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IlepeamoBa

3anpornoHOBaHW HAaBUYAIBHHHA IMOCIOHUK PO3POOIICHO
st cryaeHtiB [ — II kypciB cremianbHOCTI “MapkeTuHr”.
Merta maHoro mociOHHMKa IOJIATa€ B OpraHizamii HaBYAIbHOI
TSTTBHOCTI CTYACHTIB 3 TIpeaAMeTy “AHTIiChKa MOBa 3a
npodecifHuM crpsIMyBaHHSIM ™ SK Ha ayAUTOPHHUX 3aHATTAX,
TaKk W Mg Yac camMocTiiHoi pobotu. OcobnuBa yBara
MPUIUIAETHCS 3aCBOEHHIO CTYIEHTAMHU CHEIiabHOI JIEKCHKH 32
(axoM; pO3BUTKY HABUYOK YHTAHHSA, EPEKIaay Ta PO3YMIHHS
TEKCTiB, TOB’S3aHUX 3  NpoOJIEeMAaTUKOI  MailOyTHBOI
CHeIiaIbHOCTi; (OPMYBaHHIO TBOPYOTO MHUCIIECHHS Ta HABUYOK
YCHOTO MOBJICHHS, y TOMY WYHCII IIiJi 4Yac pO3B’s3aHHS
MPpOOJEMHHUX CUTYaIIi aHTIIIHCHKOI0 MOBOIO.

[TociOHMK po3po0IeHO 3 ypaxyBaHHAM KpPEIUTHO-
MOJYJBHOI cucteMH. Bech martepian, po3millleHUH y JaHOMY
MOCIOHUKY, PO3MOAUIAEThCS HAa 4 MOAYM, SIKIi MICTATH 12
IOHITIB, KOXX€H 3 SKHX BKJIIOYA€ TEKCTH 31 cHemiaabHOL
TEMaTUKH, JIEKCUKO-TpaMaTU4HI BIIPaBH, BIPaBH TBOPYOTO
XapakTepy, NepeKIaaHi BIpPaBH, BIPABH ISl PO3BUTKY YCHOTO
Ta TMHUCHMOBOTO MOBIIEHHS Ta AayJdilOBaHHA. 3aBJaHHSIM
MICIATEKCTOBUX BIPaB € IEpEeBipKa PO3YMIHHS CTyAEHTaMHU
MPOYUTAHOTO, PO3BUTOK HABUYOK IHCHMOBOTO Ta YCHOTO
nepekyany, HABUYOK TBOPYOrO MUCIEHHS Ta KOMYHIKaIliHHIX
HAaBUYOK CTYACHTIB. Y TIOCIOHMKY OKpEeMO TIOJIal0ThCs
3aBJaHHS JJIsi caMOCTiHHOI pobotu ctyneHTiB. Ilicnsa xoxHOTO
MOJYJS HaJaHl MiJICYMKOBI 3aBJaHHSA-TECTH, METOI SKUX €
nepeBipka 3HaHb cTyneHTiB. KpiMm 4 MoxayniB y mociOHUK
BKJIFOUEHO CIIOBHUK, JOJATKOBI TEKCTH AJIs 1HIUBIAYaIbHOTO
YUTaHHS, TEKCTH IS TUCHBMOBOTO MIEPEKIIay.

TekcTH, $KI BKIIOYEHO JO JaHOTO TMOCIOHHMKA, €
ABTEHTHUYHUMH, TAKUMH IO BIAMOBIJAIOTH Mi3HABAILHUM Ta
(haxoBUM IHTEpECaM CTY/ICHTIB.



Module 1. Marketing mix
Unit 1. Marketing
Pre-reading activities
Definitions
Task 1. Fill each gap in the sentences below with correct

word from the box. Look up all the unknown words in the
dictionary.

customers needs place producing product management
product profit promote service time want

Marketing is concerned with getting the right 7 to
the right 2 at the right 3 .
Marketing is about meeting consumer 4 at a
5 .

Marketing makes it easier for 6 to do business
with you.

Marketing aims to find out what people 7 ;
then 8 and developing a 9 or
10 that will satisfy those wants; and then
determining the best way to price, /7 and
distribute the product or service.

Marketing is the 12 process responsible

for identifying, anticipating and satisfying customer
requirements profitably.

Task 2. The term 'marketeer’ is used in marketing
magazines and by people in the business, but in general use
'marketer’ is more common. The most popular term,
however, is ‘marketing person/people’. There is also a word
‘con-man’ which means someone who tricks people into
spending money. Make up several sentences with each of
these words and show the difference between them.



Task 3. Refresh your Grammar.

1. An organization first determines what its potential customers
desire, and then builds the product or service. (Present Simple).
2. Two major factors of marketing are the recruitment of new
customers and the retention and expansion of relationships with
existing customers. (Present Simple of ‘to be”’).

3. Once a marketer has converted the prospective buyer, base
management marketing takes over. (Present Perfect; Present
Simple).

4. The mix of the four "Ps" must reflect the wants and desires
of the consumers in the target market. (modal verb ‘must’ + the
verb).

5. Trying to convince a market segment to buy something they
don't want is extremely expensive. (gerund; infinitive; Present
Simple).

6. Marketers depend on marketing research to determine what
consumers want and what they are willing to pay for it.
(Present Simple; infinitive; Present Simple; Present
Continuous).

7. Marketers hope that this process will give them a sustainable
competitive advantage. (Present Simple; Future Simple).

8. Within most organizations, the activities encompassed by the
marketing function are led by a Vice President. (Participle II;
Present Simple Passive).

Task 4. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. My future speciality (to be) Marketing.

2. Marketing (to meet) consumers needs.

3. Marketers (to think) that marketing research (to help) them
(to make) a good marketing plan.

4. Those letters (to write) last week (to lose).

5. Once you (to choose) your future profession and (to enter)
the University a hard work (to start).



Task 5. Learn the active vocabulary.
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. to desire

. to be justified in the belief
. need

. to provide

. perceived

. benefit

. recruitment

. acquisition

. retention

. expansion

. to take over

12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
. prompt services

to reflect

target market

to convince

market segment
marketing research
sustainable
advantage

practical application
offer

to encompass
executing

pricing

promotion
distribution

to satisfy objectives
to compete

in particular

to aim

competitive advantage
competitor

to attract

OaxxaTu

MaTH MiJCTaBH BBaKaTH
norpebda

3a0e3nevyBaTu
BiTIyTHHH

BHUI'0J1a

ITOITOBHEHHS
npua0aHHS
30epeKeHHS
PO3IIUPEHHS

MOYMHATH POOOTY
BIIOMBATH

IThOBHIA PUHOK
MIEPEKOHATH

CETMEHT PUHKY
JIOCITIJDKEHHST PUHKIB 30yTY
CTIHKHUH

nepeBara

MPAKTHYHE 3aCTOCYBAHHS
MIPOTIO3UITiS
OXOILTIOBATH

BTIJICHHS, 301HCHEHHS
BU3HAYECHHS [[1HU
POCYBaHHS, peKama
PO3IOBCIOIKEHHS, 30yT
OCATaTH LijIei
KOHKYpPYBaTH

30KpeMa

MparHyTu

KOHKYpPEHTHa TiepeBara
KOHKYPEHT

PUBEPHYTH

HIBUJIKO HaJaHi MOCTYTH



34. to meet expectations BIJINMOBIJIaTH OYiKYBaHHSIM
35. marketing mix peuenT MapKeTUHTY

Reading / comprehension activities
Task 6. Read, translate the following text and retell it in 3
sentences.

Marketing

A market-focused, or customer-focused, organization
first determines what its potential customers desire, and then
builds the product or service. Marketing theory and practice is
justified in the belief that consumers use a product/service
because they have a need, or because a product/service
provides a perceived benefit.

Two major factors of marketing are the recruitment of
new customers (acquisition) and the retention and expansion of
relationships with existing customers (base management).Once
a marketer has converted the prospective buyer, base
management marketing takes over.

For a marketing plan to be successful, the mix of the
four "Ps" must reflect the wants and desires of the consumers
in the target market. Trying to convince a market segment to
buy something they don't want is extremely expensive and
seldom successful. Marketers depend on marketing research,
both formal and informal, to determine what consumers want
and what they are willing to pay for it. Marketers hope that this
process will give them a sustainable competitive advantage.
Marketing management is the practical application of this
process. The offer is also an important addition to the 4P's
theory.

Within most organisations, the activities encompassed
by the marketing function are led by a Vice President or
Director of Marketing. A growing number of organizations,
especially large US companies, have a Chief Marketing Officer
position, reporting to the Chief Executive Officer.

7



The American Marketing Association (AMA) states,
“Marketing is the process of planning and executing the
conception, pricing, promotion, and distribution of ideas,
goods, and services to create exchanges that satisfy individual
and organizational objectives".

Two Levels of Marketing. Strategic Marketing attempts
to determine how an organization competes against its
competitors in a market place. In particular, it aims at
generating a competitive advantage relative to its competitors.
Operational Marketing executes marketing functions to attract
and keep customers, as well as to satisfy the customer with
prompt services and meet the customer expectations.
Operational Marketing includes the determination of the
marketing mix.

Task 7. Find words in the text that mean the same as the
following:
e users of products and services —
e people who buy products and services —
e business professionals who work in the field of
marketing —
e studies —
e something felt to be necessary —
e the movement of goods and services from the producer
to the consumer —
e the combination of factors that makes up a marketing
plan —

Task 8. Think what words should be used to complete the
text below.
Marketers and all levels of management realize the vital

importance of 7 . This has become the watchword
of good business. 2 and experience has shown
that 3 will pay more for goods and

8



4 of high quality, and also that they expect every

aspect of the 5 , including distribution, to meet
the highest standards. The job of marketers is to design a
6 7 with a § of all the

necessary components to satisfy consumer needs.

Task 9. Match the words to get set expressions. Use them in
sentences of your own.

e potential 1. plan

e target 2. segment

e perceived 3. application
e marketing 4. advantage

e market 5. customers

e to meet 6. mix

e marketing 7. expectations
e practical 8. market

e competitive 9. benefit

Task 10. Answer the questions.

1. What does a market-focused, or customer-focused,
organization do before building a product or service?

2. According to marketing theory and practice, why do
consumers use a product/service?

3. Name two major factors of marketing.

4. What must reflect a marketing plan to be successful?

5. Why do marketers depend on marketing research?

6. Who are the activities encompassed by the marketing
function led by within most organisations?

7. Give a definition of marketing according to the American
Marketing Association.

8. What are two levels of marketing?

9. What does strategic marketing aim at?
10. What marketing functions does operational marketing
execute?



Task 11. Retell the text using the answers from the previous

exercise.

Vocabulary activities
Task 12. Fill in the missing words in the table. Make sure
that you know the translation of every word.

verb agent general noun
market marketer
distribute
competition
advertising
advertisement
supplier
sponsor
consume
produce
analyst
researcher
import
manage
promotion
executing

Task 13. Complete the sentences below with words from the

word table.

1. Marketers m p
. Advertisers a toc
Market analysts a

. The opposite of demand (momur) is s

.C

to customers.

and the behavior of ¢

the performance of

N

2
3
S
4. The opposite of export is i
5
6
7

10

is good for consumers.
is a form of a




Task 14. Find the meaning of the following words

and

phrases and make up sentences with some of them:

Market
e to be marketed — e market-driven —
e to be on the market — e market ability —
e to come onto the e market basket —

market —

to take off the market

market behavior —

marketable —

market demand —

buyers’ market —

market forecast —

sellers’ market —

market outlets —

marketability —

market performance —

activity in market —

market rate of interest

at the market —

market relations —

boom market —

market report/ review

black market —

market share —

to break onto the
market —

market turnover —

captive market —

market value —

11




e consumer’s market — e producer market —

e domestic/ home e share market —
internal market —

e European Common e stock exchange market
Market — —

o flea market — e terminal market —

e heavy market — e saturated market —

e foreign market — e world market

conjuncture —

e glamour market — e world market price —

e global/ world market e youth market —

e high-tech market — e youth market range —

Task 15. Translate the following sentences. Underline set
expressions with the word ‘market’ and make up your own
sentences with them.

1. This facial product finds a market among women.

2. There is no market for these goods.

3. Those pancakes were very good. They were selling like hot
cakes. It was a brisk market.

4. I cannot buy this product. The market rose not long ago.

5. We’ve got a market garden and grow vegetables and berries.
6. This company doesn’t market these days. It is on the long
side of the market.

7. This car model was first marketed by a German company.

12



8. This electronic device has just come into the market.
9. They took the product off the market, as there was no market

for it.

Task 16. For each group of words match the words to the

definitions.
1. market

market research

a the percentage of sales a company has

market segment

b information about what customers want
and need

market share

¢ a group of customers of similar age,
income level and social group

2. consumer

consumer behavior

a description of a typical customer

consumer profile

b where and how people buy things

consumer goods

¢ things people buy for their own use

3. product

product launch

a introduction of a product to the
market

product lifecycle

b length of time people continue to buy
a product

product range

¢ set of products made by a company

4. sales

sales forecast

a how much a company wants to sell in
a period

sales figures

b how much a company thinks it will
sell in a period

sales target

¢ how much a company has sold in a
period

13




5. advertising

advertising a a business which advises companies

campaign on advertising and makes ads

advertising budget b an amount of money available for
advertising during a particular period

advertising agency ¢ a program of advertising activities
over a period, with particular aims

Listening/ comprehension activities

Companies need customers.
Task 17. Learn the following words and phrases.
1. insurance CTpaxyBaHHS

2. customer loyalty TpHUXHUIBHICTD MOKYIIT OAHIN KOMIaHI{

3. code of practice  KoJeKC OBEIIHKH MPAaIliBHUKIB,
3BEJICHHS MTPABHJI

4. customer care TypOOTa PO KITIEHTIB

5. to expect yeKaTh

6. to complain CKapKUTUCS

7. dissatisfied HE3a0BOJICHUI KIIIEHT

customer

8. food hampers KOP3HWHH 3 TKEI0

Task 18. Listen to the text and answer the questions.

1. What are the examples of goods a company can provide?

2. Give examples of services a company can provide.

3. What does it mean ‘companies want repeat business’?

4. What is ‘a code of practice’ which some companies have for
customer care?

5. What can you say about British airways’ customer care?

6. What other examples of good customer care can you think
of?

14




Task 19. Retell the text using answers from the previous
task.

Writing activities

Task 20. Translate the following sentences into English.
Marketing

1. MapkeTuHr 3aiiMaeThCsl 33J0BOJICHHAM NOTPeO CHOXKUBada

Ta OJJHOYACHUM OTPUMAHHSM BUTO/IH.

2. Teopis Ta mpakTUKa MapKETUHTY Ma€ MiJICTaBU BBAXKATH, 1110

CTMOXHMBa4Yi BUKOPUCTOBYIOTH TOBap ab0 MOCIYTY OCKUIBKH

BOHH MaroTh MoTpedy, abo ToBap abo mociyra 3ade3neuye im

BiTUyTHY BHTOTY.

3. Cnemianictd 3 MapKeTHHTY 3ajieXaTh BiJ] MapKETHHTOBUX

JOCIII)KEeHb, 00 BU3HAYUTH IO CIIOKUBAYi XOUYTh KYIIUTH, &

TaKOX CKUIbKU BOHM FOTOBI 3aIUIATUTH 32 €.

4. MapKeTHHT — Iie TIPOIeC IIAaHYBaHHS 1 BTIICHHS KOHIIEMII1,

IIIHOBOI TOJIITUKH, PEKJIaMHu Ta 30yTy i7e#, TOBapiB Ta MOCIYT;

eH mporec CTBOPIOE TaKUi 0OMiH, IO 33JI0BOJIBHSIE IHTEPECH

OKpEMUX JIIOJICH Ta OpraHizaiiii.

5. MapkeTuHroBuii IUIaH Mae BigoOpaxath mOoTpedu Ta

moOakaHHs CIIOKUBAYIB I[IJTbOBOTO PUHKY.

Task 21. Comment on the following statements using word
combinations from the unit in written form (about 50
words):

R ‘The nature of business is swindling’. (August Bebel).

R ‘No nation was ever ruined by trade’. (Benjamin
Franklin).

15



Discussion: Careers
Task 1. The phrases below all include the word ‘career’.
Match them to their correct meanings.

1. career ladder e something you do in order to
progress in your job
2. career move e period of time away from your

job to, for example, look after
your children

3. career break e series of levels that lead to
better and better jobs

4. career plan e chances to start / improve
your career

5. career opportunities e ideas you have for your future
career

Task 2. Complete these sentences with the verbs from the
box.

make climb take have decide offer

1. Employees in large multinationals excellent
career opportunities if they are willing to travel.

2. Some people a career break to do something
adventurous like sailing round the world.

3. One way to a career move is to join a small but
rapidly growing company.

4. In some companies it can take years to the career
ladder and reach senior management level.

5. Certain companies career opportunities to

the long-term unemployed or to people without formal
qualifications.

6. Ambitious people often on a career plan while
they are still at school or university.

16




Task 3. Look at he groups of words below. Cross out the
noun or noun phrase which doesn’t go with the verb in
each group. Make sentences using these phrases.

Example: You can make a fortune with a career in

computers.

1. make a fortune 4.do research
progress a mistake
a living a job
a training course your best

2. get progress 5. take a pension
a promotion time off
the sack early retirement
a nine-to-five job a break

3. earn a bonus 6. work flexitime
a part-time job anti-social hours
money overtime
40 thousand an office job

Task 4. In your opinion, which three qualities below are the
most important for a successful career in business?

e being on time e being adaptable (open
to new ideas)

¢ having ambition e knowing about
computers

e working hard e having a sense of
humor

e getting on with people e looking smart

(being friendly)

Task 5. Collette Hill runs a public relation company that
advises clients on human resources and recruitment. Read
about her opinion of best qualities. Compare her opinion
and your answers.

17



I would offer three particular qualities I think. First you
need to be able to get on with people. Whatever job you are
going to have colleagues and customers. You need to be
able to get on with people at all levels. Second, you need to
be adaptable. Businesses go through constant change. Your
role will change, as will the people you work with, even the
place where you work sometimes. And finally, of course,
you need a sense of humor to keep it all in proportion.

Task 6. Read about Collette’s opinion of how to prepare
for a job interview. Retell this text starting your sentences
with ‘you should’, ‘you can’, ‘you’d better’, ‘you may’.

It really helps if you look at it from the point of view of the
interviewer. Find out all you can about the company to
show you’re really interested in the opportunity. You can
look up how old it is, what it does, how many people it
employs, how fast it is growing. Then at the interview, help
the interviewer by answering their questions fully, but
sticking to the point; don’t talk too long. It’s important to
ask the interviewer questions, for example, ‘What is your
medium-term plan for the company?’ or ‘What is your
policy on training and development?’ These sorts of
questions show you’re potentially interested in staying, not
just looking for a short-term contract.

Task 7. Match the possible questions of a job interviewer
with the possible answers.

= Can I get you anything? 1. It’s 43 thousand.

* Could I confirm your contact | 2. Yes, I use it a lot in my
details? current job.

= Can you use this software 3. I can let you know next
package? week.

= Can you speak any other 4. Thank you. A coffee,
languages? please.

18




* Could you tell us more about | 5. Yes, the address is the

your present job? same, but my email has
changed.
* Could you tell me your 6. I’d love some. Thank you.

current salary?

* Would you let us know your | 7. Well, I’'m currently
decision as soon as possible? | responsible for European

sales.
= When can you start? 8. Yes, I can speak French and
Spanish.
* Would you like some more | 9. My notice period is two
coffee? months.

Task 8. Work in pairs. Make up your own dialogs using the
phrases from the previous task.

Task 9. Read the 1*' telephone conversation. Underline
useful expressions and use them in your own dialogs.

Dialog 1.

A: Good morning. VTS. Which department, please?

B: I'd like to speak to Carmen Brown in human resources,
please.

A: Thank you. Hold on, I’ll put you through.

C: Hello. Human resources.

A: Hello. Is that Carmen Brown?

C: Speaking.

A: Yes, I’'m phoning about your advert in Careers Now. Could
you send me an application form, please?

C: Certainly. Can I take some details? Could you give me your
name and address, please?

A: Sure, it’s .... And my address is .....

19




Task 10. Read the second and the third telephone
conversations. What is the difference between them? Make
up similar dialogs.

Dialog 2.

A: Hello, Could I speak to Andrea, please?

B: I’'m afraid, she’s not here at the moment. Can I take a
message?

A: Yes, please. This is John from Intec. Could you tell her I
won’t be able to make the training course on Saturday. She can
call me back if there’s a problem.

B: OK. Thank you. Good bye.

Dialog 3.

A: Hi, John. Dave here.

B: Oh, hello, Dave. How are you?

A: Fine, thanks. Listen, just a quick word.

B: Year, go ahead.

A: Do you think you could let me have the fax number for
Intercom company? I can’t get through to them. Their
telephone number is always engaged.

B: I’ve got it here. It’s 020 4578 2389.

A: Sorry, I didn’t catch the last part.

B: It’s 2389.

A: OK. Thanks. Bye.

B: No problem. Bye.

Task 11. Match the phrases which are close in the meaning.

e Canltalkto... 1. I’m phoning about .....

e Just a moment. 2. Could you give me
your name and
address?

e I’ll connect you. 3. How are you?

e Am I speakingto ....? 4. The phone is always
engaged.

e Yes, it’s me. 5. Don’t mention it. It’s

20




OK.

The reason I’m calling
is ...

6. Sorry, I didn’t catch it.

Can I have your name
and address?

7. Speaking.

How are things?

8. Letme have .....

Could you give me...?

9. T’ll put you through.

The phone is always
busy.

10. Hold on.

Sorry, I didn’t hear it.

11. I’d like to speak to...

No problem.

12. Is that ...... ?

Task

12. Read the following extract from the job
description for the position of Sales Manager. Say why each
of qualities and abilities mentioned is important in the field
of marketing.
The successful candidate will be responsible for:
developing sales, achieving results and increasing

customer numbers;

managing the sales team so that it is more motivated,

dynamic and effective.

He/she will be:

a natural leader;

energetic, enthusiastic and determined;

confident and outgoing.

He/she will have:

strong sales ability;

organizational and interpersonal skills;
a good academic background and suitable experience;

numeracy skills and
administration;

linguistic ability.

21
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Task 13. Read the following application letter from the
candidate for the position of Sales Manager, Joanna
Breach. Write a similar application letter.

ul. Nowogrodzka 29
01-215 Warsaw

Poland
Fast-Track Inc.
1225 Federal Street
Boston, MA 02110
USA 25 February 2008

Dear Sir or Madam

I would like to apply for the job of Sales Manager for the
Central and Eastern Europe area. I have worked at Fast-Track
since I left school 12 years ago. I have had some of the best
results in the sales team, with good knowledge of practical
sales techniques. However, I also have a Diploma in
Marketing, which I obtained doing evening classes at the
University of Warsaw Business School. I believe this
combination of practical experience and qualifications makes
me an ideal candidate for the job that Fast-Track is now
offering.

I am also developing my language skills. I leant Russian at
school. My English is quite good, and I am taking evening
classes at the University Language Centre to improve my level.
Of course, I’ll be glad to say more about my suitability for the
job if invited for an interview.

Yours faithfully

Joanna Breach
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Unit 2. Marketing mix

Pre-reading activities
Task 1. For each definition choose the correct word or
phrase.

Marketing, marketing people and markets
1. Providing money to cultural or sporting activities in
exchange for advertising rights.
a) promotion b) grant aid c) sponsorship
2. A business which specializes in giving advice and support to
companies about marketing and markets.
a) marketing consultancy b) counseling service c¢) company
analysts
3. An economy which allows open and reasonably free
exchange between private companies.
a) command economy b) conservative economy c) free market
economy
4. A market in which there are too many suppliers producing
similar products.
a) saturated market b) buyers’ market c) heavy market
5. A market in which there are few suppliers producing goods
that a lot people want to buy.
a) weak market b) sellers” market c) light market
6. A company which sells more of a particular type of product
than its competitors.
a) trend setter b) multinational c¢) market leader
7. A person who uses their specialist knowledge of a specific
market to try to explain what has happened and predict what
will happen.
a) market analyst b) forecaster c¢) market broker
8. A specific promotional activity over a limited period.
a) campaign b) season c) trend
9. The activity of moving goods from the producer to the
consumer.
a) selling b) distribution ¢) orientation
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10. The activity of selling goods to other countries.

a) multinational b) exporting c) exchange distribution

11. The proportion of the total market which one company
controls.

a) dominion b) market place c) market share

12. What company or organization says it intends to do for its
customers/clients and the community.

a) corporate mission b) strategic plan c¢) corporate image

Task 2. Fill in the gaps below with one of the terms from
the previous exercise.

Companies at the market:
Globo —45%
Lammeter — 10%
Bragg — 10%

PJC - 8%

ORBEX - 8%

Romet — 7%

Q&A-6%

Others — 6 %
1. Globo is a .
2. The of Q & A is 6%.
3. Lammeter is going to goods to other countries.
4. Bragg has a very good team of who
predict what will happen at the market in the nearest future.
5. Globo uses to advertise their products during

football matches.

Task 3. Diamonds are a classic example of a sellers’
market. There is a lot of demand for the product but there
are very few suppliers. That’s why diamonds are rare and
extremely expensive! Find another example of a sellers’
market or of a buyers’ market.
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Task 4. Refresh your Grammar.

1. Products are often_developed to meet the desires of groups of
customers. (Present Simple Passive; infinitive).

2. E. Jerome McCarthy divided marketing into four general
sets of activities. (Past Simple).

3. His typology has become so universally recognized that his
four activity sets, the Four Ps, have passed into the language.
(Present Perfect; participle II; Present Perfect).

4. The scope of a product generally includes supporting
elements such as warranties, guarantees, and support. (plural).
5. Pricing refers to the process of setting a price for a product,
including discounts. (Present Simple; gerund; participle I).

6. Any person coming into contact with customers can have an
impact on overall satisfaction. (participle I; modal verb ‘can’ +
a verb).

Task 5. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. Globo (to become) a market leader last year and Lammeter
(not to become) a market leader yet. (Past Simple; Present
Perfect).

2. We want (to increase) our market share up to 30% and (to
export) our goods to other countries. (infinitive).

3. A market in which there are few suppliers (to produce)
goods that a lot people (to want) to buy (to call) a sellers’
market. (participle I; Present Simple; Present Simple Passive).
4. (to provide) money to cultural or sporting activities in
exchange for advertising rights is called sponsorship. (gerund).
5. Any company should be (to market-focus, to customer-
focus) (to succeed) in business. (participle II; infinitive).

6. Seven Ps (to known) as the (to extend) marketing mix.
(Present Simple Passive; participle II).

7. Our analysts can (to predict) what will happen at the market
in the nearest future. (modal verb ‘can’ + a verb).
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Task 6. Learn the active vocabulary.

1.
. to deal

. to relate

. end-user

. scope

. warranties
. guarantees
. support

. discounts

. monetary

. to exchange
12.

0 3N L KW

\O

11

13.
14.

15
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to recognize

promotion

publicity
to refer

. point of sale
16.
17.
18.
19.
20.
. long term
22.
23.
24,
25.
26.
217.
28.
29.
30.

retailing
low value
high value
adjustment
to account

contractual
agreement
supply chain
transactions
to attempt
memorable
workable
guide
framework

BH3HABATU
MaTH CIIpaBy

MAaTH BiJHOIIEHHS
KIHIIEBHH CITO)KHUBAY
cdepa, giamazon
TEeXHIYHI BUIPOOYBaHHS
rapaHrii

MiITPUMKA

3HUKKH

y TPOIIIOBOMY BHpa3i
OOMIHIOBATH
MpOCyBaHHA  abo
TOBapy

pekiama
BIJTHOCUTHCS

MICIIE TTPOJIAXKY
PO3APIOHUIT TpoTIaK
HU3bKa BapTiCTh
BHCOKA BapTiCTh
KOPEKTYBaHHS, OMpaBKa
BpPaxOBYBaTH
JIOBrOCTPOKOBHUH
JIOTOBIpHHI

yroja, JI0roBip

CHCTEMA ITOCTAaYaHb
oneparii

HaMaraTucs

110 3aIaM'STOBY€EThCS
JIETKO 3/I1iCHEHHMI
KEpPIBHHUIITBO

CTPYyKTypa

pPEKiIIaMa
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Reading / comprehension activities
Task 7. Read, translate the following text and try to retell it
in 3 sentences.
Marketing mix

In popular usage, "marketing" is the promotion of
products, especially advertising and branding. However, in
professional usage the term has a wider meaning which
recognizes that marketing is customer centered. Products are
often developed to meet the desires of groups of customers or
even, in some cases, of specific customers. E. Jerome
McCarthy divided marketing into four general sets of activities.
His typology has become so universally recognized that his
four activity sets, the Four Ps, have passed into the language.
The four Ps are:
Product: The product aspects of marketing deal with the
specifications of the actual goods or services, and how it relates
to the end-user’s needs and wants. The scope of a product
generally includes supporting elements such as warranties,
guarantees, and support.
Pricing: This refers to the process of setting a price for a
product, including discounts. The price need not be monetary -
it can simply be what is exchanged for the product or services,
e.g. time, energy, psychology or attention.
Promotion: This includes advertising, sales promotion,
publicity, and personal selling, and refers to the various
methods of promoting the product, brand, or company.
Placement or distribution refers to how the product gets to the
customer; for example, point of sale placement or retailing.
This fourth P has also sometimes been called Place, referring
to the channel by which a product or services is sold (e.g.
online vs. retail), which geographic region or industry, to
which segment (young adults, families, business people), etc.

These four elements are often referred to as the
marketing mix. A marketer can use these variables to design a

27



marketing plan. The four Ps model is most useful when
marketing low value consumer products. Industrial products,
services, high value consumer products require adjustments to
this model. Services marketing must account for the unique
nature of services.

Industrial marketing is marketing by companies where
the target audience is another company, or organization, not
individual consumers or members of the public. Industrial or
B2B marketing must account for the long-term contractual
agreements that are typical in supply chain transactions.
Relationship marketing attempts to do this by looking at
marketing from a long-term relationship perspective rather than
individual transactions.

The 4 Ps offer a memorable and quite workable guide
to the major categories of marketing activity, as well as a
framework within which these can be used.

Task 8. Read and translate the second part of the text and
explain why extra three Ps are important in marketing.

As well as the standard four Ps (Product, Pricing,

Promotion and Place), services marketing calls upon an extra
three, totaling seven and known together as the extended
marketing mix. These are:
People: Any person coming into contact with customers can
have an impact on overall satisfaction. Whether as part of a
supporting service to a product or involved in a total service,
people are particularly important because, in the customer's
eyes, they are generally inseparable from the total service. As a
result of this, they must be appropriately trained, well
motivated and the right type of person. Fellow customers are
also sometimes referred to under 'people’, as they too can affect
the customer's service experience, (e.g., at a sporting event).
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Process: This is the process(es) involved in providing a service
and the behavior of people, which can be crucial to customer
satisfaction.

Physical evidence: Unlike a product, a service cannot be
experienced before it is delivered, which makes it intangible.
This, therefore, means that potential customers could perceive
greater risk when deciding whether to use a service. To reduce
the feeling of risk, thus improving the chance for success, it is
often vital to offer potential customers the chance to see what a
service would be like. This is done by providing physical
evidence, such as case studies, testimonials or demonstrations.

Task 9. Fill in missing words in this description of the
marketing mix.

The traditional marketing mix was described in terms of four
Ps:

1. , the goods or services

2. , the cost of the product

3. , often called distribution

4. , which aims to make people aware of the
product.

5. , or everyone involved from producer to
consumer

6. , which is the interaction between everyone
involved

7. , or anything that shows the

existence of the company, e.g. its buildings, vehicles, website,
stationary, staff uniforms, badges.

Task 10. Match the words to get set expressions. Use them
in sentences of your own.

e to meet 1. promotion
e cend-user's 2. agreements
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e sales 3. trained

e low value 4. evidence

e long-term 5. products

e supply 6. service

e total 7. needs and wants
e appropriately 8. chain

e physical 9. the desires

Task 11. Answer the questions; retell the text using the
answers.

1. What is ‘the four Ps’ in marketing?

. What do the product aspects of marketing deal with?

. What does pricing refer to?

. What does promotion include?

. What does placement or distribution refer to?

. How do we call these four elements?

. A marketer can use these variables to design a marketing
plan, can’t he/she?

8. What does services marketing must account for?

9. What is known as the extended marketing mix?

NN DR W N

Task 12. A good way to learn vocabulary is to use real-life
examples. Think of a famous company and give examples of
its Ps in a marketing mix.

Vocabulary activities
A SWOT analysis

Task 13. Read the following text and say in your own words
what a SWOT analysis is.

Sometimes companies realize that they are not
achieving their goals or objectives effectively, that is, they are
not getting the results they need. In this case they have to re-
plan their strategy. It can be useful to get an outsider, e.g. a
management or marketing consultant, to analyze the
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company’s performance and recommend changes to make it
more efficient. A SWOT analysis can be useful, that is, an
analysis of the company’s strengths (S) and weaknesses (W)
and also of the opportunities (O) and threats (T) that face the
company. Troubleshooting, or solving problems, is necessary
part of running a company.

Task 14. Work in pairs and use points below to complete a

SWOT analysis for IMG model agency.

¢ In the past — one of the best known companies.

e Model agency business is very competitive. A lot of
agencies are looking for good models too.

e IMG no longer has a reputation for being fashionable or
forward-looking.

e New Managing Director has a lot of experience.

e IMG is looking for new models.

e IMG has models who are not earning money for the
company.

e MD has ability to make good financial decisions.

e All model agencies are looking for new models.

e Models switch to good agencies quickly.

e Profits can be excellent for a successful company.

SWOT analysis
strengths — opportunities —
weaknesses — threats —

Task 15. Look at the flyer below advertising marketing
strategy seminars. Fill each gap with the correct word.

mix opportunities people physical evidence place plan
price process product promotion strengths threats
weaknesses
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Sanderman & Kells Associates
Business Strategists
Marketing is our business

Marketing — Corachie Park Hotel, Taynuilt, Oban, Strathclyde
Seminars throughout March, July and November

Success depends on good marketing. Your business
needs a clear strategy to develop understanding of:

1. your present position and the market environment
2. the best marketing strategy to reach your customers
and build profits for your business

Any business must have a marketing /

This should be based on a clear SWOT analy81s 1.e.
understanding of the present market position in terms
of:

2 , 3 , 4 ,

5 .

The seminar will examine ways to develop a seven-
point marketing 6 consisting of:

7 , 8 , 9 ,

10 , 11 L 12 ,
13

Send for details and application form now to Andrew G. Boscher,
Chief Executive Marketing,

Sanderman & Kells Associates, PO box 2001, Edinburgh EB12 7 TR
or by email to andyboscher@sandkells.co.uk
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Listening/ comprehension activities

The marketing mix
Task 16. Learn the following words and phrases.

1. improvement TIOJTITIIICHHST

2. to cover OXOILTIOBATH

3. interaction B3aEMOJIIS

4. stages craii

5. delivery J0CTaBKa

6. after-sales 00CITyrOBYBaHHSI KJIIEHTIB TICTIS

MIPOJIAKy TOBapiB

7. consumer 3HaHHS CIIOKHUBAYiB IPO TOBAP
awareness

8. to establish BCTaHOBJIIOBAaTH

9. brand identity 1IGHTUYHICTH OpeHIy
10. employees CITY>KOOBITI

Task 17. Listen to the dialog between Peter Bowen of
Citimetal Inc. and Anna James, a marketing consultant;
complete Anna’s part of the conversation. Choose from the
following:

a And then the fourth area is physical evidence.

b It covers both goods and services offered by the company.

¢ Exactly — and the desire to buy the product. And, finally,
people, which means colleagues, employees, agents and
customers.

d Yes. This means any visual presence or signs suggesting the
company.

e The second area is place — also called distribution — meaning
the movement of goods from the producer to the consumer.

f Well, we identified six areas where improvement is
necessary.

g After place, process. Process is the interaction between
people and systems at all stages, from market research, design,
production, delivery and after-sales.
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h The first is product.
i Promotion.

Peter: So, what have you got to report?
Anna:

Peter: Really? What are they?
Anna:

Peter: And what exactly does that term cover?
Anna:

Peter: 1 see. What else?
Anna:

Peter: And after place, what’s next?
Anna:

Peter: Yes, I understand — co-ordination of systems.
Anna:

Peter: Physical evidence?
Anna:

Peter: Everything visual. Right, I follow you. And what’s the
next area?
Anna:

Peter: So, that’s creating consumer awareness and establishing
the brand identity?
Anna:
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Writing activities
Task 18. Translate the following sentences into English in
written form.

The four Ps in marketing
1. Y mapketunry icHye yotupu 6a30Bi cepH HisIIBHOCTI abo
OCHOBHHX KEPOBAaHUX YNHHHUKIB.
2. AcmiekTH MapKeTHHTY, SKi MOB’s3aHi 3 NMPOJYKTOM, MArOTh
crpaBy i3 crerudikalliero ToBapiB ad0 MOCIYT Ta PO3TIISIAI0Th
HACKUTBKM  BOHH  BIJNOBiNalOTH  moTpebaM  KIHIIEBOTO
CTIOKHMBayYa.
3. IliHOyTBOpeHHsSI O3HAYa€ TMPOLEC BHU3HAYCHHS I[IHU Ha
MPOIYKT, BPaXOBYIOUH 3HIKKH.
4. TlpocyBaHHS TOBapy BKIIIOYA€ pPEKJIaMy, CTHUMYIIOBaHHS
30yTy, CTBOPEHHS TPOMAJICBKOI JYMKH TPO KOMITaHit0 abo ii
NPOAYKT, OCOOMCTMH  MpoJa’k Ta  BITHOCUTBCS O
PI3HOMaHITHHX METOJIIB TPOCYBaHHS HAa PHHOK MPOIYKTY,
Openay ab0 KOMMaHii.
5. PosnoBcromxkenHs abo 30yT oO3Hauae Te, SK MPOIYKT
MOTpAIIsiEe IO MOKYMI, HAMPHUKIAL, 0 MICI MpoJaxy abo
pO31apiOHOT TOPTIBIIL.
6. Lli dotmpm ©0a30Bi cdepu ASUIBHOCTI y MapKETHHTY
HA3WBAIOTh PEIENITOM 200 KOMITJIEKCOM MapKETHHTY.
7. CrmeuiamicT 3 MapKeTHHTY MOXE BHKOPHUCTOBYBATH IIi
CKJIaJIOBI IIIOO CTBOPUTH MAapKETUHTOBUH ILJIaH.
8. IIpoMuUCIIOBHIT MAPKETHHT Ma€ BPaXOBYBATH JIOBIOCTPOKOBI
JIOTOBIPHI YrOJW sIKI € THUIOBUMH Yy OIEpAIlisiX CHUCTEMHU
MOCTavyaHb.
9. Ilixxix ‘the 4 Ps’ mpomoHye Take KEPIBHUIITBO 3 OCHOBHUX
ACTICKTIB MapKETHHTY, 1[0 JIETKO 3araM’ ITaTH Ta 3IHCHUTH.

Task 19. Design a similar flyer (Task 13) advertising some
service. Your flyer should be clear, simple and easy to
understand. Don’t forget to provide some way for the
public to contact you.
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Discussion: Selling

Task 1. Choose the correct word to complete each sentence.

1. We offer a to customers who buy in bulk.

a) refund b) discount c) delivery

2. We ask customers who are not fully satisfied to
goods within seven days.

a) discount b) refund c) return

3. In order to get a full , customers must send

back goods in the original packaging.

a) discount b) refund c) return

4. Goods will be within 24 hours of your order.
a) dispatched b) purchased c) exchanged
5. Goods are kept in our until ready for delivery.

a) stock b) storage c) warehouse

6. Products and services offered at a large discount are
generally a(n) .

a) sale b) bargain c) offer

Task 2. Match the phrases with their explanation. Work in
pairs and make up short dialogs with each phrase.

e cooling off 1. a promise to give your money
period back if you are not happy

e credit card 2. the help you get from a company
details when you start to use their product

e method of 3. the time when you can change
payment your mind and cancel an order

e interest-free 4. the name, number and expiry
credit date on your credit card

e out of stock 5. the way you choose to buy the

goods you want

e money back 6. when you can pay some time
guarantee after you buy, but at no extra cost

e after sales 7. when the goods you require are
service not available
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Task 3. Jan Groot, Marketing Manager for TPC Inc. is
making a presentation to the company’s sales staff. Order
parts of his speech.

1 | Our R & D department designed the Triple X Pathway over
a five-year period...

..and extended five-year warranty with absolute
confidence.

We offer a full after-sales service...

...but the augmented package includes ten types of
software, a DVD drive, speakers, a printer, a Scanner,
manuals. Free internet access, free on-site warranty and the
prestige of the Triple X brand name.

Of course, all components used in the manufacture of the
Triple X Pathway have been well tested.

The core product is, of course, a personal computer...

.... and the product was finally launched this year.

Furthermore, we expect the product to experience rapid
early sales for at least three years...

...before being joined by me-too products from our
competitors.

Task 4. Work in pairs and make a list of things which
contribute in successful sales. Compare your lists and
discuss them.

Task S. Read the text. Then say if the statements after it are
true, false or you do not know.
Selling online

Online sales are at different stages of development in
different parts of the world. Of course, in many places, not
many people have computers at work, and even fewer have
them at home. Even mail order has not developed. People do
their shopping in street markets and traditional shops, so the
growth of e-commerce will be very slow there.
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In other markets, consumers use computers a lot, but
they are very nervous about giving their credit card details
online: they are afraid that computer hackers may steal them.
The main job of online retailers is to persuade people that their
details will be safe if they buy online.

In some places, shopping is no longer seen as a leisure
activity. Traffic problems, the difficulty of parking, crowded
shops and the high cost of goods in shops all mean that
shopping is unpleasant. Thus, retailers have a big potential
market. But even here, it will take a long time before people
lose the need to touch and see certain types before they buy
them.

1. The writer is a well-known expert on the subject of online
sales.

2. The article describes four types of market for online sales.

3. In the first type of market, very few people have access to a
computer.

4. The writer thinks that it will take 30 years for online sales to
develop in the first market described in the article.

5. In the second type of market, people don’t like to give their
credit card details online.

6. In the third type of market, people would buy everything
online if they could.

7. The United Kingdom is a good example of the third kind of
market.

8. The writer thinks online selling will last for 100 years.

9. Ukraine is a good example of the second kind of market.

Task 6. Any business or commerce that is carried out over

the internet is electronic trading. Put each of these terms
under the correct description.
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access code browsing e-business e-commerce e-shopping
home shopping password surfing virtual shopping

buying things
over the
internet

business over
the internet

a personal
identification
for access to a
website or a
security
protected
resource

looking  for
information
on the
internet

Task 7. Match each term on the left with the definition on

the right.

e online support
e advertising

the web
e online

e e-banking

e web support

the internet
3. extra help available over the
internet from a company’s website

1. on the web or via the internet
on 2. carrying out banking tasks over

4. help or after-sales service

available through the internet

5. using the internet and a website

to promote products or services
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Unit 3. New marketing 4 Ps
Pre-reading activities
Task 1. M & T Cables wants to enter a new market. Read
the following email to a possible export partner. Fill each
gap in the sentences below with the correct word from the
box.
A new market

analysis demand free goods mix plan research trends

Date 22 Nov 2007 15:48 +0900

From: M & T Cables GmbH < MTCables@worldcom.de
To: ‘Peter Jarrow” PDJARROW@gold.ocn.fi

Subject: Export proposal

Dear Peter,
Thanks for your letter about marketing our products in the
South Pacific region. We certainly do want to sell our

1 in every 2 market in the world, but we
need to do some market 3 in your region.

I have four questions to start with:

1. What is the supply and 4 like at present for
our kind of product?

2. What kind of 5 do you think we should
develop in our marketing 6 ?

3. What are the market 7 in this sector?

4. Can you recommend someone to carry out a detailed market
8 for us?

Please email by return if possible. Thank you!

Sandra Sah

Lindacher Str. 48. d-40474 Dusseldorf. Germany
MTCables@worldcom.de

Tel: 0049 211 646453 or 646458 Fax: 0049 211 646460
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Task 2. Refresh your Grammar.

1. The original 4 Ps concept idea was developed to help
marketers to manage the four most important aspect of
marketing. (Past Simple Passive; infinitive; the superlative
degree of comparison).

2. Today, new 4 Ps are the directions that cutting edge
marketing is advancing. (Present Simple of ‘to be’; Present
Continuous).

3. Emerging technologies will continue to push this idea
forward. (participle I; Future Simple).

4. The concept of “Participation” is to allow customer to
participate in what the brand should stand for; what should be
the product directions and even which ads to run. (modal
expression to be + infinitive, modal verb should).

5. The "passive customer base" will ultimately be replaced by
the "active customer communities". (Future Simple Passive).

6. ". P2P is now being referred as Social Computing. (Present
Continuous Passive).

Task 3. Fill in the gaps using verbs in brackets in the right
tense.

1. This product (to develop) to satisfy needs of young
customers three years ago.

2. Now it (to be) the most popular product and the sales
constantly (to increase).

3. I (to be to come) to the meeting tomorrow because many
important questions (to discuss).

4. What (to be) the supply and demand in this region?

5. The marketing research (should / to answer) many questions
about the marketplace in that country.

6. In two weeks analysts (to recommend) our company the best
mix to develop in our marketing plan.

7. Many modern technologies (to use) nowadays in all spheres
of life, including marketing.
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Task 4. Learn the active vocabulary.

1. cutting edge nepeIoBa IMO3HUIIS
2. to advance pocyBaTHCA
3. customization BUKOHAHHS 32 1HAWBITyaIIbHUM
3aMOBJICHHSIM
4. to extend PO3IIUPIOBATH
5. emerging 110 3'IBJISIETHCA
6. participation y4acTh
7. disruptive change KOpiHHI 3MiHU
8. to enable JTaBATH MOXJIUBICTh
9. handful KMEHbKa
10. media companies MejIia KOMITaHii
11. Peer-to-Peer CIIJIKYBaHHS MK CIIO)KHBadyaMHU
12. advocacy nponarasja (TmorJsiiB, 11ei)
13. to impose HaB'sI3yBaTH
14. apparent OUYEBUIHUI
15. to engage MIpUBEPTATH
16. disruptive force npoOuBHA cuia
17. Predictive Modeling MIPOTHO3YIOYE MOJICITFOBAHHS

Reading / comprehension activities
Task 5. Read, translate the following text and try to retell it
in 3 sentences.
Marketing new 4 Ps

The original 4 Ps concept idea was developed to help
marketers to manage the four most important aspect of
marketing. With the Internet, marketers need to adapt a new
perspective on these elements that is encompassing and
strategic, not narrow and tactical. Author and consultant Idris
Mootee came up with the concept of “New 4 Ps” model in
2001 in his book High Intensity Marketing to supplement the
traditional marketing 4 Ps. They are Personalization,
Participation, Peer-to-Peer and Predictive Modeling. Today,
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these are the directions that cutting edge marketing is
advancing.

The first “P” is the simple idea of “Personalization”
which now takes on a whole new meaning. The author refers to
customization of products and services through the use of the
Internet. Early examples include Dell on-line and
Amazon.com, but this concept is further extended with
emerging social media and advanvced algorithms. Emerging
technologies will continue to push this idea forward.

The second “P” is the concept of “Participation”, it is to
allow customer to participate in what the brand should stand
for; what should be the product directions and even which ads
to run. This concept is laying the foundation for disruptive
change that we have yet to see.

By enabling each of us to create and publish our own
stories, the power of deciding what we read, listen and watch
has spread from a handful of media companies to anyone with
a camera, a connection and a computer.

The third “P” is “Peer-to-Peer” which refers to
customer networks and communities where advocacy happens.
The historical problem with marketing is that it is
"interruptive" in nature, trying to impose their brand on the
customer. This is most apparent in TV ad, which pushes out its
own idea of what brand is without engaging the customers.
These "passive customer base" will ultimately be replaced by
the "active customer communities". P2P is now being referred
as Social Computing and will likely to be the most disruptive
force in the future of marketing.

The last “P” is “Predictive Modeling” which refers to
networks algorithms that are being successfully applied in
marketing problems.
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Task 6. Match the words to get set expressions. Use them in
sentences of your own.

e predictive 1. customization
e social 2. companies

e products 3. networks

e disruptive 4. media

e media 5. modeling

e customer 6. problems

e marketing 7. change

Task 7. Answer the questions. Retell the text.

1. What is new 4Ps model in marketing?

2. What does Personalization in marketing deal with?
3. What does the concept of Participation refer to?

4. What does Peer-to-Peer mean in marketing?

5. What does Predictive Modeling refer to?

Vocabulary activities
Task 8. Translate the following sentences. Underline set
expressions with the word ‘cash’ and make up your own
sentences with them.
1. — How do you like to pay for it?
-- I will pay cash.
2. — We are going to the restaurant. Would you like to join us?
-- Well, I"d love to, but I am short of cash.
3. This kind of product is sold for cash.
4. If you use direct mail service, you should pay cash on
delivery.
5. — Do you always use your cash card when you buy products
at a supermarket?
-- No, sometimes I prefer to pay cash.
6. You can buy this car only for cash.
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7. Cash and carry is a place to buy household equipment
cheaply and take it away oneself.

8. Cash price is paid if payment is immediate.

9. The company has cash flow problems.

Listening/ comprehension activities

Troubleshooting
Task 9. Learn the following words and phrases.
1. troubleshooting BUPINICHHS TPOOJIeM
2. to arise BUHUKATH
3. to waste time BUTpAYaTH JapMa qac
4. trouble spot 00J1aCTh, JI¢ BUHUKAIOTh MTPOOIEMHU
5. to anticipate noTepepKaT! MpooIeMu
problems
6. to raise problems  minHIMaTH TPOOIEMH
7. to avoid YHUKATH
8. cost BapTICTh

Task 10. Listen to the interview and complete the
manager’s answers.
1. Business is competitive in terms of and

2. Problems can money and time.
3. At the beginning of a project often people don’t

4. It is important that everybody should how
the project is going to meet the needs of the
5. In a project everybody should try to
problems.

6. In order to avoid problems you should be
7. You should be realistic in the number of people workmg on
the project, the and the of the project.
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Task 11. Answer the following questions.

1. Why do you think troubleshooting, or solving problems, is
so important in business?

2. Are there any particular areas which are typical trouble
spots?

3. Do you think that everyone in a company has a role in
troubleshooting and anticipating problems?

4. What’s the one most important strategy to avoid problems?
5. Does a company need to plan the cost starting a project?

Task 12. Retell the text using answers from the previous
exercise.

Writing activities

Task 13. Translate the following sentences into English.

|

1. Hine AOCHIMKEHHS PHHKIB 30yTy — BHM3HAYUTH IIOIHT i
MIPOMO3HULII0 HA PUHKY JaHOTO TOBapy.

2. SIki OCHOBHi KepOBaHI YMHHUKU (MapKETHHIOBUN MHKC) MU
MOBMHHI BKJIFOYHUTH 10 MAPKETUHIOBOTO MJIaHy?

3. Lle — mpoayKT, LIHOYTBOPEHHS, NMPOCYBaHHS TOBapy Ta
PO3MOBCIOKEHHSI a00 30yT TOBapy Ha PUHKY.

4. SIkuMU € TeHIEHIT pUHKY Y IbOMY CEeTMEHTi?

5. KoHCynbTaHT MOKe 3pOOWTH NETaTbHUNA MapKETHHTOBHMA
aHaJi3 IS HaIIoi KOMITaHii.

II

1. Iepconamizarisi — 11e BUPOOHUIITBO TOBApiB Ta MOCIYT 3a
IHIMBIyalbHUM 3aMOBJIEHHSAM 4epe3 Mepexy [HTepHer.

2. Y4acTe CHOXHBA4iB 03HAUYAE, IO CIOKUBAYi MAIOTh 3MOTY
BIUTMBATH Ha MOJITUKY OpEHIY.

3. CrisikyBaHHS MiXK CITO’KMBAa4YaMU BITHOCUTHCS JIO CTBOPECHHS
MepexXi CIOKMBAYiB, 7€ BiIOYBAETHCS MpoOIaraH/ia morsiiB Ta
i1en.
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4. TIporHo3yroue MOJIENIOBAaHHS BIJHOCHUTHCS JI0 MEPEKEBUX
QITOPUTMIB, SKi YCIIIIHO 3aCTOCOBYIOTh ISl  PIllICHHS
MapKETHHTOBHX IPOOIIEM.

Task 14. Comment on the following proverbs using word
combinations from the unit in written form (about 50
words):

R The customer is always right.

R Good things are seldom cheap.

Task 15. Write a similar email (Task 1) to a possible export
partner.
¥  Your letter should include the following information:
e details about your product: selling points, uses,
description;
e details of your pricing policy in existing markets;
¢ methods you use for promotion and advertising your
product;
e the target market your company aims at;
e details of your product’s placement: retailers, online
selling, other variants;
e ways of your product’s delivery to a new region.

* Include as many questions about marketing your
product in a new region as you can.

* Don’t forget that your email should be written in

formal style which is similar to a standard business letter,
but less formal and usually shorter.
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Discussion: Stress at work
Task 1. Match words to their definitions.

o lifestyle 1. a time or date by which you have to
do something

e workaholic 2. a system where employees choose
the time they start and finish work each
day

e workload 3. the way people choose to organize
their lives

e deadline 4. someone who cannot stop working
and has no time for anything else

o flexitime 5. the amount of work a person is

expected to do

Task 2. Complete each sentence with appropriate word
from the list in task 1.

1. I worked until 11 o’clock at night to meet the
for presenting the report.

2. 1T work six days a week and never have a holiday. My
girlfriend says I'm a .
3. Karl has a heavy at the moment because
several colleagues are sick.

4. She gave up a highly paid job to write novels. She has
completely changed her .

5.A system can help to reduce stress level of
employees by giving them more control over their working
hours.

Task 3. Professor Cary Cooper is a well-known authority
on stress management. Read what he says about stress and
answer these questions.

1. What are the two major causes of stress at work?

2. What are the examples of stress which Professor mentions.

3. Who can cope with stress better — men or women? Why?
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- I think the major causes of stress today are firstly, increasing
job insecurity, many people these days feel they could lose
their jobs. They feel they may not have a job next month or
next year. Secondly, working long hours is becoming common
across the whole of Europe. There are problems with how
much time people are spending at work compared to the time
they spend at home — what is called the work-life balance.

- For people to manage stress successfully, they first have to
find out the main reason for it. For example, are they stressed
because the company they work for has a habit of working long
hours? Or is it a boss who gives them orders all the time, a boss
who checks their work and doesn’t give them freedom or
independence to organize their own work? Or is it that the
company is not flexible in its working arrangements? Each of
these problems needs a different solution.

- I think women are more flexible, and are able to change the
way they behave and do things when they’re in new situations.
They also seem to cope with pressures better than men. Why is
it so? Women have the ability to express emotion, to seek
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social help — to go to people and talk about their problems. And
in general women don’t pretend that problems don’t exist.

Task 4. Read and translate the text and try to summarize
its content in several sentences.

Men and women do things differently.
You will read about a few key differences between the sexes in
the workplace (there are, of course, exceptions to every
generalization, including this one).
1 Working together.
The male approach to business is competitive, direct and
confrontational. The end justifies the means (it doesn’t matter
what methods you use, success is the only important thing).
Personal status and a focus on the individual are important. The
female method 1is collaborative. Collective action and
responsibility are more important than personal achievement.
Lateral thinking (thinking in a creative way, making unusual
connections), as well as goodwill and the well being of the
individual, are also of great importance.
2 Tackling problems.
The male approach is to go to the heart of the problem, without
taking into account secondary considerations. The female
preference is to look at various options.
3 Body language.
Male body language tends to be challenging. Female body
language tends towards self-protection. A stereotypical female
pose is sitting cross-legged; the male sits with legs apart to give
an impression that he is in control. Male behavior can include
forceful gestures for example banging a fist on the desk for
effect. The female style does not usually include such gestures.
4 Language.
The male way of speaking does not encourage discussion.
Women tend to welcome others’ opinions and contributions
more.
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5 Conversation.

Men like to talk about their personal experiences and
achievements or discuss 'masculine' topics such as cars or
sport. Women tend to talk about staff problems and personal
matters.

6 Meetings.

If a woman does not copy the male confrontational style, she is
often ignored.

7 Self-promotion.

Men find it easy to tell others about their successes. Women
tend to share or pass on the credit for a success.

8 Humor.

Men's humor can be cruel - a man's joke usually has a victim.
Female humor is less hurtful. A woman often jokes against
herself.

Task 5. In your opinion, which of the following apply more
to men or women. Work in pairs, then discuss your
opinions in class.

Men / Women

. are better time managers

. are less worried about deadlines

. have more pressure outside work

. are less ambitious

. worry more about making mistakes

. pay more attention to detail

. are better at doing many things at the same time

. are more likely to become angry when stressed.

0N DN KW

Task 6. Match the phrases which are close in the meaning.
Make up your own sentences with each phrase from the
right column.
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to stop doing an activity
to achieve a dream

times when people do not
work, for example the
weekend or at night

to get better and better
jobs in the same company
to do extra work outside
the office

a very busy and
competitive way of life

1. anti-social hours

2. to work one’s way up
through a company

3. to give up one’s job

4. rat race
5. to realize one’s

ambition
6. to take work home

Task 7. Comment on the following statements using word
combinations from the previous tasks in written form
(about 50 words):

R ‘It is not work that kills men, it is worry’. (Henry Ward
Beecher).
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Module 1. Individual work

The first variant

Task 1. Read and translate the text. Make up the
vocabulary of this text.

Global Marketing

The Oxford University Press defines global marketing
as “marketing on a worldwide scale reconciling or taking
commercial advantage of global operational differences,
similarities and opportunities in order to meet global
objectives.” (Oxford University Press’ Glossary of Marketing
Terms).

For a company to keep growing, it must increase sales.
Industrialized nations have, in many product and service
categories, saturated their domestic markets and have turned to
other countries for new marketing opportunities. Companies in
some developing economies have found profitability by
exporting products that are too expensive for locals but are
considered inexpensive in wealthier countries.

One of the product categories in which global
competition has been easy to track is in U.S. automotive sales.
Three decades ago, there were only the big three: General
Motors, Ford, and Chrysler. Now, Toyota, Honda, and
Volkswagen are among the most popular manufacturers.
Companies are on a global playing field whether they had
planned to be global marketers or not.

With the proliferation of the Internet and e-commerce
(electronic commerce), if a business is online, it is a global
business. With more people becoming Internet users daily, this
market is constantly growing. Customers can come from
anywhere. According to the book, “Global Marketing
Management,” business-to-business (B2B) e-commerce is
larger, growing faster, and has fewer geographical distribution
obstacles than even business-to-consumer (B2C) e-commerce.
With e-commerce, a brick and mortar storefront is unnecessary.
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Global marketing is not a revolutionary shift, it is an
evolutionary process. While the following does not apply to all
companies, it does apply to most companies that begin as
domestic-only companies. The five stages outlined below are
explored in depth in the textbook Global Marketing
Management.

1. A company marketing only within its national boundaries
has to consider domestic competition. Even if that competition
includes companies from foreign markets, it still only has to
focus on the competition that exists in its home market.
Products and services are developed for customers in the home
market without thought of how the product or service could be
used in other markets. All marketing decisions are made at
headquarters.

The biggest obstacle these marketers face is being blindsided
by emerging global marketers. Because domestic marketers do
not generally focus on the changes in the global marketplace,
they may not be aware of a potential competitor who is a
market leader on three continents until they simultaneously
open 20 stores in the Northeastern U.S. These marketers can be
considered ethnocentric as they are most concerned with how
they are perceived in their home country.

2. Generally, companies began exporting, reluctantly, to the
occasional foreign customer who sought them out. At the
beginning of this stage, filling these orders was considered a
burden, not an opportunity. If there was enough interest, some
companies became passive or secondary exporters by hiring an
export management company to deal with all the customs
paperwork and language barriers. Others became direct
exporters, creating exporting departments at headquarters.
Product development at this stage is still focused on the needs
of domest customers. Thus, these marketers are also considered
ethnocentric.
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3. If the exporting departments are becoming successful but the
costs of doing business from headquarters plus time
differences, language barriers, and cultural ignorance are
hindering the company’s competitiveness in the foreign
market, then offices could be built in the foreign countries.
Sometimes companies buy firms in the foreign countries to
take advantage of relationships, storefronts, factories, and
personnel already in place. These offices still report to
headquarters in the home market but most of the marketing mix
decisions are made in the individual countries since that staff is
the most knowledgeable about the target markets. Local
product development is based on the needs of local customers.
These marketers are considered polycentric because they
acknowledge that each market/country has different needs.

4. At the multi-national stage, the company is marketing its
products and services in many countries around the world and
wants to benefit from economies of scale. Consolidation of
research, development, production, and marketing on a
regional level is the next step. An example of a region is
Western Europe with the US. But, at the multi-national stage,
consolidation, and thus product planning, does not take place
across regions; a regiocentric approach.

5. When a company becomes a global marketer, it views the
world as one market and creates products that will only require
tweaks to fit into any regional marketplace. Marketing
decisions are made by consulting with marketers in all the
countries that will be affected. The goal is to sell the same
thing the same way everywhere. These marketers are
considered geocentric.
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Task 2. Match each word with its opposite.

1. overseas a. free market economy
2. strength b. global

3. buyers c. domestic

4. supply d. weakness

5. command economy e. suppliers

6. local f. demand

Task 3. Fill each gap in the sentences with a word or phrase
from Task 2.

1. Nabisco has dominated the biscuit market
in the USA for over 60 years.
2. The enormous of the McDonald’s brand

name has helped the company to enter new markets all over the

world.

3. A of small retail businesses is their

inability to compete with larger competitors in fixing favorable

terms with .

4. All major European manufactures have to look to
markets to increase their turnover.

5. When commercial purchase large

quantities of goods, it is often possible to achieve important

cost savings.

6. Effective pricing policy depends on the

and relationship.

7. The WTO (World Trade Organization), Japan and the EU

(European Union) are committed to the values of the

8. Globalization has caused many businesses to look to
markets and not just

Task 4. Make a plan of the text. Summarize the text in
several sentences according to your plan.
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The second variant
Task 1. Read, translate the text and summarize its content
in several sentences. Make up the vocabulary of this text.
Elements of the Global Marketing Mix

The “Four P’s” of marketing: product, price, placement,
and promotion are all affected as a company moves through the
five evolutionary phases to become a global company.
Ultimately, at the global marketing level, a company trying to
speak with one voice is faced with many challenges when
creating a worldwide marketing plan. Unless a company holds
the same position against its competition in all markets (market
leader, low cost, etc.) it is impossible to launch identical
marketing plans worldwide.
Product

A global company is one that can create a single
product and only have to tweak elements for different markets.
For example, Coca-cola uses two formulas (one with sugar,
one with corn syrup) for all markets. The product packaging in
every country incorporates the contour bottle design and the
dynamic ribbon in some way, shape, or form. However, the
bottle or can also includes the country’s native language and is
the same size as other beverage bottles or cans in that country.
Price

Price will always vary from market to market. Price is
affected by many variables: cost of product development
(produced locally or imported), cost of ingredients, cost of
delivery (transportation, tariffs, etc.), and much more.
Additionally, the product’s position in relation to the
competition influences the ultimate profit margin. Whether this
product is considered the high-end, expensive choice, the
economical, low-cost choice, or something in-between helps
determine the price point.
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Placement

How the product is distributed is also a country-by-
country decision influenced by how the competition is being
offered to the target market. Using Coca-Cola as an example
again, not all cultures use vending machines. In the United
States, beverages are sold by the pallet via warehouse stores. In
India, this is not an option. Placement decisions must also
consider the product’s position in the market place. For
example, a high-end product would not want to be distributed
via a “dollar store” in the United States. Conversely, a product
promoted as the low-cost option in France would find limited
success in a pricey boutique.

Promotion

After product research, development and creation,
promotion (specifically advertising) is generally the largest line
item in a global company’s marketing budget. At this stage of a
company’s development, integrated marketing is the goal. The
global corporation seeks to reduce costs, minimize
redundancies in personnel and work, maximize speed of
implementation, and to speak with one voice. If the goal of a
global company is to send the same message worldwide, then
delivering that message in a relevant, engaging, and cost-
effective way is the challenge.

Effective global advertising techniques do exist. The
key is testing advertising ideas using a marketing research
system proven to provide results that can be compared across
countries. The ability to identify which elements or moments of
an ad are contributing to that success is how economies of
scale are maximized. Market research measures such as Flow
of Attention, Flow of Emotion and branding moments provide
insights into what is working in an ad in any country because
the measures are based on visual, not verbal, elements of the
ad.
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Task 2. Read this email from a director of a financial
services company to a colleague in an overseas subsidiary.
Then fill each gap with a word or phrase from the box.

domestic export external audit internal audit
marketing audit SWOT analysis threat trend

Date 22 Jan 2008 15:48

From: JAW Financial services PLC JAWS@arena.com
To: Isabelle Brock Isabrock@threecolors.com

Subject: Re. Update/news

Hello Isabelle,

Just a short note to bring you up to date while you are away.
Since there has been a decline in our / sales we
have decided to carry out a 2 to
identify areas where improvement can be made. This consists
of a typical 3 with an

4 to look at factors within

the company and an 5
examining factors outside our immediate control.

We expect that the major 6 to improved
performance in our domestic markets is the weakness of the
national economy. The good news is that while home sales

have fallen, our 7 performance has been
good. The § in our key international markets is
positive.

Pleas call me when you return to the office to discuss this in
more detail.

Cheers,

John
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Module 1. Test

Task 1. Choose the right variant.
Marketing mix

1. Marketing strategy is (the same as / different from)
marketing plan.

2. A client buys (a service / a product) whereas a customer
buys (a service / a product).

3. ‘Free market’ and ‘market economy’ are (similar /
different) terms.

4. The marketing mix is all aspects of (marketing /
advertising); the advertising mix is the combination of different
(marketing / advertising) techniques.

5. Product mix is the variety of (factors / products on offer)
from a certain company; the marketing mix is the combination
of (factors / products on offer) of how a company markets
itself.

6. Mission statement is (the same as / different from)
corporate mission.

7. Opportunities and strengths are (positive / negative)
qualities of a company whereas weaknesses and threads are
(positive / negative) ones.

8. Strategic Marketing (deals with competition / attracts and
keeps customers) whereas Operational Marketing (deals with
competition / attracts and keeps customers).

9. (Operational Marketing / Strategic Marketing) includes
the determination of the marketing mix.

10. The movement of goods and services from the producer to
the consumer is called (promotion / distribution).

11. Business professionals who work in the field of marketing
are called (marketers / advertisers).

12. (Promotion / distribution) aims to make people aware of
the product.
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13. A market in which there are few suppliers producing goods
that a lot people want to buy is called (a sellers’ market / a
buyers’ market).

14. A market in which there are too many suppliers producing
similar products is called (a sellers’ market / a buyers’ market).
15. The process of setting a price for a product, including
discounts is called (pricing / placement).

16. The four Ps model is most useful when marketing (low /
high) value consumer products.

17. The (new / old) 4 Ps are Personalization, Participation,
Peer-to-Peer and Predictive Modeling.

18. (Personalization / Participation) means customization of
products and services through the use of the Internet.

19. (Peer-to-Peer / Personalization) refers to customer
networks and communities where advocacy happens.

20. A product not known by a special brand name is called
(brand / generic) product.

21. The market consisting of the country where a company is
based and no other countries is (domestic market / local
market).

22. Factors which may have a negative affect on company
performance, but which are outside the company’s control and
are identified during an analysis of marketing performance are
(weaknesses / threats).

23. A contract which allows another company to make your
product and states the terms of payment is (a patent / a license
agreement).

24. A large company with subsidiaries in many different
countries is (a multinational / a corporation).

25. Factors which probably have a negative affect on company
performance, are within the company’s control, and are
identified during an analysis of marketing performance and
prospects are (weaknesses / threats).

61



Module 2. Product
Unit 4. Branding
Pre-reading activities
Branding

Task 1. Complete each sentence with the correct word or
phrase from the box.

brand identity brand name brand image own-brand
brand valuation unbranded intangible assets
brand loyalty premium brand brand strength

1. Coca Cola, Sony, Mercedes Benz: each of these is a famous

2. Deciding a financial value for a brand name is called

3. Consumers usually expect to pay less for products that are

4. Products like Chanel or Christian Dior have a
which is more glamorous than that of many
less well-known competitors.

5. In the 1990s most supermarkets began to sell
products.

6. A brand name is valuable not only for the main products that
are represented by the name, but also for the range of
that accompany that name.

7. A key concern for marketers is to establish
among their customers so that they do not
buy similar products made by other companies.

8. Consumers are often prepared to pay a high price for a
which they believe represents high

quality.

9. A new product must create a so that
it is easily recognized and associated with specific qualities.

10. is often a more important factor in
company valuations than physical asserts.
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Task 2. Write the following phrases in the correct column
of the chart:
brand label, premium brand, prestige brand, brand mark,
top brand, major brand, brand name, brand image

brand leader brand identification
1. 1.
2. 2.
3. 3.
4. 4

Task 3. Refresh your Grammar.

1. A brand includes a name, logo, slogan, and/or design scheme
associated with a product. (Present Simple; participle II).

2. Brand recognition and other reactions are created by the use
of the product and through the influence of advertising, design,
and media commentary. (Present Simple Passive).

3. Brand may be developed to represent implicit values, ideas,
and even personality. (modal verb + Passive).

4. When shipping their items, the factories would literally
brand their logo or insignia on the barrels used. (participle I;
modal verb, participle II).

5. These factories, generating mass-produced goods, needed to
sell their products to a wider market. (participle I; Past Simple).
6. This began the practice we now know as branding, where it
is felt that consumers buy the brand instead of the product.
(Past Simple; Present Simple; Present Simple Passive).

Task 4. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. This product (to sell) in all big supermarkets of the city.

2. The product’s package (to include) a bright picture and a
brand name.

2. Products (to prepare) for delivery to consumers (to store) in
this warehouse.
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3. When (to design) their products companies should consider

consumers’ needs and desires.

4. Factories (to put) their logo on the packaging materials (to
use).
5. Big companies (to establish) brand loyalty among their
customers and (to create) a brand name for their products.

6. Branding (to be) a practice when consumers (to buy) the

brand instead of the product.

Task 5. Learn the active vocabulary.

1.
. recognition

. embodiment
. association

. expectation
. implicit
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associated

. value

. to originate
. advent

10.
11.
12.
13.
14.
15.
16.
17.
. to compete
19.
20.
21.
22.
23.

literally

to brand

insignia

barrels
mass-produced goods
customer base
familiar

to turn out

packaged goods
to convince

to place trust
house ad
description

3B'sI3aHUM

BITI3HABAHHS

BTUICHHS

acoliaris

OYIKyBaHHS

HESIBHHI, TAaKUM, III0 MAETHCS Ha
yBasi

[IHHICTH

MMOYNHATHCS

osiBa

OyKBaJIbHO
MapKipyBaTH, KICHMHUTH
BIJI3HAKa

00uKu

TOBapH CEPIHOTO BUPOOHHUIITBA
crio’kuBYa 0asa
3HANOMUM

BHSIBIIATHCS
KOHKYpPYBaTH
yIaKoBaHi TOBapu
NePEeKOHATH

HA/IaBaTH JIOBIPY
BHJIaBHHYA PEKJIaMa
OTIHC
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24. mascot TaJicCMaH

25. jingles peKIaMHi KyIJIeTH, Bipiri
26. youthfulness MOJIOIICTH

27. luxury PO3KiI

28. to purchase KyIyBaTH

29. notorious B1JTOMMIt

30. stocks akmii

31. nose-dive o0Ban

Reading / comprehension activities
Task 6. Read, translate the following text and try to retell it
in 3 sentences.

Brand history

A brand includes a name, logo, slogan, and/or design
scheme associated with a product or service. Brand recognition
and other reactions are created by the use of the product or
service and through the influence of advertising, design, and
media commentary. A brand is a symbolic embodiment of all
the information connected to the product and serves to create
associations and expectations around it. A brand often includes
a logo, fonts, color schemes, symbols, and sound, which may
be developed to represent implicit values, ideas, and even
personality.

Brands in the field of marketing originated in the 19"
century with the advent of packaged goods. Industrialization
moved the production of many household items, such as soap,
from local communities to centralized factories. When shipping
their items, the factories would literally brand their logo or
insignia on the barrels used. These factories, generating mass-
produced goods, needed to sell their products to a wider
market, to a customer base familiar only with local goods, and
it turned out that a generic package of soap had difficulty
competing with familiar, local products. The fortunes of many
brands of that era, such as Uncle Ben's rice and Kellogg's
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breakfast cereal, illustrate the problem. The packaged goods
manufacturers needed to convince the market that the public
could place just as much trust in the non-local product.
Campbell soup, Coca-Cola, Juicy Fruit gum were among the
first American products to be 'branded', in an effort to increase
the consumer's familiarity with the products.

Around 1900, James Walter Thompson published a
house ad explaining trademark advertising, in an early
commercial description of what we now know as branding.
Companies soon adopted slogans, mascots, and jingles which
began to appear on radio and television. By the 1940s, Mildred
Pierce manufacturers began to recognize the way in which
consumers were developing relationships with their brands in a
social/psychological/anthropological sense. From there,
manufacturers quickly learned to associate other kinds of brand
values, such as youthfulness, fun or luxury, with their products.
This began the practice we now know as branding, where it is
felt that consumers buy the brand instead of the product. This
trend arose in the 1980s into what has been described as "brand
equity mania". In 1988, when Phillip Morris purchased Kraft
for six times what the company was worth on paper, it was felt
that what they really purchased was its brand name.

April 2, 1993, labelled Marlboro Friday, was marked by
some as the death of the brand. On that day, Phillip Morris
declared that they were going to cut the price of Marlboro
cigarettes by 20%, in order to compete with bargain cigarettes.
Marlboro cigarettes were notorious at the time for their heavy
advertising campaigns, and well-nuanced brand image. On that
day, Wall street stocks nose-dived for a large number of
'branded' companies: Heinz, Coca Cola, PepsiCo. Many
thought the event signalled the beginning of a trend towards
"brand blindness". But that wasn’t true.

66



Task 7. Match the words to get set expressions. Use them in
sentences of your own.

e symbolic 1. advertising
e tocreate 2. goods

e implicit 3. associations
e packaged 4. items

e household 5. embodiment
e trademark 6. values

Task 8. Think what words should be used to complete the
text below. Retell the text ‘Brand history’ using this
exercise.

A brand is a symbolic 7 of all the
information connected to the product and serves to create
associations and 2 around it. A brand often

includes elements which may be developed to represent
implicit values, ideas, and even 3

Brands in the field of marketing orlglnated in the 19"
century with the advent of 4 goods. Coca-Cola
was among the first American products to be 'branded’, in an
effort to 5 the consumer's familiarity with the
products. Companies soon adopted slogans, 6 , and
jingles which began to appear on radio and television.
Branding is the practice when 7 buy the brand
instead of the product.

Task 9. Read the following dialog and comment on it.
Patient: Doctor, I drive a BMW, I drink Coca-Cola, I wear a
Rolex watch and Christian Dior aftershave, I smoke Malboro
cigarettes, | wear Adidas leisure wear and Armani suits...
Doctor: So what’s the problem?

Patient: I don’t know who I am.
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Vocabulary activities

Describing products

Task 10. Think of products that match the following words:

attractive economical expensive fashionable
reliable comfortable practical popular

Are these products brand products?

Task 11. Complete the sentences with the words from the

box.

well high best long hard high best

1. IBM manufactures
2. Timberland makes a range of
3. Ferrari produces

-tech computer products.
-wearing footwear.
-quality sport cars.

4. Coca-Cola and PepsiCo both developed -
selling soft drinks.
5. Duracell sells

6. Levi jeans are a
7. Nestle makes many of the world’s -selling food
products.

-lasting alkaline batteries.
-made clothing product.

Task 12. Match the verbs on the left to their meanings.
Then put the verbs into a logical order to show the life
cycle of a new product.

launch

test

promote
manufacture
modify

discontinue
design
distribute

1. to stop making

2. to build or make

3. to introduce to the market

4. to change in order to improve

5. to try something in order to see how it
works

6. to make a plan or drawing

7. to increase sales by advertising, etc.

8. to supply to shops, companies,
customers
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Task 13. Complete the sentences with terms from the box.
Product management

appeal consumers decision-making development
extend markets penetration portfolio
positioning potential quality research return

1. Mangers have to understand the of their
products.
2. Most companies produce many different products and
services. Together this is called the product .
3. Companies market products at particular groups of
consumers, so the product is matched to the consumer. This is
called product
4. Product management is about getting the maximum
from each product.
5. A key objective is to get the maximum market
, which means reaching the most

6. Another important objective is to the life of

the product.

7. This is possible if the product is good. This

means changing and improving the product, to add to its
and .

8. Managers try to find new for their products.

9. In all cases, product management needs good
to help

Listening/ comprehension activities

A trademark
Task 14. Learn the following words and phrases.

1. distinctive sign BIZIMITHHUH 3HAK

2. legal entity I0pHIUYHa 0co0a

3. to identify 11eHTU(DIKYBATH, BUILISATH
4. source JKEPEIIo

5. to distinguish PO3PI3HATH
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6. property BJIACHICTb

7. to comprise BKITFOUATH

8. to commence TIOYMHATH

9. legal proceedings nporecyatbHi il
10. infringement MOPYIICHHS
11. to file suit 10/1aBaTH TI030B

Task 15. Listen to the text and say if the following
statements are true or false. Correct the false ones.

1. A trademark is a distinctive sign, which is used only by an
individual.

2. A trademark is used to uniquely identify the source of
company’s products and/or services to consumers.

3. A trademark is a type of intellectual property.

4. A trademark typically comprises only a name and logo.

5. The owner of a registered trademark may not commence
legal proceedings for trademark infringement.

6. The registration of a trademark is required.

7. Unregistered mark may be protectable only within the
geographical area within which it has been used.

8. When a trademark is used in relation to services rather than
products, it may sometimes be called a service mark.

Task 16. Retell the text using the statements from the
previous exercise.

Writing activities
Task 17. Translate into English.

Branding
1. TToxynii 3a3BU4Yail 4YeKarOTh, MO 3a HEOPEHIOBI TOBapH
noTpiOHO TUTATUTH MEHIIIE.
2. Tlokynii TOTOBI TUIATUTH BUIIY IIIHY 3a TOBapu OpEHIY
MiJBUIICHOTO TIONMUTY, SKHWA, Ha iX JyMKYy, MpEICTaBIsie
BHCOKY SIKICTb.
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3. DBpenx BkiIrOYae Ha3By, JIOTOTHII, Tacio (pEeKJIaMHY
dbopMyiy), OU3aWHEPCHKUU 3aayM, sIKi aCOIIIOIOTBCS 3
MPOJYKTOM 200 MOCITYTOk0.

4. bpena — 1e CUMBOIIIYHE BTUIEHHS Bciel iH(opmarii, ska
MOB'sI3aHa 3 MPOJYKTOM a0o0 MOCIHyrow i sKa INpH3HaueHa
CTBOPIOBATH TIEBHI acoIliarii i O4iKyBaHHS HABKOJIO TOBapy a0o
MOCITYTH.

5. BpeHn yacTo BKIIIOYA€ JIOTOTHUI, MEBHUHM MIPH(T, KOIIpHUN
3ayM, CHMBOJIH, 3BYK, SKi CTBOPIOIOTHCS Tak, III00
MPEJICTAaBUTH IIHHOCTI, i/ei 1 HaBiTh 1HIWBITYaTbHICTh, SKi
SIBHO HE BUPAXXCHI, aJie MAIOThCS HA yBa3i.

6. B cepenuni 20 cTomiTTS KOMMIaHii MoYaad 3acTOCOBYBATH
racyia, TaJiCMaHU 1 peKJIaMHI KyruieTd (BipIi), siKi 3'SIBJISTUCS
Ha pajio i TeneOayeHHI.

7. BUpOoOHUKH IIBUIKO HABYMJIMCS aCOIIFOBATH 1HIII I[IHHOCTI
BB JTsl OPEH[Ty, TaKi SIK MOJIOJIICTh, BECEIICTh, PO3KIII 3i
CBOIMHU TOBapaMHu.

8. bpenmoBa momiTHKa — 1€ Taka TPaKTHKA, KOJHA
BIIYYBAETHCS, IO CIIOKUBAYl KyNyrOTh (BUOMPArOTh) OpeHI, a
HE MPOJYKT.

9. KiouoBe 3aBmaHHS MapKeTHHTY — MAaKCHMAalbHO

MPOHUKHYTH HA PUHOK, [0 03HAYA€ IPUBEPHYTH MaKCHMAIIbHY
KUTBKICTD TTOKYTIITIB.

10. Ile MOXJHMBO, SKIIO MPOAYKT MOCTIHHO AONPAaIlbOBYIOTH,
MTOKPAITYIOYH SIK HOTO SKICTh, TaK 1 30BHIIIHIA BUTJIS.

Task 18. Comment on the following statement using word
combinations from the unit in written form (about 50
words):

R ‘It’s not the employer who pays wages; he only handles
the money. It is the product that pays wages’. (Henry Ford).
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Discussion: Introducing a new product
Task 1. Match the words and phrases to their explanation.
e launch 1. regional manager
e to try hard to sell a product by 2. to emphasize
advertising or other activities

e cach year 3. profits

e to say that something is 4. trademark
particularly important

e person in charge of a 5. variety
particular area

e money received from selling 6. to promote

goods

e asymbol on a product to show 7. introduction
a company’s ownership

e anparticular kind in a range of 8. annual
products

Task 2. Read the following article and decide if the
following statements are true or false.
Kiwifruit growers hope to strike gold with new product

Zespri is risking millions of dollars on the launch of an
entirely new product — the bald, gold kiwifruit. The effort has
been a great success. But the company must be careful to
continue to promote the traditional hairy green variety, which
has annual sales of $224 million and is New Zealand’s single
most important fruit export.

In Japan Zespri mangers decided to emphasize the
fruit’s health-giving, energy-enhancing qualities. The new
variety is sweeter and more attractive to Asian tastes. Regional
manager for Zaspri in Japan and Asia, says: ‘It is selling very
well in Japan and is also being marketed in other countries.
Sales picked up when the gold fruit became available’.

The successful launch of the gold fruit is expected to
increase profits in the long term. The Kiwifruit Marketing

72



Board has retained all marketing and selling rights for Europe
and overseas for the trademarked variety. This will protect
revenue as the gold variety is planned worldwide.

Regional Manager for Europe says, ‘It’s an excellent
product: after 25 years selling traditional green kiwifruit, you
don’t know how exciting it is to sell something different’.

(from the Financial Times)

1. Zespri has spent a lot of money on marketing a new product.
2. The new variety of kiwifruit is New Zealand’s most
important fruit export.

3. Asians prefer the original green fruit.

4. The Kiwifruit Marketing Board is only marketing the new
fruit in Japan.

5. The traditional kiwifruit did not sell well at the beginning of
the season.

6. The European manager is not very enthusiastic about selling
the product.

Task 3. A sales manager is presenting a product (a CD
tower system) to some buyers.

attractive stylish robust user-friendly well-designed
best-selling competitive appeal

I. As you can see, it’s and

2. Its selling price is just under $25 — a very
price.

3. It has special features which should to our
customers.

4. The tower is .
S5.1tis , elegant and
6. I think the CD tower will be one of our
products.
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Task 4. Work in pairs. Prepare a short presentation about
one of the electronic devices. Then present your product to
other pairs. Use the following phrases.

Introducing the product

This is our new product.

I’m going to tell you about our new product.

One of its advantages is that ...

Another advantage is that ...

Describing the product.

Let me tell you about its special features.

It’s made of steel/aluminum.

It weights just 2.3 kilos.

It comes in a wide range of colors.

It’s a well-designed and high-quality product.

It’s robust, elegant and user-friendly.

Stating the product’s uses.

It’s ideal for traveling.

It’s ideal for the home or office.

It’s designed to be used with any type of material.

It really meets the needs of ...

It is very simple to use.

Mentioning selling points.

It has several special features.

A very useful feature is the energy-saving design.
Another advantage is its very small size.

Its selling price is reasonable.

You can save 15 $ if you buy two devices instead of one.
I think this device will be one of our best-selling products.
Inviting questions.

Does anyone have any questions?

Would anyone like to ask a question?

Are there any questions you’d like to ask?
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Task 5. The following text came with the user manual for a
new telephone. Fill each gap with the correct word or
phrase from the box.

after-sales customer helpline labor launched network on-site
parts premium state-of-the-art support warranty

Since the TeleTalk was I , it has been an
outstanding success. Well known for reliability, it does,
however, come with a full two-year 2 and
3 4

Utilizing the very latest technology, this 5
product is supported by our extensive 6

7 . Call our 8 9

for free advice on how to solve any problems you may have.
For a small 10 we can also offer a full
11 technical 12 service for all

your communications equipment.

Task 6. Most products, when new, come with a leaflet in
the box. This is often printed in several languages. Find an
example and look at the English version. Use the leaflet to
make vocabulary learning notes.
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Unit 5. Beyond the 4 Ps
Pre-reading activities
Task 1. Fill each gap in the sentences with the correct word
from the box.

Product
away back on by into offon to
1. Perishable goods go in a short time.
2. If dairy products are not sold the sell-by date,

they cannot be offered for sale.
3. Unsold perishable goods usually have to be thrown

4. If a safety fault is discovered in a product, the manufacturer
issues a product recall and may ask customers to bring
all examples of the product for a repair,
replacement or refund.

5. Thousand of new products are put the market
every day, but only a few are successful.
6. Success or failure depends many factors, but the

most important is the quality of the marketing.

7. Customers with a strong sense of brand loyalty are rarely

prepared to switch a competitor.

8. Powerful advertising may help a new product to eat
the market share of rival brands.

Task 2. Change each word in bold type to a related word
which fills the gap in the sentence correctly.

1. We sell a very large range of goods, including | consume

fast moving goods, such as canned
foods, cleaning materials and cassettes.
2. Of course, we also sell goods | perish

like milk, cheese and meet, which need to be sold
within a short time.

3. It is not only food which have a | produce
very short shelf life. Fashion items quickly
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become out of date.

4. For larger consumer , like
music systems and TVs, we provide an after-sales
service.

duration

5. An important aspect of marketing goods like
computers is possible value, such as
free software, internet access and technical
support.

add

6. The business of a is to sell
products.

retail

7. A industry is one that
offers specialist expertise or advice. Lawyers,
marketers, translators and financial consultants all
do this.

serve

8. If you are not completely satisfied with any
product in this store, you may
return it and receive a complete refund or
exchange it for a different item.

purchaser

9. A gives one person or
company the right to make a particular product for
a period of time. The inventor may sell or lease it
to a manufacturer.

patented

10. A product which was expensive to develop,
manufacture and launch, and which does not have
the sales that the manufacturer expected can be
described as a

flopped

Task 3. Refresh your Grammar.

1. Competitive advantage was created by directly appealing to
the needs, wants and behaviors of customers, better than the

competition. (Past Simple Passive; gerund).

2. Marketing in the future will be based on a more strategic
approach to competitive marketing success. (Future Simple

Passive).
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3. This does not mean the four P approach is dead, simply that
it has been expanded upon. (Present Simple; Present Simple of
‘to be’; Present Perfect Passive).

4. Companies with a greater number of resources than their
competitors will have an easier time competing in the
marketplace. (Future Simple; participle I).

5. Marketers must aggressively build relationships with
consumers, customers, distributors, partners and even
competitors. (modal verb + infinitive; adverb).

6. The concept of product vs. product in competitive marketing
is dying. (Present Continuous).

Task 4. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. We think that these goods (to be sold) in a very short time.

2. Food products (to have) a very short shelf life.

3. If you (not to be satisfied) with products (to buy) in this
shop, you may (to return) them.

4. This company (become) a market leader three years ago.

5. These food products (to be made) last month, they cannot (to
be offered) for sale.

6. Unsold perishable goods must (to be thrown away).

7. (to compete) in the marketplace (to depend) on many factors.
8. Many new products (to put) on the market but not all (to
find) a market.

Task 5. Learn the active vocabulary.

1. primarily Hepl 3a Bce

2. appealing 3BEpPHEHHS

3. hype HaB'S37TUBA PeKJIaMa
4. approach X1

5. to allocate po3MinTyBaTu

6. offering MIPOTIO3UITisS

7. to match BIJITOB1IaTH
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8. to expand PO3IIHUPIOBATUCS

9. cash TOTiBKa
10. cash reserves 3aracH, pe3epB TOTiBKU
11. plant HiANPHEMCTBO, 3aBOJT
12. equipment YCTaTKyBaHHS
13. knowledge 3HAHHS
14. legal IOPUTUIHHHA
15. trademarks TOPTOBI MapKu
16. patents MaTeHTH
17. competencies KOMTIETCHTHICTh
18. disadvantage HE3PYYHICTh, HEJIOTIK
19. resource allocation PO3MOALT pecypciB
20. relationship BITHOILIEHHS
21. aggressively aKTHBHO, HAIOJIETJINBO,
E€HEePTIMHO
22. vendor POJIaBEIh
23. product vs. product IPOJAYKT MPOTH MPOTYKTY
24. business model vs. Mozenpb O6i3HECY MIPOTH MOJEINI
business model OizHecy
25. innovation HOBOBBEJICHHS
26. superiority nepesara
27. irrelevant HEBI1ITOB1 THHIMA

Reading / comprehension activities
Task 6. Read, translate the following text and try to retell it
in 3 sentences.
Beyond the 4 Ps
Resources, Relationships, and Business Models.

Marketing in the past focused mainly on basic concepts
like the 4 Ps, and primarily on the psychological and
sociological aspects of marketing. Competitive advantage was
created by directly appealing to the needs, wants and behaviors
of customers, better than the competition. Successful marketing
was based on who could create the better brand or the lowest

79



price or the most hype. Marketing in the future will be based
on a more strategic approach to competitive marketing success.
Marketers will consciously build and allocate resources,
relationships, offerings and business models that other
companies find hard to match. This does not mean the four P
approach is dead, simply that it has been expanded upon.

Resources. Companies with a greater number of
resources than their competitors will have an easier time
competing in the marketplace. Resources include: financial
(cash and cash reserves), physical (plant and equipment),
human (knowledge and skill), legal (trademarks and patents),
organizational (structure, competencies, policies), and
informational (knowledge of consumers and competitors).
Small companies usually have a harder time competing with
larger corporations because of their disadvantage in resource
allocation.

Relationships. Success in business, as in life, is based
on the relationships you have with people. Marketers must
aggressively build relationships with consumers, customers,
distributors, partners and even competitors if they want to have
success in today's competitive marketplace. There are four type
of relationships (1) win-win (2) win-lose (3) lose-lose (4) lose-
win (customer-vendor).

Business Models. The concept of product vs. product in
competitive marketing is dying. It's slowly becoming business
model vs. business model. Business model innovation can
make the competition's product superiority irrelevant. Business
model innovation allows a marketer to change the game instead
of competing on a level playing field.

Task 7. Find words in the text that mean the same as the
following:
e money, especially money that is immediately available
in banknotes, coins, bank accounts —
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e a situation where businesses are competing with each
other —

e something that helps you to be better or more
successful than others —

e anew idea, method, or invention —

e all the money, property, skill, labor etc. that a company
has available —

e a name, sign, or design on a product to show that it is
made by a particular company —

Task 8. Match the words to get set expressions. Use them in
sentences of your own.

e Dbasic 1. model

e competitive 2. innovation
e financial 3. advantage

e business 4. marketplace
e competitive 5. concepts

e business model 6. resources

Task 9. Answer the questions and retell the text.

1. What was marketing in the past focused on?

2. What will marketing in the future be based on?

3. Is the four P approach already dead?

4. What do company’s resources include?

5. Why do small companies usually have a harder time
competing with larger corporations?

6. How must marketers build relationships with consumers,
customers, distributors, partners and competitors?

7. What are the types of relationships between the customer
and the vendor?

8. What does business model innovation allow a marketer?
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Vocabulary activities

Product
Task 10. Choose the best definition for each of the words or
phrases.
1. augmented product —
a) a product now selling at a higher price
b) a product that is no longer made
¢) a core product plus additional benefits such as brand name,
quality styling and design features, extended warranty, after
sales service, etc.
2. generic product —
a) a product not known by a special brand name
b) a product for general use
¢) a product popular with all types of consumers
3. sell-by date —
a) the limit placed on sales representatives to meet targets
b) the date by which a food or drug must be sold
c) the date on which a product is sold
4. launch —
a) when a product is taken off the market
b) when a product is tested before being sold
c¢) when a product is first released onto market
5. product life cycle —
a) the normal pattern of sales for a product
b) the process of development of a new product
c) the different stages of improvement in an old product
6. part
a) a product
b) a component
¢) a phase in the development of a product
7. a high-performance product
a) a product sold at a high price
b) a product of a high quality
¢) a product known by a brand name
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Task 11. Next to each word or phrase, write the letter of the
correct description.

. augmented product —

. clone (exact copy) —

. consumer durable —

. core product —

. fast moving consumer goods —
. generic product —

. perishables —

. manufacturing —

. sell-by date —

. service —

. high-performance product —

—o O 0 NN A WN =

o

a) Natural products, usually food, that will go bad after a
certain length of time.

b) Products sold in very large quantities, such as groceries.
They are bought often and move through stores quickly.

¢) A new product, especially in the high technology sector,
which is almost the same as a successful one made by a more
famous manufacturer.

d) Long-lasting products produced and sold in large quantities.
e) A basic product with additional features and services added
to the total package.

f) A basic product which is bought because of a particular
need, e.g. a drink for thirst.

g) Products which are not known by a brand name.

h) Specialist expertise or advice to help companies or
individuals, e.g. in legal matters, marketing.

i) A time suggested for reasons of safety by which perishable
goods should be used.

j) A product of a high quality.

k) The actual making of products or components for products.
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Task 12. Match the words and phrases having the opposite
meaning. Make up your own sentences with them.

1. generic product e to take a product off
the market

2. perishables e product of bad quality

3. manufacturing date o sell-by date

4. original e Dbrand product

5. high-performance product e consumer durable
goods

6. to launch a product e clone

Task 13. Give typical consumer profiles for each product.
Include the following: age, sex, job, income level, other
products the consumer might buy.

1. cars

2. newspapers, magazines

3. watches, jewelry

4. clothing

Listening/ comprehension activities

Marketing in the future
Task 14. Learn the following words and phrases.

1. raw materials CHpOBHHA
2. cost BapTICTh
3. to increase 301IbIITYBaTH
4. shortage HeNoJIiK, Opak
5. to avoid wastes YHUKATH BTpAT
6. rapid 1010379109717
7. decrease 3MEHIIICHHS
8. switch nepeMHUKaHHS
9. eliminating YCYHEHHS
10. consumption CTIO’KUBaHHS
11. consumer durables CIIOXKMBY1 TOBAapH TPUBAIOTO
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KOPHUCTYBaHHS

12. planned obsolescence 3aryIaHOBaHE 3acTapiBaHHS
13. consumer expenditure BUTPATH CIIOKHBAYiB
14. to squeeze out BUTICHSITH

15. existing markets ICHYIOU1 PUHKH

16. excessive Ha/IMipHHA

17. to push up i gHIMATH

18. to involve 3amydaru

19. consultancy KOHCYJIbTYBaHHS

20. to demand BUMAaraTu

21. capital investment KaliTaJOBKJIAAECHHS
22. to market BUITYCKaTH Ha PUHOK
23. response peaxiis, BiNMOBiIb

Task 15. Listen to the text and say if the following
statements are true or false. Correct the false ones.

1. One of the main changes that takes place in many industrial
societies is increasing of the cost of raw materials.

2. Marketing men can’t expect rapid changes in a variety of
markets and industries.

3. In energy, there will be an increase in competitive
advertising between the various types.

4. Advertising campaigns will be directed towards eliminating
waste rather than increasing consumption.

5. In consumer durables there will be a move to planned
obsolescence.

6. In manufacturing, smaller companies will be squeezed out of
existing markets.

7. In packaging, many products, will change or disappear as
paper and aluminum shortages push up the cost of packaging.

8. Advertising budgets are increasing.

9. And in marketing, manufacturers will demand slower returns
on more capital investment.

10. Innovations will be marketed much faster.
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11. Brand life cycles will be much longer.
12. Agencies will have to be much faster in their response to
marketing problems and work longer hours for less money.

Task 16. Answer the following questions.

1. What are the main factors of fundamental changes in many
industrial societies?

2. What changes can be expected in consumer durables?

3. Will total consumer expenditure fall or will it rise?

4. Will small manufacturing companies survive?

5. Will advertising agencies themselves be involved even more
into marketing and management consultancy?

6. Will innovations be marketed much faster?

Writing activities

Task 17. Translate into English in written form.
Resources, Relationships, and Business Models.

1. MapkeTuHnr y MUHYJIOMY OYB 30CEpeIDKEHHM Ha TaKHUX

OCHOBHUX TIOHATTSX, sK Teopis 4 Ili, i Ha MCUXOJOTIYHHX i

COIIIOJIOTIYHUX aCTIEKTaX MAPKETHHTY.

2. Mapketunr B MailOyrHpoMy OyJe 3acHOBaHH Ha

CTPATEeTIYHOMY ITiIXO/I1 10 KOHKYPEHTHOTO YCITIXY.

3. ®axiBmi 3 MapKeTHHTY CBioMO (OpMyBaTUMyTh 1

HATPaBISATUMYTh PECYPCH, BIITHOCHHU 3 JIFOJBMH, ITPOTIO3HUIIIO

TOBapiB Ha PUHKY 1 OI3HEC MOJENi TAKUM YUHOM, IO iHITUM

KOMITaHisIM Oy/1e Ba)KKO Bi/IMOBIIaTH IIbOMY PiBHIO.

4. e ne o3navae, mo miaxig 4 [1i Bxe He akTyalbHUH, TPOCTO

710 HBOTO JIO/IaHI KOMITOHCHTH.

5. Kowmmanii 3 OinpII BEIMKHUMH pecypcaMH 4YUM Yy iX

KOHKYPEHTIB, OyIyTh JIETIIe BUTPUMYBATH KOHKYPEHTHY

00poThOy Ha PUHKY.

6. ®daxiBIi 3 MapKETHHTY IOBHHHI aKTHBHO, HAIOJICTIIUBO,

eHepriifHo OyayBaTH BiIHOCHHH 13 CIIOKHUBAYAMH, ITOKYIIIISIMH,

IUCTPHO'TOTOpaMH, TAPTHEPAMH 1 HABITh KOHKYPEHTaMH, SKIIO
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BOHHU XOYYTh MaTH YCIX HA CbOTOAHIIIHbOMY KOHKYPECHTHOMY
PUHKY.

7. KoHueniis «IpoayKT KOHKYpyeE 3 TIPOJAYKTOM» B
MapKeTUHTY IOCTYIIOBO 3HHUKAaE. BOHA TIOBOJI 3aMIHIOETHCS
KOHIICTIIIEI0 «O013HEC MOJIeNTb KOHKYPYE 3 013HEC MOJICILITION.

Concepts
1. I'pomri, siki HOCTyIHI y Oyab-S KM MOMEHT B OaHKHOTaXx,
MOHETaX, MOXYTh OYyTH 3HATI 3 OaHKIBCBKMX paxyHKIB,
HA3UBAIOTHCS TOTIBKOIO.
2. IloBeninka criokMBaya — Ii¢ BUBYEHHS TOTO, 5K, YOMY, € 1
KOJIM CTIOKHMBaYi KYIyIOTh TOBapH.
3. I'pomri, BnacHicTh, poboYa cuia i Take iHIIE, IO € Y
PO3MOPSHKEHHI KOMITaHi1, HA3UBAIOTHCS PECYpCaMu KOMITaHil.
4. Hoga izes, MeToa a00 BHHAXiJ HA3UBAIOTHCS IHHOBALIIEIO.
5. HasBa, 3HaK, Mu3aiiH TPOJYKTY, SKI IMOKa3ykOTh IO BiH
3po0JIeHUH IEBHOIO KOMIIaHI€l0, HA3MBAIOTh OPEH/IOM.
6. llock, mo momomarae ToOI OyTH Kparie 1 yCIIIHIIE YUM
1HIII, HA3WBAETHCS KOHKYPEHTHOIO TIEPEBaroro.
7. Cwuryarisi, B sKkiii Oi3HeC KOMMaHIi 3MararoTbCs OJHA 3
OJTHI€I0, HA3UBAETHCSI KOHKYPEHITIETO.
8. diHaHCOBI pecypcH KOMITaHii — 1€ TOTiBKa 1 pe3epB rOTIBKH.
9. Jlromcbki pecypcu KOMIMaHii — 1€ 3HAHHSA, YMIHHSA 1
MaiCTEepHICTh TIEPCOHAIY.

Task 18. Comment on one of the following statements using
word combinations from the unit in written form (about 50
words):

R ‘The best way to have a good idea is to have a lot of
ideas’. (Dr. Linus Pauling).

R ’Be not afraid of growing slowly; be afraid only of
standing still’. (Chinese proverb).

R A person possessing the best information succeeds in
life normally more than others”. (Benjamin Disraeli).
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Discussion: Companies
Task 1. Complete the sentences below with words and
phrases from the box.

share price workforce profit turnover
subsidiary market share head office

1. The amount of money a company receives from sales in a
particular period is called its
2. The money a company makes after taklng away its costs is
its

3. A company, Which is more than 50% owned by a parent
company, is called a
4. The employees in a particular country or business are called
the

5. The percentage of sales a company has in a particular market
is its

6. The main building or locatlon of a large organization is its

7. The cost of a company’s shares is its

Task 2. Complete the extract from a company report with
appropriate words or phrases from the box in task 1.
Financial Performance
I am pleased to say the company has continued its excellent
performance. We are changing, growing and doing well at a
difficult time for the industry. 7 was $57.2
million, an increase of 15% on last year, and 2
rose by 5% to $6.4 million.
We are a highly competitive business. We have increased our
3 to  20%.  Consequently, our
4 has risen and is now at all-time high of 49.6.
Increased production and strong demand have had a positive
effect on our cash flow, so we are able to finance a number of
new projects. We have successfully moved to our new
5 in central London. We are now planning to start
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full production at the recently opened Spanish
6 in October.

Finally, thanks once again to our loyal and dedicated
7 . Our employees will always be our most
valuable asset.

Task 3. Complete the chart below with the information
from the box. Then make sentences about companies.

Peugeot Benetton = American Express
French Japanese Italian
drug and chemical maker
drinks supplier

Company Main activity Nationality
Cisco Systems Internet equipment | American
supplier

Car manufacturer

Bacardi Martini Spanish
Travel and | American
financial services
provider

Bayer German
Clothing
manufacturer

Sony Electronic  goods
maker

Task 4. Match words with their definitions. Then speak
about some company’s milestones.

e go public 1. sell in overseas markets

e go international 2. trade on the Net

¢ launch a brand 3. offer shares on the stock
market

e go online 4. introduce a brand
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e achieve sales 5. set up new stores
e cstablish new stores 6. reach a sales target

Task 5. Complete this job advertisement with the right verb
from the box, put the verb in the right form.

look have offer employ be offer
prepare consider need grow

Sales Manager

We 1 one of the largest mobile phone retailers in
Europe. We 2 independent and impartial advice on
mobile phones. We 3 more than 800 stores in 10
countries, and we 4 fast. We 5 over
3000 workers. Currently we 6 the next stage in our
development, and we 7 for major growth outside
Europe.

We 8 for people who are reliable, confident and
enthusiastic. We 9 experienced people who want
to work for an expanding company. We 70 a

competitive salary and private health insurance. We are willing
to reward staff with attractive performance-based bonuses.

Task 6. Invent a company. Work in pairs. Make a
presentation about your company. Ask questions after your
partners’ presentation.

To make an effective presentation you should:

Introduce yourself (name, position, company);

Outline the structure of your talk;

Summarize your main points.

In your presentation you can:

1. Answer the following questions.

What is the name of the company?

When did the company started?
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Is this business family-owned? multinational?
Where is the head office?

What does it sell?

Who are its customers?

Annual turnover?

Annual net profits?

Number of stores: in European cities? In the world?
Are the stores profitable?

What is the company’s workforce?

What are the company’s career opportunities?
Strengths?

Future plans?

2. Use the following sentences.

Outlining the presentation.

First, I’ll give you some basic information.
Secondly, I’ll talk about our stores in other countries.
Next, I’ll talk about career opportunities.

Last of all, I want to look at our future plans.

I’ll be pleased to answer any questions at the end of my talk.
Introducing new information.

Here’s some basic information.

Let me add a few figures.

Let’s have a look at some statistics.

What are our strengths?

Ending the presentation.

To conclude, I want to tell you about our future plans.
Finally, a few words about our new project.

Thanks very much for listening to my talk.

Thanks for coming to my presentation.

Task 7. Match the sectors to the examples of products or
services they offer.

pharmaceuticals computer programming

construction supermarkets
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finance drugs

IT bridges

media credit cards
retailing women’s magazines
telecommunications trucks

transport telephone services

Task 8. Complete this article with the correct word.

I am sorry to say the company has not performed well this
year. I was $ 35 million, a decrease of 12 % on
the last year, and 2 fell by 15% to $ 1.4 million.
We are in a highly competitive industry. Our 3

share has decreased from 21% to 17%. The company’s share
4 has fallen and is now at an all-time low of 43
cents. Falling production and weak demand have had a
negative effect on our plans, so we are now unable to
5 the new projects that we announced earlier.

In these difficult conditions, our employees remain our most
valuable 6 , and I would like to thank them for
their efforts in the last year. I ask the 7 to be
prepared for some difficult decisions in the year ahead.

.a) overturn b) turnround c) turnover
. a) benefits b) profits c) payments

. a) market b) sales c) product

. a) charge b) fee c) price

.a) cash b) finance c) money

. a) assembly b) assignment c) asset

. a) workforce b) manpower c) payroll

NN N R W

Task 9. Write a similar job advertisement (Task 5). You
should invent a company that needs a sales manager and
give some information about it in your advertisement.
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Module 2. individual work

The first variant
Task 1. Read and translate the text. Make up the
vocabulary of the text. Summarize its content in several
sentences.

Branding

Marketers engaged in branding seek to develop or align
the expectations behind the brand experience, creating the
impression that a brand associated with a product or service has
certain qualities or characteristics that make it special or
unique. A brand image may be developed by attributing a
"personality" to or associating an "image" with a product or
service, whereby the personality or image is "branded" into the
consciousness of consumers. A brand is therefore one of the
most valuable elements in an advertising theme. The art of
creating and maintaining a brand is called brand management.

A brand which is widely known in the marketplace
acquires brand recognition. When brand recognition builds up
to a point where a brand enjoys a critical mass of positive
sentiment in the marketplace, it is said to have achieved brand
franchise. One goal in brand recognition is the identification of
a brand without the name of the company present.

"DNA" refers to the unique attributes, essence, purpose,
or profile of a brand and, therefore, a company. The term is
borrowed from the biological DNA, the molecular "blueprint"
or genetic profile of an organism which determines its unique
characteristics.

Brand equity measures the total value of the brand to
the brand owner, and reflects the extent of brand franchise. The
term brand name is often used interchangeably with "brand",
although it is more correctly used to specifically denote written
or spoken linguistic elements of a brand. In this context a
"brand name" constitutes a type of trademark, if the brand
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name exclusively identifies the brand owner as the commercial
source of products or services. A brand owner may seek to
protect proprietary rights in relation to a brand name through
trademark registration.
Principles of branding. A good brand name should:
be legally protectable
be easy to pronounce
be easy to remember
be easy to recognize
attract attention
suggest product benefits or suggest usage
suggest the company or product image
distinguish the product's positioning relative to the
competition.
Brand energy is a concept that links together the ideas
that the brand is experiential; that it is not just about the
experiences of customers/potential customers but all
stakeholders; and that businesses are essentially more about
creating value through creating meaningful experiences than
generating profit. Economic value comes from businesses’
transactions between people whether they be customers,
employees, suppliers or other stakeholders. For such value to
be created people first have to have positive associations with
the business and/or its products and services and be energised
to behave positively towards them — hence brand energy. It has
been defined as “The energy that flows throughout the system
that links businesses and all their stakeholders and which is
manifested in the way these stakeholders think, feel and behave
towards the business and its products or services”.

The act of associating a product or service with a brand
has become part of pop culture. Most products have some kind
of brand identity, from common table salt to designer clothes.
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Task 2. Complete the sentences in the text with words from
the box.

Branding

environment convey competitors tool market
brand managers decisions strategies cash cows similar

One of the most important I a
marketing manager can make is about branding. The value of
brands in today’s 2 is phenomenal.
Brands have the power of instant sales, they 3 a
message of confidence, quality and reliability to their target
4

Brands have to be managed well, as some brands can be
5 for organisations. In many organisations
they are represented by 6 , who have
huge resources to ensure their success within the market.

A brand is a 7 which is used by an
organisation to differentiate itself from & . Ask
yourself what is the value of a pair of Nike trainers without the
brand or the logo? How does your perception change?

Increasingly brand managers are becoming annoyed by
‘copycat’ 9 being employed by supermarket
food retail stores particular within the UK. Coca-Cola
threatened legal action against UK retailer Sainsbury after
introducing  their  Classic  Cola, which displayed
10 designs and fonts on their cans.
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The second variant

Task 1. Read and translate the text. Make up the
vocabulary of the text. Summarize its content in several
sentences.

Brand monopoly

In economic terms the "brand" is a device to create a
monopoly — or at least some form of "imperfect competition”
— so that the brand owner can obtain some of the benefits
which accrue to a monopoly, particularly those related to
decreased price competition. In this context, most "branding" is
established by promotional means. There is also a legal
dimension, for it is essential that the brand names and
trademarks are protected by all means available. The monopoly
may also be extended, or even created, by patent, copyright,
trade secret, and other means.

In all these contexts, retailers' "own label" brands can
be just as powerful. The "brand", whatever its derivation, is a
very important investment for any organization. Often,
especially in the industrial sector, it is just the company's name
which is promoted.

Brand extension. An existing strong brand name can be
used as a vehicle for new or modified products; for example,
many fashion and designer companies extended brands into
fragrances, shoes and accessories, home textile, home decor,
luggage, (sun-) glasses, furniture, hotels, etc. Mars extended its
brand to ice cream, Caterpillar to shoes and watches, Michelin
to a restaurant guide, Adidas and Puma to personal hygiene.

There is a difference between brand extension and line
extension. When Coca-Cola launched "Diet Coke" and "Cherry
Coke" they stayed within the originating product category:
non-alcoholic carbonated beverages. Procter & Gamble (P&G)
did likewise extending its strong lines (such as Fairy Soap) into
neighboring products (Fairy Liquid and Fairy Automatic)
within the same category, dish washing detergents.
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Multi-brands. In a market that is fragmented amongst a
number of brands a supplier can choose deliberately to launch
totally new brands in apparent competition with its own
existing strong brand (and often with identical product
characteristics); simply to soak up some of the share of the
market which will in any case go to minor brands. The
rationale is that having 3 out of 12 brands in such a market will
give a greater overall share than having 1 out of 10 (even if
much of the share of these new brands is taken from the
existing one). In its most extreme manifestation, a supplier
pioneering a new market which it believes will be particularly
attractive may choose immediately to launch a second brand in
competition with its first, in order to pre-empt others entering
the market.

Individual brand names naturally allow greater
flexibility by permitting a variety of different products, of
differing quality, to be sold without confusing the consumer's
perception of what business the company is in or diluting
higher quality products.

Once again, Procter & Gamble is a leading exponent of
this philosophy, running as many as ten detergent brands in the
US market. This also increases the total number of "facings" it
receives on supermarket shelves. Sara Lee, on the other hand,
uses it to keep the very different parts of the business separate
— from Sara Lee cakes through Kiwi polishes to L'Eggs
pantyhose.

Cannibalization is a particular problem of a
"multibrand" approach, in which the new brand takes business
away from an established one which the organization also
owns. This may be acceptable (indeed to be expected) if there
is a net gain overall. Alternatively, it may be the price the
organization is willing to pay for shifting its position in the
market; the new product being one stage in this process.
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Task 2. Complete the sentences in the text with words from
the box.

branding warranties selling point
after sales service growth stage

The core product offered to consumers depends much on

what their primary need is.
Total product. One way for the company to differentiate the
product is via 7 , packaging, designing the

product and by promoting the variety of features the product
offers.
Augmented product. Differentiating via branding and features
in this market is not enough. You must also be able to make
sure that the customer has some form of good quality after care
service in the form of 2 , technical back up
line and so on. This sometimes is the 3

for many people. Good 4

usually encourages good word of mouth,

creating a good reputation for the organization.
Total Product Concepts. The company will have to start
thinking about replacement models soon after launch, possibly
5 . The company will have to launch
replacement models at the decline stage so they can see a
smooth transmission of one lifecycle to another.

Augmented Product

Branding

Core product

Pac kzginﬁ

After zales |
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Module 2. Test
Task 1. Choose the right variant.
Product

1. A brand is a symbolic (embodiment / expectation) of all the
information connected to the product and serves to create
associations and (embodiment | expectations) around it.

2. Brands in the field of marketing originated in the 19"
century with the advent of (packaged / non-local) goods.

3. A trademark is a distinctive sign, which is used by (an
individual or business organization / a business organization).

4. The owner of a registered trademark (may / may not)
commence legal proceedings for trademark infringement.

5. Product management is about getting the maximum (return
/ potential) from each product.

6. Perishable goods go off in a (short / long) time.

7. Unsold perishable goods usually (have to be thrown away /
can be offered for sale again).

8. Success or failure depends on many factors, but the most
important is the quality of the (marketing / advertising).

9. Canned foods, cleaning materials and cassettes are
(perishable / consumer) goods.
10. Milk, cheese and meat are (perishable / consumer) goods.
11. Music systems and TVs are examples of (durables /
perishables).
12. Free software, internet access and technical support are
examples of (added value / services) in marketing goods like
computers.
13. A product which was expensive to develop, manufacture
and launch, and which does not have the sales that the
manufacturer expected can be described as (a success / a flop).
14. Marketing in the future will be based (on the psychological
and sociological aspects of marketing / on a more strategic
approach to competitive marketing success).

99



15. Money, especially money that is immediately available in
banknotes, coins, bank accounts is called (cash / credits).

16. A situation where businesses are competing with each other
is called (a competition / relationships).

17. Something that helps you to be better or more successful
than others is called (disadvantage / advantage).

18. A name, sign, or design on a product to show that it is
made by a particular company is called a (patent / trademark).
19. A core product plus additional benefits such as brand name,
quality styling and design features, extended warranty, after
sales service, etc. is called (an augmented / a generic) product.
20. A product not known by a special brand name is called (an
augmented / a generic) product.

21. A product of a high quality is called a (high-performance
product /core product).

22. A basic product which is bought because of a particular
need, e.g. a drink for thirst is called a (core product / generic
product).

23. Products sold in very large quantities, such as groceries.
They are bought often and move through stores quickly. They
are called (consumer durables / fast moving consumer goods).
24. Specialist expertise or advice to help companies or
individuals, e.g. in legal matters, marketing is called (service /
manufacturing).

25. One of the main changes that takes place in many industrial
societies is increasing of the cost of (raw materials / energy).
26. A brand is a tool which is used by an organization to
differentiate itself from (competitors / buyers).

27. One way for the company to differentiate the product is via
branding, packaging, designing the product and by promoting
the variety of features the product offers. This is a (total / core)
product.

28. A good brand name (should be / shouldn’t be) legally
protected and (should be / shouldn’t be) easy to recognize.
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Module 3. Pricing and distribution
Unit 6. Pricing
Pre-reading activities
Task 1. Fill each gap in the sentences below with correct
word from the box. Look up all the unknown words in the
dictionary.
Pricing

margin fee demand costs revenue
gross price profit net discount

1. When a business pays all its costs and taxes, any money left
is

2. The total proﬁt without subtracting costs and overheads is
called profit.

3. Profit minus the costs associated with preparing the goods
forsaleiscalled  profit.

4. Another word for income is

5. The difference between costs and selllng price is the

6. Many consumers normally look for the lowest
7. Selling something at a reduced price is called giving a

8. The price you pay for a professional service, for example
from an architect, doctor or lawyer, is a

9. Businesses can’t sell products if there is no
10. Another word for expenses is

Task 2. Match each word on the left with a word on the
right to create a two-word phrase connected with pricing.

e penetration 1. demand
e down- 2. priced
o fixed 3. market
e budget- 4. costs

e clastic 5. strategy
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Task 3. Make two-word expressions which are opposite in
the meaning to those in task 2.

e inelastic 1. demand
e variable 2. priced
e premium- 3. market
e skimming 4. costs

e up- 5. strategy

Task 4. Find the correct term from tasks 2 and 3 to
complete each sentence below. Write sentences to help you
remember these expressions, include well-known examples,
e. g.. Gucci is a premium-priced up-market brand.

1. Where sales are not affected much by price rises, this is

2. Selling widely in a market for low profit per item is a

3. High quality, high-priced products are

4. A company accounts term meaning the cost of things like
electricity, rent, and other charges that do not increase with
increases in production is
5. Low priced goods, aiming for volume sales at the lower end
of the consumer market, are

goods.

Task 5. Refresh your Grammar.

1. Price is affected by many variables. (Present Simple
Passive).

2. Marketing helps companies avoid unnecessary R&D,
operational and sales costs by helping to develop products.
(‘help’ + infinitive; gerund + infinitive).

3. Another success is the now commonly implemented value-
pricing principle. (Present Simple of ‘to be’; participle II).
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4. The development of the game has taken two years but
advance orders are impressive. (Present Perfect; Present Simple
of ‘to be’).

5. The recommended retail price is expected to be round $55.
(Present Simple Passive).

6. The strategy was not successful. (Past Simple of ‘to be”).

Task 6. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. This game (to launch) this month and (to sell) well now.

2. The discounts in that store (to be) rather big last week and
we (to buy) several nice things.

3. Sales (to affect) by price rises very much in the market and
this (to call) inelastic demand.

4. Market research helps (to find out) what customers (to need)
and (to want).

5. The company (to want) to sell some of its goods at a (to
reduce) price.

6. Consumers (to choose) goods that are well-(to design), well-
(to pack) and useful.

Task 7. Learn the active vocabulary.

1. to vary BapIOBATHUCS, 3MIHIOBATHCS
2. to affect BILUTMBATH, BIJIUBATH
3. variables 3MiHHI
4. delivery J0CTaBKa
5. to influence BILJTUBATHU
6. ultimate OCTaTOYHUH
7. profit margin BEJIMYMHA IPUOYTKY, PI3HUIIS MK
cO0IBapTICTIO 1 MPOAAKHOIO I[IHOIO
8. high-end BHUCOKOSIKICHUI
9. low-cost JeTIeBUN
10. in-between MIPOMDKHUI
11. to determine BHU3HAUYATH
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12. to avoid YHUKATH
13. R&D (research and HaykoBO-mOCHiIHI 1 KOHCTPYKTOPCHKI

development) poboTtu

14. costs BUTpaTH

15. for the sake paau

16. innovation HOBOBBEJICHHS

17. to implement 3aCTOCOBYBATH

18. whereby 3a JJOTIOMOTOFO Y0TO

19. cost-plus BHUTPATH TLTIOC (DIKCOBAHUN MTPHUOYTOK

20. suppliers MOCTaYaIbHUKH

21. fair deal BHTiJTHA OTIeparlis

22. launch BUITYCK, BUX1Jl HA PUHOK 3 HOBUM
TOBapOM

23. advance orders MoTiepeTHi 3aMOBJICHHS

24, impressive 3HAYHHUA

25. to break even OKYIIMTH BUTPATH, IPALFOBATH
peHTabeIbHO

26. labor input TPYAOBUTPATH

27. premium price Has0aBKa J10 IHU

28. retail price po3apiOHa miHa

29. factory gate price  1miHa 3a cOOIBapTICTIO

30. market share 9YacTKa Ha PHHKY

31. to predict nepeadavaTu

32. shelf-life TPHUBAJICTH MepeOyBaHHS Y MPOJIAXKY

33. to occur BiIOyBaTHCS

34. attempt cpoba

35. to drive out of the BuTICHUTH 3 pUHKY

market

36. at least MpUHANMHI

Reading / comprehension activities
Task 8. Read, translate the following text and try to retell it
in 3 sentences.
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Pricing

Price will always vary from market to market. Price is
affected by many variables: cost of product development
(produced locally or imported), cost of ingredients, cost of
delivery (transportation, tariffs, etc.), and much more.
Additionally, the product’s position in relation to the
competition influences the ultimate profit margin. Whether this
product is considered the high-end, expensive choice, the
economical, low-cost choice, or something in-between helps
determine the price point.

Marketing helps companies avoid unnecessary R&D,
operational and sales costs by helping to develop products
because customers want them, not for the sake of innovation.
Another success is the now commonly implemented value-
pricing principle, whereby a product or service is sold for the
price the customer is willing to pay, not on a cost-plus basis.
This way, both suppliers and customers get a fair deal.

Sometimes companies choose aggressive pricing. The
Japanese computer games company SAWA is planning a
launch for a new game called Bird. The development of the
game has taken two years but advance orders are impressive.
The company expects the product to break even within one
year. Production costs are low as the labor input in this sector
is relatively small.

Margins in computer games are usually high, but
SAWA has promised a high penetration strategy, with a
competitive pricing policy. This is a change of policy for
SAWA, whose products have always carried a premium price,
SAWA being a relatively exclusive brand.

The recommended retail price is expected to be round
$55, with the factory gate price being around 33% of that. Such
a low price may have the effect of creating a price war in the
computer games market. Aggressive pricing is a new policy for
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SAWA, as the company aims to increase its market share in the
lower end of the games market.

A further point of interest is that SAWA predict a long
shelf-life for Bird, perhaps five years, which is longer than
normal in this sector.

In the UK, a good example of a price war occurred in
the newspaper market, where News International published 7The
Times at a much lower price than its competitors in an attempt
to drive at least one of them out of the market. The strategy
was not successful.

Task 9. Match the words to get set expressions. Use them
in sentences of your own.

e profit 1. basis

e cxpensive 2. costs

e operational 3. pricing
e todevelop 4. margin
e cost-plus 5. orders

e aggressive 6. even

e advance 7. products
e to break 8. price

e premium 9. choice

Task 10. Say if the following statements are true or false.
Correct the false ones. Use phrases of agreement and
disagreement.

Agreement Disagreement
That’s right. That’s wrong.
That’s true. That’s false.

I quite agree. I don’t agree.

I think so. I don’t think so.
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1. Price cannot vary from market to market.

2. Price is affected only by the cost of product development.

3. The product’s position in relation to the competition
influences the profit margin.

4. Marketing helps companies avoid unnecessary research and
development costs.

5. Companies never choose aggressive pricing.

6. Margins in computer games are usually low.

7. A low price can create a price war in the market.

8. Aggressive pricing is a policy, which aims to increase a
company’s share in the market.

Vocabulary activities
Task 11. Translate the following sentences. Underline set
expressions with the word ‘price’ and make up your own
sentences with them.

1. This thing is above price to me. My mother gave it to me
when [ was a child.

2. — Oh, you’ve bought this dress at a price!

— I would buy it at any price. I like it very much.
3. — Are you going to sell your jewelry?
— Not at any price!

4. This company is a price leader in the computer games
market.

5. This service is priced at $25.

6. British electrical equipment is likely to be priced out of the
market by cheap imports.

7. Ford don’t want to raise its prices any more — it’s worried
about pricing itself out of the market.

8. In our summer sale, we have clothes from top designers at
give-away prices.

9. Nightclubs often charge inflated prices for drinks.
10. Nowadays the food price level is very high. Are you
expecting any price-cutting in some near future?
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Task 12. Find the meaning of the following words and
make up sentences with some of them:

Demand

active demand —

backlog demand —
consumer demand
forecasting —

declining demand —

items in active demand

lower demand —

supply and demand —

e demand item —
e demand price —

demand research —

e higher demand —

e items in

demand —

steady

e per capita demand —

e world demand —

Task 13. Match the words to get set expressions. Translate
them into Ukrainian.

marketing
cost
selling
annual
net
discount
interest
tax-free
public

tax

profit and loss

—_— —
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. price

. sale

. margin
. profit

. fee

. revenue
. account
. year

. account
. rate

. company



Listening/ comprehension activities

Finance
Task 14. Learn the following words and phrases.
1. to borrow 3aliMaTH
2. favorable CIIPUSATIUBUIN
3. to rise i JHIMATHCS
4. to fall majgaru
5. to depend 3alexaTH
6. offshore 3apyOikHUH, orropHUIt
7. shareholder aKIioHep
8. to be obliged OyTu 3000B'13aHUM

Task 15. Listen to the text, answer the questions and then
retell the text.

1. When a company wants to borrow money what is important
to find?

2. Why do many investors choose foreign bank accounts to
invest their money?

3. Who can become a shareholder in a public company?

4. What are all public companies in the UK obliged to do at the
end of the tax year?

5. What do annual reports include?

6. Do the directors or shareholders own the company?

7. Which word means the total sum of money which is coming
into the company?

Writing activities
Task 16. Translate into English in written form.

Profit
1. Ilicms Toro, SK KOMITaHis 3AIMCHIOE BCI BUTpATH IO
BUPOOHMIITBY TOBapy 1 IUIaTUTh TOAATKH, TPOIIi, IO
3aJIMILIWINCS, HA3UBAIOTHCS PUOYTKOM.
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2. 3arampHuii TpuOyTOK ©O€3 BiAHIMAHHA OCHOBHHMX 1
HAKJIQJJHUX BUTPAT HA3UBAETHCS BAJIOBUM MPHOYTKOM.
3. IlpubyTox MiHyC BHTpaTH, TMOB'SI3aHI 3 TIATOTOBKOIO
MIPOAYKTY A0 MPOJIAaXKy, HA3UBAETHCS YUCTUM IPUOYTKOM.
4. Pizaunsg MK BuUTparamu (COOIBapTICTIO TPOAYKTY) i
MPOJAXHOI (PUHKOBOIO) IIIHOK HA3MBAETHCS BEITMYMHOIO
PUOYITH.
5. OmMH 3 TPUHIUWIIB BU3HAYEHHS IIHH — MPOIYKT ado
MOCITYTY MPOJAIOTh 32 TaKy IiHY, SKY MOKYIEIb X04e TUIaTUTH,
Ha BiAMIHY BiI TPHUHIUIY «BHUTPATH IUTIOC (hiKCOBaHMIA
MPUOYTOK.
6. 11106 30inpmuTH TPUOYTOK, KOMIIaHis 3aCTOCOBYE HOBY
KOHKYPEHTHO3AaTHY I[iHOBY MOJITUKY.
7. Kowmmaniss BHBYa€ paxyHKH mpuOynmu 1 30UTKIB, SKi
MOKA3YIOTh i piuHUN 000pOT.

Price
1. Ilina 3aBXau BiZIPi3HIETHCS HA PI3HUX PUHKAX.
2. Ha miHy BrumBaroTh Oarato YHHHHKIB: BHTpPaTH Ha
BUPOOHHMIITBO TOBApY; BapTICTh IHTPEIi€HTIB a0 CHPOBUHH;
BapTICTh JOCTABKH 1 OaraTo iHIINX.
3. KpiM TOrO, KOHKYpEHTOCTIPOMOXKHICTh TOBAapy BIUIMBA€ Ha
OCTaTOYHY BETMYHHY MPUOYTKY.
4. THozi KoMMaHil 0OMParOTh arpeCUBHY IIHOBY IMOJITHKY.
5. ArpecuBHa I1IHOBA TIOJIITHKA TOJISATAE B TIOHMKCHHI IIIH Ha
TOBapH 3 METOIO 301IBIIICHHS YaCTKH KOMIIaHii Ha pUHKY.
6. 11 xomMnaHis AUKTYE IIHK Ha PUHKY KOMIT'FOTEPHUX irop.
7. BpUTaHCHKI ENEKTPONPHIAAN MOXYTh OYTH BHUTHCHEHI 3
PUHKY JIEHIEBIIUMHU IMIIOPTHUMHU TOBapaMHu.
8. Cporogni piBeHb I[iH HAa TPOIYKTH XapuyyBaHHS JyXKe
BUCOKUU. UM HE OYIKYe€TbCA 3HW)KEHHS I[IH B HaHOIMKIOMY
MaiOyTHEOMY?
9. Komnanis ®opx He xode Oiunblie MiTHIMATH IIHA, BOHA
cTypOOBaHa, 10 MOXe OyTH BUTHCHEHA 3 PHHKY 32 PaxyHOK
MIIHATTS LiH.
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Discussion: Great ideas

Task 1. Which of the following statements do you agree
with? Which do you disagree with? Why?

1. There are no new ideas.

2. Most of the best ideas are discovered by accident.

3. Research and development is the key to great business ideas.
4. There is nothing wrong with copying and improving the
ideas of others.

5. The best way to kill an idea is to take it to a meeting.

Task 2. Match the verbs and nouns to make set phrases
about the benefits companies get from great ideas.

e cxploit 1. an award

e cxtend 2. an opportunity
e win 3. arange

e make 4. a market

e enter 5. an opening

® see 6. a breakthrough

Task 3. Match the verbs and nouns to make set phrases
about the benefits customers get from great ideas.

e save 1. waste

o fill 2. status

e meet 3.agap

e solve 4. a problem

e protect 5. aneed

e enhance 6. time

e reduce 7. the environment

Task 4. Complete the extract from a talk by the head of a
Research and Development Department with the correct
form of words from Tasks 2 and 3.
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Great ideas are generated in different ways. Sometimes
an idea may simply be when a company I exploits an
opportunity to 2 the product range, to offer more
choice to existing customers. Or a great idea could allow a
company to 3 a market which was closed to it
before.

Companies which are prepared to spend a lot on R&D
may 4 a breakthrough by having an original
idea for a product which others later copy, for example Sony
and the Walkman.

On the other hand, some products are developed in
response to customer research. They come from customer
ideas. These products 5 a real need. Or the
product does something similar to another product, but faster,
so it 6 time. Some people will buy new products
because the product 7 their states — makes them
feel more important.

Other people will buy any ‘green’ product which
8 waste or 9 the environment,
even if it is more expensive.

If an idea is really good — perhaps the product
10 a gap in the market — it may even
11 an award for innovation.

Task 5. Complete the sentences with words from the box.

business plan investment individuals introduce
science  write start manage

To build a company on university , you have to
bring together a number of components. The first thing you
need is a , which we help the
researchers to . We can then use this business
plan to raise the - the cash that you need to

the business. This comes from private investors
who are rich , usually who’d made money
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from running their own businesses. You also need people to
the new company and we have a database
of these people and them to the scientists.

Task 6. Which of the following do you agree with?
Successful meetings.

1. The best number for a meeting is six people or fewer.

2. Never have food or drink during a meeting.

3. Always start and finish a meeting on time.

4. You should sit round a table when you have a meeting.

5. A meeting must always have a leader.

6. At a formal meeting each person should speak in turn.

Task 7. Work in groups. Imagine a company, think of its
name and products. Then hold the meeting. You should
discuss 2 problems: 1) the date of the launch of a new
product; 2) marketing strategy: selling price, target
consumer, advertising, sales outlets.

Use the following phrases.

Chairperson:

Beginning the meeting

Can we start please?

Right, let’s begin.

Stating the aim

The main aim of the meeting is to decide the date of the launch.
The purpose of this meeting is to discuss our marketing
strategy and decide which sales outlets we should target.
Asking for comments

Let’s hear a few more views.

What do you think when are we going to launch this product?
How do you feel about this?

What’s your view on this problem?

Changing the subject
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Let’s move on now to marketing.

The next item on the agenda is promotion and price.
Clarifying

What do you mean by ...?

Sorry, I don’t quite understand.

Summarizing

I think in balance we agree that we prefer the earlier date.
OK, let’s summarize.

Right, let’s recap ...

Participants:

Giving opinions

I think ...

I’'m in favor of ...

In my opinion....
Making suggestions
Perhaps we should

We could...

I suggest we launch this product in May or June.
Agreeing

I think you are right.

I totally agree.
Disagreeing

I don’t know about that.
I’'m afraid I don’t agree.
Interrupting

Hold on a moment.

Can [ say something?

Task 8. Comment on the following statement using word
combinations from the unit in written form (about 50
words):

R ‘The best way to have a good idea is to have a lot of
ideas’.
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Task 9. Read the text. Then say if the statements after it are
true, false or you do not know.

Juana Lopez invented a number of things over the
years, but they were mostly relatively small improvements to
existing products. Then one day she had an idea for a
dishwashing machine that worked without using water. She
went to see several dishwasher manufacturers about producing
the machine, but none of them was interested.

Juana found investors to back her idea and founded her
own production company. She spent millions of euros on
developing her dishwasher, and it was launched three years
later. From the day of the launch, sales were very good — better
even than Juana had hoped.

But Global Domestic (GD), one of the companies that
she had been to see, launched its own waterless dishwasher.
Juana obtained one and found that it used a lot of the technical
ideas that she had developed and patented: she had obtained
legal protection for these ideas so that other companies could
not use them. After a long legal process, GD was forced to stop
making its competing dishwasher and to pay Juana several
million euros.

Now Juana’s waterless dishwasher has 40 % of the
worldwide dishwasher market, and this is increasing every
year. Word-of-mouth recommendation by satisfied users has
made it a big success.

1. Juana Lopez is Spanish.

2. Her dishwashing machine was her first invention.

3. She went to see several manufacturers about producing the
dishwasher.

4. She founded her own production company, with her own
money.

5. GD produced a dishwasher that copied a lot of Juana’s ideas.
6. GD was forced to pay Juana for coping her ideas.
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Unit 7. Pricing strategy
Pre-reading activities
Task 1. Fill each gap in the sentences below with a phrase
from the box.

Pricing strategy

budget-priced demand curve going rate price war
retail margin selling costs unit cost

1. The amount of money necessary to produce one individual
example of a product is the
2. The difference in price between what retallers pay for a
product and what they sell the product at is called the

3. The total amount of money spent on all aspects of selling,
including advertising, commissions and promotion, is known
as the

4. A period during which several competitors aggressively
lower their prices in an effort to build up market share is called
a .
5. Products at the lowest end of the price scale are sometimes
referred to as goods.

6. The price, which the market will accept for a product or for
services, is the

7. The line on a graph, which shows the relationship between
price and consumer demand, is called the

Task 2. Match the words with the definitions.

e break-even point 1. the price wholesales and
distributors pay to the producer for
goods

e discounting 2. a pricing strategy based on low
pricing and low unit profits

e factory gate price 3. anillegal and secret agreement
between competitors to fix higher

116




prices to boost their profits
e inelastic demand 4. the day-to-day costs of running a

business
e overheads 5. sales of a product do not change
much with variations in price
e penetration 6. reducing the price of goods in
strategy return for bulk sales or to a favored
customer
e price sensitive 7.aproduct sold at a specially low
buyers price, perhaps at a loss, in the

expectation that customers will
spend money on other goods where
margins are high

e loss leader 8. the point in the development of a
product when sales begin to exceed
the investment

e cartel 9. consumers who are very attentive
to price changes and look for lower-
priced items

Task 3. Choose the best definition for each of the words or
phrases.

Costs
1. cost of labor
a) cost of all work involved in making a product or service
ready for sale
b) cost of manual workers employed by a company
¢) cost of industrial action by employees
2. cost of production
a) selling price for a finished product
b) all expenses for raw materials, heating, lighting, electricity,
etc.
c) all costs involved in making a product ready for distribution
and sale
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3. cost of sales

a) total costs involved in making a product or service,
distributing it and selling it

b) cost of selling a product in salaries, commissions, etc.

¢) the price of a product when it is sold

4. commission

a) a royalty paid to an inventor of a product

b) a percentage of the selling price which is paid to the seller,
usually an agent or distributor

c) instructions given to a sales representative or to the shop
which is asked to sell a product

5. selling costs

a) the total money raised selling a product or service

b) the costs involved in distributing, promoting and selling a
product

c) the salaries and other expenses paid to sales representatives
6. direct costs

a) all costs relating to production of a product, including
development costs and raw materials, electricity and labor

b) all taxes paid to the government

c) the cost of labor involved in making a product

7. direct labor costs

a) all costs relating to production of a product, including
development costs and raw materials, electricity and labor

b) all labor costs involved in actual production of a product

c) all labor costs involved in producing a product and, in
addition, all support labor costs, such as secretarial and
administrative work

8. fixed costs

a) prices established by the government

b) costs which are decided by the management of a
manufacturing company, not by suppliers or retailers

c) costs which do not depend on quantity of production, e.g.
heating, lighting, rent
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9. variable costs

a) costs which change according to the quantity of production,
such as raw materials, components, overtime pay, etc.

b) costs which are difficult to estimate as they may suddenly
change because of changes in the market, such as competitors’
pricing

c) costs which change according to the time of the year, e.g.
warm clothes for winter, or summer fashions

10. overheads

a) regular costs associated with the day-to-day running of a
company

b) additional expenses because of a higher than expected
demand for products

c) extra costs above what was planned in the costs budget

11. unit cost

a) the costs associated with all production of all products

b) the costs involved in making one single example of a
product

c) the total costs for any part of a factory producing one type of
product

12. labor input

a) the cost of labor in producing products for distribution and
sale

b) additional payments to workers during periods of high
demand

c) the costs of all non-managerial wages and salaries

Task 4. Refresh your Grammar.

1. The following decisions were taken regarding pricing
strategy for the new year. (Past Simple Passive; participle I).

2. Budget-priced goods will only be sold in Category ‘C’
stores. (Future Simple Passive).
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3. Goods can only be sold at a sale price where they have
already been offered at the recommended retail price. (modal
verb + Passive; Present Perfect Passive).

4. We do not allow discounts on any goods not sold at a
previously higher price for a period of three months. (Present
Simple; participle II).

5. Our own factory gate price must allow the company to cover
all production costs. (must + infinitive; infinitive).

6. Our marketing team should watch the market prices to
ensure that we do not price ourselves above the going rate.
(should + infinitive; infinitive; Present Simple).

7. This will avoid retail prices being forced higher by high
wholesale prices. (Future Simple; gerund).

Task 5. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. The amount of money (to spend) on his car (to be)
substantial.

2. The company (to launch) new facial after sun products a
month ago, we think they (to buy) by consumers next summer.
3. We (not to offer) discounts on these products because they
(to sell) like hot cakes at the moment.

4. Our marketing team (to try) (to set) a reasonable price for
these goods next week.

5. You must (to buy) this ring for me at any price.

Task 6. Learn the active vocabulary.

1. location MIiCIIeTIOJIOKEHHS

2. consumer profile TUTIOBUH  CIIOKMBa4  SIKHX-
HeOylb IEBHUX TOBapiB

3. volume sales TOPTIBIIS o KUTBKOCTI
OJTMHHIIb TTPOYKIIIT

4. sale price MpOJIayKHA ITiHA

5. retail price po3npiOHa miHa
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6. to allow JI03BOJISITH
7. discounts 3HIDKKH
8. to realize margins 3a0e3nevyBaTu BEIIUYUHY
npudyTKYy
9. economic BUTIIHMH, JOIIIBHUN
10. factory gate price IiHa 3a CO0IBAPTICTIO
11. to cover costs NIOKPUBATH BUTPATH
12. to ensure NEPEKOHATHUCS, TapaHTyBaTH
13. going rate 3aTBEPAKEHA HOpMa
14. intermediaries MIOCEPETHUKHI
15. to force prices higher M IHIMATH [IHA
16. wholesale prices OIITOBI I[IHU

Reading / comprehension activities
Task 7. Read and translate the following text.

Report on pricing strategy
Subject: Marketing Focus Group Meeting
Date: 4 December 2007
Present: DF, HF, PT, JF
The following decisions were taken regarding pricing strategy
for the new year.
1. Budget-priced goods will only be sold in Category ‘C’
stores. These stores are in locations with a particular consumer
profile. We expect high volume sales with low margins.
2. Goods can only be sold at a sale price where they have
already been offered at the recommended retail price for a
period of not less than three months.
3. Agents will be instructed that from January 1, we do not
allow discounts on any goods not sold at a previously higher
price for a period of three months.
4. Decisions on pricing must realize margins for the retailer of
up to 25%. Margins below 15% are unlikely to be economic for
any of our retailers.
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5. Similarly, our own factory gate price must allow the
company to cover all production costs and also to realize a
profit of between 25 and 35%. Our marketing team should
watch the market prices to ensure that we do not price
ourselves above the going rate.

6. Wherever possible, we should sell our products to retailers.
This will cut out intermediaries and avoid retail prices being
forced higher by high wholesale prices.

Task 8. Mark the following sentences ‘True’ or ‘False’
according to the text.

1. Budget-priced goods are sold at a lower price than they were
offered at before.

2. The recommended retail price is the price the manufacturer
thinks a retailer should charge for a product.

3. A discount is a reduced price offered after a period on offer
at a higher price.

4. The margin is the difference between the cost of a product to
a manufacturer or retailer and the price the manufacturer or
retailer receives when the product is sold.

5. An economic price is a price that allows a reasonable profit.
6. The factory gate price is the cost of producing the product
for the factory.

7. Production costs are the expenses a manufacturer has to pay
for labor.

8. The market price is the price one company charges for a
product.

9. The going rate is the price the consumers are prepared to
pay.

10. Retail price is the price consumers actually pay.

11. The wholesale price is the price paid by consumers who
buy many examples of the same product.

12. A sale price is a special low price, reduced from an earlier
price. Goods offered for sale at a sale price are often at the end
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of their life or the season is at an end. For example, camping
equipment may be put in a sale at the end of summer.

Vocabulary activities
Task 9. Find the meaning of the following words and make
up sentences with some of them:

pricing promotion

¢ administered pricing — e above-the-line
promotion —

e food pricing — e below-the-line

promotion expenditure

e forward pricing — e contest promotion —

e hedge pricing — e cross promotion —

e pricing policy — e export promotion —

e pricing variable — e promotion department

e product-driven pricing . ;romotion planning —
variable —

e volume pricing — e saturation promotion —

Task 10. Translate the following sentences. Underline set
expressions with the word ‘profit’ and make up your own
sentences with them.

1. She can always make a profit on any situation.

2. I think his help to you isn’t disinterested. He’s got a profit
motive.
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3. We changed our old house into a new one at a profit because
ours was much bigger.

4. It profits little to advise him. He wants to make up his mind
all by himself.

5. We often profit by his help. He is a very kind person.

6. Our business is rather profitable. Our staff is pleased with
their salary.

7. The company started to get an excess profit since it used
new business ideas.

8. The gross profit of this company is very high.

9. He wants to become a Chief Executive of the company: it’s
an office of profit, of course.

10. We should take into consideration that pretax profit is
higher than profit after tax. And the difference can be
considerable.

11. Companies consider every profit opportunity in their
business.

12. Profit tax is taken in every sphere of commerce and
production.

13. We want to provide a sustained profit in all regional
branches of our company.

Listening/ comprehension activities

Bars and stripes
Task 11. Learn the following words and phrases.

1. barcode HITPUX-KOJT

2. pattern 300pakeHHs

3. thick TOBCTHH

4. thin TOHKUI

5. stripes or bars CMYTH

6. to represent MIPEOCTaBIIATU

7. 13-digit 13-3HauHE YUCIO
8. to register peecTpyBaTtu

9. to commemorate 03HaMEHYBaTU
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10. unique YHIKQJIbHUN

11. tube TIOOMK

12. tin OaHka

13. to make sure NePEKOHYBATHCS
14. to recognize BITI3HABATH

15. checkout counter Kaca

Task 12. Listen to the text. Then complete the sentences
with words from the box.

barcode packaging manufacturer
checkout counter  supplier price

I.A is the pay desk in a self-service shop.
2. A is a pattern of thick and thin lines that
represents information.

3. A is a firm which makes or produces
goods.

4. A is an agent who provides goods or
services.

5. The is used to protect goods and to present
an image for them.

6. The is the amount the goods cost.

Task 13. Answer the questions and then retell the text.

. What’s a barcode?

. How many pieces of information are there on a bar code?

. What do the first two numbers represent?

. What group of numbers comes next?

. What does the third group of numbers represent?

. What does the code finish with?

7. A shop’s computer recognizes the whole shape of a bar
code, doesn’t it?

8. How do we call a pay desk where we can pay for goods we
buy?

AN DN B~ W=
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Writing activities
Task 14. Translate into English in written form.
Pricing terms

1. ®abpuyna abo 3aBOJIChbKaA IliHA — II€ Ta IliHA, SKY ONTOBI
MOKyNIl abo AUCTPHUO'TOTOPH MIATATH BUPOOHUKOBI 32 TOBapH.

2. PisHumsg MK Ti€r0 IiHOW0, SKy IUIaTATh 3a TOBap
HiANPHEMCTBA pO3ApiOHOT TOPTiBIII 1 Ti€IO LIHOO, MO SKii BOHH
NpOJalOTh  TOBAp, HA3MBAETHCS MPHOYTKOM  po3apiOHOT
TOPTiBIIL.

3. Iina 3a mpoaykT abo mocnuyry, sika Oyme NMpuiHSATAa Ha
PUHKY, HA3UBAETHCS 3aTBEPHKEHOI0 HOPMOTO.

4. Touka 0e€330MTKOBOCTI — II€ TaKUH MOMEHT B PoOOTi 3
MPOJIYKTOM, KOJIM JOXiJ TPOJAXy IOYHHAE TEPEBHUIIYBATH
IHBECTHIII].

5. Haknanmxi BUTpaTé — 1€ IIOJIEHHI BUTPATH 1O BEICHHIO
Oi3Hecy.

6. 3HIDKKM — 1Ie 3MEHIICHHS LIHU TOBApiB B 3aMiH ONTOBHX
MMOKYIOK a00 ISl OCOOJIMBUX KITIEHTIB.

7. HeemacTUuHUI NOMUT — 1I€ CUTYaIlisl, KOJX PiBEHBb MPOJAXK
HE 3MIHIOETHCSA 13 3MIHOIO I[IHU TOBapy.

8. Crtpareris MPOHUKHEHHS Ha PUHOK — II¢ I[IHOBA IOJIITHKA,
110 0a3yeTbcs Ha HU3bKIH 111HI TOBAapY 1 HU3bKOMY MPUOYTKY 3a
OJIMHUITIO TOBAPY.

9. Jlinep 30WMTKOBOCTI — II€ TPOAYKT, SKHH MPOJAIOTH 3a
0COOJIMBO HU3BKOIO IIHOIO, YEKaIOUH, IO TOKYIIII BUTPATATh
TpOIIIi Ha 1HII TOBapH, MPUOYTOK Ha SKi € TOCTATHHO BUCOKHM.
10. Kapremp — 1e He3aKOHHa Ta CEKpeTHa yrojaa Mix
KOHKYpPEHTaMHU TMpO MiJHATTS LIHK 3 METOI 30UIbLICHHS
iXHBOTO MPUOYTKY.

11. Tlepion, MPOTATOM SKOTO JIEKUJIbKa KOHKYPEHTIB arpeCUBHO
3HWKYIOTh I[iHM Ha TOBAPH 3 METOIO 30UIBIINTH CBOIO YACTKY
Ha PUHKY, HA3UBAETHCS BIHHOIO ITiH.

12. KinpkicTh rpornei, HEOOXiTHUX Ha BUPOOHMIITBO OJHIET
OJTMHHMIII TOBAPY HA3MBAETHCS BAPTICTIO OJMHUII TOBapY.
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Discussion: Entertaining
Task 1. Read the following text and then answer the
questions.

Corporate entertaining

Most modern companies are operating a ‘Customer
Relationship Management Program’ and in running a CRM
program the human content part of that is very important.
Many companies have realized that it can cost four or five
times as much to gain a new client as it is to keep an old one,
and therefore entertaining has become a very important part of
that customer relationship management mix.

There are top six events that are popular form of
entertaining: the Wimbledon Tennis Championships, Royal
Ascot, the Open Golf, Henley Royal Regatta, Chelsea Flower
Show and the Grand Prix. But more and more new events are
happening all the time — opera, jazz, rock and pop events where
people take and entertain their clients.

It doesn’t matter if you are a small business or a
multinational. You need to retain your clients and customers if
you are to grow your business.

Questions:

1. What kind of entertainment program do most companies
have?

2. Why do companies spend money on corporate entertaining?
3. What other events are mentioned in the text in addition to
the ‘big six’?

4. Why is corporate entertaining important for small
businesses?

Task 2. Put the following into a logical order for
entertaining in a restaurant.

e Look at a menu

e Ask for the bill (BrE) / check (AmE)

e Book a table (BrE) / make a reservation (AmE) 1
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e [eave atip

e Have the main course

e Have a dessert

e QOrder a starter

e Have an aperitif

Task 3. Imagine you are offering a guest a drink. Match the
options with the drinks. Then make up short dialogs.
Example: - What would you like to drink?

- 1 ’d like coffee, please.

- Black or white?
- Black, please.
e black/white 1. beer
o still/sparkling 2. wine
e red/white 3. water
e single/double 4. tea
e Dbottled/draught 5. coffee
e with milk/lemon 6. whisky

Task 4. Now match the options with the food. Make up
short dialogs.
e boiled/grilled/roasted/fried 1. sauce

e spicy/bland 2. potatoes

e rare/medium rare/well 3. meat
done

e Dboiled/fried/baked 4. pasta

e salty/sweet 5. steak

Task 5. Read the following dialog at a conference. Make up
a similar dialog.

A: Jane, I’d like you to meet one of our best customers, Linda
Erickson from SPT in Sweden.

B: Hello, Linda. Nice to meet you. I’ve heard a lot about you.
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C: Not all bad I hope!
B: Not at all. It’s good to be able to put a face to a name.
C: Absolutely!

Task 6. Look at the expressions below. Which are said by a)
a host? b) a guest? Match the sentences in logical pairs.

. Can I get you a drink?

. Yes, it’s just down there on the left.

. It all looks good. What do you recommend?

. Would you like me to show you round?

. Help yourself to some food.

. Would you like to have dinner with us tomorrow night?

. Yes, please. I’ll have a white wine.

. Can I have a lift to the airport?

. Yes, I’d love to see some of the sights.

10. Could you tell me where the toilet is, please?

11. How’s business?

12. Yes, that would be wonderful!

11. It’s very kind of you to offer, but there’s a taxi coming for
me at 11.00.

12. We are having a great year.

0N DN KW~
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Task 7. Work in pairs. Role-play the conversation below.
You are at a conference. You recognize someone you met at
a conference two years ago. Introduce yourself and make
small talk.
Participant A
e You met B two years ago at a conference on Customer
Care in Frankfurt.
e You own a small firm, which sells office equipment.
e It’s your first day at the conference — you arrived late
last night.
e You haven’t seen the city yet.
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You are staying at the Grand Hotel in the city centre (a
good choice: room service and the facilities are
excellent).

You are leaving in three days time.

The conference will be very interesting.

Participant B

You met A two years ago at a conference on Customer
Care in Frankfurt.

You are the sales manager for a large
telecommunications company.

You have been at the conference for three days.

You have visited the city (beautiful old cathedral,
interesting museum, excellent restaurants, but very
expensive).

You are staying at a small hotel outside the city (a bad
choice: room too small, too far from the centre of the
city).

You are leaving tomorrow.

The conference is boring — the speakers talk too much
and go overtime.

Task 8. Match the phrases with the definitions. Make up
sentences with each of them.

to call off an event 1. to walk through it, looking
at different rooms and the
furniture in them

to cut down on 2.toacceptit

cigarettes

to look round a house 3. to get rid of them because
you no longer need them

to take up an invitation 4. to cancel it because it won’t
take place

to throw out old files 5. smoke less than before
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Task 9. Look at the advertisement for a hotel and
conference center. Choose the facility you are interested in
if you want to:

1. drive fast, but not on public roads

2. eat Chinese food

3. get some exercise

4. get your shirts washed quickly

5. have a drink before dinner

6. organize a conference speaking different languages

7. stay at a hotel and send e-mails while you are there

Plaza Hotel and Conference Centre Facilities

e hotel with 100 rooms, including 20 with PCs for
internet access

e large conference room (200 delegates) with interpreting
suite
ten smaller conference rooms (up to 40 delegates)
Trade Winds Restaurant: international cuisine
Typhoon Restaurant: Asian cuisine

Monsoon Bar: all cocktails and a selection of 100
Scotch whiskies

Hercules Gym Club: fully equipped
e 3-hour laundry service
e go-kart track

Task 10. You organize a conference at the Plaza Hotel and
Conference Centre. Write a letter (not more than 100
words) to the manager, Michael Robinson, containing these
points:
e thank Mr. Robinson for making the conference a
success
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e the staff were friendly and helpful

e all equipment in the conference rooms worked

e comment on the quality of the food in the two
restaurants and the speed of the service (very important
at lunchtime when participants only had 45 minutes for
lunch)

e thank Mr. Robinson again

e end suitably

The plan of a letter:

Name of the recipient Name of your organization
his or her address Its address
Date

Dear Mr. Robinson
Re (regarding):

First paragraph: use the pronoun ‘we’ when writing for your
company. This is more formal than ‘T,
Second paragraph.

Endings:

BrE: when you know the name of the recipient:
Yours sincerely

When you don’t know the name of the recipient:
Yours faithfully

AmE: Yours truly

Sincerely

Sign the letter with both first and second names. Then print
your name and position under the signature.
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Task 11. Read the following telephone conversation
between two business partners (young women) and
underline useful phrases for making conversation with a
foreign partner.

-- What are you planning this evening, Rachel?

-- Nothing really. Maybe I'll look over my notes for
tomorrow’s presentation.

-- Look, why don’t you relax a little? I’'m going to a restaurant
tonight with a few colleagues — you’ve met one or two of them
— would you like to come with us? It’s in the town centre. We
could have a few drinks afterwards.

-- Well, it’s really kind of you, Alexandra, but I think I’d like
to relax at the hotel tonight, if you don’t mind. I'm a bit tired,
quite honestly.

-- Are you sure? You’d really enjoy it.

-- It’s very kind of you, but perhaps another time.

-- By the way, I think we’ll be doing a lot of business together
in future.

-- Yes, there’s a lot of potential in our country for your
products, and we can help you build up sales there.

-- Good, I think so too. I’'ll call you as soon as I’ve talked to
my colleagues about your proposal.

-- OK. Thanks very much for your hospitality and for showing
me round the city. Good bye.

-- Bye. All the best.

Answer the following questions.

1. What topics do the partners discuss in their telephone
conversation?

2. Does the guest (Rachel) accept the host’s (Alexandra’s)
invitation?

Task 12. Work in pairs. Make up your own dialogs using
phrases from the previous exercise.
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Unit 8. Distribution
Pre-reading activities
Task 1. Fill in the gaps to complete the sentences.
Distribution

producer intermediary user goods customer services
provider distribution Place

Shipping, or shipment, in the marketing or selling, means the

dispatch of 1 from the 2 to the
3 , or to an 4 . The entire
process of moving goods or 5 from the
producer or 6 to the customer or
7 is described as the &8 process.
It is also known as 9 , one of the four Ps.

Task 2. Match the terms on the left with the description on
the right.

e air freight 1. a business specializing in rapid
transportation | delivery of small items, usually by
van or motorbike

e despatchrider | 2. a company specializing in moving
goods and raw materials by train

e shipping line 3. the business of moving large
quantities of goods by air

e courier service | 4. a company specializing in
transportation of goods by sea,
typically using container vessels
(large ships designed to transport

goods)
o rail freight 5. a company that transports goods by
operator lorry;  major road  distribution

networks link so-called dry port
facilities, often located near major
airports and road junctions
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e road haulage 6. someone who works for a courier
contractor company delivering small items by
motorbike

Task 3. Refresh your Grammar.

1. For many years businesses had to promote their goods in a
competitive environment, so marketing became more
important. (modal verb ‘to have to’ in Past Simple + infinitive;
Past Simple).

2. Classic distribution channels have altered in many fields.
(Present Perfect).

3. Supermarkets and other major retailers take care of their
own distribution, buying directly from producers. (Present
Simple; participle I).

4. The public sector has had to adapt to big changes in the
business environment. (modal verb ‘to have to’ in Present
Perfect + infinitive).

5. Service providers now find that they have to work in ways
that are more similar to the private sector. (Present Simple;
modal verb ‘to have to’ in Present Simple; ‘to be’ in Present
Simple).

Task 4. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. Last month our company (to have to choose) another firm-
distributor.

2. Large out-of-town stores (to sell) a huge range of goods (to
become) very popular recently .

3. Our company (to have to save) money and (to take care) of
its own distribution (to sell) directly to customers.

4. We (to find) it convenient (to use) a company (to specialize)
in moving goods and raw materials by train.

5. That business (not to use) an intermediary, (to buy) directly
from producers.
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Task 5. Learn the active vocabulary.

1. to transfer nepeaaBaTu
2. competitive environment ~ yMoOBa KOHKYPEHITii
3. public sector JIepKaBHUNA CEKTOP
4. service provider MOCTa4YaJIbHUK TIOCITYT
5. public health OXOpOHA 3710pOB'st
6. private sector MIPUBATHUN CEKTOP
7. accountable i 3BITHUAN
8. to improve TIOKpaIyBaTh
9. provision MoCTavyaHHS
10. performance ISUIBHICTH
11. to reduce CKOpOYYyBaTH
12. waste BUTPATH
13. surrounding OTOYCHHS
14. to sum up MiIBOIUTH T1ICYMOK
15. package of the service MaKeT MOCTYTH
16. support MiITPUMKA
17. enquiries 3aMuTh
18. core product OCHOBHMU IPOIYKT
19. to complain CKapKUTHCS
20. supplier MOCTa4YaJIbHUK

Reading / comprehension activities
Task 6. Read and translate the following text.
Distribution

For many years, Place, meaning distribution, was
mainly associated with traditional manufactured goods and the
process of transferring them from producers to consumers.
Businesses had to promote their goods in a competitive
environment, so marketing became more important. In
addition, businesses began to study their methods of
distribution.

Classic distribution channels have altered in many
fields. For example, supermarkets and other major retailers
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take care of their own distribution, buying directly from
producers. Many producers also sell directly to their customers.

This has also happened in the service sector (banking,
tourism, retailing, professional services, etc.) and more
recently, even in the public sector. The public sector has had to
adapt to big changes in the business environment. There is
more competition, customers are better informed and better
educated, and the public want better quality products and better
service. Service providers, including local government
organizations, public health services, schools and colleges, now
find that they have to work in ways that are more similar to the
private sector. They also have to be more accountable and less
secretive.

This means that public sector services, like private and
manufacturing businesses before them, have become as
interested in logistics. The study of logistics tries to improve
the systems of provision. It aims to save money and improve
performance by reducing waste, so distribution has become a
focus of attention. Public sector providers and other service
industries often deal directly with the public, or with their
customers, which makes communication skills very important.

Promotion, effective design and comfortable
surroundings are part of good communication. Communication
itself may be face-to-face, or it may be by post, by telephone,
by email, or through websites.

To sum up, today the total package of the service
happens in a much more complex and competitive context. The
total provision includes all the physical evidence (publications,
information leaflets, buildings, etc.), customer support and the
answering of casual enquiries, as well as the core product
(transport, or education, or food, or any other service). The
public expects the best! If the service is no good, complain! If
it is still no good, change your supplier — if you can.
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Task 7. Choose the right definition for each of the terms

from the text.

1. competitive
environment

a) a situation where businesses decide
together how to divide the market
between them

b) a situation where businesses have to
make sure they protect the environment
c) a situation where many businesses all
try to get customers by offering the best
deal or price

2. the public sector

a) the general public — all the people

b) the part of the economy that is owned
by central or local government

c¢) information that is not kept secret but
available to everybody

3. service
providers

a) organizations that offer a service, not
manufactured goods

b) people who work in after-sales

c) types of software that provide

4. public health
services

a) city parks, swimming pools and sports
centers

b) hospitals, doctors’ surgeries, health
clinics and nursing

c) ambulances and other transport for the
sick and elderly

5. accountable

a) able to explain and publish details of
their actions

b) able to make enough money to stay in
business even when the market is weak

¢) trained to keep good financial records

6. public sector
services

a) services provided by government
(local or central) such as health,
education, road maintenance etc.

b) charities, churches and church services
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c) organizations that work throughout the
whole country

7. logistics

a) the study of finance and accounting in
business

b) the study of using high technology
equipment in business

c) the study of systems and ways to
improve efficiency

8. communication
skills

a) the ability to convey the right message
in the best possible way

b) the ability to get your message across
to people in their own language

c) the ability to put information into a
computer system

9. core product

a) the fundamental thing that a business
or organization provides

b) the complete consumer experience of a
business

c) the total offering of a company or
organization, including its advertising,
buildings, staff, reputation

Task 8. Match the words to get set expressions. Use them in
sentences of your own.

e (istribution

business

to save
reducing
customer

better quality

. products

. money

. channels

. support

. environment
. waste

AN N W —
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Vocabulary activities
Selling methods

Task 9. Read the following newspaper extract. Then match
terms and definitions.

Companies, which specialize in selling goods through a
catalogue, sent out through the post normally, have large
buildings full of goods from where the goods are dispatched.

Companies, which own many stores, have strength in
negotiating prices where manufacturers are concerned. Small
shops do not have this.

Retail outlets, which pay a license fee to trade under a
famous brand name often, benefit from increased business,
since the name is a powerful advertisement.

Going from one house to another, knocking on doors, is
a highly labor-intensive type of sales operation. This type of
work is normally paid on the basis of a percentage of the sales
achieved being paid to the seller.

Another type of selling is by a combination of catalogue
and ordering by post. This may be complemented by personnel
who sell by telephone, trained to deal with customers’ calls.

Another kind of telephone selling is through
telephoning someone who is not expecting your call but whom
you think might buy your product. The idea is to get your
prospective customer to agree to buy your products.

Large out-of-town stores selling a huge range of goods
have had a serious effect on business for smaller, city centre
shops.

Small shops offering a personalized and highly
specialized service can survive better than small shops which
try to compete directly with the larger outlets and other retail
outlets owned by the same company and trading under the
same name.

In recent years, selling over the internet has become
much more common. Customers order and pay for goods or
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services by accessing a website from a home or office
computer. Companies wanting to trade over the internet need
access to the www, which is provided by one of the companies
that provide access to the net.

mail  order | 1. strength in negotiating prices

companies

warehouses 2. companies which own many stores

large 3. retail outlets, which pay a license

multiples fee to trade under a famous brand name

purchasing 4. companies which specialize in

power selling goods through a catalogue

franchises 5. large buildings full of goods

door-to-door 6. a combination of catalogue and

selling ordering by post

commission 7. telephoning someone who is not
expecting your call but whom you think
might buy your product

mail order 8. going from one house to another,

knocking on doors

telesales staff

9. percentage of the sales achieved
being paid to the seller

cold calling | 10. personnel who sell by telephone
hypermarkets | 11. selling over the internet

specialist 12. companies that provide access to
retailers the net

chain stores

13. large out-of-town stores selling a
huge range of goods

€-commerce

14. small shops offering a personalized
and highly specialized service

internet 15. retail outlets owned by the same
service company and trading under the same
providers name
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Task 10. Test yourself. Take a blank piece of paper and see
how many different types of retail outlet or selling methods
you can remember.

Task 11. Translate the following sentences. Underline set
expressions with the word ‘sell’ and make up your own
sentences with them.

1. The house is to sell.

2. These goods are selling like hot cakes. They are in great
demand.

3. Many supermarkets are going to sell off their goods after
Christmas holidays.

4. We couldn’t sell him on staying with us for two more days.
He said he had to go immediately.

5. Their house will be sold up the next week. They are going
to Mexico.

6. Portable computers outsell all other types of computers.

7. This company sold the pass. Its customers don’t want to
buy its products any more.

8. This book about wildlife became a bestseller last week.

9. This new device is a total sellout. It is very useful and the
price is reasonable.
10. What is a sell-by date of this product? Is it fresh?
11. I think the seller’s behavior was rather aggressive. It was a
hard sell.
12. We do not want to hurry up selling our house. I think we
should sell it at best.
13. The company sells many goods on account.
14. Does your new book sell well?
15. This film is biggest selling in May.
16. Have you ever heard that this company offers installment
selling?
17. What selling points did the agent use trying to sell a
toaster?
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Listening/ comprehension activities

Retailing
Task 12. Learn the following words and phrases.
1. range ACOPTUMEHT
2. environmentally sound  e€KoOJIOT1YHO YUCTH
3. household accessories TOBapH IS JIOMAITHBOTO
roCIoJIapCcTBa
4. textiles TKaHUHU
5. bed linen MOCTUTbHA O1TM3HA
6. suchlike o 1iOHUH
7. crowded MepenOBHEHU I
8. to result 3aKIHUyBaTHUCS
9. queues yepru
10. checkout KOHTPOJb, Kaca B Marasui
caMo00CITyTOBYBaHHS
11. sales po3mpoJia)k  3a  MOHHMXKEHOIO

IIIHOIO B KiHIII CE30HY

Task 13. IKEA is a Swedish Multinational. Read the
statement by Goran Nilsson, Managing Director of IKEA,
UK. Say why people like shopping at this store.

We are proud of our home furnishing range and every one of
our products has three important dimensions: functional design,
good quality materials and, most important of all, amazingly
low prices. We call it Democratic Design.

Task 14. Listen to the text about shopping at IKEA and
make notes about what Sarah says under these headings.

1. Frequency of visits to IKEA:

2. Opinion of IKEA products:

3. Opinion of IKEA stores:

4. Types of products she buys:

5. Aspects of shopping at IKEA she doesn’t like:

6. Next trip:
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Writing activities
Task 15. Translate into English in written form.
Distribution

1. BimBanTakeHHs a00 TpaHCIOPTYBaHHS B MAapKETHHTY
O3Hayae BiJNPaBKy TOBapiB BiJl BHPOOHHKA J0 TMOKYMIS a0o
MOCepeTHUKA.

2. Bech nporiec pyxy TOBapiB BiJ BAPOOHHKA JI0 TMOKYMIS 200
Ha/IaHHS TIOCJIYT TIpOBaiJiepa KOPUCTYBA4eBI HA3MBAETHCS
poiiecoM 30yTy ab0 pO3MOBCIOIKEHHS.

3. BiH TakoX BIiJOMHHA SK «PO3MIIICHHS», OJWH 3
KOMITOHEHTIB MapKETUHTOBOTO KoMIutekcy (4 ITi).

4. 3a ocTaHHIM Yac KJIacW4yHI KaHaiau 30yTy 3MIHWINACS B
6araTbox 001aCTSX.

5. Hampuknan, cynmepmapkeTd 1 IHINI  TIIPHEMCTBA
pO31piOHOI TOPriBII caMi 3aiiMalOTHCS 3aKYIIBJICIO MPOJIYKIIii
0e31mocepeIHbO BiJT BUPOOHUKIB.

6. barato BHpPOOHHKIB TaKOX TPOJAIOTH  TOBApHU
0e3ImocepeTHbO MOKYIISIM 0€3 MOCePETHUKIB.

7. lle BinOyBaeThcs 1y chepi HamaHHa mociyr (OaHKIBCHKI
MOCITYTH, TypH3M, po3apioHa TOPTIBIIA, MOCITYTH
npodecioHaiB i Tak Jani).

8. IlpoBaiizepu Mociayr AEp>KaBHOTO CEKTOpa 1 IHIMUX chep
MOCTYT YacTO MalTh CIpaBy Oe3rocepenHbo 3 iX KIEHTaMH,
0 pPOOHWTH OCOOJMBO BAXKIUBUM BOJIOJIHHS HABHUKAMH
KOMYHIKaIii.

9. Cama KOMYHIKaIlisi MOYK€ MaTH HACTYITHI (OPMHU: JIUILIEM JI0

TS, TOMITOI0, 1O TeleOHy, MO0 eNEKTPOHHINW TOIITI, Yyepe3
CalTH.
10. CporomHi croxuBadi YEKalOTh HAJAHHS IOCIYT TUIBKH
camoi Kpamoi sikocTi. SIKImIo 1€ He Tak, BOHH TOTOBI
CKapKHUTHUCA. SIKITO 1 11e He ToTioMarae, BOHU TOTOBI TIOMIHSATH
nocTavaabHUKA MOCIYT.
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Discussion: Successful marketing
Task 1. Match the words to their definitions.

e market leader 1. products sold to people for their
own use

e consumer goods 2. when a new product is
introduced

e product launch 3. the amount of goods a company
wants to sell in a particular period

e sales target 4. the amount of money a

company is going to spend on
advertising in a particular period

e advertising budget 5. the company or product with
the most sales

Task 2. Read the following paragraph and complete the
table below. Speak about successful marketing using the
table.

The key to successful marketing involves many different
things. Most people would say successful marketing is just a
good creative campaign. Some people would go further than
that and say it involves many good marketing communications,
reaching the right people, clear marketing messages, and
working well with sales teams to get the right sales channels.
But the most common definition of marketing is just two
words: customer orientation. It means four things: what
customers want, when they want it, at the right price and in a
way that’s profitable for the company.

One of the most impressive marketing campaigns in the recent
years has been the Orange mobile phone campaign, partly
because the whole area of mobile technologies and mobile
communications is very interesting and exiting, and partly
because it was a great campaign in itself. It has the fantastic
strap line ‘the future’s bright, the future’s orange’, which is so
memorable and so meaningful for all segments of the
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population. A successful campaign should be planned properly,
well budgeted and create a positive publicity for the company.

Successful marketing

—

. good creative

Good creative campaign

. a successful

properly

. well

. a positive

Good marketing communications

1. reaching

Customer orientation: producing

. what customers

(v )=

Task 3. Comment on the following paragraph. Give
examples of companies selling dreams to their customers.
R ‘Customers are now spending more money on products
they desire rather than on products they simply need. All
companies must therefore produce goods of very high quality.
More importantly, they must establish a brand for years to
come by giving it emotional qualities that match customers’
strong desires. All companies must create and sell dreams.’
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Task 4. Read the conversation between a Sales Director,
Martin, and a Sales Manager of a company, Fiona. Work in
groups of three. Write down all the company’s
achievements for the quarter.

Martin: Hello, Fiona, this is Martin. How are things going?
Fiona: Fine, thanks.

Martin: 1 haven’t received your sales report yet for the quarter.
Any problems?

Fiona: Oh, no. Sorry, Martin. I’ve been really busy lately. But
I can tell you, we’ve had excellent results.

Martin: Good.

Fiona: Yeah. We’ve met our sales targets and increased our
market share by two percent. Our total sales were over $ 1.2
million.

Martin: Over 1.2 million. Great! Well done! What about the
new range of shampoos?

Fiona: Well, we had a very successful product launch. We
spent $ 30 000 on advertising it and ...

Martin: Sorry, did you say 13 000?

Fiona: No, 30 000. We advertised in the national press. Took
out space in trade magazines and did a number of presentations
to our distributors. It was money well spent. We’ve had a lot of
orders already and good comments from customers.

Martin: 'm really pleased to hear that. Anything else to
report?

Fiona: Yes, there is one thing. One of my biggest customers
will be visiting London next week. She’d like to have a
meeting with you.

Martin: Fine. Give me a few details and I’ll give her a call.
Fiona: T’ll get that report to you by the end of the week.
Martin: Right. Bye by now.

Fiona: Bye.
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Task 5. Read the text again and say which phrases are used
a) to check the information, b) to ask for information and c¢)
to end the conversation.

Task 6. Work in pairs. One of you is the Marketing
Director of a big company; the other is the European Sales
Manager. Role-play a telephone call about last quarter’s
sales results in France. Use phrases from Task 4.

Task 7. Write a report on a co-operation agreement with a
manufacturer.
Follow the following rules.
1. A report should be well organized with information in a
logical order.
2. The following format is suitable for formal reports:
e Title
e Executive summary — is the summary of the main
points and conclusion of the report.
e Introduction — shows the points that will be looked at.
¢ Findings — are the facts discovered.
e Conclusion - is what you think about the facts and how
you interpret them.

® Recommendations — are practical suggestions to deal
with the situation and ideas for making sure future
activities run more easily.
¢ Your name and position; date.
Use the following report as an example.

Business Software

Product report

Executive summary

We have been contacted by Lenz AG, a German manufacturer
of mobile telephones, and asked about the possibility of a co-
operation agreement. We would adapt our business software
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for use in their products. Tests show that their product is a very
good one and popular with our target market.
Introduction
This report will look at:

e the hardware manufacturer and their equipment

e software that could be used on the their mobile phones

e the advantage of working together

e recommendations for action
Findings
1. Lenz has been developing cheap, small-scale electronic
devices for thirty-five years. In the last five years, they have
focused on more expensive mobile phones for businesspeople.
These have been very successful. One in four mobile phones
for the business market is a Lenz.
2. Our new °‘Executive Organizer’ software has a lot of
attractive features for the traveling businesspeople (e.g. address
book, e-mail ware, voice recorder, etc.)
3. Market research shows that there is a big interest in our
product being used on machines apart from companies.
Conclusion
The two companies have products, which fit well together.
Recommendation
We should have a meeting with representatives from Lenz to
discuss a joint venture between our companies, with the aim of
putting our software onto their mobile phones.
Tracy Brown, Research and Development Director

19 October 2007

Task 8. Comment on the following statement using word
combinations from the unit in written form (about 50
words):

R ’Communication is the most important form of
marketing’. (Akio Morita, Japanese co-founder of Sony).
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Unit 9. Customer focused marketing
Pre-reading activities
Task 1. Replace each underlined word in the email with a
word from the list below that has a similar meaning.

A distribution system

1 consumers 2 mail order 3 producer 4 sales representatives
5 dispatch 6 middlemen 7 retailers 8 e-business 9 multiples
10 sales forces 11 wholesales

Date 24 Nov 2007

From: chenement@sunl.valdisere.ft.
To: silver@aro.frieberg.de

Subject: planning a distribution system

Dear Sara,
As the manufacturer, we obviously must ensure that products
reach customers with maximum efficiency.
At present, we use independent distributors, but we should
consider better alternatives. The following changes need urgent
consideration:

e cutting out intermediaries — this would bring cost
savings;
larger sales teams;
many more reps;
improved shipment systems;
closer relationships with dealers;
more links with chains;
more use of direct selling by post;
using our website for more selling over the internet.
Please call me to discuss these points as soon as possible.
Regards
Alain Chenement
Logistic Supervisor
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Task 2. Complete each sentence below with a word or
phrase from the box.

commission agents copyright franchise agreement
independent distributors patent sales force shelf space
sole distribution agreement vending machine

1. Agents who receive a percentage of the sales are

2. An agreement to sell only one manufacturer’s goods or
services is called a

3. All people involved in selling a company’s goods or services
are the

4. People who buy from companies and sell to retailers are
called

5. A license registering an invention and protectmg ownership
is called a

6. The amount of space glven over in a shop for displaying a
particular product is called
7. An agreement to pay a license fee to use a well- known name
is called a

8. A machine in which you put coins to buy confectionery or
other small items is called a

9. Ownership of the reproduction rights of intellectual property
(written words, music, film, art, etc) is protected by

Task 3. Commission agent and franchise agreement are both
noun + noun combinations. Sometimes the words in the
noun + noun combination become more closely linked: then
they are written with a hyphen, e.g. shelf-life. When they
become very widely used, the hyphen often disappears and
they become one word, e.g. website. Give your examples of
every kind of noun + noun combinations.
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Task 4. Here is an extract from a marketing consultant’s
report on distribution systems in the fast moving consumer
goods (FMCG) sector. The report describes three
distribution systems. Write the number of each description
next to the correct system.

1. vertical marketing system (VMS)

2. conventional marketing system (CMS)

3. total systems approach (TSA)

Distribution systems
We can identify three main distribution systems:
1. Traditionally there used to be a line consisting of
independent producers, wholesalers and retailers. Each was a
separate business.
2. Now, many businesses work together in a unified system
where producers, wholesalers and retailers act together. They
may be under common ownership, or they may have contracted
to work together as a single system.
3. However, a new trend is a distribution system, which is
designed to accommodate consumer needs at minimum cost,
and places every step of the distribution channel under a single
control.
Conclusion. In reality, the benefits to consumers of a
simplified distribution process may not be as great as one
might have thought. However, company profits can certainly
rise.
Note. Big retailers increasingly use a TSA method of control.
In the UK and elsewhere they have been criticized for
pressurizing producers into supplying greater quantities at
lower cost and not necessarily passing the benefits on to
consumers. The danger for producers is that they become
dependent on the massive orders from big retailers, but the
retailers may drop them without warning and the producer is
left without an outlet.
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Task 5. Refresh your Grammar.

1. No strategy is pursued until it passes the test of consumer
research. (Present Simple Passive; Present Simple).

2. Every aspect of a market offering, including the nature of the
product itself, is driven by the needs of potential consumers.
(participle I; Present Simple Passive).

3. There is no point spending R&D (research and development)
funds developing products that people will not buy.
(construction ‘there is’; gerund; participle I; Future Simple).

4. This system is basically the four Ps renamed and reworded
to provide a customer focus. (Present Simple of ‘to be’;
participle II; infinitive).

5. This model was proposed by Chekitan Dev and Don Schultz
in the Marketing Management Journal of the American
Marketing Association. (Past Simple Passive).

Task 6. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. We (to distribute) our goods (to use) independent
distributors.

2. The products of our company (to design) (to meet) consumer
needs and (to offer) the best quality.

3. There is no need (to plan) another distribution system, the
one we (to use) now (to be) rather efficient.

4. The following changes (to propose) by our logistic
supervisor and we (to discuss) them at our traditional staff
meeting tomorrow.

5. The ideas (to suggest) by Ann (to be) rather interesting and
(to need) further consideration.

6. Many companies (to work) together (to use) contracts which
(to regulate) their relationships.

7. Every aspect of our products (to drive) by the needs of
potential customers.
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Task 7. Learn the active vocabulary.

1. to imply MaTH Ha yBas3i
2. to identify BUIIATHA
3. innovation HOBOBBE/ICHHS
4. drivers YUHHUKH
5. decision pitieHHs
6. to pursue CITiTyBaTH
7. offering MPOTIO3HUILIsS
&. to be driven 3I1ACHIOBATHCS, BECTHCS
9. rationale MOSICHEHHS
10. to attest CBIYUATH
11. failure HEBJada
12. breakthrough KpYIHE JOCATHEHHS
13. solution pitieHHs
14. value BapTICTh, IIHHICTH
15. access JOCTYII
16. alternative aJTbTEPHATHBHUHN
17. appropriate aJICKBATHUH, BIIMMOBITHUI
18. transaction oreparis
19. to sacrifice KEepPTBYBaTH

Reading / comprehension activities
Task 8. Read and translate the following text.

Customer focused marketing

Many companies today have a customer focus (or
customer orientation). This implies that the company focuses
its activities and products on consumer demands. Generally
there are three ways of doing this: the customer-driven
approach, the sense of identifying market changes and the
product innovation approach.

In the consumer-driven approach, consumer wants are
the drivers of all strategic marketing decisions. No strategy is
pursued until it passes the test of consumer research. Every
aspect of a market offering, including the nature of the product
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itself, is driven by the needs of potential consumers. The
starting point is always the consumer. The rationale for this
approach is that there is no point spending R&D (research and
development) funds developing products that people will not
buy. History attests to many products that were commercial
failures in spite of being technological breakthroughs.

A formal approach to this customer-focused marketing
is known as SIVA (Solution, Information, Value, Access). This
system is basically the four Ps renamed and reworded to
provide a customer focus.

The SIVA Model provides a demand/customer centric
version alternative to the well-known 4Ps supply side model
(product, price, place, promotion) of marketing management.
Product -> Solution
Promotion -> Information
Price -> Value
Place ->Access
The four elements of the SIVA model are:

e Solution: How appropriate is the solution to the customers
problem/need.

e Information: Does the customer know about the solution,
and if so how, who from, do they know enough to let them
make a buying decision.

e Value: Does the customer know the value of the
transaction, what it will cost, what are the benefits, what
might they have to sacrifice, what will be their reward?

e Access: Where can the customer find the solution. How
easily/locally/remotely can they buy it and take delivery.
This model was proposed by Chekitan Dev and Don

Schultz in the Marketing Management Journal of the American

Marketing Association, and presented by them in Market

Leader - the journal of the Marketing Society in the UK.
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Task 9. Match the words to get set expressions. Use them in
sentences of your own.

e consumer 1. management
e consumer-driven 2. breakthrough
e market 3. approach

e commercial 4. demand

e technological 5. offering

e marketing 6. failure

Task 10. Mark the following sentences ‘True’ or ‘False’
according to the text. Correct the false ones. Use phrases of
agreement and disagreement.

Agreement Disagreement
That’s right. That’s wrong.
That’s true. That’s false.

I quite agree. I don’t agree.

I think so. I don’t think so.

1. A customer focus means that the company focuses its
activities and products on supplier demands.

2. In the consumer-driven approach, consumer wants are the
drivers of all strategic marketing decisions.

3. A strategy is pursued before it passes the test of consumer
research.

4. There is no point spending R&D funds developing products
that people will not buy.

5. History doesn’t attest to products that were commercial
failures in spite of being technological breakthroughs.

6. Customer-focused marketing is basically the four Ps
renamed and reworded to provide a customer focus.

7. Customer-focused marketing provides a demand/customer
centric version alternative to the well-known 4Ps supply side
model.

8. ‘Place’ is ‘Value’ in the consumer-driven approach.
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Vocabulary activities

Consumers

Task 11. Match the term on the left with the definition on

the right.

1. marketing ethics

a) an established liking for a particular
producer’s products that means you often
buy the same product again, even over
many years

2. niche marketing

b) large purchases of products that will be
used for a long time, even for years; such
purchases are often thought about a lot,
with a high level of customer
involvement

3. brand loyalty

¢) a spontaneous decision to buy
something — you see it — you buy it

4. routine
purchasing

d) aiming a high price, high quality
product at a narrow group of consumers,
with a lot of purchasing power

5. impulse buying

e) repeat buying, with little involvement
in the purchase

6. fast moving
consumer goods

f) regularly used items that are bought
frequently with little personal

(FCMGQG) involvement
7. consumer g) concern for the environment, for
durables society and for moral code in marketing

Task 12. Fill each gap in the sentences below with a
preposition form the box. The prepositions may be used

more than once.

for

to at on into of about

with in

1. Niche marketing is frequently concerned

aiming

particular products specific socio-economic groups.
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2. Brand loyalty is based _ the development _ routine
purchasing of low-involvement goods.

3. The success of shops attached  petrol stations depends
____impulse purchasing. You can see motorists who suddenly
decide to buy a music disk, confectionary or a magazine.

4. Research buyer behavior shows that when consumers
make routine purchases regularly used consumer
products, they are not personally involved  the products.

5. Routine purchasing contrasts __ the purchase of consumer
durables, such as furniture, kitchen appliances or a car. Here
there is a greater degree  personal involvement.

6. Clients have increasingly high expectations the
providers of professional services in a range of fields, including
health, education and the law.

7. Special government appointed committees are responsible
____ensuring that consumers get good service and adequate
protection. Sometimes called consumer watchdogs, they

respond __ reports of malpractice.
8. People who are concerned society are typically
interested  marketing ethics.

Task 13. Match the definitions and the terms.

behavior lifestyle target segment loyalty ethics

1. The way people live, work and spend their leisure time.

2. A part of the overall market.

3. The tendency for consumers to stay with one product or one
producer, and not to use similar ones from competitors.

4. What consumers actually do.

5. Particular consumers at whom a producer directs
promotional effort.

6. Considerations based on moral questions and moral
judgments.
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Task 14. Match the consumer type to the lifestyle
definitions.

1. achiever e This person has a traditional,
conservative and conformist lifestyle.
He or she likes to feel comfortable but
does not like change.

2. belonger e This person has the original idea to do
something.

3. decision e This person is young, ambitious,

maker successful, hard working and
determined to win in life.

4. dependent e This person is ambitious and

competitive and seeks to become richer
and more successful, but is content with
life.

5. emulator e This person has worked hard and got
what he or she wanted. He/she is
rational and reasonable.

6. influencer e This person announces that something
is going to happen.
7. initiator e This person tells other people about an

innovation they think is a good one, and
recommends buying.

8. integrated e This person is unable to survive well
alone because of age, lack of money or
a physical or mental disability.

Task 15. Find the meaning of the following phrases and
make up sentences with some of them:

e consumer behavior — e consumer electronics —
e consumer boom — e consumer legislation —
e consumer business — e consumer loyalty —

e consumer choice — e consumer needs —
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e consumer confidence —

e consumer package —

e consumer confidence
index —

e consumer research —

e consumer costs —

e consumer resistance —

e consumer demand —

e consumer spending —

e consumer demand
forecasting —

e market basket of
consumer goods —

Listening/ comprehension activities

1.
. responsibly
. spending power
. to promise
. child labor
. to pollute
. environment
. policy

9.
10.

0 3N L KW

11

Corporate responsibility
Task 16. Learn the following words and phrases.

to behave

to cover
areas

. developing countries
12.

support

ITOBOIUTHCS
BIJIIIOBITaIBHO
KyIiBeJIbHa CIIPOMOKHICTh
001LIATH

JUTSYA TIPALIS
3a0py/IHIOBATH
HABKOJIMIITHE CEPEIOBHIIE
MOJIITHKA

OXOILTIOBATH

obnacti

KpaiHH, 0 PO3BUBAIOTHCS
MiITPUMKA

Task 17. Listen to the text and say if the following
statements are true or false. Correct the false ones.

1. Market research shows that many consumers expect the
companies to behave responsibly.

2. Companies usually don’t listen to them.

3. Most ethical consumers have low spending power.

4. To behave responsibly means, for example, not to use child
labor or to pollute the environment.
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5. Many companies have an ethical policy which covers areas
such as payment on time, product policy and the environment.
6. Some companies pay less for ‘third world” goods than for
“fisrt world’ goods.

Task 18. Retell the text using the statements from the
previous exercise.

Writing activities
Task 19. Translate into English.
Customer focused marketing

1. barato kommaHiii ChbOT'OJIHI OPIEHTYIOTH CBOIO TisUTBHICTH 1
MPOAYKIIiIO Ha MOTPeOi MOKYIIIIS.
2. IcHye 3 crmocoOu OpieHTYBATHCS HA MOKYIIIIS:
® TiAXiA, B SKOMY BpPaxOBYIOTbCS UYWHHHKH, TOB'S3aHI 3

MTOKYTIIIEM;
¢ BH3HAYEHHS 3MiH Ha PUHKY;
® IAXIJ, TOB'I3aHUI 3 YIOCKOHAJEHHSM MPOTYKIIIi.
3. V migxoi, SsKuid BpaxoBYyEe YMHHUKH, TIOB'SI3aH1 3 TIOKYIIIIEM,
moTpeOW TOKYIISE € OCHOBOIO JIISi  YXBQJICHHS  BCIX
CTpaTeriuHuX pillleHb MAPKETUHTY.
4. IcHyBaHHSI TaHOTO MiJXOJy TOSCHIOETHCS THM, IIO HE Ma€
CEeHCYy BHUTpayaTH TpOIIl 10 BHIUISIOTECS  HAYKOBO-
JOCTITHOMY BiIJIUTy Ha CTBOPEHHS TMPOAYKLii, SKy He
KYIyBaTUMYThb.
5. Icropis cBimuuTh Tpo OaraTo TPOIYKTIB, SKI Oynn
KOMEpIIMHUM MpOBaJOM, HE [UBISYNChL HAa Te, WLIO0 B
TEXHIYHOMY TUTaHI BOHU OYJTH KPYITHHM JTOCSITHEHHSIM.
6. KommonenT «IIpogykT» B KOMIUIEKCI MAapKETHHTY
3aMIHIOETECS KOMIIOHEHTOM «PimreHHs» B MiOXOAl, IO
OpIEHTYETHCS HA MOKYIIIS.

Task 20. Write an email about planning a distribution
system (see Task 1).
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Discussion: Planning
Task 1. Match the verbs in the box to nouns. Each pair of
words describes a way to plan effectively.

estimate collect consider forecast do

1. costs

2. sales

3. research

4, information
5. options

Task 2. Match the verbs to the nouns. Make as many
combinations as you can.

e to write 1. a deadline
e to implement 2. a schedule
e to meet 3. a budget

e to arrange 4. aplan

e to prepare 5. a meeting
e to keep within 6. a report

to rearrange

Task 3. A Managing Director talks about the planning of a
new sales office in the United States. Complete the text with
nouns from Tasks 1 and 2.

Recently we decided to open a new sales office in New

York. First, I arranged a 1 with the finance
department to discuss the project. We prepared a
2 with details of the various costs involved. Then
we collected 3 about possible locations for
the new office. We considered two 4 - one in
Greenwich village and the other near Central Park. After doing
some more 5 , | wrote a 6 for

the board of directors.
Unfortunately, we made a mistake when we estimated
the 7 as the exchange rate changed, and so we
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didn’t keep within our 8§ . We overspent by
almost 20 percent. We had to rearrange the 9
for moving into the building because the office was not
redecorated in time. The board of directors was unhappy
because we didn’t meet the 70 for opening the
office by 15 December. It finally opened in January. However,
we forecast 17 of at least $ 500 000 in the first
year.

Task 4. Every successful person in business has his or her
own secret of good planning. Read the following text. Work
in pairs and make a list of things that are important in
planning. Add your own ideas.

The most important thing is to know exactly what it is
that you want to achieve, and define it, and define by when you
want to achieve it and with that information, you can then set a
deadline and identify the tasks that are necessary to achieve
that goal, get on with them to a timetable.

There are some things, which are clearly outside our
control. In business, it might often be unforeseen changes in
the economic climate. When things change, it is important to
step back, reassess the situation and redefine one’s goal.

Task 5. The Managing Director of a Hong Kong —based
hotel group is talking to his managers about the group’s
future plans. Underline the plans that he mentions.

‘Well, I think you all know by now that we’re hoping to
expand in China and we are going to move our headquarters
from Hong Kong to Shanghai. We’re planning to manage an
executive complex in one city and we’re also hoping to open a
240-room hotel next year in another city. We’re expecting to
make a profit within 5 years although we’d like to break even a
bit earlier if possible. Within 10 years we want to become the
major international hotel group in Southeast Asia’.

163



Task 6. You are a regional sales director for a soft drink
called Quench. Three years ago, you forecast sales in your
region for the following years. The three years have now

passed.

Year 1 Year 2 Year 3

Forecast sales | 1.5 million 1.7 million 2 million

(units)

Actual sales | 1.1 million 1.35 million 1.8 million

(units)

Main reason | bad weather | good weather | good weather
during  the | during the | during the
summer — | summer — | summer -
cold and wet | production strike by

difficulties at | delivery

the factory — | drivers in
could not | July — more
satisfy lost sales
demand

Complete the report below for your boss. The report should
give conclusions how sales can be improved in the future.
The first and third paragraphs have been written for you.
Write the second and fourth paragraphs. Each paragraph
should be not more than 40 words.

Report

Three years ago, we made a sales forecast for Year 1 of 1.5
million units. Unfortunately, we only had sales of 1.1 million.
This was mainly because of the very bad weather we had
during the summer — it was very cold and wet, so people did
not want to buy soft drinks.

For Year 3, we had forecast sales of 2 million units, but a strike
by delivery drivers in July meant that again, we could not
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satisfy the demand, and we only had sales of 1.8 million.

Task 7. Complete this text with the correct alternatives.
Planning: when it all goes right

I work for a US clothes store chain. Last year I was
responsible for opening a chain of new shops in Europe. I was
very nervous, but I followed the rules: I prepared the
1 , I fixed a 2 for opening dates
of stores, and | made some sales 3

Everything went perfectly. We ran a very good

advertising 4 . The shops were ready
5 and the stocks of clothes ere all in place on the
opening day for each store. We 6 our sales
targets. In fact, sales were 12 percent 7 the

forecast I had made. My next forecast? I’'m going to be
promoted!

1. a) account b) budget c) receipts

. a) scene b) scheme c) schedule

. a) forecasts b) predictions c) projects

. a) program b) campaign c) activity

. @) in time b) under time c) after time

. a) went b) arrived c) met

. a) top b) over c¢) up

NN D RN

Task 8. Fill each gap in the sentences below with a word or
phrase from the box.

Marketing planning

accountability competition economies of scale
economies of scope external audit marketing audit marketing
planning marketing research public sector service
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1. Increasing production by 25% does not increase costs by
much, because we are able to take advantage of

2. A complete will demonstrate
all aspects of our performance in terms of meeting our
marketing objectives.

3. is essential to prepare
clear objectives and a strategy for reaching our objectives.
4. The examines factors which are

not under the company’s control.
5. By having documentation which can be used in various
markets we are able to take advantage of

6. We are conducting to try to
improve all aspects of our company performance.

7. We know that marketing planning has a long history in the
private sector and in manufacturing. Recently there has been a

new emphasis on planning in the and

in all kinds of industries.

8. Public sector marketing has had to respond to increased
and the need for in

all areas of service provision.

Task 9. Comment on the following statement using word
combinations from the unit in written form (about 50
words):

R ’Plans are nothing; planning is everything’. (Dwight D.
Eisenhower).
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Module 3. Individual work
The first variant
Task 1. Read and translate the text. Make up the
vocabulary of the text.

10 Common Marketing Mistakes to Avoid

A good marketing plan can help launch a new business
or grow an existing one. Make sure, however, to avoid
common marketing mistakes.

Below are a few mistakes to pay attention to and avoid
as you market your goods or services:
Not Marketing to a Defined Group: Find your target
audience and gear your marketing plan to that audience. Trying
to appeal to everyone typically does not work.
Inconsistency in Your Marketing Efforts: You need to have
the same look and feel across all of your ads, promotions, and
overall marketing plan.
Lack of Diversification: Marketing on television, in print or
on the Internet alone will reach only a portion of your potential
customers. Plan to market creatively through a cross-section of
media so that customers become familiar with your brand and
your products at different times and in different places.
Not Focusing on Repeat Business: Repeat business typically
makes up 80 percent of customers in most businesses. Too
often marketing campaigns are heavily focused on bringing in
new customers and not building relationships with current
ones.
Starting Too Late: Time your marketing campaigns to
coincide with new products, new services, seasonal sales or an
upcoming event that will attract business. This typically means
preparing well in advance.
Not Having a Clear Marketing Message: Marketing
messages that are contrived, confusing, too subtle or too long
can easily miss the target market entirely. The most ingenious
marketing plan is wasted if no one gets it.
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Going Overboard: If it sounds too good to be true it probably
is. Too much hype will turn people away.

Forgetting That Slow and Steady Wins the Race: If you
blow your entire marketing budget on a Super Bowl ad, then
what can you do next? Marketing means building a reputation
over time through ongoing exposure.

Not Getting Feedback: Test your marketing ideas and do
focus groups. Don't launch it without getting some feedback
first.

Making a Change for the Sake of It: Just because you are
tired of your marketing plan doesn't mean it isn't working. Too
many marketers make changes because they think they have
too. Often a tried and true formula will keep working.

Task 2. Complete the sentences in the text with words from
the box.

distribute overall Indirect place user demand direct

Place strategies

Place strategy refers to how an organisation will
1 the product or service they are offering to the
end 2 . The organisation must distribute the product to
the user at the right 3 at the right time. Efficient and
effective distribution is important if the organisation is to meet
its 4 marketing objectives. If organisation
underestimate 5 and customers cannot purchase
products because of it profitability will be affected.

What channel of distribution will they use? Two types
of channel of distribution methods are available.

6 distribution involves distributing your product
by the use of an intermediary. Direct distribution involves
distributing from a manufacturer to the consumer.

Clearly direct distribution gives a manufacturer complete
control over their product.
Below indirect distribution (left) and direct distribution (right):
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WHOLESALER |

CONSUMER CONSUMER

Task 3. Match the definition and the distribution strategy.

Distribution Strategies

1. intensive
distribution

a. Involves limiting distribution to a single outlet.
The product is wusually highly priced, and
requires the intermediary to place much detail in
its sell. An example of would be the sale of
vehicles through exclusive dealers.

2. exclusive
distribution

b. Used commonly to distribute low priced or
impulse purchase products e.g. chocolates, soft
drinks.

3. selective
distribution

c. A small number of retail outlets are chosen to
distribute the product. Selective distribution is
common with products such as computers,
televisions  household  appliances,  where
consumers are willing to shop around and where
manufacturers want a large geographical spread.

If a manufacturer decides to adopt an exclusive or selective
strategy they should select a intermediary which has experience
of handling similar products, credible and is known by the
target audience.
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The second variant
Task 1. Read and translate the text. Make up the
vocabulary of the text.

A sound marketing plan

A sound marketing plan is key to the success of your
business. It should include your market research, your location,
the customer group you have targeted, your competition,
positioning, the product or service you are selling, pricing,
advertising, and promotion.

"You're in business to serve a customer need," says
Derek Hansen, founder of American Capital Access. "If you're
not sensitive to customers, don't know who your customers are,
how to reach them and, most of all, what will convince them to
buy your product or service, get help."

Effective marketing, planning and promotion begins
with current information about the marketplace. Visit your
local library, talk to customers, study the advertising of other
businesses in your community, and consult with any relevant
industry associations. This interactive tool will help you assess
your marketing strengths and weaknesses.

Once you have all the necessary information, write
down your plan following these steps:

1: Define your business

Your product or service;

Your geographic marketing area - neighborhood, regional or
national;

Your competition;

How you differ from the competition — what makes you
special;

Your price;

The competition's promotion methods;

Your promotion methods;

Your distribution methods or business location.

2: Define your customers

170



Your current customer base: age, sex, income, neighborhood;
How your customers learn about your product or service —
advertising, direct mail, word of mouth, Yellow Pages;

Patterns or habits your customers and potential customers share
— where they shop, what they read, watch, listen to;

Qualities your customers value most about your product or
service — selection, convenience, service, reliability,
availability, affordability;

Qualities your customers like least about your product or
service — can they be adjusted to serve your customers better?
Prospective customers whom you aren't currently reaching.

3: Define your plan and budget

Previous marketing methods you have used to communicate to
your customers;

Methods that have been most effective;

Cost compared to sales;

Cost per customer;

Possible future marketing methods to attract new customers;
Percentage of profits you can allocate to your marketing
campaign;

Marketing tools you can implement within your budget —
newspaper, magazine or Yellow Pages advertising; radio or
television advertising; direct mail; tele-marketing; public
relations activities such as community involvement,
sponsorship or press releases;

Methods of testing your marketing ideas;

Methods for measuring results of your marketing campaign;
The marketing tool you can implement immediately.

The final component in your marketing plan should be
your overall promotional objectives: to communicate your
message, create an awareness of your product or service,
motivate customers to buy and increase sales, or other targets.
Objectives make it easier to design an effective campaign and
help you keep that campaign on the right track. Once you have
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defined your objectives, it is easier to choose the method of
promotion that will be most effective.

Task 2. Complete the sentences in the text with words from
the box.

support demand turnover costs sales strategies

Pricing is one of the most important elements of the
marketing mix, as it is the only element, which generates a
1 for the organisation. The remaining 3 P’s are the
variable cost for the organisation. It costs to produce and
design a product, it costs to distribute a product and costs to
promote it. Price must 2 these elements of the
mix. Pricing is difficult and must reflect supply and
3 relationship. Pricing a product too high or too
low could mean a loss of 4 for the organisation.
Pricing should take into account the following factors:

e fixed and variable 5
competition
company objectives
proposed positioning 6
target group and willingness to pay.

Task 3. Match the definition and the pricing strategy.
Pricing Strategies
An organisation can adopt a number of pricing
strategies. The pricing strategies are based much on what
objectives the company has set itself to achieve.

1. penetration pricing a. pricing different products within
the same product range at different
price points; an example would be a
video manufacturer offering
different video recorders with
different features at different prices;
the greater the features and the
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benefit obtained the greater the
consumer will pay; this form of
price discrimination assists the
company in maximising turnover
and profits

. skimming pricing

b. the seller here will consider the
psychology of price and the
positioning of price within the
market place; the seller will
therefore charge 99p instead £1 or
$199 instead of $200

. competition pricing

c. the organisation sets a low price
to increase sales and market share

. product line pricing

d. the price set is high to reflect the
exclusiveness of the product; an
example of products using this
strategy would be Harrods, first
class airline services, Porsche etc.

. bundle pricing

e. the organisation sets an initial
high price and then slowly lowers
the price to make the product
available to a wider market. The
objective is to skim profits of the
market layer by layer

. psychological pricing

f. the organisation sells optional
extras along with the product to
maximise its turnover; this strategy
is used commonly within the car
industry

. premium pricing

g. setting a price in comparison
with competitors

. optional pricing

h. the organisation bundles a group
of products at a reduced price
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Module 3. Test
Task 1. Choose the right variant.
Pricing

1. When a business pays all its costs and taxes, any money left
is (margin / profit).

2. The difference between costs and selling price is the
(margin / profit).

3. The total profit without subtracting costs and overheads is
called (gross / net) profit.

4. Profit minus the costs associated with preparing the goods
for sale is called (gross / net) profit.

5. Another word for income is (revenue / cost).

6. Another word for expenses is (revenues / costs).

7. Selling something at a reduced price is called giving a
(discount / price).

8. Selling widely in a market for low profit per item is a
(penetration strategy / price war).

9. A (low / high) price can create a price war in the market.
10. High quality, high-priced products are (premium-priced /
budget-priced).
11. Annual reports include (loss accounts / profit and loss
accounts) which show turnover.
12. The total sum of money which is coming into the company
is called a (turnover / profit account).

13. A period during which several competitors aggressively
lower their prices in an effort to build up market share is called
a (penetration strategy / price war).

14. The point in the development of a product when sales
begin to exceed the investment is called (a break-even point /
profit).

15. Production costs are (the expenses a manufacturer has to
pay for labor / all the expenses a manufacturer has to pay to
produce a product).
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16. The price consumers actually pay is (retail price / factory
gate price).
17. A special low price, reduced from an earlier price is called
a (sale price / retail price).

Distribution
18. The entire process of moving goods or services from the
producer or provider to the customer or user is described as the
(distribution / promotion) process.
19. Distribution is also known as (promotion / place), one of
the four Ps.
20. A situation where many businesses all try to get customers
by offering the best deal or price is (competitive / cooperative)
environment.
21. Retail outlets owned by the same company and trading
under the same name are (hypermarkets / chain stores).
22. Large out-of-town stores selling a huge range of goods are
(hypermarkets / chain stores).
23. Companies which own many stores are (large multiples /
chain stores).
24. A license registering an invention and protecting ownership
is called a (patent / franchise agreement).
25. An agreement to pay a license fee to use a well-known
name is called a (patent / franchise agreement).
26. A customer focus means that the company focuses its
activities and products on (supplier / customer) demands.
27. In the consumer-driven approach, (consumer wants /
product innovations) are the drivers of all strategic marketing
decisions.
28. An established liking for a particular producer’s products
that means you often buy the same product again, even over
many years is (brand loyalty / impulse buying).
29. Repeat buying, with little involvement in the purchase is
(routing purchasing / impulse buying).
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Module 4. Promotion and market research
Unit 10. Promotion
Pre-reading activities
Task 1. Promotion is everything that raises consumer
awareness of a product. Advertising is one type of
promotion. Next to each type of promotion, write its
translation. Give examples of each type of promotion.
Promotion
. banner towing
. billboard
. flyer
. free sample
. freebie
. newspaper advertisement
. offer
. sandwich board
. sponsorship
10. T-shirt advertising
11. TV commercial
12. point-of-sale advertising
13. reply coupon
14. website advertising

0N DN KW~
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Task 2. Spear, a mail order company, is planning a new
advertising campaign. Below is an extract from an internal
report to senior marketers in the company. Fill each gap in
the report with a word or phrase from the box.

advertisements advertising mix campaign catalogue
commercials consumer awareness direct mail hard sell
impulse buying online website
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Advertising Plan

Our plan is to sell products through a 1 and
mail order servicee We will use a high pressure,
2 approach. We can attract customers to order

the goods by offering special prizes. Once the catalogue
arrives, consumers will order goods, which have an instant
appeal. We will depend on 3 .
Another approach is to run a long advertising

4 to increase 5 of our
products. We plan a variety of advertising techniques: this
6 will consist of television 7 ,
newspaper 8§ , and street advertising. We have

a good target customer database, so we will use
9 .

We also have a company 10 where we
advertise our products. Customers can also order goods
11

Task 3. Think of one or two well-known companies. Use
some of the terms from Task 2 to describe how they
promote their products.

Task 4. Match each strategy with the correct description.
Strategies of promotion

1. advertising on the internet a generic advertising

2. a promotion strategy based on | b below-the-line
getting the consumer’s attention | promotion

and interest, then desire for the
product, then action (buying the

product)
3. all forms of advertising except | ¢ AIDA
mass media advertising (attention/interest/desire/

action)
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4. mass media advertising d customer-oriented
selling

5. a selling style based on | e push strategy
identifying and meeting the
customer’s needs

6. advertising for a whole sector, | f above-the-line
such as tourism or health | promotion
promotion, rather than for a specific
product

7. a sales-oriented selling style, | g hard sell approach
using high pressure and persuasion,
discounts and free services

8. a method of sales promotion | h in-store promotion
which uses pressure on distributors
or on retailers

9. advertising at the point of sale i on-line promotion

Task 5. Refresh your Grammar.

1. It is claimed that if Thomas Edison depended on marketing
research he would have produced larger candles rather than
inventing light bulbs. (Present Simple Passive; Subjunctive
Mood).

2. Internet marketing typically tries to perfect the segmentation
strategy used in traditional marketing. (Present Simple +
infinitive; participle II).

3. The basic idea of the use of herd behavior is that people will
buy more of products that are seen to be popular. (Present
Simple of ‘to be’; Future Simple; Present Simple Passive +
infinitive).

4.A Japanese chain of convenience stores orders its products
basing on sales data. (Present Simple; participle I).

5. Online retailers are increasingly informing consumers about
“which products are popular with like-minded consumers.
(Present Continuous; Present Simple of ‘to be’).

178




Task 6. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. Our company (to want) (to attract) customers by (to offer)
special prices.

2. These products (to report) to be popular with young people
and we (to order) them next week.

3. A promotion strategy (to base) on (to get) the consumer’s
attention and interest, then desire for the product, then action
(to call) AIDA .

4. Our customers (to buy) more of products of this kind in

sSummer.

Task 7. Learn the active vocabulary.

1. to pursue BUKOHYBATH, CJIiIyBaTH
2. to drive YIPABIISTH, 3aITyCKATH
3. profitable BUT 1 THHA
4. to exist ICHyBaTu
5. to overcapitalize OTPUMATH MaKCUMAJIbLHY BUTO/TY
6. niche HilIa
7. candles CBIYKHU
8. light bulbs JIAMITOYKH
9. affiliate Gimis
10. to perfect YAOCKOHAJIIOBATH
11. precisely TOYHO
12. herd behavior MOBEIHKA «IK BCE», CTagHa

13.
14.
15.
16.

impulse buying
feedback
recent studies
social influence

MOBE/TIHKA

IMITYJTbCHE PIIICHHS KYITUTH II0Ch
3BOPOTHHUH 3B'SI30K, BIATYK
HEIAaBHI JOCIIHKEHHS
CYCHUIbHUH BIUTUB

17. convenience store MarasuH, 110 MPaIoe MiJIoA000BO
18. social networking COIaJTBHI 3B'SI3KU
19. to improve sales 301IBIITYBATH PIBEHB MPOJIAKY

20.

like-minded

0 TOTPUMYETHCS TAKOi K JYMKH
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Reading / comprehension activities
Task 8. Read and translate the following text.

Product focus

In a product innovation approach, the company pursues
product innovation, then tries to develop a market for the
product. Product innovation drives the process and marketing
research is conducted primarily to ensure that a profitable
market segment(s) exists for the innovation. The rationale is
that customers may not know what options will be available to
them in the future so we should not expect them to tell us what
they will buy in the future.

However, marketers can aggressively over-pursue
product innovation and try to overcapitalize on a niche. It is
claimed that if Thomas Edison depended on marketing research
he would have produced larger candles rather than inventing
light bulbs.

A relatively new form of marketing uses the Internet
and is called internet marketing or more generally e-marketing,
affiliate marketing, desktop advertising or online marketing. It
typically tries to perfect the segmentation strategy used in
traditional marketing. It targets its audience more precisely,
and is sometimes called personalized marketing or one-to-one
marketing.

Another form of marketing is the use of herd behavior.
There are mechanisms to increase impulse buying and get
people “to buy more by playing on the herd instinct”. The basic
idea is that people will buy more of products that are seen to be
popular. And there are also several feedback mechanisms to get
product popularity information to consumers.

Recent studies on the “power of social influence”
include an “artificial music market in which some 14,000
people downloaded previously unknown songs” (Columbia
University, New York); a Japanese chain of convenience stores
which orders its products basing on “sales data from
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2

department stores and research companies;” a Massachusetts
company exploiting knowledge of social networking to
improve sales; and online retailers who are increasingly
informing consumers about “which products are popular with
like-minded consumers” (e.g., Amazon).

Task 9. Match the words to get set expressions. Use them in
sentences of your own.

e hard sell 1. advertisements
e impulse 2. influence

e advertising 3. promotion

e consumer 4. stores

e television 5. instinct

e newspaper 6. buying

e direct 7. innovation

e on-line 8. commercials
e product 9. awareness

e herd 10. mail

e social 11. campaign

¢ influence 12. approach

Task 10. Answer the following questions.

. How can you describe a product innovation approach?

. What is the goal of marketing research in this approach?

. What is the rationale of a product innovation approach?

. What is a form of marketing that uses internet called?

. What are benefits of e-marketing?

. What is the basic idea of the use of herd behavior?

. Give examples of feedback mechanisms to get product
popularity information to consumers.

NN kW —
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Vocabulary activities

Promotion
Task 11. Fill each gap in the sentences with a word or
phrase from the box.

consumers emotional appeal image promotes publicity
rational appeal targets USP (unique selling proposition)

1. A set of characters that make a product different from its
competitors is its .
2. Any activity which increases consumer awareness of a
company or its products is
3. Promotional techniques based on giving the consumer facts
and technical information are concerned with

4. Promotional techniques aimed at people’s fears, ambltlons
feelings, likes and dislikes are concerned with .
5. Advertising consumers and products.
6. Companies use websites and e-commerce strategies to
appeal to new consumers and to promote a state-of-the-art

7. Mass media promotion aims to influence public perception,
not only target

Task 12. Choose the correct alternative for each sentence.
In one case both/all of the alternatives are possible.

1. Sending product or service information by post to specific
individuals or companies is called
a) direct mailing b) mail order c) postal advertlslng

2. A selling technique based on making a personal call to an
individual or company is called
a) personal selling b) direct selling

3. A promotion based on advertising in the actual shop is

a) an in-store promotion b) a special offer
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4. A promotion method that involves the packaging of a
product, such as including a free sample or coupons, is called

a) point-of-sale advertising b) on-pack promotion

5. Advertising around the playing area at sports grounds is
called .

a) sponsorship b) perimeter advertising

6. A promotion method for fast moving consumer goods which
involves buying one and getting one free is called

a) bargain selling b) BOGOF (buy one get one free)

7. Promoting your activities or your company and its products
or services on the internet is called .

a) online advertising b) advertising on the web c¢) internet
advertising

8. Telephoning direct to homes or businesses to try to interest
people I your products or services is called
a) cold calling b) door-to-door selling

Task 13. Match the definitions with the phrases.

1. the way the company is perceived by the | a positioning
public

2. what a promotion says about its subject | b message

structure
3. the attempt by marketers to give a ¢ message format
product a unique strength, or special
characteristics, in the market
4. the way a message is presented in an d corporate
advertisement, for example, through image

symbols, through shock, through humor

5. the design of an advertisement, in terms | e message
of presenting a problem, providing a content
solution and justifying why that solution
works
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Listening / comprehension activities

Branding and packaging

Task 14. Learn the following words and phrases.

1. to incorporate BKJTFOUATH

2. to differentiate mudepeHITiroBaTH

3. unique selling YHIKaJIbHa BIIACTHBICTD MPOIYKIIT
point

4. attractive pUBaOINBUI

5. distinctive 10 BiAPI3HAETHCS Bl 1HIINX

6. to recognize pO3Mi3HABATH, JTi3HABATUCS

7. untried HeTlepeBipeHUI

8. striking logo BpaKarOUHiA JIOTOTHUIT

9. prominent BUJIHUH, BUJATHUAMN
10. to suggest IIPUITYCKaTH
11. brand loyalty MPUXWIBHICTE 70 OJHIET MapKH

TOBapy

Task 15. Listen to the text and say if the following
statements are true or false. Correct the false ones.

1. The name given to a product is called its brand name.

2. Brand names and logos are the only important design
features in packaging.

3. McDonalds' golden 'M' is an example of a company logo.

4. Consumers buying different brands are an example of brand
loyalty.

5. Using similar packaging to other brands helps differentiate
your own product.

6. Tesco's Cola is an example of an own brand product.

7. Impulse buying can be affected by distinctive packaging.

Task 16. Fizz, a soft drinks company, is bringing out a new
product, which is a mixture of lime, apple juice and
lemonade. They want to target it at schoolchildren. Give
two factors that they should consider in their packaging,
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and explain your reasons. Use such marketing terms as
‘brand loyalty’, ‘to differentiate the product’, ‘a unique
selling point’.

Writing activities
Promotion
Task 17. Translate into English.

1. IIpocyBanHs TOBapy Ha PUHKY — II€ BCe BUAM IiSUIBHOCTI,
HampaBjIeHI Ha CTBOPEHHS OO0I3HAHOCTI MOKYIIIB Mpo el
TOBAp.

2. Y minxofi, MOB'I3aHOMY 13 CTBOPEHHSIM HOBOTO NPOJYKTY,
KOMITaHisl CIIOYaTKy BHPOOJISiE MPOAYKT, @ TOTIM HaMaraeThCst
CTBOPHTH JJIsl HBOTO PUHOK.

3. Ilpomec MOYMHAETHCS 31 CTBOPEHHS HOBOTO MPOIYKTY, a
JOCIIKEHHSI PUHKIB 30yTYy MPOBOJIUTHCS, B OCHOBHOMY, 11100
MEPEeKOHATHCS, II0 CErMEHTH PHHKY, SKi MOXYTh HPHUHECTH
npuOyTOK, iICHYIOTb.

4. BimHocHO HOBa (hopMa MapKETHHTY, 10 HEJIaBHO 3'SBUIIACS,
BUKOPUCTOBYE IHTEpHET i Ha3UBAEThCS [HTEPHET-MapKETHHTOM
a00 JacTime — eJTeKTPOHHUM MapKETHHIOM.

5. Opmniero 3 ¢GOpM MapKETUHTY € BUKOPHCTAHHS CTaTHOL
NOBEMIHKM Jofied. ICHYIOTH MexaHi3MH, IO JI03BOJISIOTH
30UTBIIMTH KUTBKICTh IMITYJBCHHX TMOKYIOK 1 3MYCHTH JIOJICH
KYITyBaTH OLIbINE, TParOYH Ha X CTaJHOMY IHCTHHKTI.
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Discussion: Managing People

Task 1. Verb and preposition combinations are often useful
for describing skills and personal qualities. Match the verbs
with the prepositions and phrases.

A good manager should:

1. respond a) in their employees’ abilities

2. listen b) to a deputy as often as possible

3. deal ¢) to employees’ concerns promptly

4. believe d) with colleagues clearly

5. delegate e) with problems quickly

6. communicate | f) in regular training courses for employees
7. invest g) to all suggestions from staff

Task 2. Which do you think are the three most important
qualities in Task 1? Explain your answer.

Task 3. Read the following text and then complete the
chart.

Good managers need to be good at 4 things. First, they need to
be good at observing — that’s so they can understand the
behavior, the strengths and weaknesses of their staff. The
second thing, they need to be good at listening — so they can
learn about their staff’s problems. The next thing, it’s
important for them to be good at asking questions — so they can
find out all information they need to make the right decisions.
And last thing, they have to be good at speaking so they can
communicate their objectives clearly to all their staff.

Mangers need to be good at... .... in order to ...
observing the  behavior, the
and of their staff.
listening their staff’s
asking questions all the
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they need to make the
right decisions.

speaking their
clearly to all their staff.

Task 4. Read the following letter to Christine Robinson, a
journalist on a newspaper. Say what it is about and what
advice can you give to the author of the letter.

Dear Ms Robinson,

I am a 29-year-old secretary for an American boss, who is very
polite and friendly. My salary is excellent. The work is
interesting and there are good possibilities for promotion in the
company. But [ am seriously considering resigning.

My boss is too direct — he shouldn’t tell people directly what he
thinks of them. He works hard and rarely takes breaks — he eats
a sandwich for lunch. When he is away on a business trip, I
want to be sure that I’'m in the office when he phones, but I
also want to take proper breaks and have a proper sit-down
lunch away from the office. I miss having a social life in my
current job — I think leisure time is more important than my
work, even if my job is very good. What can I do?

Yours sincerely,

Janet Jones

Task 5. Write a letter to a newspaper about managing
people in your imaginary company (not more than 100
words). Say what you like and dislike, ask an advice.

Task 6. Comment on the following statement using word
combinations from the unit in written form (about 50
words):

R ‘Managing problems always turn out to be people
problems’. (John Peet, British Management Consultant).
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Unit 11. Market research

Pre-reading activities
Market Research

Task 1. The word ‘research’ is a singular, uncountable

noun. Learn the following:

You cannot say ‘there have been a lot of researches on...” This
should be either ‘There have been a lot of research on ...” or
‘There have been a lot of studies on ...’. There is also the verb
‘to research (something)’. The commonest expressions are ‘to

do research’ and ‘to carry out research’.

Make up several sentences with the words ‘research’ and

‘to research’.

Task 2. Match the terms and their definitions.

1. a study of what people think or what
they do

a) questionnaire

2. a person who finds out information
from the public in order to discover what
they want or can afford to buy

b) subject

3. a set of questions to find out people’s
opinions on particular issues, often used
in studies of political opinion and
preference

c) survey

4. something that is given away free to
make the customer aware of the product,
or to make them try the product

d) data

5. a set of questions designed to find out
what people think about a product or
service

¢) market
researcher

6. information collected from research;
the researcher then analyses the
information before making conclusions

f) bias

7. subjectivity or personal opinion
affecting the results of a survey

g) poll
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8. the person who is asked questions or is
studied in market research

h) respondent

another name for the person who
answers questions in market research,

9.
often by returning
questionnaire

1) sample

completed

Task 3. Match phrases to definitions.
Research terms

. closed question

a) a test carried out on a new drug

DN | —

. random sample

b) a survey which is not objective
and has been designed to give a
particular result

. biased survey

c) a detailed description of the
objectives of some marketing
research

. computer analysis

d) a sample in which all the
people taking part have been
selected by chance

9]

. clinical trial

€) a question with a yes/no answer

. conSsumer awareness

f) use of information
communications technology or
computers to interpret results

. personal interview

g) what the public know about a
company or product

. total population

h) choosing a sample because of
the particular characteristics of
the individuals

9. quota sampling i) all the people who could
possibly be consumers for a
particular product

10. research brief j) a survey technique based on
face to face (or possibly

telephone) conversation
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Task 4. Refresh your Grammar.

1. Marketing is about responding to consumers’ needs. (Present
Simple of ‘to be’; gerund).

2. Market research is the collection of information or data to
better understand what is happening in the market place.
(Present Simple of ‘to be’; infinitive; Present Continuous).

3. Based on this information, they can put together a marketing
plan, which will meet their own needs as well as those of their
consumers. (participle II; ‘can’ + infinitive; Future Simple).

4. Typically, the data is gathered by face-to-face interviews, by
telephone or by post, using questionnaires. (Present Simple
Passive; participle I).

5. Sometimes potential consumers are asked to test products,
and their responses are recorded. (Present Simple Passive).

6. Secondary or desk research is the use of existing data that
has already been collected. (Present Simple of ‘to be’; Present
Perfect Passive).

7. Desk research has the advantages of being cheaper and
quicker than field research. (Present Simple; gerund).

8. The disadvantages are not knowing if the findings are
accurate, or how relevant they will be to your product. (Present
Simple of ‘to be’; gerund; Future Simple).

Task S. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. People for this survey (to select) by chance. Now they (to
answer) our questions.

2. People (to take part) in our research (to live) and (to work) in
big cities.

3. We (to want) (to know) what these people (to think) about
our products, knowing that we (to understand) what (to
happen) in the market place.

4. Our company usually (to interpret) results of market research
(to use) computer analysis.
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Task 6. Learn the active vocabulary.

1.
. to put together
. to conduct

. trends

. Views

. primary

. field research

. secondary

. desk research

O 01O LU W

10.
. purpose

. to provide

. questionnaire
14.
15.
16.
17.
18.
19.
20.
21.

11
12
13

to respond

to obtain

survey
to test
response
existing

sources of information

findings
accurate
relevant

BIJINIOBI/IaTH, pearyBaTu
CIIOJTYYaTH, CKJIaIaTH
MIPOBOIUTH

TEHIEHIIT

MTOTJISI TN

IIEPBUHHUN
JOCJIIKEHHS Ha MICIIIX
BTOPUHHUI
JOCIIIJDKEHHS 32  po0oYHnM
CTOJIOM

OTPUMYBATH

MeTa

3a0e3neuyBaTu
AHKETHHUH OIUT

OIJISI, 3BIT
BUIIPOOOBYBATU
BiJITIOB1/1b, PEAKITist

110 iICHY€

Joxepena iHopmartii
pe3yibTaTH

TOYHHN

JIOpEYHU I

Reading / comprehension activities
Task 7. Read and translate the following text.

Market Research

Marketing is about responding to consumers’ needs. It is
very important to find out what these needs are before a
marketing plan is put together. This text will help you
understand why and how a company conducts market research.
Market research is the collection of information or data to
better understand what is happening in the market place. A
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firm's marketing department needs to know about economic
trends, as well as consumers' views. Based on this information,
they can put together a marketing plan, which will meet their
own needs as well as those of their consumers.
There are two general types of research:

e Primary or field research

e Secondary or desk research

Primary or field research is obtaining new data for a
specific purpose. The marketing department of a firm or a
specialist research organization can provide this. Typically, the
data is gathered by face-to-face interviews, by telephone or by
post, using questionnaires. This is called a survey. Sometimes
potential consumers are asked to test products, and their
responses are recorded. Field research has the advantage that
the firm itself has control over the whole process. The
disadvantages are that it takes longer, and costs more.

Secondary or desk research is the use of existing data that
has already been collected. It can be anything from a
company's own sales statistics to Department of Trade and
Industry reports. Other secondary sources of information
include journals, company reports, government statistics, and
surveys published by research organizations. Traditionally,
these have been paper-based, but more and more information is
now available on CD-ROM or on-line through the Internet.
Desk research has the advantages of being cheaper and quicker
than field research. The disadvantages are not knowing if the
findings are accurate, or how relevant they will be to your
product.

Task 8. Mark the following sentences ‘True’ or ‘False’

according to the text. Correct the false ones. Use phrases of
agreement and disagreement.
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Agreement Disagreement

That’s right. That’s wrong.
That’s true. That’s false.

I quite agree. I don’t agree.

I think so. I don’t think so.

1. Research is essential to identify consumer needs.

2. Desk research is more expensive than field research.
3. Field research is less valuable than desk research.

4. Secondary data is totally reliable.

5. Referring to your own firm's sales records is an example of
primary research.

6. A firm's marketing department needs to know consumers'
views.

7. Primary or field research cannot be provided by the
marketing department of a firm.

8. Government statistics is an example of secondary research.

Task 9. Match the words to get set expressions. Use them in
sentences of your own.

e cconomic 1. views

e consumers' 2. purpose

o field 3. interviews
e specific 4. trends

e face-to-face 5. reports

e o test 6. research

e company 7. products

Vocabulary activities

Task 10. Below are 11 types of market research, each
followed by 4 statements. Two of the four are true, and two
are false. Mark the statements T (true) or F (false).

1. agency research

a) it compares one agency with another
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b) it is carried out by independent agencies, usually experts in
particular fields

c) it is the opposite of in-house research

d) it is research work for governments

2. clinical trial

a) it is research carried out by clinical agencies

b) it is research into the effects of drugs or treatment methods
¢) pharmaceutical companies carry out clinical trials

d) it is a test to find out if a finished product works

3. desk research

a) it is research carried out using published material

b) it can include information about geography, politics,
economics and social conditions

¢) it involves going out to ask consumers for their opinions

d) it is the study of research results using computer analysis

4. distribution research

a) it is the system of sending research material to different
consumers

b) it is about sending out information to various research
companies

c) it is research into the ways products or services are
distributed

d) it is important when making decisions about where to locate
retail outlets or where agents are needed

5. exploratory research

a) it is about choosing the best research methods

b) it is designed to help marketers understand problems

c) an example of it is a detailed study of why a particular
product is losing sales

d) it is the study of new markets

6. marketing communications research

a) it is the investigation of ways to talk to consumers and the
public in general

b) it is a kind of marketing research
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¢) it is about the telecommunications sector

d) it is it looks only at the results of communication methods

7. marketing research

a) it is the same as market research

b) it is about looking at the effects of advertising

c) it includes market research

d) it is about collecting, studying and analyzing information
which affects marketing decisions

8. omnibus survey

a) it is research carried out on behalf of several companies
together

b) it is research on the performance of many different products
c) omnibus surveys look at several companies and compare
their performance

d) it is a survey which companies can buy from the government
9. pricing research

a) it examines the relationship between price and demand

b) it is about the cost of research

c) it is very important, since price is a key element in
determining market share

d) it is about profit and loss accounts

10. primary research

a) it is the first research that companies do

b) it is the most important research into a product and its
market

c) it is original research carried out by a company

d) it is contrasted with secondary research, which uses
published information that is easily available

11. product research

a) it looks at the market acceptance of a product

b) it involves the design and concept of a product, then testing
of the product, then market acceptance of the product

¢) it is about competitors’ products

d) it is principally the same as quality testing
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Listening/ comprehension activities

Consumer research
Task 11. Learn the following words and phrases.
1. particular phenomenon crenugpivHe ABUTIIE

. causal research study

. sales fall

. consumer research

. focus groups

. panel

. population

. conventional paper
9. test set of questions

10. pilot

11. to make sure

12. actual sales

13. observational research

0 3N L KW

14. limited
15. further
16. advertising research

BUBYCHHS IPUIHH
Ma/IiHHS PIBHS IPOJAXKY
BUBYCHHS CIIOXKHBaya

IPYyIH ONMUTYBAHUX

rpymna

HACEJICHHS

CTaHJAPTHHIA JOKYMEHT
KOHTPOJIbHHUI HA0Ip MUTaHb
EKCTICpUMEHTAIBHU I
MIEPEKOHATHUCS

(dhakTUYHI poaaxi
JOCIIKEHHS 3 JIOTIOMOTOI0
CTIOCTEPEKECHHS

OOMeKEeHHIA

OIAJIBIITNNI

JOCIIIKEHHS €(peKTUBHOCTI
peKIIaMu

Task 12. Listen to the text and match the term and its

definition.

1. causal research study

a) using groups of typical
consumers that you bring
together for detailed questioning

2. a consumer research

b) how much consumers
actually know about your
company and its products

3. using focus groups

¢) a study that aims to explain a
particular phenomenon

4. population

d) questionnaire
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5. paper with a lot of e) sending a conventional paper

questions with a lot of questions

6. observational research f) the whole mass of buyers

7. consumer awareness g) studies into the effects of
your advertising

8. advertising research h) studies of actual sales

9. sending a questionnaire 1) a study of consumers opinions

Task 13. Answer the questions and then retell the text.

1. In what cases do you need to do a consumer research?

2. What is a consumer research?

3. What is the first way of carrying out a consumer research?

4. What is the second way of carrying out a consumer
research? Is it cheaper than the first one?

5. What is the third way of carrying out a consumer research?
6. Why does this kind of research give only limited
information? ?

7. What is consumer awareness and advertising research?

Writing activities
Market research
Task 14. Translate into English in written form.

1. MapkeTuHr  3aliMaeTbCsi  3aJ0BOJIEHHSIM  IOTPEO
CIIOKMBAYIB.

2. Jly’xe BaXJIMBO Ti3HATHCS SKHMH € Il IOTPedU 710 TOTO, SIK
CKJIAJIA€THCSl MAPKETHHTOBHUH TUTaH.

3. HocmikeHHss puHKY 30yTy — 1me 30ip iHpopmarii abo
JTAHUX IS TOTO, 100 Kpallle 3po3yMiTH IO BigOyBaeThCs Ha
PUHKY.

4. Binmin MapkeTHHTy (ipMH TIOBUHEH 3HATH SK TIPO
TEH/ICHIIT B €eKOHOMIlIli, TaK i IPO TyMKH CIIO)KHBAYiB.

5. Bimgin MapKeTHHTY MOKE CTBOPHTH MapKETHHTOBUH TUIaH,
0asyrounch Ha il iHQOpMaIi, SKUK OW 3aJOBOJBHUB SIK
nmoTpedu camoi (hipMH, Tak i MOTPEOU CIIOKUBAYIB.
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6. IlpoBeneHHsS] AOCHIIKEHHS CUCTEMHU 30yTy BaXKIIMBE IS
YXBaJCHHS PillIeHb NPO Te, JIe PO3MICTUTH MICIS TOPTiBili abo
1ie HeOoOX1THI areHTH 3 TIPOJIAXY.

7. JocmiKeHHs [IHOBOT MOJITHKH PO3TJISIa€ B3a€MO3B'SI30K
MIDX I[IHOIO Ha TOBAp 1 MOMKUTOM Ha HBOTO.

8. JlocmipkeHHS acMeKTiB, TMOB'SI3aHUX 3 TMPOIYKTOM,
pO3Tisiae YUHHUK BU3HAHHS TOBapy Ha PUHKY.

9. MocnipkeHHsT MapKeTHHTOBHX KOMYHIKAIli — 116 BUBUEHHS
Croco0iB CITIJIKYBaHHS KOMIIaHIi 13 CHOKMBa4YaMH 1 B3aram 3
myOITiKO}O.

10. JlochimkeHHs, MO MPOBOJMUTHCS 3a POOOYHUM CTOJIOM,
BUKOPHCTOBYE Pi3HI OMyOIIiKOBaHi1 MaTepiaim.

Task 15. Study the following business letter from a market
research consultancy, Abacus Data Research, to a clothing
manufacture, Corallo. Corallo wants to know why its sales
of jeans are falling at a rate of 10% a year.

ADR
Abacus Data Research

South Dakota Blvd., Englewood Cliffs, 07632 New Jersey
Tel: 201 654 8787 Fax: 201 654 8732
email: kleins@adr.com http://www.adr.com
Sam Klein
Corallo Clothing Company
P.O. Box 230
Englewood Cliffs
May 20, 2007

Dear Sam,

Thank you for your letter dated May 15. As I said when we met
briefly last week, we at ADR would be very pleased to help
you with studies on your products and their markets (market
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research). What I need now is a detailed description of your
objectives for this study (market research brief) — a statement
of exactly what you need to know.

Please send us any studies that you have carried out yourselves
(in-house research), or any studies using published material
(secondary research) that you have used in the past. This will
help our background investigations.

Looking forward to hearing from you.
Yours truly,

Robert R. McCawley
Deputy Vice-President

Note: In American English letters, it is common to use the
farewell Yours truly. In British English letters, the standard
farewell in a business letter is Yours sincerely when the letter
starts with a name (e.g. Dear Mr. Green) or Yours faithfully if
the letter begins Dear Sir.

Task 16. Think of a company that needs a market research.
Write a letter to Abacus Data Research: tell them about
your problem and ask for help. Make sure you follow all
the rules of writing business letters in English. Use the
following key terms:

e market research

e market research brief

¢ in-house research

e secondary research
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Discussion: Economic factors and buyer behavior
Task 1. Match the economic terms to their definitions.

1. interest rate a. total value of goods and
services produced in a country
2. exchange rate b. general increase in prices
3. inflation rate c. cost of borrowing money
4. labor force d. price at which one currency
can buy another
5. tax incentives e. percentage of people
without jobs
6. government bureaucracy | f. people working
7. GDP (gross domestic g. low taxes to encourage
product) business activity
8. unemployment rate h. money from overseas
9. foreign investment 1. official
rules/regulations/paperwork
10. balance of trade j. difference in value between
a country’s imports and
exports

Task 2. Try to complete this economic profile without
looking back at the terms in Task 1.

The economy is stable following the problems of the past two
years. By following a tight monetary policy the government

has reduced the 7 to 2%. After
going up dramatically, the 2 is now
down to 8%. The last six months has seen a slight improvement
in the 3 against the dollar. The
4 has grown by 0.15%. Exports are increasing and the
5 of is starting to look much
healthier.

The 6 continues to be a problem as it
is still 16%. In order to stimulate the economy and attract
7 the government is
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offering new 8

as well as making a

renewed effort to reduce 9

Finally a large skilled 10

means

there could be attractive investment opportunities over the next

five years.

Task 3. Write sentences about the economic profile of
Ukraine. Complete and then use the following chart.

economy
GDP growth rate:
year

inflation rate:  per year
unemployment rate: at
present

_ per

labor

education system is excellent:
a lot of skilled labor at every
level — workers and mangers

transport and infrastructure

comments

some commentators talk about
‘laziness’ of young people

heavy traffic on roads causes
slow journeys and distribution
problems, but fast rail services

Task 4. Read the following text about starting a new
business. Make up a list of things you need to start a
successful new business.

When you are starting your own company, you have to
be very confident. You have to be very determined. You have
to know what it is you’re doing. You need to research the
business — or the business arena that you’re intending to go
into. You need to research your competitors and benchmark
your service or your product against your competitors.

You need good family backup and good backup from
your friends. And probably the most important thing is that you
need a good mentor, and that needs to be a business mentor as
well as a personal mentor.
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You need a really good business plan. Again, you need
to make sure that whatever you put on your business plan, you
need to check it on a regular basis.

You need a very good relationship with your bank and
your bank manger. But the most important thing is a good
marketing campaign.

Task 5. Complete this text with the correct word.

force unemployment investment balance incentives
opportunities bureaucracy rate GDP exchange

The economy is very unstable. By letting monetary
policy run out of control, the government caused inflation to

rise at one point to 20%. The inflation / is now
down to ‘only’ 8%. However, in the last six months there has
been a severe worsening in the 2 rate against
the dollar. Total output, or 3 , has fallen by
5% over the past year. Exports are declining and the
4 of trade is disastrous: we are importing much
more than we are exporting.

The 5 rate, with 30 percent of

people out of work, is one of the highest in the industrialized
world. In order to stimulate the economy and attract foreign

6 the government is offering new tax
7 as well as making a renewed effort to
reduce government 8§ . But we need to
improve education and improve the skills of our labor
9 . In order to offer attractive investment
10 over the long term.

Task 6. Fill each gap in the text below with a word or
phrase from the box. The item in bold are headings.
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asserts discounts employment price discretionary
income loss leader credit availability economic growth
purchasing power  outgoings

There are four major economic factors which affect
consumer buying behavior.

1. General economic situation

When the national economy is doing well, when people feel

that their / is safe, they spend more. In
times of a slow down in 2 , if
interest rates or taxation rates increase, then buyer confidence
goes down.

2.3

People spend according to what is left after meeting their
regular costs on rent, mortgage, bills, tax, borrowings and other
4 . What is left is called
5

3.6

Banks and other lenders are sometimes particularly happy to
lend, for example to anyone in work, or with 7

such as property. Credit card spending goes up and many
people borrow money to buy goods.

4. 8

This is perhaps obvious. High prices may limit spending, but
not always. Sometimes high prices indicate high quality and
this increases the desirability of the product. Price may also be
less important if the need is great. But, in contrast, low prices

may increase buying, especially where 9 are on
offer. Sometimes items are offered at a low price as a
10 . This means products are sold at

below cost price. The shop thinks that consumers will buy
these low priced goods, but also other high profit items.
Supermarkets often sell some regularly purchased fast moving
consumer goods at below cost price as part of a loss leader
strategy.
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Unit 12. The process of market research

Pre-reading activities

Task 1. Match the definitions with the words and phrases.

Research methods

1. Research, which is designed to provide
facts and statistical data. Results are easy to
analyze, often by computer.

a. opinion poll

2. A sampling method based on using small
groups that are representative of much larger
groups.

b. competitor
analysis

3. Analysis of numerical information to test
that results are accurate and reliable.

C. quantitative
research

4. A limited study carried out on a small
number of people to test your research
methods.

d. computer
analysis

5. A survey designed to find out what
people think, often on politics or
environmental issues.

e. statistical
analysis

6. A set of questions in which the answers
given affect what questions will be asked
next.

f. pilot survey

7. An original study carried out among the | g. quota
population, not by finding out information | sampling
from published sources.

8. A study of rival companies and their | h. random
products sampling

9. A study of data using information | i. qualitative
technology hardware and software. research
10. Research which is open-ended and gives | j. cluster
respondents the chance to express opinions, | sampling

feelings and attitudes.

11. A method of choosing who to use as
research respondents that is based on

k. fieldwork
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identifying people with certain
characteristics, e.g. males aged 18 — 25 who
drive and have above average income.

12. A formal design for a questionnaire
which is not dependent on the answers given.

1. personal
interview

13. A method of selecting who will be
included in a sample which ensures that the
sample is representative of the whole
population.

m. unstructured
survey

14. Questioning people individually, usually
face-to-face.

n. structured
survey

Research terms

1. An essential quality for research. Without
it, the research is not reliable.

a. open
question

2. Using information gained from a small
number of people to estimate how large
numbers of (similar) people would behave in
similar circumstances.

b. closed
question

3. A question with a limited number of
possible answers, e.g. Yes or No.

c. pilot
questionnaire

4. A test set of questions used on a small
sample of people. It helps to identify
problems in survey design.

d. validity

5. A type of question which allows the
person answering to use his or her own
words, e.g. What do think about Fresh Soap
products?

e. extrapolation

Task 2. Refresh your Grammar.

1. If you were a marketing manager, you might do the

following things. (Subjunctive Mood).
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2. Make sure you know what you are trying to find out, and
how it will help you. (Imperative Mood; Present Simple;
Present Continuous + infinitive; Future Simple).

3. There is an endless amount of information available, so it is
important to be focused. (construction ‘there is/are’; Present
Simple of ‘to be’; Passive infinitive).

4. Designing questionnaires and testing products on consumers
can take a long time. (gerund; can + infinitive).

5. Now that you have the findings, you have to work out what
they are telling you. (Present Simple; ‘have to’ + infinitive;
Present Continuous).

Task 3. Fill in the gaps using verbs in brackets in the right
tense or non-finite form.

1. If you (to be) a marketing manager you (to do) market
research first, and then you (to put together) a marketing plan.
2. (to analyze) your results (to use) information technology
hardware and software.

3. (to ask) questions face-to-face (to be) an important research
method.

Task 4. Learn the active vocabulary.

1. to identify BHU3HAYATH
2. to gather 30uparu
3. available JIOCTYITHHH
4. appropriate BiJIIOB1THUIA, aJICKBaTHUI
5. expensive JIOpOTHi
6. option BapiaHT
7. to supplement nogaBaTu
8. to duplicate nyOItoBaTH
9. to work out BUPIIITUTH
10. pattern cUcCTeMa, CTPYKTypa
11. perfect TOCKOHAJIUN
12. margin of error HOTPIIIHICTh
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Reading / comprehension activities
Task 5. Read and translate the following text.

The process of market research

Marketing departments need to have information so they
can get their marketing mix right. For example, they will want
to know what similar products already exist and how much
they cost. They will also want to know whether consumers will
want to buy their new product, and what they think about it.
The process for doing this is as follows:

e Identify a problem

e Set objectives

e Gather data

e Analyze data.

Now have a look at the process in more detail. If you were
a marketing manager, you might do the following things:
1. Identify the problem. Make sure you know what you are
trying to find out, and how it will help you. This is something
that people sometimes forget. There is an endless amount of
information available, so it is important to be focused.
2. Set objectives. You have to decide which are going to be the
best ways to gather this information. Choose the most
appropriate reports and journals. Depending on how much time
you have, choose what field research you can do. Designing
questionnaires and testing products on consumers can take a
long time. You also have to decide whether you have the
necessary skills, or whether you need to use a specialist
research organisation. This is a more expensive option.
3. Gather data. You would usually do desk research first,
because it is cheaper and quicker. Then supplement this with
field research, so that you don't duplicate your findings.
Designing the questionnaires and conducting the surveys takes
place during this phase.
4. Analyse data. Now that you have the findings, you have to
work out what they are telling you. If you identified your
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objectives before you started, this should not be too difficult.
You must look for trends and patterns. Then you should see
how this affects your marketing mix. For example, if you were
thinking of setting a price for your product of £10 per unit, and
70% of the sample group think this is too high, then you may
need to consider reducing the price. If you don't, you may find
that few consumers will buy it. But remember: no survey is
perfect. There is always a margin of error.

Task 6. Mark the following sentences ‘True’ or ‘False’
according to the text. Correct the false ones.

1. If a company wants to know what similar products already
exist and how much they cost it will carry out a market
research.

2. The first step in the research process is gathering data.

3. It is not important to know what you are trying to find out in
your market research.

4. You should do desk research first.

5. Desk research is more expensive and takes long time.

6. You should supplement your desk research with field
research.

7. Designing the questionnaires and conducting the surveys
takes place during the phase of setting objectives.

8. You must look for trends and patterns analysing your data.

9. No survey is perfect.
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Vocabulary activities
Task 7. Find the meaning of the following phrases and
make up sentences with some of them.

Research
e applied research — e cost of research and
development —
e audience research — e investment research —
e Dbasic research — e research and
development
department —
e commodity research e research technique —
bureau —
e continuous research — e small business
innovative research —
e contract research — e research project —
Data
e according to the data e data table —
in the report -
e aged data— e extensive data —
e automatic data e growth data —
processing system —
e business data e handbook data —
processing —
e data handling — e to keep data current —
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Task 8. Complete the table below by writing the words and
phrases from the box under the right heading.

Types of market segmentation

climate
product characteristics
ethnic origin
size of company
nationality
region
political beliefs
opinions
use/non use of product
turnover
leisure interests
urban/suburban/rural
age
knowledge/awareness of a product
attitudes to a product
state/country
type of company
sex
product performance

behavioristic benefits demographic
segmentation segmentation segmentation
geographic industrial market | psychographic
segmentation segmentation segmentation
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Listening / comprehension activities

The research process
Task 9. Learn the following words and phrases.

1. tool IHCTpYMEHT
2. to make decisions YXBAJTIOBATH PIITICHHS
3. to require BUMAaraTu
4. to respond BIJINOBIJIaTH, pearyBaTu
5. change 3MiHa
6. to present MIPEOCTaBIIATU
7. to be applied OyTH 3aCTOCOBAaHUM
8. to monitor KOHTPOJIIOBATH
9. to evaluate OIIIHIOBaTH
10. whole LIUTMH, BECh

Task 10. Listen to the text and fill in the gaps.

The research process has 11 parts. You have

. to define the problem;

. to decide you want to find out;

. to

. to make a ;

. to decide the of the ;

. to decide what of you will choose;

. to the

. to collect results;

. to do the of the results and interpret the ;

10. to the of the ;

11. to monitor the of the research and evaluate the
process.

>

O 00 I N DN K~ WK —

Task 11. Answer the following questions

1. What are the main 3 reasons to do the market research?
2. How many parts does the research process have?

3. What is the first step in market research?
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4. What should you do before and after carrying out the
surveys?

5. What do you have to do when everything is finished?

6. Is it important to evaluate the whole process? Why?

Writing activities
Market research

Task 12. Translate into English in written form.

1. Ortnensl MapKeTWHra JOKHBI HMETh HEO0XOAUMYIO

uHpOpMaLKIO, YTOOBI MPAaBHIBHO COCTAaBUTh KOMILIEKC

MapKeTUHTa JJI UX KOMIIAaHUH.

2. Ilpomecc uccnegoBaHUsl pbIHKA BKJIIOYAeT B ceOsl Takue

3Tambl:  ONpejesieHue  MpoOjieMbl;  MOCTAHOBKA  3a/ad

UCCIIeIOBaHUs; cOOp HEoOXoaumMol WHGOpMAIUU; aHAIH3

JAHHBIX MCCIIEI0BaHMUA.

3. UccnenoBanus pblHKa MOTYT OBITH pa3JIMYHBIX BUJOB B

3aBUCUMOCTh OT MX II€JIM, BpEMEHHU KOTOPOE OHHM 3aHUMAIOT U

3aTpaT Ha UX NPOBEJICHUE.

4. Hanpumep, wuccienoBanue a8 cbopa (PakroB U

CTaTUCTUYECKUX  JIaHHBIX  Ha3bIBa€TCi  KOJIMYECTBEHHBIM

UCCIIeIOBAaHUEM, @ HCCIIEJOBAHUE, KOTOPOE AAaeT BO3MOXKHOCTb

PECIIOHJICHTaM BbIPAa3UTh CBOE MHEHHUE, YYBCTBA U OTHOILIEHUE

K MIPOAYKIUH UM YCITyTe, Ha3bIBAETCS KAUE€CTBEHHBIM.

5. OIHUM M3 METO/IOB MCCJIEN0BAaHUS PhIHKA SBISETCS METOJ

BbIOOpKHU. CyIIeCTBYIOT TaKU€ BUBI BBIOOPKHU:

e BBIOOpKA IO IpylHmnaM — METOJ BbIOOpa PECIIOHAECHTOB AJIs
HCCIIEIOBaHUSI HA OCHOBE OIIPEJICIICHHBIX XapaKTEPUCTHK,
MPUCYIINX JAHHOM T'PYIINE JIIOACH;

e IpynmnoBas BBIOOpKa — METO UCIIOJIb30BAHMS MAJIBIX TPYIIIT
JIOIeH, KOTOpBIE SIBISAIOTCS TPEACTABUTENSIMH OOJIBIINX

TpYIIIL.

e ciyuaiiHas BbBIOOpKa — MeETOJ OTOOpa PECHOHJIEHTOB,
KOTOpBIE TMPEJCTABISIOT BCE HaceJIeHue (BCIO Maccy
MMOKYTIATENeH ).
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Discussion: Conflict
Task 1. How good are you at managing conflict? Answer
the questions in the quiz below. Then count your score and
compare it with a partner.

Quiz

1. You are in a meeting. People cannot agree with each other.
Do you

a) say nothing?

b) intervene and propose something new?

c) take sides with those you like?

d) suggest a 10-minute break?

2. Your two closest friends have an argument and stop
speaking to each other. Do you

a) behave as though nothing has happened?

b) bring them together to discuss the problem?

c) take the side of one and stop speaking to the other?

d) talk to each one separately about the situation?

3. You see two strangers. One begins to hit the other. Do you

a) pretend to be an off-duty police officer, and ask them what is
going on?

b) call the police?

¢) shout at them to stop?

d) walk away quickly?

4. Your neighbors are playing very loud music late at night. Do
you

a) ask them to turn it down?

b) do nothing?

c) call the police?

d) play your own music as loudly as possible?

5. You are in the check-in queue at a airport. Somebody pushes
in. Do you

a) ask them to go to the back of the queue?

b) say nothing?

¢) complain loudly to everyone about people jumping queues?
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d) report them to an airport official?

6. A colleague criticizes your work. Do you

a) consider carefully what they say?

b) ignore them?

c) get angry and criticize them?

d) smile, but wait for an opportunity to get back at them?

Give yourself the following marks.

(a2 [(2|a)2 |3]a)3 |4|a)d4 |[5|a)d4 |6 |a)4d
b) 3 b) 3 b) 4 b) 2 b) 2 b) 3
c)1 c) 1 c)2 c)3 c) 1 c)1
d) 4 d) 4 d) 1 d) 1 d)3 d) 2

Results:

6 — 11 You need to improve your conflict management skills.
12 — 17 You are quite good at conflict management in certain
situations.

18 — 22 You are good at conflict management in most
situations.

23 — 24 You are excellent at conflict management. You should
be working for the United Nations.

Task 2. What is the best way to handle a conflict: to avoid
the problem or to discuss the problem and find a way out of
the difficult situation? Prove your opinion using the
following phrases:

to argue with each other

to show one’s frustration by being aggressive

to sort out the conflict in a constructive way

to address the problem with somebody directly

to ask what is wrong

to listen to your partner carefully

to understand one’s problems and concerns

to work out a way out of the situation constructively
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Task 3. Work in 4 groups. Read one of the following
articles (from the Financial Times). Before you read, match
the words from the article with their definitions:

1. tactics a. be flexible

2. make b. not changing your opinion or attitude

compromises

3. consistency c. the methods you use to get what you
want

Negotiations are demanding and may become emotional. You
may find your negotiator banging his or her fist on the table or
leaving the room. Accept such tactics with patience and
calmness. They are designed to make it difficult for you to
concentrate. Russian negotiating teams are often made up of
experienced managers Whose style can be like a game in chess,
with moves planned in advance. Wanting to make
compromises may be seen as a sign of weakness. .

4. speak your mind | d. when you find out what the other
side wants

5. place great weight | e. say what you think

6. exploratory phases | f. consider very important

As well as being formal, negotiations are direct. German
managers speak their mind. They place great weight on the
clarity of the subject matter and get to the point quickly.
Excessive enthusiasm or compliments are rare in German
business. You should give a thorough and detailed
presentation, with an emphasis on objective information, such
as your company’s history, rather than on clever visual or
marketing tricks. Prepare thoroughly before the negotiation and
be sure to make your position clear during the opening stage of
the talks, as well as during their exploratory phases. Avoid
interrupting, unless you have an urgent question about the
presentation.
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7. small talk | g. style of behavior

8. protocol h. polite or social conversation

9. manner 1. the way things are done on official occasions

Communications is a natural talent of Americans. When
negotiating partners meet, the emphasis is on small talk and
smiling. There is liberal use of a sense of humor that is more
direct than it is in the UK. Informality is the rule. Business
partners do not use their academic titles on their business cards.
This pleasant attitude continues in the negotiation itself. US
negotiators attach little importance to status, title, formalities
and protocol. They communicate in an informal and direct
manner on a first-name basis. Their manner is relaxed and
casual. The attitude ‘time is money’ has more influence on
business communications in the US than it does anywhere else.
Developing a personal relationship with the business partner is
not as important as getting results.

10. counterparts Jj- unplanned thoughts

11. spontaneous ideas | k. give your opinion

12. put your point 1. the people on the other negotiating
across team

At the start of the negotiations with Spanish partners you
should have documentation available in Spanish. Business
cards should carry details in Spanish and English. During the
negotiation your counterparts may interrupt each other, or even
you. It is quite common in Spain for this to happen in the
middle of the sentence. For several people to talk at the same
time is accepted in Latin cultures, but is considered rather
unusual in Northern Europe. The discussion is likely to be
lively. In negotiations, Spanish business people rely on quick
thinking and spontaneous ideas rather than careful preparation.
It may appear that everybody is trying to put his or her point
across at once. That can make negotiations in Spain intense and
lengthy, but also enjoyably creative.
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Task 4. Answer these questions.
In which country (Russia, Germany, the US or Spain):

1. should you start a negotiation with general conversation?

2. do negotiators show strong emotions?

3. is it common for there to be several conversations at the
same time during a negotiation?

4. do negotiators focus on results rather than developing
relationships?

5. do negotiators plan their tactics carefully?

6. should you not stop someone while they are talking?

7. is it usual for the atmosphere to be relaxed and friendly?

8. do negotiators prefer to think of ideas during a negotiation
rather than before it starts?

9. do negotiators like to talk about business immediately?
10. should you not give the other side too much as they will not
respect you?

Task 5. Find interesting information about a negotiating
style in other countries and present it in the class.

Task 6. Say which of the following are good ways of dealing

with conflict in a negotiation? Prove your answer.
1. avoid eye contact

. smile a lot

. sit back and appear relaxed

. stop the discussion and come back to it later

. say nothing for a long time

. say ‘I see what you mean’

. focus out why the other side is unhappy

. focus on the issues not on personalities

. say something humorous

. speak calmly and slowly

SO0 IO N = W

—
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Task 7. Work in pairs. Think up a situation when you need
to deal with a conflict. Make up dialogs using the following
useful language.

Calming down

I understand what you’re saying

I can see your point of view

Well, I know/see what you mean.

Why don’t we break and come back with fresh ideas.

You don’t have to worry about ...

Creating solutions

A compromise could be to ...

How about if ... What if ...

Let’s look at this another way.

Another possibility is ...

Closing a negotiation

Let’s see what we’ve got.

Can I go over what we’ve agreed?

Let’s go over the main points again.

OK, I think that covers everything.

We’ve got a deal.

Fine. Right. That’s it then.

Possible situation for role playing:

One day staff find that prices have risen by over 50% in the
staff restaurant. This is because the company has stopped
subsiding all drinks and meals. Their union representative
meets the general manager to discuss the situation.

Union representative thinks that the workers are very unhappy
with price increases. The workers think that the subsidized
restaurant is part of their terms and conditions of work. They
are also angry that management didn’t discuss their plans with
them first.

General manager thinks that prices are similar to those in other
companies in that area. The company has to reduce costs or the
staff’s salary will be affected.
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Module 4. Individual work

The first variant
Task 1. Read and translate the text. Make up the
vocabulary of the text.
Marketing communications

Marketing communications break down the strategies
involved with marketing messages into categories based on the
goals of each message. There are distinct stages in converting
strangers to customers that govern the communication medium
that should be used.

Advertising:
e paid form of public presentation and expressive promotion
of ideas

e aimed at masses
e manufacturer may determine what goes into advertisement
e pervasive and impersonal medium.
Functions and advantages of successful advertising:
e task of the salesman made easier
e forces manufacturer to live up to conveyed image
e protects and warns customers against false claims and
inferior products

e cnables manufacturer to mass-produce product

e continuous reminder

e increases goodwill

e raises standards of living (or perceptions thereof)

e prices decrease with increased popularity

e educates manufacturer and  wholesaler about
competitors' offerings as well as shortcomings in their
own.

Objectives:

e maintain demand for well-known goods
e introduce new and unknown goods
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¢ increase demand for well-known goods
Requirements of a good advertisement:
e attract attention
e stimulate interest
e create a desire
e bring about action
e create awareness
Eight steps in an advertising campaign:
e market research
setting out aims
budgeting
choice of media (TV, newspaper, radio)
choice of actors (New Trend)
design and wording
coordination
test results
Personal sales: oral presentation given by a salesman who
approaches individuals or a group of potential customers:
e live, interactive relationship
e personal interest
e attention and response.
Sales promotion: short-term incentives to encourage buying of
products
e instant appeal
e anxiety to sell
Publicity
e stimulation of demand through press release giving a
favourable report to a product
e higher degree of credibility
o cffectively news
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Task 2. Retell the text in 6 sentences in written form.
Types of segments

Just as you can divide an orange up into segments you can
divide the population as a whole into many different groups of
people or segments that have something in common.
Segmenting the market makes it easier to identify groups of
people with the same consumer needs and wants. Marketers
therefore look for categories they can use to divide up the
population.

There are five commonly used categories:

o Age

e (Gender
e Culture
e Income
e Lifestyle
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The population can be divided by age in years (e.g. 0-16, 17-
25) or by the stage of life reached (e.g. schoolchild, teenager).
For example, a pensioner will have similar needs to those of
other pensioners but different needs from those of a teenager.

Gender

Products may be targeted at a specific gender group. For
instance, cosmetics have been traditionally targeted at women
while DIY (do it yourself) has been targeted at men.

Culture

People's needs and wants as consumers will vary according to
their religion, language, social customs, dietary habits and
ethnic background. In the UK businesses provide for a wide
range of different cultures. There are magazines and
newspapers in many different languages and Halal butchers in
areas with large Muslim populations.
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Income

The population can be segmented according to annual salary
(e.g. £15,000, £30,000 etc.), or type of job and social class.
Establishing a group's disposable income is important so that
products can be targeted to the relevant income group. This is
called a socio-economic segment. The socio-economic groups
A, B, Cl1, C2, D and E describe how much the head of the
household earns.

Lifestyle

ﬁ ﬁ

People are grouped according to the way they lead their lives
and the attitudes they share. For example, young professionals
may drive a sports car because of the image they want to
project. Married parents might want the same things, but have

to provide for their children, which is a large extra cost. They
will need a family car to suit their lifestyle.
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The second variant
Task 1. Read and translate the text. Make up the
vocabulary of the text. Retell it in 5 sentences.

The Growth-Share Matrix

The Growth-Share Matrix was originally conceived by
the Boston Consulting Group. It is basically a planning tool to
help marketers decide which products need extra support — in
terms of cash investment — and which should be dropped
completely.

Cash Cows are the dream product: they generate high
income but don’t actually require a lot of spending. A Cash
Cow product practically markets itself.

A Star, on the other hand, is a new product, it requires a
lot of cash, the advertising budget is high. You hope it might
become a Cash Cow. But for now it offers a possibly very
short-term profit.

Question marks, also known as Problem Products,
probably need a lot of cash investment to turn them into Stars.
On the other hand, they may never be really successful.

At least the choice is usually clearer with Dogs: they
don’t use much cash, but they don’t generate much income,
rather; they can probably be dropped.

A related concept to the Growth-Share Matrix is the
idea of a Strategic Business Unit (SBU). This is the idea of
treating each product area as an individual cost center, and then
being able to assess whether it is profitable or not. Profitable
products — or product areas — are clearly identified as
profitable, but weak and unprofitable ones are shown to be
weak. With this information, it is easier to make decisions on
whether it would be better to drop it. If a failing product is
dropped, then recourses can be moved to other areas, or to
develop new opportunities.
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Task 2. Mark statements T (True) or F (False) according
to the previous text, if they are false explain why.

1. Cash Cows make a lot of money.

2. Products shown to be Dogs in the growth-share matrix
usually need a lot of money spending on them. Perhaps they
are not worth it.

3. Stars can make good short-term profits even though they use
a lot of cash.

4. The Growth-Share Matrix is a planning tool designed to
show which products need extra marketing support and which
should be abandoned.

5. Question Marks are also known as Problem Products.

6. Companies need to make a decision on what to do with
Question Marks — they might develop into Stars if given extra
support.

7. SBU stands for Standard Business Unit.

8. The SBU is a tool used to identify strong and weak products
— or product areas — in a company’s product portfolio.

9. The SBU approach treats whole companies as a separate
item, and highlights profit or loss.

10. The SBU approach only works in manufacturing industries.

Task 3. Complete the sentences with words from the box.

market segments target promote
advertised expensive gender

Market segmentation
Marketing departments use segmentation so they can
1 their products more accurately. If the product is
effectively segmented a company will be able to 2
the right product, at the right price and use the right distribution
to reach the place where the consumers are.
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Product. Firms have a range of products that will be targeted
at different groups or 3 . For example, a car
manufacturer will often have a range that includes a family
model, an executive model and a sports model. Lifestyle
segmentation will be used to develop their product line and to
target their products.

Price. Price and quality are obviously linked but not everyone
can afford to buy the most 4 goods. There is a
large range of televisions on the market, for example, each with
slightly different features. Within this range of products, there
will also be a range of prices to cater for varying disposable
incomes.

Promotion. Studying how a product is 5 can reveal
its target market. A mobile phone company recently used
advertising campaigns that varied for men and women. The
male phone was pictured in black and white, and all its features
and business applications described. The female phone was in
bright colours, and was pictured as a matching accessory to go
with a woman's lipstick and handbag. You may not agree with
this stereotyping, but it is a good example of
6 segmentation.

Place. A firm needs to know where its target 7 is. A
producer of Kosher food needs to identify areas where Jewish
people live. This is an example of cultural segmentation.
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Module 4. Test

Task 1. Choose the right variant.
Promotion

1. A promotion strategy based on getting the consumer’s
attention and interest, then desire for the product, then action
(buying the product) is called (AIDA / TV commercial).

2. All forms of advertising except mass media advertising is
(below-the-line promotion / above-the-line promotion,).

3. Mass media advertising 1is (below-the-line promotion /
above-the-line promotion).

4. A selling style based on identifying and meeting the
customer’s needs is called (customer-oriented promotion / hard
sell approach).

5. A sales-oriented selling style, using high pressure and
persuasion, discounts and free services is called (customer-
oriented promotion / hard sell approach).

6. A method of sales promotion which uses pressure on
distributors or on retailers is (hard sell approach / push
strategy).

7. The basic idea of (online marketing / the use of herd
behavior) is that people will buy more of products that are seen
to be popular.

8. (Online marketing / The use of herd behavior) targets its
audience more precisely, and is sometimes called personalized
marketing.

9. A set of characters that make a product different from its
competitors is its (USP / image).

10. Promotional techniques based on giving the consumer facts
and technical information are concerned with (emotional
appeal / rational appeal).
11. Promotional techniques aimed at people’s fears, ambitions,
feelings, likes and dislikes are concerned with (emotional
appeal / rational appeal).
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12. Sending product or service information by post to specific
individuals or companies is called direct (mailing / selling).
13. A selling technique based on making a personal call to an
individual or company is called (direct mailing / direct selling).
14. A promotion based on advertising in the actual shop is (in-
store / on-pack) promotion.
15. A promotion method that involves the packaging of a
product, such as including a free sample or coupons, is called
(in-store / on-pack) promotion.
16. What a promotion says about its subject is (message
content / message format).

Market research
17. Primary or field research is (obtaining new data for a
specific purpose / using existing data that has already been
collected).
18. (Desk / Field) research has the advantages of being cheaper
and quicker.
19. How much consumers actually know about your company
and its products is (a consumer research / a consumer
awareness).
20. Studies on company’s products and their markets is (a
market research / a market research brief).
21. A detailed description of company’s objectives for the
study is (a market research / a market research brief).
22. The first step in the research process is (gathering data /
identifying a problem).
23. You (should / shouldn’t) supplement your desk research
with field research.
24. A method of choosing who to use as research respondents
that is based on identifying people with certain characteristics,
is (random / quota) sampling.
25. A sampling method based on using small groups that are
representative of much larger groups is (quota / cluster)
sampling.
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Additional texts for individual reading

Text 1.

Keep your customers cool

Much has been written about how to handle angry
customers and most businesses realize how much difference
the good management of complains can make. Winning back
unhappy customers can increase repurchases by 50% and
generate 20 times more positive referrals by word-of-mouth
than by advertising, thus potentially responsible for 20% - 70%
of new customers. Retaining customers is 5% - 7% cheaper
than finding new ones, but if customer defections go down by
just 5%, profits will rise by 25% - 85%. Conversely, a
company’s sales can go down by as much as 15% if it does not
handle complaints well.

Computer giant Dell discovered this to its cost.
American journalist Jeff Jarvis purchased a Dell computer,
encouraged by a discount coupon. He was unhappy with the
product and even unhappier with Dell’s customer service. He
posted an online diary about the experience, which attracted
hundreds of sympathizers, who reported equally bad
experiences with the company. Shortly after this he wrote a
‘Dear Mr. Dell’ letter online in which he claimed the product
was a “lemon” and that the customer service was “appalling”.

The response surprises Jarvis. He says it amazed him
“how other consumers coalesced around the original email”. In
the end, thousands of customers posted their own tales of woe.
Jarvis believes that a new breed of consumer has arrived.
Market researchers concluded that Dell had sustained long-
term damage to its brand image.

Dell’s experience proved that companies need to think
carefully about how they manage angry customers. Ignoring
the problem or getting it wrong can weaken the brand, hit sales
and reduce customer loyalty.
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Very few companies understand the power of negative
word-of-mouth. They just don’t get how much collateral
damage can be done by unhappy customers.

In an intensely competitive global market, customers
are bombarded with choices and can easily switch to another
firm. Even if you handle complaints well, some of your former
customers will remember that they were angry with you in the
past and may not want to run the risk of getting angry,
frustrated and dissatisfied again.

Some companies react to this by offering a discount on
future purchases as a way of keeping the customer. In so
doing, they reward the complaint, but do not necessarily build a
strong relationship. It is likely that the customer will use the
discount and then walk away because the underlying issue of
their lack of trust has not been resolved.

It is important to remember that there are two aims in
any negotiation with angry customers. First, ensure the
customer feels that the process is inclusive and that they have
had every chance to influence the outcome. Second, understand
the customer’s decision-making process in the future to
guarantee that they repurchase from the company again. The
first objective is reinforced by a good relationship and
substantive negotiations. The second has to be explicitly
covered at the end of the process. The question is simple:
“What can we do to guarantee that you will do business with us
in the future?”

Here, many customers may be tempted to ask for
money or discounts. But these will not guarantee future
purchases. If a senior representative managers to convince a
customer that the problem will not be repeated, that customer
will be much more inclined to repurchase. Certainly, they are
unlikely get the same guarantee from the competition. Sticking
with the current company becomes a better and safer choice.

(From World Business)
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Text 2.

Industrial marketing
Industrial marketing is the marketing of goods and

services from one business to another. Typical examples of a

B 2 B selling process are...

e An organization is seeking to build a new warehouse
building. After carefully documenting their requirements, it
obtains three proposals from suitable construction firms
and after a long process of evaluation and negotiation it
places an order with the organization that it believes has
offered the best value for money.

e An organization has significant need for legal services and
obtains submissions from two law firms. Analysis of the
proposals and subsequent discussions determines that there
is no price advantage to placing all of the work with one
fim and the decision is made to split the work between the
two firms based on an evaluation of each firm's capabilities.

e A sales representative makes an appointment with a small
organization that employs 22 people. He demonstrates a
photocopier/fax/printer to the office administrator. After
discussing the proposal with the business owner it is
decided to sign a contract to obtain the machine on a fully
maintained rental and consumables basis with an upgrade
after 2 years.

Industrial marketing often involves competitive tendering.
This is a process where a purchasing organisation undertakes to
procure goods and services from suitable suppliers. Due to the
high value of some purchases (for example buying a new
computer system, manufacturing machinery, or outsourcing a
maintenance contract) and the complexity of such purchases,
the purchsing organisation will seek to obtain a number of bids
from competing suppliers and choose the best offering.

Industrial marketers must understand what affects buying
decisions in companies and organizations. Then they can plan a
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marketing strategy. We can say that buying is affected by five
factors.

1. Price and promotional factors, for example discounts, special
prices and terms, as well as the influence of advertising, free
samples, and trial offers.

2. External factors, or what people say about the company,
exhibitions and trade fairs, reviews and comments in trade
journals, and also any relevant seasonal factors.

3. Buyer factors. Examples are the buyer’s experience, and
knowledge of the product, and of the potential suppliers. The
culture of the buying organization is also important, and an
understanding of the company purchasing policy. The size,
complexity, level of technology, and financial recourses are all
important. A final factor in this category is the structure of the
organization, and the role of senior executives in buying
decisions.

4. Needs including level of urgency, stock levels, and the
perceived value of the purchase to the buying organization.

5. Supplier factor include competitors and rival offers, the
quality and availability of the product offered, after-sales
service, location and labor relations at the suppliers. Another
significant factor here is the relationship with existing
suppliers, including personal relationships, and the desire for
continuity.

Industrial marketing is affected by the industry
environment. There are five forces of the industry environment:
competition and the nature of competition; new entrants to the
market (how easy or difficult is it to enter the market?);
substitutes (e.g. travel by plane instead of by bus); customers
(how much power do they have? how much choice?); suppliers
(how many suppliers are there? if there are very few, they have
more power).
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Text 3.

New product development (I)

In business and engineering, mnew product
development (NPD) is the term used to describe the complete
process of bringing a new product or service to market. There
are two parallel paths involved in the NPD process: one
involves the idea generation, product design, and detail
engineering ; the other involves market research and marketing
analysis. Companies typically see new product development as
the first stage in generating and commercializing new products
within the overall strategic process of product life cycle
management used to maintain or grow their market share.

There are several general categories of new products.
Some are new to the market (ex. DVD players into the home
movie market), some are new to the company (ex. Game
consoles for Sony), some are completely novel and create
totally new markets (ex. the airline industry). When viewed
against a different criteria, some new product concepts are
merely minor modifications of existing products while some
are completely innovative to the company.

Changes to Augmented Product:
e (Core product revision
Line extensions
New product lines
Repositioning
Completely new
The first 3 stages of the process of a new product
development:

Idea Generation is often called the "fuzzy front end" of
the NPD process). Ideas for new products can be obtained from
basic research using a SWOT analysis (OPPORTUNITY
ANALYSIS) customers, the company's R&D department,
competitors, focus groups, employees, salespeople, corporate
spies, trade shows. Ethnographic discovery methods (searching
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for user patterns and habits) may also be used to get an insight
into new product lines or product features.

Idea Screening

The object is to eliminate unsound concepts prior to devoting
resources to them.
The screeners must ask at least three questions:

Will the customer in the target market benefit from the
product?

What is the size and growth forecasts of the market
segment/target market?

What is the current or expected competitive pressure for
the product idea?

What are the industry sales and market trends the
product idea is based on?

Is it technically feasible to manufacture the product?
Will the product be profitable when manufactured and
delivered to the customer at the target price?

Concept Development and Testing

Develop the marketing and engineering details:

Who is the target market and who is the decision maker
in the purchasing process?

What product features must the product incorporate?
What benefits will the product provide?

How will consumers react to the product?

How will the product be produced most cost
effectively?

Prove feasibility through virtual computer aided
rendering, and rapid prototyping

What will it cost to produce it?

Test the concept by asking a sample of prospective customers
what they think of the idea. Usually via Choice Modelling.
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Text 4.

New product development (II)

The other 4 stages of the process of a new product
development:
Business Analysis

Estimate likely selling price based upon competition
and customer feedback

Estimate sales volume based upon size of market and
such tools as the Fourt-Woodlock equation

Estimate profitability and breakeven point

Beta Testing and Market Testing

Produce a physical prototype or mock-up

Test the product (and its packaging) in typical usage
situations

Conduct focus group customer interviews or introduce
at trade show

Make adjustments where necessary

Produce an initial run of the product and sell it in a test
market area to determine customer acceptance

Technical Implementation

New program initiation
Resource estimation
Requirement publication
Engineering operations planning
Department scheduling

Supplier collaboration

Logistics plan

Resource plan publication
Program review and monitoring
Contingencies - what-if planning

Commercialization (often considered post-NPD)

Launch the product
Produce and place advertisements and other promotions
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e Fill the distribution pipeline with product

e (Critical path analysis is most useful at this stage.

These steps may be iterated as needed. Some steps may be
eliminated. To reduce the time that the NPD process takes,
many companies are completing several steps at the same time
(referred to as concurrent engineering or time to market).
Most industry leaders see new product development as a
proactive process where resources are allocated to identify
market changes and seize upon new product opportunities
before they occur (in contrast to a reactive strategy in which
nothing is done until problems occur or the competitor
introduces an innovation). Many industry leaders see new
product development as an ongoing process (referred to as
continuous development) in which the entire organization is
always looking for opportunities.

Because the NPD process typically requires both
engineering and marketing expertise, cross-functional teams
are a common way of organizing projects. The team is
responsible for all aspects of the project, from initial idea
generation to final commercialization, and they usually report
to senior management (often to a vice president or Program
Manager). In those industries where products are technically
complex, development research is typically expensive, and
product life cycles are relatively short, strategic alliances
among several organizations helps to spread the costs, provide
access to a wider skill set, and speeds the overall process.
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Text 5.

Compass in a business

Creation of Department of marketing research in 2002
has become a natural and long ripened event for a company
DZI, a leading informational, analytical, and expert centre of
Ukraine.

There is no need to additionally substantiate role and
importance of marketing research at present in improvement of
Ukrainian economy efficiency. Our state is steadily moving to
the level of competitive European country and already belongs
to this class by many positions. Ukrainian consumer
progressively grows. It becomes more demanding, prosperous,
and picking. Rapidly growing markets of commodities and
services try not to lag behind consumers. Reflex or instinct of
self-preservation developed with a period of time makes
Ukrainian producer to move forward. It is very difficult to
control output in this impetuous changing world. Meanwhile,
any unaccounted nuance (left out competitor, unsatisfied
consumer, obsolete data, not completely adjusted calculation
etc.) threatens with loss of desired market position and money.
However, not a single, even the most experienced and talented
consultant would orient businessmen in this rapid process
without research support. Marketing research fulfills nowadays
a role of compass in a business world.

Consumer of research services became more demanding
and literate at present. It resulted in natural aggravation of
competition in this segment: from one point of view, the
number of different research agencies, starting from network
giants and finishing with small one-day companies, is rapidly
growing; on the other hand, clients became more educated and
exacting. It sufficed to prove necessity of conducting of
research for successful leading of business to clients 10 years
ago, while nowadays it is necessary to explain, why each
specific company should be chosen for conducting of research
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from a great number of research companies. Therefore research
companies positioning themselves on the market are seriously
occupied with search of competitive advantages.

Research companies at present compete between each
other mainly on the level of technologies. Often they try to win
clients with expensive, famous, and fashionable program
packages and network methods. Adjusted international
techniques, in fact, can point out high professionalism of the
research company.

However each medal has its underside. First of all,
Ukrainian market is very specific and non-standard in many
things. Therefore non-adapted techniques can lead to
inappropriate estimations. Secondly, high cost of techniques
increase of research cost. Thirdly, perfected standard
techniques suppose standard tasks and structure of report that is
far from being the need of a client.

Individual work with each client and development of
unique techniques for specific tasks become a rare thing in
research world. DZI department of marketing research unites
highly qualified professionals in the sphere of sociology and
psychology who are ready to ‘understand’ your problems as
their own. Creative approach and rich experience in work with
unique research projects, knowing how to evaluate problem
correctly, to point out its specificity, and to propose the only
appropriate method of its studying are peculiar features of our
specialists. We both adapt and correct your tools, and develop
them from the ground up if necessary.

Besides, DZI centre monitors and analyzes situation in
Ukraine’s national economy. You can obtain substantiated
forecasts of market development, evaluate investment
attractiveness of the industry, separate attractive and uninviting
industry segments. To conclude, this centre provides a complex
cycle of informational and analytical services in marketing.
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Text 6.

Marketing Management

Marketing management is a business discipline focused
on the practical application of marketing techniques and the
management of a firm's marketing resources and activities.
Marketing managers are often responsible for influencing the
level, timing, and composition of customer demand in a
manner that will achieve the company's objectives.

There is no universally accepted definition of the term.
In part, this is due to the fact that the role of a marketing
manager can vary significantly based on a business' size,
corporate culture, and industry context. For example, in a large
consumer products company, the marketing manager may act
as the overall general manager of his or her assigned product
category or brand with full profit & loss responsibility. In
contrast, a small law firm may have no marketing personnel at
all, requiring the firm's partners to make marketing
management decisions on a largely ad-hoc basis.

In the widely used text Marketing Management (2006),
Philip Kotler and Kevin Lane Keller define marketing
management as “the art and science of choosing target markets
and getting, keeping and growing customers through creating,
delivering, and communicating superior customer value.”

The term marketing management may be interpreted to
mean whatever the marketing department happens to do, rather
than a term that encompasses all marketing activities.

Marketing management therefore encompasses a wide
variety of functions and activities, although the marketing
department itself may be responsible for only a subset of these.
Regardless of the organizational unit of the firm responsible for
managing them, marketing management functions and
activities include the following:

1. Marketing research and analysis. Traditionally, marketing
analysis was structured into three areas: Customer analysis,
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Company analysis, and Competitor analysis (so-called "3 Cs"
analysis). More recently, it has become fashionable in some
marketing circles to divide these further into certain five "Cs":
Customer analysis, Company analysis, Collaborator analysis,
Competitor analysis, and analysis of the industry Context.

2. Marketing strategy. Once the company has obtained an
adequate understanding of the customer base and its own
competitive position in the industry, marketing managers are
able to make key strategic decisions and develop a marketing
strategy designed to maximize the revenues and profits of the
firm.

3. Implementation planning. After the firm's strategic
objectives have been identified, the target market selected, and
the desired positioning for the company, product or brand has
been determined, marketing managers focus on how to best
implement the chosen strategy. Traditionally, this has involved
implementation planning across the "4 Ps" of marketing:
Product management, Pricing, Place and Promotion.

4. Project, process, and vendor management. Once the key
implementation initiatives have been identified, marketing
managers work to oversee the execution of the marketing plan.
Marketing executives may therefore manage any number of
specific projects, such as sales force management initiatives,
product development efforts, channel marketing programs and
the execution of public relations and advertising campaigns.

5. Organizational management and leadership. Marketing
management usually requires leadership of a department or
group of professionals engaged in marketing activities.

6. Reporting, measurement, feedback and control systems.
Marketing management employs a variety of metrics to
measure progress against objectives. It is the responsibility of
marketing managers to ensure that the execution of marketing
programs achieves the desired objectives and does so in a cost-
efficient manner.
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Text 7.

Predictive Analysis

Predictive analytics encompasses a variety of
techniques from statistics and data mining that analyze current
and historical data to make predictions about future events.
Such predictions rarely take the form of absolute statements,
and are more likely to be expressed as values that correspond
to the odds of a particular event or behavior taking place in the
future.

In business, predictive models exploit patterns found in
historical and transactional data to identify risks and
opportunities. Models capture relationships among many
factors to allow assessment of risk or potential associated with
a particular set of conditions, guiding decision making for
candidate transactions.

One of the most well-known applications is credit
scoring, which is used throughout financial services. Scoring
models process a customer’s credit history, loan application,
customer data, etc., in order to rank-order individuals by their
likelihood of making future credit payments on time.

Predictive analytics are also used in insurance,
telecommunications, retail, travel, healthcare, pharmaceuticals
and other fields.

Generally, predictive analytics is used to mean
predictive modeling, scoring of predictive models, and
forecasting.

Predictive models analyze past performance to assess
how likely a customer is to exhibit a specific behavior in the
future in order to improve marketing effectiveness. This
category also encompasses models that seek out subtle data
patterns to answer questions about customer performance, such
as fraud detection models. Predictive models often perform
calculations during live transactions, for example, to evaluate
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the risk or opportunity of a given customer or transaction, in
order to guide a decision.

Descriptive models “describe” relationships in data in a
way that is often used to classify customers or prospects into
groups. Unlike predictive models that focus on predicting a
single customer behavior (such as credit risk), descriptive
models identify many different relationships between
customers or products. But the descriptive models do not rank-
order customers by their likelihood of taking a particular action
the way predictive models do. Descriptive models are often
used “offline,” for example, to categorize customers by their
product preferences and life stage. Descriptive modeling tools
can be utilized to develop agent based models that can simulate
large number of individualized agents to predict possible
futures.

Decision models describe the relationship between all
the elements of a decision — the known data (including results
of predictive models), the decision and the forecast results of
the decision — in order to predict the results of decisions
involving many variables. These models can be used in
optimization, a data-driven approach to improving decision
logic that involves maximizing certain outcomes while
minimizing others. Decision models are generally used offline,
to develop decision logic or a set of business rules that will
produce the desired action for every customer or circumstance.

Predictive analytics is an area of statistical analysis that
deals with extracting information from data and using it to
predict future trends and behavior patterns. The core of
predictive analytics relies on capturing relationships between
explanatory variables and the predicted variables from past
occurrences, and exploiting it to predict future outcomes.
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Text &.

Marketing concept and orientation

It is a fundamental idea of marketing that organisations
survive and prosper through meeting the needs and wants of
customers. This important perspective is commonly known as
the marketing concept.

The marketing concept is about matching a company's
capabilities with customer wants. This matching process takes
place in what is called the marketing environment.

Businesses do not undertake marketing activities alone.
They face threats from competitors, and changes in the
political, economic, social and technological environment. All
these factors have to be taken into account as a business tries to
match its capabilities with the needs and wants of its target
customers.

An organisation that adopts the marketing concept
accepts the needs of potential customers as the basis for its
operations. Success is dependent on satisfying customer needs.

What are customer needs and wants?

A need is a basic requirement that an individual wishes
to satisfy.

People have basic needs for food, shelter, affection,
esteem and self-development. Many of these needs are created
from human biology and the nature of social relationships.
Customer needs are, therefore, very broad.

Whilst customer needs are broad, customer wants are
usually quite narrow.

A want is a desire for a specific product or service to
satisfy the underlying need.

Consider this example:

Consumers need to eat when they are hungry.
What they want to eat and in what kind of environment will
vary enormously. For some, eating at McDonalds satisfies the
need to meet hunger. For others a micro waved ready-meal
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meets the need. Some consumers are never satisfied unless
their food comes served with a bottle of fine Chardonnay.

Consumer wants are shaped by social and cultural
forces, the media and marketing activities of businesses.

This leads onto another important concept - that of
customer demand:

Consumer demand is a want for a specific product
supported by an ability and willingness to pay for it.

For example, many consumers around the globe want a
Mercedes. But relatively few are able and willing to buy one.

Businesses therefore have not only to make products
that consumers want, but they also have to make them
affordable to a sufficient number to create profitable demand.

Businesses do not create customer needs or the social
status in which customer needs are influenced. It is not
McDonalds that makes people hungry. However, businesses do
try to influence demand by designing products and services
that are:
* attractive
» work well
» are affordable
* are available

Businesses also try to communicate the relevant
features of their products through advertising and other
marketing promotion. Which leads us finally to an important
summary point. A marketing orientated business is one that
which has adopted the marketing concept.
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Texts for written translations

Text 1. Job advertisement: Online Marketing Manager
Job title: Online Marketing Manager

Vacancy type: Marketing Manager

Sector: Financial Services

Location: KNIGHTSBRIDGE, London

Recruiter: TTT Moneycorp

Salary: up to £40000

Job description:

We are a rapidly expanding foreign exchange company, with
an exciting and challenging opportunity for a creative and
confident Online Marketing Manager to execute group-wide
online marketing campaigns.

You will influence and drive the group-wide online marketing
strategy, providing support and innovation to multiple
stakeholders, managing online campaigns, leading on web 2.0
strategy and supporting group projects. With a proven track
record in achieving results, you will continually strive to
maximise potential using your marketing skills and technical
competency in adobe web authoring software. You will have
an excellent understanding of web disciplines and best practice
along with knowledge of web analytics and competitor analysis
tools. You will have excellent attention to detail, superior
communication skills and a natural tendency to think outside
the box.

In return we offer a package up to £40,000 dependent on
experience.

If you think this sounds like the opportunity you are seeking,
please e-mail your CV.

We will contact successful candidates within 14 days.
www.ttt.co.uk
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Text 2. Job advertisement: Marketing Executive (I)
Job title: Marketing Executive, Risk & Compliance, reports to:
Marketing Manager, Risk and Compliance

Vacancy type: Marketing Executive

Recruiter: Dow Jones

Job description:

Position Summary Statement :

The Risk and Compliance group is focused on providing data
to enable financial institutions, and other regulated firms, to
adhere to international Anti Money Laundering and Anti
Bribery regulation. Reporting to the Global Marketing
Manager, the Marketing Executive, Risk & Compliance, will
be responsible for coordinating various online and offline
marketing activities, including newsletters, web site
development, and direct mail in order to generate brand
awareness and drive leads to sales.

Key Responsibilities/Accountabilities:

» Assisting Marketing Manager with day-to-day marketing
activities. The Marketing Executive will be jointly involved in
all aspects of planning and implementing marketing campaigns
including direct mail, tradeshow sponsorship, and Dow Jones
hosted events.

* Redesigning, re-launching and maintaining monthly
eNewsletter. This will involve updating the existing monthly
newsletter to comply with new branding guidelines, working
with internal contacts on monthly content, formatting and
distributing the newsletter, and monitoring and improving click
through rates.

* Developing marketing collateral and landing pages for
campaigns and events. Working to corporate branding
guidelines the Marketing Executive will be responsible for
designing eye-catching and effective e-mails and landing pages
for direct marketing campaigns and events.
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Text 3. Job advertisement: Marketing Executive (II)
Key Responsibilities/Accountabilities:

» Maintaining Risk & Compliance product pages on corporate
intranet. This involves ensuring that content is always up to
date and that sales teams are able to easily navigate the pages
to find the information they need.

* Enhancing web presence through effective Search Engine
Optimization. Working with the Marketing Manager and Web
Programs team the Marketing Executive will play a key role in
improving the Risk & Compliance SEO strategy by tracking
and monitoring web page visits, evaluating paid search
performance, and suggesting tactics for improving results.
Key Relationships Internally and Externally:
* With Marketing Manager — direct manager responsible for
defining responsibilities, setting goals and objectives,
managing time and giving development assistance
» With the Web Programs & Creative teams — constant liaison
on web publishing and collateral production
« With core Risk & Compliance team - day-to-day
communication to ensure marketing initiatives are aligned to
business objectives

» With regional Field Marketing teams — in order to effectively
implement campaigns on a regional basis

Knowledge, Skills and Experience Required:
At least one year’s experience of B2B marketing.
* Educated to degree level or equivalent experience.
* A creative flair, the ability to work to tight deadlines.
» Willingness to get involved in all areas of marketing.

» Working understanding of SEO, eNewsletters, and e-mail
marketing.

* Proficiency in MS Office, and either DreamWeaver or
FrontPage.

 Excellent copywriting skills and experience of writing for
the web.
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Text 4. Job advertisement: Marketing Manager

Job title: Sector Marketing Manager — Local Government
Vacancy type: Marketing Manager

Sector: Consultancy

Recruiter: Tribal

Salary: maximum £30000

Job description:

About us:

Tribal is one of the country’s leading providers of consultancy
and professional support services to the public sector. We are
an innovative, professional organisation with a reputation for
high quality delivery.

About the role:

Due to internal promotion we have an excellent opportunity for
a high calibre marketer to lead the implementation of our
marketing activities into local authorities on behalf of our
education business. The role will work across the business, to
market our products and services into local authorities.

About the person:

You will have proven and demonstrable experience of
delivering creative, imaginative marketing campaigns with a
difference. You will have an in-depth knowledge of the
workings of local government and the public sector and be
aware of the importance of Children’s Services and the Every
Child Matters agenda. Experience of working with both
products and services is desirable.

You will be highly experienced in managing the marketing
process from planning and budgeting, through to the delivery
of campaigns. Qualified to degree level, you will have an
excellent track record of working within a busy and demanding
marketing function. You must be an excellent communicator at
all levels, have experience of managing web sites and e-
marketing campaigns and be experienced in the project
management and delivery of events.
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Text 5. Fuzzy Front End

The Fuzzy Front End is the messy "getting started"
period of new product development processes. It is in the front
end where the organization formulates a concept of the product
to be developed and decides whether or not to invest resources
in the further development of an idea. It is the phase between
first consideration of an opportunity and when it is judged
ready to enter the market and it is where major commitments
are typically made involving time, money, and the product’s
nature, thus setting the course for the entire project and final
end product.

There are five different front-end elements (not
necessarily in a particular order): 1. Opportunity Identification;
2. Opportunity Analysis; 3. Idea Genesis; 4. Idea Selection; 5.
Concept and Technology Development.

The first element is the opportunity identification. In
this element, large or incremental business and technological
chances are identified in a more or less structured way.

The second element is the opportunity analysis. It is
done to translate the identified opportunities into implications
for the business and technology specific context of the
company.

The third element is the idea genesis, which is described
as evolutionary and iterative process progressing from birth to
maturation of the opportunity into a tangible idea.

The fourth element is the idea selection. Its purpose is
to choose whether to pursue an idea by analyzing its potential
business value.

The fifth element is the concept and technology
development. During this part of the front-end, the business
case is developed based on estimates of the total available
market, customer needs, investment requirements, competition
analysis and project uncertainty.
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Text 6. Types of market

Markets can be analysed via the product itself, or end-
consumer, or both. The most common distinction is between
consumer and industrial markets.

Consumer Markets. Consumer markets are the
markets for products and services bought by individuals for
their own or family use. Goods bought in consumer markets
can be categorised in several ways:

* Fast-moving consumer goods (“FMCG's”). These are high
volume, low unit value, fast repurchase. Examples include:
Ready meals; Baked Beans; Newspapers.

* Consumer durables. These have low volume but high unit
value. Consumer durables are often further divided into: White
goods (e.g. fridge-freezers; cookers; microwaves); Brown
goods (e.g. DVD players; games consoles; computers).

» Soft goods. Soft goods are similar to consumer durables,
except that they wear out more quickly and therefore have a
shorter replacement cycle. Examples include clothes, shoes.

* Services (e.g. hairdressing, dentists, childcare).

Industrial Markets. Industrial markets involve the sale
of goods between businesses. These are goods that are not
aimed directly at consumers. Industrial markets include:

* Selling finished goods. Examples include office furniture,
computer systems.

* Selling raw materials or components. Examples include steel,
coal, gas, timber.

* Selling services to businesses. Examples include waste
disposal, security, accounting & legal services.

Industrial markets often require a slightly different
marketing strategy and mix. In particular, a business may have
to focus on a relatively small number of potential buyers (e.g.
the IT Director responsible for ordering computer equipment).
Whereas consumer marketing tends to be aimed at the mass
market (in some cases, many millions of potential customers).
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Text 7. Pricing strategies: skimming

The practice of ‘price skimming’ involves charging a
relatively high price for a short time where a new, innovative,
or much-improved product is launched onto a market.

The objective with skimming is to “skim” off customers
who are willing to pay more to have the product sooner; prices
are lowered later when demand from the “early adopters™ falls.
The success of a price-skimming strategy is largely dependent
on the inelasticity of demand for the product either by the
market as a whole, or by certain market segments.

The main objective of employing a price-skimming
strategy is, therefore, to benefit from high short-term profits
and from effective market segmentation.

There are several advantages of price skimming.

* Where a highly innovative product is launched, research and
development costs are likely to be high, as are the costs of
introducing the product to the market via promotion,
advertising etc. In such cases, the practice of price-skimming
allows for some return on the set-up costs.

* By charging high prices initially, a company can build a high-
quality image for its product. Charging initial high prices
allows the firm the luxury of reducing them when the threat of
competition arrives. By contrast, a lower initial price would be
difficult to increase without risking the loss of sales volume.

» Skimming can be an effective strategy in segmenting the
market. A firm can divide the market into a number of
segments and reduce the price at different stages in each, thus
acquiring maximum profit from each segment.

* Where a product is distributed via dealers, the practice of
price-skimming is very popular, since high prices for the
supplier are translated into high mark-ups for the dealer.

» For ‘conspicuous’ or ‘prestige goods’, the practice of price
skimming can be particularly successful, since the buyer tends
to be more ‘prestige’ conscious than price conscious.
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Text 8. Pricing strategies
Prestige pricing

Prestige pricing refers to the practice of setting a high
price for an product, throughout its entire life cycle. This is
done in order to evoke perceptions of quality and prestige with
the product or service. For products for which prestige pricing
may apply, the high price is itself an important motivation for
consumers. As incomes rise and consumers become less price
sensitive, the concepts of ‘quality’ and ‘prestige’ can often
assume greater importance as purchasing motivators.
Pre-emptive pricing

Pre-emptive pricing is a strategy which involves setting
low prices in order to discourage or deter potential new
entrants to the suppliers market, and is especially suited to
markets in which the supplier does not hold a patent, or other
market privilege and entry to the market is relatively
straightforward. By deterring other entrants to the market, a
supplier has time to:
* Refine/develop the product
* Gain market share
* Reduce costs of production (through sales/ experience effects)
 Acquire name/brand recognition, as the ‘original’ supplier
Extinction pricing

Extinction pricing has the overall objective of
eliminating competition, and involves setting very low prices
in the short term in order to ‘under-cut’ competition, or
alternatively repel potential new entrants. The extinction price
may, in the short term, be set at a level lower even than the
suppliers own cost of production, but once competition has
been extinguished, prices are raised to profitable levels.
Only firms dominant in the market, and in a strong financial
position will be able survive the short-term losses associated
with extinction pricing strategies, and benefit in the longer
term.
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Texts for listening and comprehension activities.

Text 1.

Companies need customers.

Some companies provide goods such as clothes, car and
food. Other companies provide services, for example
insurance, banking, information technology or training.

Companies want repeat business, in other words, they
want customers to buy from them again and again. To win
customer loyalty, many companies have a code of practice, or
set of rules, for customer care. The code of practice explains
what the customer can expect of the company. Customers can
complain about the service, or help, they receive and the goods
they buy.

For example, the company British Airways has a
number of items that it can give to customers who are
dissatisfied with their service. These range from food hampers
and calculators to soft toys and chocolates.

Text 2.

The marketing mix
Peter: So, what have you got to report?
Anna: Well, we identified six areas where improvement is
necessary.
Peter: Really? What are they?
Anna: The first is product.
Peter: And what exactly does that term cover?
Anna: It covers both goods and services offered by the
company.
Peter: I see. What else?
Anna: The second area is place — also called distribution —
meaning the movement of goods from the producer to the
consumer.
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Peter: And after place, what’s next?

Anna: After place, process. Process is the interaction between
people and systems at all stages, from market research, design,
production, delivery and after-sales.

Peter: Yes, I understand — co-ordination of systems.

Anna: And then the fourth area is physical evidence.

Peter: Physical evidence?

Anna: Yes. This means any visual presence or signs
suggesting the company.

Peter: Everything visual. Right, I follow you. And what’s the
next area?

Anna: Promotion.

Peter: So, that’s creating consumer awareness and establishing
the brand identity?

Anna: Exactly — and the desire to buy the product. And,
finally, people, which means colleagues, employees, agents
and customers.

Text 3.

Troubleshooting
Interviewer: Why do you think troubleshooting, or solving
problems, is so important in business?
Manager: Well these days, business is extremely competitive
and it’s competitive in terms of time and in terms of money.
Whenever a company tries to compete with another company,
it tries to get a new product out quickly and it tries to do it
without spending too much money. Problems, when they arise,
cost money and they waste time.
Interviewer: And, are there any practical areas which are
typical trouble spots?
Manager: Starting at the very beginning of a project, quite
often people don’t plan effectively. It is important that
everybody should understand how the project is going to meet
the needs of the market.
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Interviewer: Do you think that anticipating problems is very
important?

Manager: Of course, I do. Everybody at whatever level should
try to anticipate problems and raise those problems with
managers at regular intervals.

Interviewer: What’s the most important strategy to avoid
problems?

Manager: In my opinion, in order to avoid problems you
should be realistic. You should be realistic in the number of
people working on the project, the cost of the project and the
size of the project.

Text 4.

A trademark

A trademark is a distinctive sign which is used by an
individual, business organization or other legal entity to
uniquely identify the source of its products and/or services to
consumers, and to distinguish its products or services from
those of other entities. A trademark is a type of intellectual
property, and typically comprises a name, word, phrase, logo,
symbol, design, image, or a combination of these elements.

The owner of a registered trademark may commence
legal proceedings for trademark infringement to prevent
unauthorised use of that trademark. However, registration is
not required. The owner of a common law trademark may also
file suit, but an unregistered mark may be protectable only
within the geographical area within which it has been used.

When a trademark is used in relation to services rather
than products, it may sometimes be called a service mark,
particularly in the United States.
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Text 5.
Marketing in the future

Fundamental changes take place in many industrial
societies. The main factors are the following. The raw
materials cost increases. Shortages and the high cost of raw
materials produce an economic and moral pressure to avoid
wastes.

Marketing men can expect rapid changes in a variety of
markets and industries. In energy, there will be a decrease in
competitive advertising between the various types. We will
probably see a switch to more educational advertising for coal,
gas and electricity. Advertising campaigns will be directed
towards eliminating waste rather than increasing consumption.
In consumer durables there will be a move away from planned
obsolescence. Cars, for example, will be replaced every five to
ten years rather than every three. Total consumer expenditure
will fall and price will become an even more important factor.
In manufacturing, smaller companies will be squeezed out of
existing markets.

In packaging, many products, like personal deodorants with
their excessive use of raw materials, will change or disappear
as paper and aluminum shortages push up the cost of
packaging.

As advertising budgets are cut, advertising agencies
themselves will be involved even more into marketing and
management consultancy. And in marketing, manufacturers
will demand quicker returns on less capital investment.
Innovations will be marketed much faster (and copied much
faster by competitors). Brand life cycles will be much shorter.
Agencies will have to be much faster in their response to
marketing problems and work longer hours for less money.
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Text 6.

Finance

Companies and individuals often borrow money, and it
is important to find a favorable interest rate. Rates are variable,
and can rise or fall depending on the market. Many investors,
(people who use their money to earn more money), choose
foreign or offshore bank accounts because they are tax-free.
Anyone can buy shares in a public company and become a
shareholder.

All public companies in the UK are obliged by law to
publish their financial results at the end of the tax year. They
do this in their annual report to shareholders. Annual reports
include profit and loss accounts which show turnover, or the
total sum of money which is coming into the company.

Text 7.

Bars and stripes

Every time we go shopping at a supermarket, the price
of each item is read from the barcode. Bar codes appear on just
about everything we buy. They are patterns of thick and thin
stripes, or bars, which an electronic scanner reads.

The stripes represent the 13-digit number underneath.
An 8-digit bar code is used if there is not enough space on the
packaging.

There are four many pieces of information on a bar
code. The first two numbers represent the country in which the
product was registered. This doesn’t have to be the country of
manufacture. The code for the UK and Ireland is 50. Some
countries have three-digit codes: South Korea is 880 — to
commemorate the 1988 Seoul Olympics.

Next comes the manufacturer’s or supplier’s code. Each
manufacturer has a unique code. For example, Cadbury is
00183, Nestle is 00243. The third group, which has five
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numbers, represents the product and the package size, but not
the price. The manufacturers can choose any number they
want. Different producers can have the same number for their
goods. 20389 might be a tube of toothpaste for one
manufacturer and a tin of tomatoes for another.

Finally, the code finishes with a check digit that makes
sure the bar code has been keyed in correctly. If not, the item
will either not be recognized or will be shown as a totally
different product.

A shop’s computer recognizes the whole shape of a bar
code when it passes across the scanner at a shop’s checkout
counter.

Text 8.
Retailing

Interviewer: How often do you visit an IKEA store?

Sarah: I visit the store twice a year. I keep a catalogue at home
and look through that during the year, and then make a visit.
Interviewer: What do you think of their products?

Sarah: [ think they have a very good range of products; I’'m
impressed with the quality of them. And additionally I think
the most of the products are environmentally sound.
Interviewer: How about the stores — do you like them?

Sarah: Well, they have a good selection of household
accessories, textiles and bed linen and it’s very easy for people
with children — they have a playroom and suchlike.
Interviewer: Are there any aspects of shopping at IKEA that
you don’t like?

Sarah: Oh, there are! It can be very crowded because it’s a
popular store. This results often in very long queues at the
checkouts. It’s a main problem with shopping there.
Interviewer: So are you planning another trip to IKEA?
Sarah: Yes, I expect so. I’ll probably go again in January for
the sales.
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Text 9.

Corporate responsibility

Market research shows that many consumers are
‘ethical consumers’; they expect the companies they buy from
to behave responsibly. Most ethical consumers have high
spending power so companies usually listen to them and will
promise, for example, not to use child labor or to pollute the
environment.

A recent report showed that many companies have an
ethical policy which covers areas such as payment on time,
product policy and the environment.

Some companies have a policy of paying ‘first world’
prices for ‘third world’ goods from developing countries — they
pay more because they think the workers and the economies of
developing countries need support.

Text 10.
Branding and packaging

The marketing department gives a product a unique
look and decide on the package design. This will incorporate
the brand name and will differentiate the product from
competitors. This is known as a unique selling point.

The shape, size and colour are important factors when
packaging a product. The marketing department will want to
make the packaging attractive and distinctive. This helps
consumers to recognise a product instantly, when they are in a
shop. The same applies to the shape of the packaging.

Large manufacturers understand the importance of their
brand name. Kellogg's, Adidas and Microsoft are all names
which we associate with quality. As a result, we are likely to
buy one of their products when we go shopping rather than an
untried or unknown one even if it is say, a supermarket's own
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brand. This is why it is important for their brand name or a
striking logo to be prominent on packaging.

An expensive perfume or aftershave might be sold in an
elegantly designed bottle. This sort of packaging suggests
quality and would be targeted at a person with taste. Even if the
product itself was not very good, the packaging alone could
give the impression that it was.

The success of a product through branding can lead to
brand loyalty. A positive buying experience results in repeat
sales. Consumers tend to stick to a product if we like it. This in
turn can lead to a trust in other products under the same brand
name.

Text 11.

Market reaserch objectives

If you set up a study that aims to explain a particular
phenomenon (or causal research study), for example, a sales
fall, you should ask opinions of consumers. That is a consumer
research. You can do this in 3 ways.

The first way is using groups of typical consumers that
you bring together for detailed questioning (or focus groups).
The members of the panel need to be typical of the whole mass
of buyers (or population).

The second way is a conventional paper with a lot of
questions (questionnaire) sent out to consumers. Alone, this is
less effective, even if you use a test set of questions (or pilot
questionnaire) to make sure you are asking the right questions.
But it is much cheaper.

The third way is using studies of actual sales (or
observational research). But this kind of study is based on
figures, rather than on what people say, so it gives only limited
information.

A further area to think about is how much consumers
actually know about your company and its products — that is
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consumer awareness. You can carry out some studies into the
effects of your advertising (or advertising research).

Text 12.

The research process

Market research is a tool to help managers make the
right marketing decisions. Good marketing requires a clear
strategy. Good research helps marketers to design good
strategies. It also helps marketers deal with and respond to
change.

The research process has 11 parts. First you have to
define the problem. Then decide what information you want to
find out. Next you have to set objectives. The next step is to
make a research plan and decide the methods of the research.
After that, you have to decide where you can get the
information you need, what sources of information. Then you
have to carry out the surveys and collect results.

When you have completed this stage you must do the
analysis of the results and interpret the data. After that you can
present the results of the research. The research can then be
applied and change can be observed. When everything is
finished, you then have to monitor the effects of the research,
and the changes, and evaluate the whole process.
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appropriate
areas

arise
associated
association
at least
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attest
attract
attractive
available
avoid
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business model vs.
business model

C
candles
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change
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checkout counter
child labor
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commence

compete
competencies
competitive advantage

competitive environment

competitor
complain

comprise

conduct

consultancy
consumer awareness
consumer durables

consumer expenditure

KpYIIHEC JOCATHCHHS

MoJieJTh Oi3HEeCY IPOTH MOJIENI
OizHecy

CBIYKHU
KalliTaIOBKIAICHHS
roTiBKa

3aracH, pe3epB T'OTiBKH
BHUBUYCHHS IPUYUH
3MiHa

KOHTPOJIb, Kaca B Mara3uti
€aMo00OCIIyTOBYBaHHS
Kaca

JUTSYA TIPALIS
KOJIEKC ITOBEIIHKHU TIPAIliBHUKIB,
3BEJICHHS MTPaBUIT
03HAMCHYBATH

MOYUHATH
KOHKYpYBaTH
KOMIETEHTHICTh
KOHKYpPEHTHa IepeBara
YMOBa KOHKYpPEHIIi{
KOHKYPEHT

CKap KUTHUCS

BKJIFOYATH

MIPOBOAUTHU
KOHCYJIbTYBaHHS
3HAHHS CIIOXKUBAYiB PO TOBAP

CTOXHBYI TOBAPH TPUBAJIOTO
KOPUCTYBaHHS
BUTPATH CIIOKUBAYIB
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consumer profile

consumer research

consumption
contractual
convenience store

conventional paper

convince
core product
cost
cost-plus

costs

cover

cover costs
crowded
customer base
customer care
customer loyalty

customization

cutting edge
D

deal
decision
decrease
delivery
demand
description

THUIOBH CIIO)KMBAY SKUX-
HeOylb IEBHUX TOBapiB
BUBYCHHS CII0)KHBayYa

CHOKABAHHS
JIOTOBIpHUT

MarasuH, 110 Mparkoe
iJ101000BO
CTaHJAPTHUM TOKYMEHT

NEepeKOHATH
OCHOBHHUH IIPOJYKT
BapTICTh

BUTPATH ILTIOC (PiKCOBaHUI
pUOYTOK

BUTpATH

OXOILTIOBATH

MOKPHUBATH BUTPATH
MepernoBHEHUN

crioxuBya 0aza

TypOOTa TIPO KITIEHTIB

MPUXHIBHICTH TOKYIIIS OTHIN

KOMIIaHi1

BUKOHAHHS 32 1HJIUB1TyaTbHUM

3aMOBJIEHHAM
nepe0Ba MO3HIIIs

MaTu CIIpaBy
pitieHHs
3MEHILICHHS
JIOCTaBKa
BUMAaratu
OIuC
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desk research

determine
developing countries
differentiate
disadvantage
discounts

disruptive change
disruptive force
dissatisfied customer
distinctive sign
distinguish
distribution

drive

drive out of the market
drivers

duplicate

E
economic

eliminating
embodiment
emerging
employees
enable
encompass
end-user
engage
enquiries
ensure
environment

JIOCJTIJDKEHHS 32 pOOOYNM
CTOJIOM
BU3HAYATH

KpaiHu, 110 PO3BUBAKOTHCS
nudepeHIiroBaT
HE3PYYHICTh, HEJIOJIIK
3HIKKH

KOpiHHI 3MiHU
npoOWBHA CHJIa
HE3a/I0BOJICHUN KITIEHT
BIZIMITHHUH 3HAK
PO3PI3HATH
PO3MOBCIO/IKEHHS, 30yT
YIIPABIISITH, 3aITyCKATH
BUTICHUTH 3 pUHKY
YUHHUKU

TyOIoBaTH

BUTLIHMI, JOIIILHUN
YCYHEHHS

BTIJIEHHS

10 3'IBJISIETHCA
CITy00BITI

JIaBaTH MOYKJIMBICTh
OXOILTIOBATH

KIHIIEBHH CITO)KHUBAY
MPUBEPTATH

3aIIUTH

MIEPEKOHATHUCS, TAPAHTYBaTH
HABKOJIHMIITHE CEPEIOBHIIE
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environmentally sound

equipment
establish
evaluate
excessive
exchange
executing
exist
existing markets
expand
expansion
expect
expectation
expensive
extend

F
factory gate price

failure

fair deal

fall

familiar
favorable
feedback
field research
file suit
findings
focus groups
food hampers
for the sake

€KOJIOT1YHO YHUCTHI
yCTaTKyBaHHS
BCTAaHOBJIIOBATH
OI[IHIOBATH
HaJMIpHUT
0OMIHIOBATH
BTIJICHHS, 301HCHEHHS
ICHYBaTH

ICHYIOU1 PUHKH
PO3IIMPIOBATUCS
PO3ITUPECHHS
yeKaTu

OYiKyBaHHSA
JIOpOTHi
PO3MIIMPIOBATH

IiHa 3a CO0IBAPTICTIO
HEeBIaYa

BUTI/THA OTIepartis
[aJIaTH

3HAOMUM
CHIPUATIUBUI
3BOPOTHHUH 3B'SI30K, BIATYK
JOCJIIKEHHS Ha MICIIIX
IIOJaBaTH I030B
pe3ynbTaTu

TPYIH OMUTYBAHUX
KOP3HHH 3 1KEI0

paau
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force prices higher
framework
further

G
gather

going rate
guarantees
guide

H

handful

herd behavior

high value
high-end
house ad

household accessories

hype

|
identify

implement
implicit

imply

impose
impressive
improve
improve sales
improvement

IMIHIMATH [IHA

CTpYyKTypa
O JAJIBIITNHI

30upatu
3aTBEpKeHa HOpMa
rapasrii
KEPiBHHIITBO

KMCHBKa

MOBEIIHKA «SIK YCI», CTaJIHa
[MOBEIIHKA
BHCOKA BapTiCTh

BUCOKOSKICHUN
BHJIaBHUYA PeKIaMa

TOBApU IJid JOMAIIHBOT'O
rocroaapcTBa
HaB'sI31MBA peKaMa

11eHTU(DIKYyBaTH, BUIIIATH,
BU3HAYATH
3aCTOCOBYBATH

HESIBHHI, TAaKUM, III0 MA€THCS Ha
yBasi
MaTH Ha yBa3i

HaB'sI3yBaTH

3HAYHUI

MOKpAIyBaTH

301IBITYBAaTH PiBEHB MPOJAKY
MOJIIIIICHHS
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impulse buying

in particular
in-between
incorporate
increase
influence
infringement
innovation
insignia
interaction
intermediaries
involve
irrelevant

J

jingles

K
knowledge

L
labor input

launch

legal
legal entity

legal proceedings

light bulbs
like-minded

limited
literally

IMITYJTbCHE PIIICHHS KYITUTH 110~
HEOY b
30KpeMa
NPOMIKHUIH
BKITIOYATH
3011BITyBaTH
BILUIMBATH
MOPYIICHHS
HOBOBBEJICHHS
BiJ[3HaKa
B3a€MOJIiA
MIOCEePETHUKHI
3amydaru
HEBI1IITOB1 THHIMA

pEeKJIaMHI KYIIJIETH, BipIITi

3HaHHA

TPYAOBUTPATH
BUITYCK, BUXIJl HA pUHOK 3
HOBHUM TOBapOM
FOPUINYHUI

IOpUIUYHA 0c00a
nporecyanbHi Jii
JaMIOYKH

110 TOTPUMYETHCS TAKOT K
TTYMKHU

00OMEeKEeHHI

OyKBaJILHO

269



location
long term
low value
low-cost
luxury

M
make decisions

make sure

margin of error
market

market segment
market share
marketing mix
marketing research
mascot
mass-produced goods
match

media companies
meet expectations
memorable
monetary

monitor

N
need

niche
nose-dive
notorious

(0)
observational research

MICIENOJIOKEHHS
JIOBIOCTPOKOBUI
HU3bKa BapTiCTh
JleHIeBUN

PO3KIII

YXBAITIOBATH PillICHHSI
MIEPEKOHYBATUCS
MOTPIITHICTh

BUITYCKATH Ha PUHOK
CETMEHT PUHKY

YJacTKa Ha PUHKY

perenT MapKeTHHTY
JIOCITIJDKEHHST PUHKIB 30yTY
TaJxicMaH

TOBapH CEPIHOTO BUPOOHHUIITBA
BIITOBIAATH

Meia KOMITaHii
BiJINIOBIIaTH OYiKYBaHHSIM
110 3araM'STOBYEThCS

y TPOILIOBOMY BHpa3i
KOHTPOJIFOBATH

noTpeda
HimIa
ob6Ban
BIJIOMUH

JIOCHIKEHHS 3a JJOIIOMOT'OK0

270



obtain

occur

offer

offering
offshore
option
originate
overcapitalize

P
package of the service

packaged goods

panel

participation

particular phenomenon
patents

pattern

Peer-to-Peer
perceived
perfect
performance
pilot

place trust
planned obsolescence
plant

point of sale
policy
pollute
population

CIIOCTEPEIKECHHS
OTPUMYBATH

BiIOyBaTHUCS

MIPOTIO3UITist

MIPOTIO3UITiS

3apyOikHUH, opIIOpHUI
BapiaHT

MMOYMHATUCS

OTPUMATH MaKCUMAJIbHY BUTOTY

HakeT MOCTYT
yIaKoBaHi TOBapu
rpyna

y4acTh

crienudivHe SIBUIIE
MaTEHTH

300pakeHHs1, CUCTEMA,

CTPYKTYpa
CIUIKYBaHHS MK CIIO’KHBa4aMH

BIIYyTHHH

JIOCKOHAJIMM, YTOCKOHAJIFOBATH
ISUIBHICTH
EKCIIEpUMEHTAILHUN
HaJaBaTH JOBIpY
3aIryIaHOBaHE 3acTapiBaHHS
HiAIPUEMCTBO, 3aBOJ]
MICIIE TIPOJIAXKy

MOJIITUKA

3a0py/IHIOBATH

HaCEJICHHS
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practical application
precisely

predict

Predictive Modeling
premium price
present

pricing

primarily

primary

private sector
product vs. product
profit margin

profitable
prominent
promise
promotion
prompt services
property
provide
provision
public health
public sector
publicity
purchase
purpose
pursue

push up

put together

MPaKTHYHE 3aCTOCYBAaHHS
TOYHO

nepeadayaTu

MPOTHO3YI0YE MOJICITIOBAaHHS
HaxbaBKa 10 I[IHA
MIPEJICTaBIISITH

BU3HAUYCHHS I[IHU

TIepII 32 BCe

MIepBUHHUI

IIPUBATHUNA CEKTOP

IPOAYKT MPOTU MPOAYKTY
BEJIMYMHA IPUOYTKY, PI3HHUIIA

MDXK COOIBapTICTIO 1 TPOJIAXKHOIO

LIHOIO

BUTITHUNA

BUJIHUH, BUAATHUHN
o01ITH

MIPOCYBaHHS, peKJIamMma
MIBUJIKO HaJaHi MOCTYTH
BJIACHICTB
3a0e3neuyBaTu
rmocTayaHHs

0XOpOHA 3710pPOB's
JepIKaBHUHN CEKTOP
pexiiama

KYITyBaTH

MeTa

BUKOHYBATH, CJTiIyBaTH
M IHIMATH

CIIOJTy4YaTH, CKJIAJaTH
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Q

questionnaire
queues

R
R&D (research and
development)

raise problems
range

rapid

rationale

raw materials
realize margins

recent studies
recognition
recognize

recruitment
reduce
refer

reflect
register
relate
relationship
relevant
represent
require
resource allocation
respond

AHKETHUH ONUT
yepru

HayKOBO-JIOCTIAHI 1
KOHCTPYKTOPCBKI POOOTH
(Bimio)

i HIMATH TPOOIeMH
ACOPTUMEHT

IIBUJIKUUN

MOSICHEHHS

CUPOBHHA

3a0e31evyBaTH BETMUUHY

npudyTKYy
HEIAaBHI JOCIIHKEHHS

BITI3HABAHHA

BITI3HABATH, BU3HABATH,
pO3Mi3HABATH, JTi3HABATUCS
MIOTIOBHEHHS

CKOpOYYBaTH
BlOHOCHTHCS

BIIOMBATH

peecTpyBaTH

MaTH BIJHOIIEHHS
BIJTHOIIICHHS

JIOpEYHUMN
MIPEJICTaBIISITH
BHMAaraTu

pO3MOILT pecypciB
BIJINOBIJIaTH, pearyBaTu
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response
responsibly
result

retail price
retailing
retention
rise

S

sacrifice
sale price
sales

sales fall

satisfy objectives
scope

secondary
service provider
shareholder
shelf-life

shortage

social influence

social networking
solution

source

sources of information
spending power
squeeze out

stages

stocks

peaxiis, BiMOBi b
BiJIMTOBIAJTEHO
3aKiHYyBaTHCS
po3apiOHa miHa
PO3apiOHMIA TpoaaK
30€epeKeHHS

M IHIMATUCSA

KEPTBYBaTH
IpoJaXKHa IiHa
PO3MPOAAXK 32 TOHUKEHOIO
I[IHOIO B KiHIIi CE30HY
MaJiHHS PIBHS MPOJAXKY
JIOCSATATH IIIeH

cthepa, miamazoH
BTOPUHHUI

MOCTaYaIbHUK TTOCITYT
aKIloHep

TPUBAJICTh IEpeOyBaHHS Y
IpOAaKy

HEIOMIK, Opak

CYCHUIbHUH BIUTUB
COIIaJTBHI 3B'SI3KU
pileHHs

JOKEpeo

Joxepena iHopmartii
KyIiBeJIbHa CIIPOMOKHICTh
BUTICHSTH

cramii

aKIi
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striking logo
stripes or bars
suchlike
suggest

sum up
superiority
supplement
supplier
supply chain
support
surrounding
survey
sustainable
switch

T
take over

target market
test

test set of questions
textiles

thick

thin

tin

to depend
tool
trademarks
transaction
transfer
trends

Bpa)KarOuni JIOTOTHUIT
CMYTH

moA10Hui
MIPUITYCKATH
MiIBOIUTH T1ICYMOK
nepeBara

JI0JaBaTH
IOCTaYaIbHUK
CHCTEMA ITOCTAaYaHb
HiATpUMKA
OTOYEHHS

OTJISIN, 3BIT

CTIHKHUH
NepeMHUKaHHS

MOYMHATH pOOOTY
I[IThOBHIA PUHOK
BHUIPOOOBYBATH

KOHTPOJIbHUN HaOIp MUTaHb

TKaHUHU
TOBCTHH
TOHKUH

OaHka
3aJeXKaTu
IHCTpYMEHT
TOPTOBI MapKu
ormeparis
nepeiaBaTu
TEHIEHIIT
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trouble spot

troubleshooting
tube
turn out

U
ultimate

unique
unique selling point

untried

\Y%
value

variables
vary

vendor
VIEWS
volume sales

A%
warranties

waste

waste time
whereby

whole
wholesale prices
work out
workable

Y
youthfulness

00J1acTh, /Ie BAHUKAIOTh
npoOiaeMu
BUpIIIEHHS MTpoOieM

TIOOUK
BUSBJIATHCS

OCTaTOYHUI
YHIKaJIbHHAN
YHIKaJIbHa BJIACTUBICTh

TPOAYKIIIT
HeTepeBipeHui

BapTICTh, IIHHICTH

3MIHHI

BapilOBATHUCS, 3MIHIOBATHCS
POJIaBEIh

ITOTJISI TN

TOPTIBJIS O KUTBKOCTI OJTMHUIID
MPOTYKITIT

TEXHIYHI BUITPOOYBaHHSA
BUTpATH

BUTpAYaTH JIapMa 4ac
3a JOIOMOTOI0 YOT0
LIJINH, BECh

OIITOBI IIHA

BUPIIIATH

JIETKO 3111 CHEHHU

MOJIOIICTH
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