketing positions to suit a variety of
skills and preferences. The typical marketing positions are brand and prod-
uct manager, advertising manager, sales promotion manager, public rela-
tions manager, physical distribution manager, store manager, market re-
search manager and retail buyer, etc.

SALLY FORTH by Greg Howard

WHEN T GROW UP, T WANT A J0B ) ...THAT ISN'T T00 STRESSFUL.,
THAT'S INTELLECTUALLY STIMU- (| THAT MAKES MEANINGFUL CON-
LATING, THAT HAS LOTS OF  |[ TRIBUTIONS TO SOCIETY, THAT
RESPONSIBILITY... /| GIVES ME SIX WEEKS OF VACA-
TION AND
THAT PAYS
AT LEAST
EIGHTY
GRAND
A YEAR.

OH, IDON'T
CARE...
IM NOT

JUST WHAT SORT
OF WORK DO YOU
HAVE IN MIND 2

£ Tield Enterprises, Inc.. 1984

Those who want to make a career in marketing must learn a wide
range of skills. These include skills in communicating and making presen-
tations, listening, managing time, persuading, and following up on com-
mitments.

Graduate degree is required for many specialized positions. University
study should emphasize statistics, oral and written communication, psycholo-
gy, sociology, and economics, behavioral sciences as well as general business
and marketing courses. A strong background in computers is helpful as well.
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The broader role of marketing includes business-to-business, interna-
tional, service, and non-for-profit marketing in both the manufacturing and
distribution sectors. It also recognizes the social responsibilities of the
marketing firm to ensure product safety, product quality, and adequate en-
vironmental protection.

5. Answer the following questions.

1) What department do you study at?
2) What subjects relating to your future career do you study?
3) Have you had any experience in sales or in other marketing area be-
fore entering this department?
4) Why the percentage of CEO from marketing is higher than that of
any other group?
5) Do you think the University degree is necessary for working in all
marketing areas and for all marketing positions?
6) What are the main functions of marketing managers?
7) What skills are the most important for work in marketing area?
8) Why do companies need control procedures?
9) What do they include?

10) What social responsibilities must marketing people bear?

[ Reading 2
6. The extracts below describe 8 marketing positions. Read the extracts

and match each position to the job title.

Advertising account executive Sales promotion manager
Retail buyer Public relations manager
Brand and product manager Market research manager
Physical distribution manager Store (retailing) manager

1. These marketing people plan, direct, and control business and mar-
keting efforts for their products. They are concerned with research and de-
velopment, packaging, manufacturing, sales and distribution, advertising,
promotion, market research, and business analysis and forecasting.

2. These managers are the interface between the agency and the client.
They have to interpret the clients’ objectives to the agency’s creative group
and sell the creative group’s strategy for meeting those objectives to the
client. Once a campaign has been agreed upon, these managers must coor-
dinate the actions of the media and the production people to implement it.

124



3. This manager is someone who is engaged in developing and execut-
Ing short-term incentives such as sweepstakes, coupons, and premiums to
augment the other promotional efforts of the firm. He or she will interface
with clients so as to communicate the promotion to the purchaser. This po-
sition is usually found in the area of consumer products.

4. These managers deal with the company’s image rather than with its
products. They may handle press, community, or consumer relations, polit-
ical campaigning, interest-group representation, or fund raising. In addition
to telling their employer’s story, these managers must understand the atti-
tudes and concerns of customers, employees, and various other “publics”
with which their organization comes into contact. They also arrange and
conduct programs in which company officials come into direct contact
with the public, such as speeches and press interviews. Perhaps their most
important role is to overcome any negative publicity that may accrue to the
company.

5. These marketing people manage both people and resources. The re-
sponsibilities include determining the number, location, and type of ware-
houses necessary, the method of inventory management, and the appropri-
ate transportation and order-processing methods, as well as interacting with
all of the other functions to make sure that they are coordinated with phys-
ical distribution.

6. One of the prime responsibilities of this manager is in the personnel
area, making sure the company has adequate numbers of people, properly
trained, and that the labor costs are in line. The performance of this man-
ager is measured by the profit contribution that the store makes, and the la-
bor is the cost that the manager has the most control over. He or she must
also be sure that the store has the proper amount of inventory and that it is
displayed properly.

7. These marketing people study the wants and needs of the buying
public. They plan, design, and implement surveys and test marketing cam-
paigns. They are called upon when problems arise. After studying the situ-
ation, they might recommend more advertising, redesign of the product, or
concentration on other markets where consumers are more inclined to buy
the firm’s product.

8. These marketing people seek goods that will satisfy their store’s cus-
tomers and can be sold at a profit. They learn about available goods from
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trade shows, in manufacturers’ showrooms, and from wholesale and manu-
facturers’ sales workers. They must be skilled at assessing the retail price
at which their store will be able to sell the goods they buy. They must
know the needs of their customers and must be good judges of quality and
style.

7. After reading about different positions in marketing do you think you
have the right skills and qualities to be a marketing manager? Can you
tell what marketing area mostly appeals to you? And why?

Listening

8. You will hear part of an interview with Steve Moody, the manager of
the Marks&Spenser store in Cambridge, England. What do you know
about Marks&Spenser? What do they sell?
Listen to the first part of the recording, in which Steve Moody de-
scribes the role and responsibilities of a store manager. Which of the
following tasks is he responsible for?

o designing the store and its lay- | o running 40 out of 280 stores

out

o displaying the merchandise o motivating staff

o employing the sales staff o organizing the day-to-day logis-

tics

o ensuring the safety of staff and | o pricing the merchandise
customers

o establishing the company’s o maintaining a pleasant working
principles environment

o getting commitment from the o electing merchandise
staff

o increasing profits o supervising the day-to-day run-

ning of the store

o training staff

Steve Moody: So, as a store manager in Cambridge, which is probably the

fortieth largest of the 280 stores we have got, | am responsible for the day-

to-day running of the store. All the product is delivered to me in

presdecribed quantities, and obviously I’m responsible for displaying that

merchandise to its best advantages, obviously I’m responsible for employ-
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ing the staff to actually sell that merchandise, and organizing the day-to-
day logistics of the operation. Much more running stores is about the day-
to-day operation, and ensuring that that’s safe, and obviously because of
the two hundred people that we would normally have working here it’s en-
suring that they are well trained, that they are well motivated, and that
the environment they work in is a pleasant one, that they are treated with
respect, and that they are committed to the company’s principles.

Listen to the second part of the recording, and answer these questions.

1. Why are Marks&Spenser’s store managers limited in giving accounta-

bility to their staff and delegating responsibilities?

2. What do they concentrate instead?

Interviewer: How much freedom do those people have within their jobs
to make decisions themselves? How much delegation is
there of responsibility down the chain?

Steve Moody: We would, as a business, like to encourage as much re-
sponsibility and delegation as possible. Of course that does
depend on the abilities of the individuals, the environment
in which you’re working, and the time of year. With 282
stores we have a corporate appearance in the United King-
dom’s high streets. It is quite important that when custom-
ers come into ....... Marks&Spencer’s Cambridge they get
the same appearance and type of looking store and the
same level of service that they would expect if they
...... went into Marks&Spencer’s Edinburgh in Scotland,
for example, and it’s very important that we have a corpo-
rate statement that customers understand. So, there are ob-
viously parameters and disciplines that, you know, not only
the staff but supervision and management would follow.
Within that, in terms of development and training, training
Is obviously an investment for all staff. If staff are trained
to do their job well and they understand it, they will feel
confident in what they’re doing, that in turn will give a bet-
ter service to the customers, obviously from Marks& Spen-
cer’s point of view it could well lead to increased sales.
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[0 Reading 3
9. Here is some advice to follow before, during and after your interviews.

Read these advice and highlight the most important of them from
your point of view.

Before the interview

1.

Interviewers have extremely diverse styles — the tough probing why,
why, why style; the interrogation style of question after question;
let’s-get-to know-each-other style, and many others. Be ready for an-
ything.

Practice being interviewed with a friend and ask for a critique.
Prepare to ask at least five good questions that are not readily an-
swered in the company literature.

Anticipate possible interview questions and prepare good answers
ahead of time.

Avoid back-to-back interviews — they can be exhausting.

Dress conservatively and tastefully for the interview. Be neat and
clean.

Arrive about ten minutes early to collect your thoughts before the in-
terview. Check your name on the interview schedule, noting the
name of the interviewer and the room number.

Review the major points you intend to cover.

During the interview

1.

Give a firm handshake when greeting the interviewer. Introduce
yourself using the same form the interviewer uses. Make a good ini-
tial impression.

Retain your poise. Relax. Smile occasionally. Be enthusiastic
throughout the interview.

Good eye contact, good posture, and distinct speech are musts. Don’t
clasp your hands or fiddle with jewelry, hair, or clothing. Sit com-
fortably in your chair. Do not smoke if asked.

Have extra copies of your resume with you.

Have your story down pat. Present your selling points. Answer ques-
tions directly. Avoid one-word answers but don’t be wordy.
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6. Most times, let the interviewer take the initiative, but don’t be pas-
sive. Find good opportunities to direct the conversation to things you
want the interviewer to hear.

7. To end on a high note, the latter part of the interview is the best time
to make your most important point or to ask pertinent questions.

8. Don’t be afraid to “close”. You might say, ‘I’m very interested in the
position and I have enjoyed the interview”.

9. Obtain the interviewer’s business card or address and phone number
so that you can follow up later.

After the interview

1. After leaving the interview, record the key points that arose. Be sure
to record who is to follow up on the interview, and when a decision
can be expected.

2. Objectively analyze the interview with regard to questions asked,
answers given, your overall interview presentation, and the inter-
viewer’s response to specific points.

3. Send a thank-you letter mentioning any additional items pertinent to
your application and your willingness to supply further information.

4. If you do not hear within the time specified, write or call the inter-
viewer to determine your status.

© Speaking 1
10. It would be wise to think of all possible questions asked during the

job interview and prepare your answers beforehand. The questions
given below will give you an idea of what the interviewers usually
want to find out. Put the questions in the order you would ask them
if you were an interviewer and then answer them.

1. Why did you leave your last job?

2. Tell me about your family.

3. What things about this job do you think would be difficult for you?

4. Do you have any experience in this type of work?

5. What do you like doing in your spare time?

6. Why have you applied for this kind of job?
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7. Why do you think you can handle this job? (Why should we consider
you for this position?)
8. What are your future career plans?
9. How well did you get on with your previous bosses?
10. What hours are you available for work?
11. Are you energetic?
12. Why would you like to work for this company?
13. What are your personal strengths?
14. Are you looking for a temporary or a permanent job?
15. Tell me about your experience.
16. What salary do you expect?
17.Have you had any serious illness or injury?
18. Do you prefer to work with others or by yourself?
19. What hobbies do you have?
20. Are you willing to work anywhere your company sends you?
21. Are you willing to work overtime?
22.\What are your personal weaknesses?
23. What do you expect to get from this firm?
24. What would you make happy with this job?
25. Do you consider yourself to be a leader or a follower?

11. Job Interview.
Student A is going to be interviewed for the job for some marketing
manager. Explain your motives for applying for this position. Make a
list of your good points and be prepared to sell yourself at the inter-
view. Think of the questions the interviewer will ask you and questions
you will want to ask the interviewer.
Student B is an interviewer. Prepare the list of questions to ask the in-
terviewee. Give him marks out of ten in each of the four areas.
SKills ------=--mnmmmmmeev
Experience --------------
Personality --------------
Expectations ------------
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@ Writing 1
12. Study the following Curriculum vitae and then write your own CV.

Curriculum vitae

YOUR NAME
Your address Your phone number
Your e-mail address
Your date of birth
e.g. 11 January 1980

OBJECTIVE: e.g. A job in international marketing; A traineeship in
trading; Marketing assistant; Account manager; Financial analyst.

WORK EXPERIENCE or PROFESSIONAL EXPERIENCE:

Give dates (months or years) and name the employer(s). Put the most re-
cent first. Be specific about your duties if they have any relevance to a
business career, e.g.

Summer 2002, Office Assistant, Book Antiqua Ltd, New Jersey.

The job involved file maintenance, data entry, word processing, proof-
reading, customer service, and other clerical and administrative tasks.

EDUCATION or QUALIFICATIONS:

List this in reverse order, e.g.

2008 — 2009 Master’s Degree in International management, Bigtown Uni-
versity, Bigtown (expected date of completion July 2002)

2005 — 2008 Degree in Business Administration, majoring in Finance/
Marketing, etc. (sometimes called a Bachelor’s Degree)

An English translation of your institution might be Faculty or School of

Business Administration and Economics.

Between 14 and 18 or 19 years old you probably attended what is trans-

lated as a High School or a Secondary School, where you probably ob-

tained the equivalent of a High School Certificate. Your primary educa-

tion is probably not important.

COMPUTER SKILLS: e.g.
Working knowledge of Microsoft Office, Word, Excel, Powerpoint, and
internet software.

LANGUAGES: e.g.

French (mother tongue), good knowledge of German and English, ele-
mentary knowledge of Spanish. (Not ‘knowledges’ with “s”)

Or: Fluent in Spanish and English, some knowledge of French and Italian.

131




HOBIES AND INTERESTS: e.g.

Underwater skiing, synchronized sewing, deep-sea football, long-
distance cooking, cross-country swimming ...

It is preferable to list hobbies that demonstrate qualities that are relevant
to the job you are seeking.

REFERENCES [OR TESTIMONIALS (US)]:
The names and addresses and (phone numbers, fax numbers, or e-mail
addresses) of two referees are often required.

© Speaking 2
13. Look at this job ad: what would be its attractions — what might be its

drawbacks?

ACME Atlantic are a well-known and respected trading company.
We handle imports directly from manufacturers in 35 different
countries, often to our own specifications, and currently export
to 46 different countries worldwide.

We are looking for enthusiastic people to work in our office
in Bermuda on temporary 3-, 6- and 9-month contracts. Appli-
cants must be able to speak and write at least one foreign lan-
guage fluently and can be nationals of any country.

Experience in import/export will be an advantage, but as spe-
cial training will be available this is not essential. The main re-
quirements are a willingness to work as a member of a team, to
cope with pressure, to use the telephone in a foreign language
and in English and to be prepared occasionally to work long hours
when necessary.

There are several posts available and long-term prospects
are good, though initially all successful applicants will be con-
tracted for a maximum of 9 months.

The salary we will offer is excellent. We will pay for your re-
turn air fare and provide adeguate accommodation at a nominal
rate.

Please apply in your own handwriting, enclosing your resume, to
Charles Fox, European Sales Office, ACME Atlantic Ltd., 45 Pen-
tonville Road, London EC2 4AC.
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14. In most parts of the world while applying for a job, it’s common to
submit a typed CV or resume. This usually accompanies a letter of ap-
plication, which in some countries is expected to be handwritten. The
letter should present the following information:

e the job you are applying for and how you found out about it;

e your reasons for believing you would be a good person for the job or
company;

e when and how you will follow up (for example, early next week, by
telephone);

e the fact you are enclosing your resume, which indicates where you
can be reached.

Look at this application letter from the applicant for the job. In what

ways does Aurthur Dent seem suitable (unsuitable) for the job?

Dear Mr. Fox,
Work in Bermuda

I noticed with interest your advertisement in today’s Daly Planet.

You will see from enclosed CV that | have three years experience in
marketing. My responsibilities have included all types of administrative
work, product development, arranging and attending presentations,
working with clients and solving problems that arise.

Although I have an excellent relationship with my present employers,
| feel that my prospects with them are limited and that there would be
more scope for my talents with a larger, more dynamic company.

If you consider my qualifications and experience are suitable, |
should be available for interview at any time.

Yours sincerely,
Authur Dent

@ Writing 2
15. Imagine that you want to apply for the job. Draft an application let-
ter, following these guidelines:
1. Introduce yourself: name, age, nationality, etc.
2. State where you are available.
3. Describe your relevant experience — or justify your lack of experience.
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4. Describe your skills in your own language, English or other languages.
5. Describe how you meet the requirements of the job.
6. Say when you’re available for interview.

USEFUL LANGUAGE
I would like to apply for the position of ........ in your company.

I am sure my experience in ............ would make a direct contribution to

al development) | would prefer to be employed in an expanding (innova-
tive, large) organization such as yours.

If my background and qualifications are of interest to you, please tele-
phone me at ...... ...

Your company would have a great deal to gain from employing me.

| am absolutely convinced that this makes me suitable for position in in-
ternational marketing (market research).

My four years of sales manager experience have given me a background
that would seem ideal for the position opening of sales manager in your
firm.

~~ Essential words and expressions

An account »  KJIIMEHT PEeKJIaMHOI'0 areHTCTBA
Account executive »  PYKOBOJHTEINb paboyel IrpyMibl KIUEHTA
Advertising account >  MEHeIKep 1Mo paboTe ¢ KIIMEHTaMHU
executive PEKJIaMHOTO areHTCTBA
To accrue >  yBEIMYHMBATHCS, HAKATUTMBATHCA,
HapacTath (O MPOIEHTAX)
To assess >  OLCHMBATH
To augment >  yBEJIMYHMBATh, IPHOABIISATH
To bein line » B COOTBETCTBHH, YKIIJBIBATHCS
B OIOKET
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Brand and product
manager

To call upon
A copywriter

Executive suite

To field

To follow up on com-
mitment

Fund raising
To handle

To interface

A judge

Gap

Manufacturer’s sales
worker

Meticulous

To overcome

A physical distribution
manager

To pose

Profit contribution
A purchasing agent
A retail buyer

A retail sales worker
A sales promotion
manager

Script

Sweepstakes

A wholesales sales
worker

Y

Y VY

YV V VYV

Y VY

YV V VYV V

Y VYV

PYKOBOAUTEINb, OTBETCTBEHHBIN 32 KOH-
CTpYHUpOBaHUE, IPOU3BOJICTBO U pPeau-
3alUI0 U3JIEeTHUs

oOpaIlarbcsi, IpU3bIBaTh, BOCTPEOOBATH

COCTaBUTEJIb TEKCTOB PEKJIAMHBIX
0OBsBIICHUH

KOMaHJa PYKOBOJIUTEIICH

BHEJIPSATh, 00padaThIBaTh

T0OMBATHCS 0053aTEIIHCTB CO CTOPOHBI
KJIMEHTOB

MOJTy9YCHHE JICHET
UMETH JIEN0 C, JOTOBOPHUTHCS, YIIPABIIATH,
pEryaupoBaTh, 00OCITY>KHUBAThH
B3aUMO/JE€HCTBOBATh

AKCTIEPT

neuInT, HEXBaTKa, Pa3phIB, PACX0XKICHUE
PaObOTHHK COBITA IPEATTPUATHUS

MEJIOYHBIM, JTOTOLIHBIN

MPEO0I0JIETh

OTBETCTBEHHBIN 3a PACIPOCTPAHECHUE
TOBapa

CTaBUTH (BOIPOC, 3aj1auy), MpeiaraTh

OTUYHCIICHUE TPUOBLIN

pabOTHUK OTJieNIa CHAOKEHUS
PO3HUYHBIN 3aKYIIIUK

PabOTHUK PO3HUYHOM TOPTOBIIU
PYKOBOAMTEINb OT/ENa CObITa U PEKJIAMbI

TCKCT PCKJIIAMBbI

aorepes
PabOTHUK OMTOBOM TOPTOBIIU
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3AKJIIOYEHHUE

JlanHoe ydyeOHOe TmocoOue mpeaHa3HAuYeHO IS CTYJICHTOB BY30B JKO-
HOMUYECKON HANpaBICHHOCTH, OOydYarolMxcs Mo HampasiieHutio «Me-
HEJKMEHT)» MPOrpaMMbl MTOATOTOBKU «MapkeTunry. TeMaTuka pa3nenoB-
YPOKOB TOCBSIIEHA aKTyallbHbIM MpoOJieMaM W KIIOYEBBIM MOHATUIM
MapKETUHIa, €r0 POJIM B JACATEILHOCTH KOMIAHUM JIFOOOTO TUIA OpraHu-
3allMU ¥ €0 BIMSHUIO Ha PA3BUTHE SKOHOMHUKHU M COLIMATBHOM XKU3HU 00-
HIECTBA B LIEJIOM. Te€MaTHUKa TEKCTOB TAaKXE MO3BOJIAET O3HAKOMHUTH CTY-
JICHTOB C OCHOBHBIMHU IPHUHIIMIIAMU MEXKIYHAPOJIHOM TOPTrOBJIM U BaKaH-
CUSIMHU B JAaHHOU 00JIaCTU NEITEIILHOCTA HAa aHTJIUUCKOM s3bike. KakIplin
Y3 Pa3geiaoB-yPOKOB BKIIFOYAET aHIJIO-PYCCKUM CIIOBAph MO ONPEICIEHHON
TEMaTUKE, a TaKXKe pa3padOTaHHbIC 3aJaHUs U YNPAKHEHUS, MO3BOJISIO-
M€ 3aKPENUTh JEKCUKY ypOoKa U 0TpaboTaTh HaBBIKU MEPEBOIA TEKCTOB C
PYCCKOTO Ha AQHIVIMMCKWM, PAaCIIMPUTh AKTUBHBIA U IACCHUBHBIM 3amachl
TEPMUHOJIOTUYECKON JIEKCUKH, TPEHUPOBATh HA MaTE€pUANIC CHEHHUATBHOU
JUTEpPaTypbl TPAMMaTUYECKUE KOHCTPYKUMH. 3aJaHHsl U YIPAXKHECHHS
TaK)Ke MpeTHa3HAuYCHBI IS JETAIbHOU OTPAOOTKU OTACIBHBIX JJIEMEHTOB
TEKCTAa, CAHOHUMHWH, MHOT'O3HAYHOCTH CJIOB U T.1.

JlanHoe mocoOue OpUEHTHPOBAHO HA MPAKTUUYECKOE HCIOJIb30BaHUE
WHOCTPAHHOTO sI3bIKa B cdepe nemoBoro odmieHus. [Ipu sTom oueBumHa
1[Ee71eCO00Pa3HOCTh KOMIUIEKCHOTO MOJAX0/a, IPU KOTOPOM HU3y4YCHUE JICK-
CUKO-TPAMMATHYECKOI0 MaTepHhayia MPOXOAUT NapajIeIbHO C PA3BUTHEM
3HaHUU YU HaBBIKOB MPO(PECCHOHATEHO OPUEHTUPOBAHHOTO OOIIICHHUS.

B noco6uu peanusyercs CUCTEMHBIN MOAXO0/ K Pa3BUTHI0O KOMMYHHU-
KaTHUBHBIX HAaBBIKOB M YMEHUH, HEOOXOIUMBIX JJIA OOIIEHUS B PEaTbHBIX
KU3HEHHBIX CUTYAIUAX, C MOMOILIBIO MOCIEAHUX JOCTHXEHUN TEOPUU U
MPAKTUKHU MPENOAABAHUS AHTJIMHUCKOTO SI3bIKA.

[IprHUIKMN COMOCTABUTEIBHOTO U3YUYEHHUS SI3BIKOB — PYCCKOTO W MHO-
CTPAHHOTO, PEANIM30BAaHHbIA B Y4€OHOM MOCOOUH, POPMUPYET JTUHIBOCT-
pPaHOBEIUECKHE 3HAHUSA, CIIOCOOCTBYIOIIME PACIHIMPEHUIO KOHTAKTOB C
JFOABMH APYTOU KYJIBTYPhI, TEM CAMBIM — IIPOCTPAHCTBA JIMYHOCTH.
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