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Unit |

Introduction to marketing

Words to know

advertising

assumption

benefit

channels of distribution
consideration

PO3MIIIEHHS OTOJIONICHD; PO3MIICHHS
peKJIaMu; peKIaMyBaHHS
TIPUITYIICHHS

BUT0]1a; MPUOYTOK
TOPTrOBETHHO-PO3MQIITbHA MEPEKa
1[1Ha; IJ1aTa

customer 3aMOBHHK; MOKyTICLIB; KITIEHT

list price 3asBiieHa A1HA TOBapY; omyOIIiKoBaHa
I[iHa TOBapy,; OPeCKypaHTHA 1iHA

logistics oprasizaiiitHa’po6ora; JoricTuKa

marketing mix MAPKETHHLOBUI KOMIUIEKC; CTPYKTYypa
MapRefyfry

market research aHaii3 KOH'FOHKTYPH PUHKY; aHaIi3

CTaHy PUHKY; BUBYEHHS KOH IOHKTYDH;
dHai3 KOH'IOHKTYpPH; BUBYEHHSI PUHKY

promotion CTHMYJIFOBaHHS 30yTY; MPOCYBaHHS
TOBapiB Ha PUHOK; peKiama
PR(public relations) 3B'SI3KH 3 TPOMAJICHKICTIO

I. Read the text andidecideAvhy the author chose the title Thinking like a marketer.
Can you suggestia bettertitle?

Thinking like a marketer

Marketing is’a’relatively young discipline, and it is important to note that there is still
gonsiderable disagreement and debate among academics and practitioners about what
marketing is and is not. In particular, there is disagreement about what the boundaries of
marketing are.

The Key principle agreed on by all marketing academics is that marketing places the
customer at the centre of all marketing thought. This does not mean that marketing is a
charitable institution: organisations exist to fulfill their own aims, but marketers argue



that all organisational activities should be informed and driven by customers and
consumers.

In practice, following this principle is not always easy: customers are not necessarily
consumers (consider a mother buying clothes for a small child) and customers may have
different needs from consumers. Also, it is extremely easy to make assumptions about
what consumers need and want — often these prejudices are based on what the planner
needs and wants, not on what the actual consumers need and want. The end produét of:
marketing is the competitive advantage of the firm: firms which look after theigeustemers
should do better than firms which do not. In simple terms, marketers put cust@mersiat’the
centre of everything they do because it is the best way to get their money offithem!
Marketing practice can be considered as being all the activities that happen at the
interface between the company and the outside world.

Another popular way of considering marketing’s role is to defingyit astmanaging
exchange. Marketing is a process of developing products and.servieesssorthat they provide
benefits for consumers, then offering them in exchange for moneys, The terms, place, time
and conditions for the exchange are managed by the marKeter.“Fhis’definition does have
some conceptual difficulties, because consumers often have a'role in deciding many of
these issues (particularly dealing on the Internet).

Marketers operate by controlling various elemegts ofithe marketing mix. The marketing
mix is all the activities undertaken by marketers, and/was first defined by McCarthy in the
early 1960s as comprising four elements (the foumPs). These are:

1Product: the bundle of benefits offered'by’'the»arganisation.

2Price: the consideration given by the customer for the product.

3Promotion: the communications@bout theproduct which are aimed at the consumers.
4Place: the location where the exchangeAtakes place.

I1. Discuss the following queéstions:

. What is the key pringiple«af marketing?

. How is called orgamisation/that follow its own purposes?

. What is the end pr@duci0f marketing?

. Where do magketers put customers? Why?

. How canhe considered marketing practice?

. Howis called'the process of developing products and services?
. Wihat'is the marketing mix?

sHow many elements does marketing mix include?
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I11. Match terms in a column A with their definitions in a column B.
Put answers in a column C.

A B C

1.customer a. activities or techniques 1- e
intended to create consumer \
demand for a product or service

2.consumer b. payment for a service or a 2- ®
thing

3.assumption  c. a person employed in 3-
marketing

4.competitive  d. the variables, such as price, 4-
promotion, and service, managed
by an organization to influence
demand for a product or service

5.benefit e. something that improves or 5-@
promotes

6.promotion f. a person who buys _ ¢

7.marketing g. sufficiently low in price& 5

mix high in quality to be sucg

against commercial riva ‘
8.consideration h. a person who acquires geods 8-
and services fo@ own
personal needs
9.marketer I. the act of

granted o
taken

ing,something for  9-

where the customers can buy it

one that meets the customer need

to encourage the customer to buy it
one that makes company profit and keeps the customer satisfied

V. Here is a definition of marketing. Fill the empty spaces in the text by the following
verbs.



a)design b)persuade c)develop d)modify e)market f)identify g) influence

Marketers have to (1).................. or anticipate the customer need; (2)........... a
product or service that meets that need better then any competing products or services;
() R target customers to try the product or service; and, in the long term,
() it to satisfy changes in consumer needs or market conditions:
Marketers can (5) ................ particular features, attractive packaging, and effective
advertising, that will (6)................ consumers’ wants. Marketing thus beginsgdong
before the product or service is input on the....... ; it combines market research, pew.
product development, distribution, advertising, promotion, product improvement,and so
on.

VI. Read the text and give the definition of the term «marketing»Decidé€ on suitable
title for it. Using the chart below describe how the marketing process’is developed.

Marketing is a social and managerial process by which individuals and groups obtain
what they need and want through creating and exchangingspreduets and value with others.
Marketing refers to all the process involved in selling goods?or’services in the most
efficient and profitable manner. It begins with an examination of what people want from a
product or service (market research).

This is followed by an assessment of how to preducethe product or service (product
development) that will satisfy that requirement, and at the same time make a profit in the
process.

The next stage is to develop a matketing strategy that will get the product to the
appropriate market at a competitiveypri€e,./This will involve creating an advertising
campaign that is backed by sélling and.distribution procedures.

The follewmg flow chart shows the way that the marketing process is developed:



? / (Eavertising) \

Customer > Market » Product » Marketing Dlstrlhutmn » Customer

Research Developme nt Strategy

Gromerin) — Caeting

Marketing in this sense is a two-way process. It connects those who produce‘goods’and
services with potential buyers. It also finds out what products and servicesigonsuimers
want and relays the information to the producers. This enables thentto make-the right
things available.

VI11. When you read the text to decide on title, which of the following did you do?
Tick them.

Did you:

read the text slowly and try to understand,everywaord?

read quickly and try to understand the*maimtheme?
underline or mark sentence that you‘thoughttvere important?
make notes about important points?

el AN S

Which of these notes reading strategies do you think is most appropriate for this kind of
task? Which do you think is Igast appropriate?

Listening

VIII. Martin is the'marketing manager of a telecommunication company. He is
telling his colleagties'@about marketing mix for a new product. Listen and take notes
on the four P&

Product have everything you need to connect to the Internet,

Price
Placement
RfomMiotion

IX. Now listen again and complete the phrases from the presentation.
1. The of our cable package are that you get...
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2. We will be
3. Our product will then be immediately
that customers will have...

4. We will

customers through ads on...

5. We haven’t

a price yet...

to customers in...

6. Because our product is in the phase, our
should...

X. Which words in the box are used to talk about which P? Put them into the correct
category.

advertising | appearance | channels of

list price location distribution

public quality logistics

relations media service

discount

Place

Price

Promotion

Product

XI. Translate the text in written form.

When people talk about the marketing mixgthey eften refer to the four Ps: product, price,
placement, and promotion. Some peoplestserthe term place instead of placement; both
terms are just another way to ref@é.to distribation. Some people also talk about seven Ps
and include people or participants, pracesses (takes service into account), and physical
evidence (the appearance of your beisiness).

XI1. Choose the best wordhar phrase from the columns A, B or C to fill the gaps.
Our company makeswweaden/garden furniture-mainly tables and chairs. Sales are much

higher this year because we€ have spent a lot on (1)........ First we did a survey to find out
about custom@f).... ./ ..... Then we redesigned all our (3)......... to include the special
(4)...q.. %" that,people want. Our(5)........... included the competition in all the major
gardening magazimes where the prize was a set of our furniture. Most importantly, we’ve
made sure all olir (6)................. are very competitive because our customers want
value for meney.

A B C

1.selhing distributing marketing

2. wants needs uses

3. products benefits services

4. goods profits features

5.presenting promotion persuasion




| 6. prices | costs | charges

XII1. Choose the best word from the brackets to fill the gaps.
1. You can’t maximize sales unless you get the marketing .....(mix/needs) right.

2. Our company is market-.......... (promoted/driven) and so we regularly talk to focus
groups.

3. The new model has lots of ...... (features/services)including air-conditioning.

4. Jack Brown is in a charge....(promoting/orienting) our new range mobile phenes.

5. Our travel service offers customers many........ (characteristics/benefits)including,frec
insurance.

6. If your business is not market-...... (led/fed), you may find that your preduct’déesn’t
sell.

XIV. Translate with a dictionary terms in the left columns=Matehsup the words or

expressions on the left with the definitions on the right.

distribution channel a all the companies of TAdividuals involved in
moving a particulargood,or service from the
producer to thesconsumer

to launch a product b an idea fopa new, preduct, which is tested with
target consumersdoefore the actual product is
developed

market opportunities c attribytes erCharacteristics of a product: quality,
priceqteliability etc.

market research d dividing a market into distinct groups of buyers
Who Have different requirements or buying habits

market segmentation e places where goods are sold to the public-shops,
Stocks, kiosks etc.

packaging f possibilities of filling unsatisfied needs in sectors
in which a company can profitably produce goods
or services

points of sale g someone who contacts existing and potential

customers, and tries to persuade them to buy
goods or services

prodect concept h collecting, analysing and reporting data relevant
to specific marketing situation (such as a proposed
new product)

produet features I to introduce a new product onto the market

sdles’ representative J wrappers or containers in which products are sold

XV. Replace the Infinitives in brackets by the Present Simple Tense in the Active
Voice.
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Markets....... ( to exist) wherever people come together tobuy and .........................
(to sell) their goods and services. In economic systems during such hours, consumers and
producers ......... (to exchange) their goods and services in many competitive markets.
A perfectly competitive market, according to economists....... (to require) all of the
following conditions:

e Many buyers and sellers; no individual or group can influence the behawior

of the market.

¢ Identical goods or services offered for sale.

e No buyers or seller .....(to know) more than any other about the market:
Buyers and sellers....... (to be able to) enter or leave the market at will. Few
markets.....(to have) all these characteristics.
Collusion....... (to be) a secret arrangement between two or more figms ta fix/prices or
share the market. These agreements ....... (to be) usually illegal.
Public Utilities...... (to be) privately owned firms that...... (te"provide) dn essential public
Service.

XVI. Answer the following questions:

1. When do markets exist?

2. Where do consumers and produces exchangettheirigoads and services?
3. What does a perfectly competitive marketrequire?

4. What is collusion?

5. What are Public Utilities (komynanpat mampu€mcTaa)?

Using the information from the'text expldin characteristics of perfectly competitive
market.

Unit 11
The marketing research process
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accelerate
ascertain

budget

cost
decision-making process
determination
evaluate

expenses

fierce competition
in terms of
market share

pertinent information
product cycle
researcher

target market

Words to know

IPUCKOPIOBATH
BCTAHOBJIIOBATH

Or01KEeT

BapTICTh

IPOIIEC MPUAHATTS PIlICHHS
NPUITMHECHHS TEPMIHY A1
OIIIHIOBAaTH, BU3HAYATH
BUTpPATH

KOPCTOKA KOHKYPEHIIs
BUXOJISTYH 3

MMTOMA Bara Ha puHKY AaHOPO TOBapy
(MpOAYKIIiT KOMHAH1T)

cyTTeBa iHGOpPMAIlis

ITUKJT BUTQTOBIICHESIATPOTYKTY
JOCIIITHAK

PUHQK 30yTY

I.Read the text and decide why the author:¢hose,theAitle The marketing research

process. Can you suggest a better title?

The marketing=research process

Accelerating product cycles, easyfaccesstoinformation on products and services, highly
discerning consumers, and fierce competition among companies are all a reality in the
world of business. Too many €ompani€s are chasing too few consumers.

Knowing, understanding, andwespoending to your target market is more important than
ever. And this requirestinformation—good information. Good information can lead to
successful products and,Services. Good information is the result of market research.

The marketing résearch process is comprised of a series of steps called the research
process. To conduct a research project effectively, it is important to anticipate all the steps

and recognize,their interdependence.

Need for fmformation.

The dirstistep in'the research process is establishing the need for marketing research
infermation<The researcher must thoroughly understand why the information is needed.
1 he manager is responsible for explaining the situation surrounding the request for
infermation and establishing that the research information will assist in the decision-
miakihg process. Establishing the need for research information is a critical and difficult
phase of the research process. Too often the importance of this initial step is overlooked,
which results in research findings that are not decision-oriented.

Research Objectives. Once the need for research information has been clearly defined,
the researcher must specify the objectives of the proposed research and develop a specific

13



list of information needs. Research objectives answer the question ‘“Why is this project
being conducted?”’

The answer could be as broad as the determination of the amount of effort needed to
increase the company’s market share by 5 percent or as specific as the determination of
the most preferred of five moisturizers by women in southern California. Only when the
researcher knows the problem that management wants to solve the research project'canthe
designed to provide the pertinent information.

The difficult part of establishing research objectives is the conflict that often exists
between the value of information and the research budget. Since each piece of
information has some cost associated with it, whether it is the cost of the aceeunt
manager’s travel expenses or the cost of having an outside agency perform a telephone
survey, each piece must be evaluated in terms of its value with respect to the péeded
decision.

I1. Answer the questions in your own words.

1. What factors influence on the development of modern businessiworld?

2. Why good information can lead to successful products”and services?

3. What does marketing research process include?

4. What is the first step in the research process?

5. What kind of information will assist in the decision-making process?

6. What is the difficult phase of the researchqarocess?

7. What must be specified by the researcherawhensthe need for research information has
been clearly defined?

8. What happens when the researcher Knews#the problem that management wants to
solve?

9. What is the difficult part of establishing research objectives?

10. How each piece of infarmationgmust be evaluated?

I11. Look back at the textanEind’nouns that follow these verbs:
require, anticipate, specify, develop, establish

IVV. Match eagh word in the column A with a synonym in the column B.

A B
1 | objective a | ascertain
2 | anticipate b |raise
3ampestablish c | define
4 | require e | foresee
5 sSpecify f |aim
6 Vincrease g | demand

V. Use the words and word-combinations to complete the following list of ways to
learn about customers.
clients loyal customers

14



competitors new trends

find out sales records

listening search

1. Email.............. directly with one or two questions.
2. Examine people type into your website’s.... ..... function. Which items are”people
looking for?
3. Schedule a social event, such as a wine tasting. For existing or potential... g , and use
this as an opportunity to.............. more about what they want.
4. Compare your marketing approach with that of your.............. What areas#apé they
targeting that you aren’t?
5, Read trade journals to learn about.................... This will helpyyou stay dhead of the
competition.
6. Study your................ to see what facts you already hayesaboutsgthe people who buy
you.
7. Spend time in a shop or at a trade fair............ to gocoplemWhat do they talk about?

What questions do they ask?

V1. Now try to decide with a partner which methads are the best for researching:
a new product or service
an existing product or service

VII. The marketing team atithe &£uphony, telecoms company, wants to research the
market for mobile phones™made specifically for children. Listen to the following
discussion between threesmembers of the team and make a note of the six data
collection methods theyamention.

Data collection methggs:

1.

R B W N

Did you know?
Market research terms vary between Britain and the US. For example, an
individual interview in Britain is often called a one-on-one or an in-person
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survey in the US, a street interview is called a sidewalk survey, and a postal
survey is called a mail survey.

What advantages and disadvantages do the different methods have? Which is the
cheapest? Which is the most expensive?

Listening

VII1I. Listen to the dialogue again and find words to fit the following defimitions.
useful answer:
a survey group which is not typical of a target group:
model of a product in development:
percentage of a people who complete a survey:
the group of people a company wants to sell to:
information known about a customer:

IX. Now complete the sentences below using the corgecthform,of the words you have
found.

a) Rolex’s i1s wealthy, people Wwho see a watch as a status
symbol.

b) When you log on to a website, the pages you loek‘at’and the amount of time you spend
on them are saved in your

c¢) Even the best-designed surveys only haye a of about 4%, so
don’t set expectations too high.

d) A will'make the data you gather worthless, so think carefully
about who fills in your questionnairess

¢) We did an online survey,but wedidh’t get many . Most of the
visitors to our website aren’t Gustomers.

) Once the product development department has created a , We can

display it at trade faits™Lim sure it will attract more people to our stand.

X. Read, the text and think of a title. Translate the text in written form.

Consumer, Behaviour is one of the most important areas of marketing — not surprising,
considering the emphasis on customer centrality. It often takes up more than one chapter
in introductory’marketing texts and may take up more than one lecture in your course. It
certainly. aceounts for a large proportion of academic research.

Essentially, consumer behaviour is about people’s decision-making about purchases, and
the i'nfluences on those decisions. Understanding the processes involved helps with the
Managing exchange theme and also with the segmentation theme.

XI. Look at the following scenarios. Work with partner to decide which data
collection method is best for each one. Try to use phrases from the Useful Phrases
box to give your opinions and to agree or disagree.
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An online travel agency wants to know how satisfied its customers with its services

A beverage company wants to test three new soft drinks
L 2

A local transportation company wants to gather demographic information o ts\
current passengers.

management package.

A financial consulting firm for very wealthy people wants to introd@ alth

Useful phrases

Giving your opinion
I think/I feel that...

It would be great to... neither/Neither do |.
We definitely should...

Asking others for their opinion 0
What do you think, Mark? \

Harry, do you agree?

Wendy, would you like to say a fe r
Disagreeing %
I don’t think...

Sure, but...

I see what you mean, bu *

. The marketing research firm has prepared the following script for the
lephone survey. Work in pairs to ask and answer the questions.

Inside the Market

17




Project number:185083

Internal Title: Euphony Mobile for Children Survey

Hello, my name is........ (name), and I’d like to ask you a few questions about mobile
phones for children. Do you have a few minutes?

(If a caller agrees)
Great, thank you. So, I’'m calling on behalf of a company which wants to make a8 mébue

phone especially for children.

1. Could I ask you how much you would pay for the phone?

[1£40 [1£80 1£120 7£160
2. How important are the following features to you?
very important not very unimportant
important important
a colourful design
a headset
light —weight

long battery life
built-in tracking
being able to pre-
programme numbers

3. What other features aredimportantto you?

4. How interested wiould yowbe in buying such a product?
@ very interested @interested @ not very interested @ not interested

Do you think ghisis a good survey? Why or why not? Are there any questions you would
add or change?

X111, Match the sentence halves (a to h) with the basic marketing steps (1to 8)
1. Researgh a your product or service where you will
reach the appropriate customers.

2oSttategize b to get background information on your
market and its potential customers.

3. Launch C or enter your product or service into the
market.

4. Position d to make both short and long-term

18




marketing plans.

5. Follow up e to check on consumer satisfaction with
the product or service.

6. Evaluate f or asses if your strategy is effective or
not.

7. Reposition g constantly where you keep a close,watch
on customers and competitors.

8. Monitor h your product or service if you areynot

getting a successful customer response;

XIV. Look at these other methods for assessing available informatiomand ¢otlecting
new information about your customers. Sort them in the correct category:
Can you add any more to the tahle?

desk/field research
e-mail surveys
purchasing information
sales statistics

opinion polls

feedback forms
panel-surveys
pre-testing

Sources of available date Collection of new data

XV. Choose,the bestword in brackets.

1. Oury... &. .. melude includes several multinational companies (clientele/economy).

2. We wanted to"buy the house but the........ was asking for 300.000$ (purchaser/vendor).
3. The goyemtment brought in several market........ to strengthen the

gconomy (reforms/pressures).

ANUntil 1998, the government fixed all the prices, but now we have a........... market.
(fregd/state).

5/ It’s only a small shop, but we serve nearly a 200............................. a
day.(consumers/customers).

6. Most of our......... are small businesses.(markets/users).
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XVI. Read these comments about market research and say which options you agree
with.

Every company should examine their product line carefully at leas e
a year. The best way to do this is with market research. And,ddea

people in the company should be involved in the research proces
Otherwise, you risk becoming out of touch with your targetsmarket.
boss, Alison, is always saying " I don’t think customers WO 00 ant that.
"When did she last speak to one of our customers?

D
When think of market research, | thi atold saying: ~ Begin with
the end in mind’. If you want clear Its you can use, you have to tell

market research firm exactly t you dnt. Don’t let them be creative
or make their own sugge& ember: you’re the one in charge.

¢

{arket research? I’m sorry, but I think it’s a complete waste of time.
[know exactly what my customers need already. The challenge isn’t
giving them what they want, but giving it to them at the price that
they want.

20



| think that most companies spend too much time speaking to their
customers about what they want, and not enough time looking at their
competitors in their own field. Everyone in your focus group might
agree that you make the best chocolate bar in the business, but that
doesn’t help you sell your products if no one wants to eat chocolat

(b‘\\

Unit 111
Planning the marketing strategy

Words to know

corporate strategy KOPIIOPATUBHE o

disrupt pyiiHyBa

guerrilla MPUXOBA

hit-and-run tactics 6nlkaBrgHa fakTHKa

hypercompetition ep3Marafiis

leadership i1CPETBO

middle-of-the road BIYaiTHA I

mission statement ‘ TpOrpaMHa 3asBa (3assBa KOMITaHii mpo ii
6 1711 Ta TIPUHITUATIH )

mutually exclusive \ B3a€MOBUKITIOUHUH

overall cost MOBHA BapTICTh

retaliation ¢ Biqmiara

set out MMOYMHATHU

SWOT CWJIBbHI 1 CJTa0Ki CTOPOHH, MOYKJIMBOCTI,

HeOe3neKu
vision statement 3BiT OaUeHHS

I. Réad the text and decide why the author chose the title Marketing strategy. Can

6 ggest a better title.

Strategy is about doing the right things: tactics is about doing things right. Strategy is
about where the firm is going: tactics is about how to get there.

Marketing strategy
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The intention of marketing strategy is to place the company in the appropriate position
relative to competitors and thus to gain competitive advantage: it therefore relates
strongly to positioning (in the mind of the consumer) because marketing is customer-
centered.

Creating competitive advantage is the basis of all business strategy: the marketing
strategy may or may not be the same as the corporate strategy, depending on the dégreeito
which the company is marketing oriented.

Michael Porter (1980) is the key thinker on strategy. He suggests that there aregdhree
winning strategies and one losing strategy, as follows:

1. Overall cost leadership: only one company in the market can have thedowest
costs of production and distribution: this company will offer the cheapest products.

2. Differentiation: the company seeks to serve a number ofymarket'segments,
each with a different product, and aims to become industry Jeader.

3. Focus: the company concentrates on one or two niche markets.

4, Middle-of-the road: this is the falling strategy, an attemptto follow more than
one of the above strategies will result in failure, or at le@Sta fess-the-optimum
performance.

Tactics for each of this strategy differ. Market leaders stand 10 gain most from expanding
the total market, and perhaps by increasing sharg stilhfurther. Market challengers set out
to attack the market leader, either directly or:dy guerrilla tactics (picking off the segments
which are not well-served by the leader). Marketfollowers do not challenge the leader
(because a direct attack might breed retaltation)-

A recent development is hypercompétition;which is competition that breaks all the rules.
In hypercompetition environment{firms deliberately try to disrupt the market, using hit-
and-run tactics to disorientate the leaders’and throw long-term plans out of order.
Strategic planning begins withyoneoftwo elements:

1. A mission statement; thiSNsa statement about the purpose of the organization. It will
state what business the'company’is in, who the customers are, what the firm is in business
for, and what sort of\business’we are.

2. A vision statementithis’is about the values of the organization, the corporate culture,
or the «personalityy of the organization.

Missign Statements and vision statements are not mutually exclusive.

I1. Discuss thefollowing questions:
Iy How ts/Called the intention to do things right?
2. What'is the difference between strategy and tactics?
3gWhat is the aim of the marketing strategy?
24,/ What does Michael Porter suggest?
5. What is the aim of overall cost leadership?
6. How is called the marketing strategy when company seeks to serve a number of
market segments?
7. What is the chief aim of market leaders?
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8. What do firms do in hypercompetition environment?
9. How many elements does strategic planning include?

I11. Rewrite these sentences taken from the text Marketing strategy with the words in
the correct order. The first word is underlined. There are sometimes two
possibilities.

Example: The firm sets its basic marketing objectives.

0. objectives, the, its, marketing, firm, sets, basic.

1. strategy, each, for, of, this, differ, tactics.

2. elements, one, planning, of, two, strategic, with, begins.

3. the, not, followers, leader, do, market, challenge.

4. Michael Porter, strategy, key, is, the, thinker, on.

5.statements, and, mission, vision, exclusive, are, mutually, not, statements:

IV. A classic way to create a marketing strategy is to begin to'leoking at a company’s
Strengths, Weaknesses, Opportunities and Threats. EXpo MarKeting Consultants
carried out a SWOT analysis of a GUBU toys LTD. Rut their findings in the correct
boxes to complete the SWOT analysis.

Reliable and committed workforce.

Use of wood- seen as "good for thesnvironment .

High labor costs.

Location-far from population£enters¥far from new markets.
Beautiful hand-made toys.

Poor communications systems/limited technological skills.
Internet as potential matketing,tool/e-commerce.

Lack of it training in‘staff,

Declining intereSt in"domestic markets for traditional toys.
10. Potentially strghg demands in Germany and Scandinavia.
11.  Competition'in,Germany and Scandinavia/Baltic countries.
12.  Increas€@ehcompetition from mail order companies.

13.  Selling,by. new channels, e.g. mail order.

ooNOOR~LODNE

Expo Marketing Consultants
SWOT analysis of a GUBU toys LTD

Strengths Weaknesses
¢
Opportunities Threats
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NB. Strengths and Weaknesses are concerned with things inside the company which it
can directly control. Opportunities and Threats are outside factors.

V. Read and translate the marketing strategy tips. Which of them do you agree
with? Explain your choice.

A strategy should create a competitive advantage.

1. It should incur acceptable risk.

2. It should be supportable in terms of recourses and management.
3. It should achieve product/market objectives.

4. It should be internally consistent.

V1. David is a marketing manager. He is organizing a megting to discuss the prices
for the cable Internet package. Put the following sentences-in the goprect order to
complete the email.

a. Could you have a look and let me know if there’s anfything=yoa’d like to add or

change.

b. As you probably know, we need to think about schedule’a meeting to discuss our
pricing strategy for our new cable Internetgackage.
Hope you all had a nice weekend.
Please let me know if you can attenddoythenendof the day.
How about next Tuesday at 9 a.m.?
I'm also attaching an outline ofdwhat, I*d'like to talk about.

Useful phrases

—hD OO

Writing emails

Remember that not all emails informal. Business emails to people outside the company
tend to be like letters; they foltaw eertain conventions (see below) and are written with
punctuation and capitaliletters. Errors can give a bad impression, so be sure to check your
spelling using an onlinexdictionary or the spellcheck function of your email program.

Greetings and'eloses

Dear Ms Elores=Y oufs sincerely (very formal)
Hello Geoff-Bestwishes (neutral)

Hi Martm-Al the best (less formal)

Closes fer saying thank you
Mamythanks.

Thank you for your help.
Cheers (Informal and British).

Pleasantries
Hope all’s well with you.
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Hope you (all) had a nice weekend.
How was your weekend?

Tip

Remember to capitalize the first letter in an email (or letter):
Dear Mr Steinblatt

Thank you for your message...

V1. Which word is the odd one out in each of these groups? Explain your choiee.
. @) product; b)price; ¢) place; d)promotion; e)design

. a) marketing; b)marketer; c)share; d)market leader; e) market

. a) market challengers; b)marketer; c)share; d)market leadexr; e)ymarket

. a) advantage; b)tactics; c)promotion; d)advertising; €) to setout

. @) hypercompetition ; b)increasing; c) advertising; d)pricing; e)éxpanding

o1k~ W

V1IIl. Read the article and decide on the suitable titleifor it. Piscuss the questions
below.

Most people and many managers do not undetstand.the/role of marketing in modern
business.

Marketing is two things. First, it is a strategy and.set of techniques to sell an
organization’s products or services. A hisinvél¥es choosing target customers and
designing a persuasive marketingdmiX to get'them to buy. The mix may include a range of
brands, tempting prices, and convenignt sales outlets. This concept of marketing as
selling and persuasion is by fak thegmest popular idea among both managers and the
public.

The second, and by farimore important concept of marketing focuses on improving the
reality of what is on'gffer It iS based on understanding customer’s needs and developing
new solutions whicChsake better than those currently available. Doing this is not a
marketing depaktment pfoblem, but one which involves the whole organization.

1. Whigh of the four Ps are mentioned here?
29 Daes the7author think the four Ps are a complete definition of marketing?
3. Doesthe author think that marketing is only for marketers?

I XgMatch the sentences beginnings (1-5) with the correct endings (a-e).
® 1. Firms are now more market-oriented a) such as Microsoft and Sony are in
several markets at once.
2. Since the 1980s, Britain has had a much b) and the audience decides the more
market-led direction it takes.
3. Many market-led growth businesses, c¢) led to falling sales and profits.
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4. Lack of investment and market orientation d).and less dependent on
government money
5. American TV is a market-driven industry, e) approach to economics

X. Complete the sentences with these words.
prices packaging four buy mix place marketer advertising sell plan

The .... Ps are product: deciding what to sell

price: deciding what......... to charge
......: deciding how it will be distributed and where people will ....... it
promotion: deciding how the product will be supported with............ , Speciabactivities,
etc.
A fifth P which is sometimes added is.............: all the materials used to"protect and
present a product before it is sold. The four Ps are a useful summary. of the
marketing....... , the activities that you have to combine successfully i order to.........
To market a product is to make a........ based on this combinatiefi and put it into action.
A....... or marketeer i1s someone who works in this arcas

Listening

XI1. Martin is giving a presentation to management.about the positioning strategy he
has developed with his team. Listen and answer the questions below.

1. What is the company’s target,market?
2. Why is their product superior t@,0therspackages?
3. How can they prove that their productis the best?

Listen again and complete\therphrases from the presentation.

1. Weare............. customers whoare.................ooeeiennl.

2. Extensive testing . 5. "W). . /.. that we provide.....................

3. Speed of accessyis. ™. ~.......... why our product is better.

4. Another reasomis that'we.............. every new customer with a free.......

XI11. Fmishythese’notes about marketing strategy with the correct verb form of the
givef word.

(1N (Profile)the market to find out want and needs of the consumers.

2. Goad marketing must (penetration) an entire market to attract as many
customers as possible.

3. Effective marketing strategy aims to (saturation) the market to push out the
competition.
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4. Companies (diversification) their products and services to give a better

choice to consumers.
Marketing considers how wholesalers (distribution) products retailers. \

XI11. Match terms in the column A with their definitions in the column B.
Put answers in the column C.

A B C
1. price boom | a. label attached to goods, 1- 0
showing the price; also means
«pricey
2. price control | b. government efforts to limit 2- /
price increases
3. price cut C. acompany that is first to 3-
reduce or increase prices
4. price hike d. a good period for sellers, /
when prices are rising quickly
5. price war e. a reduction in price G/
6. price leader | f. an increase in price /6-
7. price tag g. when compgtin s 7-
reduce prices i% each
other

XIV. Look at the pric e statements below true or false?

All prices in euros

Model st price Our price Competing
product
11,541 9,999 10,500
13,349 12,999 12,896
15,742 14,999 13,987
16,908 15,999 14,442

1. The prices policy is to sell below list prices.
2. The Adagio is low-priced, and is cheaper than the competition.
3. The mid-priced models are the Brio and the Carpicioso.
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4. The retailer charges 16,908 euros for the Delicioso.
5. The Delicioso is the highest-priced model.

6. The Delicioso is cheaper than the competition.

7. All models are sold at a discount.

XV. Complete the sentences with the appropriate form of words from the exexciseX:
1. Aprice ..........ounn.. by Mills may indicate the start of price increasessby other
producers.
2. Britain’s house price............. Has gone beyond London, with properties’in” Kent
now worth 25 percent more than a year ago.
3. Consumers will get price .................. of eight per cent off phon¢ hills from
May.
4. When President Perez ended price............... , electrcity, phone€ and transport
costs went up.
5. Petronisaprice.................. ; it's usually the firSptoveffer lower prices.
6. The project had many design problems, pushingwp the price.............. for each
helicopter from $11 million to $26 million.
7. There is a price ............. Between Eagyjetand KI.M on the London to
Amsterdam.
Unit v/
Branding
Wordlist
branding OpeHIIHT, MPOCYBaHHS TOPTiBEIBHOT

MapKu
penyTailisi TOpriBeIbHOI MapKHu;
BIJIOMICTb TOPTiBEIBHOT MapKu
dipmoBuit

3aMiHa CIOKMBAauYe€M MapKH TOBapy
He ¢ipMOBUI TOBap

HeMaTepiaibHI aKTUBH

BUPOOHUK

brand awarengss

branded

bran@ switchipg
generic product
IntangibJe€ assets
make

preﬁium brand
retailer
subcontracted
unethical

NEPIIOKIACHUN OpeH]T
PO3JIpiIOHUI TOPTOBEIH
00yMOBJIEHUH CyOyTO010
HEETUYHUI
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I. Read the text and decide why the author chose the title Brands and branding. Can
you suggest a better title.
Brands and Branding

A brand is a name a company gives to its product so they can be recognized. This mayte
the name of the company itself: the make of the product. For products like €arsayou refer
to the make and model, the particular type of the car, for example, the Ford (make) Ka
(model).

Brand awareness or brand recognition is how many people recognize @abrand. The ideas
people have about a brand is its brand image. Many companigsthave,asbrand manager.
Branding is creating brands and keeping them in a customerfs minds through advertising,
packaging etc. A brand should have a clear brand identity"Se that‘people think of it in a
particular way in relation to other brands.

A product with the retailer’s own name on it is an @wn-brand/product or own-label
product.

Products that are not branded, those that do not leave’abrand name, are generic products
or generics.

Branding can be viewed as a way of controlling markets. Big brand owners such as Nike
do not make anything — all the actual manufactare is subcontracted to cheap labour
factories in the Far East. Nike merely Tanages the brand, and does so in such a way that it
seeks to exclude other companies steh as’Adidas from its markets. It also concentrates
wealth and power in already-rich ceuntries.

Coca-Cola, McDonald’s, Micrgsoft’and many others actually offer products which are no
better (and may be wotse)*than/their rivals, but have established their brands in people’s
minds. To test this, teyataking’a child to Burger King instead of McDonald’s and see what
happens!

There is a question over whether branding is manipulative of consumers and therefore
unethicaly, Certainly,/Some consumers appear entirely brand driven, whereas others are
brand Switehers, blying the one with the best offer on at present, or the one which comes
readily t@ hamd/Furthermore, some consumers are brand driven for some products and not
fomgthers.

Obvigusly consumers are exercising choice, and are being seen to do so.

Changing a brand name requires careful planning and equally careful implementation. In
S6me'cases, the process takes place over a number of years so that customers have time to
get used to the transition.

How do customers actually recognise the brand? It is unlikely to be solely from the name
— design and colour of the packaging is a more immediate cue, since people scan
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supermarket shelves too quickly to read the name on the package. This is another issue in
customer centrality — we look at what people actually do!

I1. Discuss the following questions:
1 What does a company give to its product?
2 What is brand awareness?
3 What is branding?
4, Why brand should have a clear identity?
5. What is an own-brand product?
6 What is generic product?
7 What can be viewed as a way of controlling markets?
8 What big brands owners do you know?
9. Are famous brand products better than their rivals? If yes, explain.
10.  What does brand changing demand?
I11. Match the adjectives with the nouns they are most likely to,bg’associated with:

1. generic a) manutacture
2. big b) eue

3. actual ¢) praducts

4. immediate d)¥erand owners
5. branded e)sproduct

V. How many expressions withierand doAou know? Match terms with their
Ukrainian equivalents.

1.brand awareness a)B1IaHHICTH OpeHTy

2.brand equity b)inauBiAyanbHICTh OpEHITY

3.brand extension C)KOHKYPEHIIisl TOPTiBEIIbHUX MapOK
4.brand identity d)nompeHHs TopriBesibHOT MapKH
5.brand image €)cTBOpEHHS OpeHIY

6.brand loyalty; f)Ha3Ba Mapku ToBapy

7.brandyname g)MapouHuil KamiTai

8.branding h)ue ¢ipmoBuii

9.brand,compétition 1)BIZIOMICTh TOPTiBEILHOT MAPKH
30,0ff-brand J) 0Opa3 TopriBeIbHOT MapKH

\VIgDefine if these statements are true (T) or false (F).

A company always gives to its products a name.

Brand name must be the name of the company itself.

The thoughts people have about brand is its brand equity.

Branding isn’t the most important point your company can consider.
The best brand has a rational as well as an emotional appeal.
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6. The famous companies such as Coca-Cola, McDonald’s, and Microsoft propose better
products than their rivals.

7. Careful planning is important factor when a company is going to change its brand
name.

V1I. The text contains a number of common verb-noun partnerships. Matchgp,these
verbs and nouns to make common collocations.

1 recognize a  brands

2 exercise b  products

3 create c companies
4  offer d abrand

5 exclude e choice

VI11. Read the article about branding. Discuss with a partaer theJnain steps in
brand creating? How to create the best brand?

Brand love by Peter Vane

Branding, branding, branding: if you haven’t ieard the #vord, you’ve been under a
rock for the last, oh, ten years. But is all the talk about’branding just much hype?

In a word: no. | think that branding is the moStimpertant point your company can
consider- and everyone should consider jt. And thGse of you who sell to companies-office
chairs, obscure chemicals, you know who you are-you should be paying attention too.

It’s not enough just to have evenyon€ re€dgnizt your brand name or your logo. Branding
Is about connecting, after all, and'everyene/in marketing needs to know to make their
product connect to their customer. The best brand has a rational as well as emotional
appeal, and speaks to yourgeustomér’s head as well as his or her heart. You want your
brand to be something the customer knows is the best - and feels is the best too.

And remember, oncg you’veénspired brand loyalty in your customers, you can’t betray
them and change the'story of'your brand. Cadbury, for example, has a reputation for their
chocolates. But whemrthey introduced Cadbury’s soup, it flopped. The problem was that
the product was'eff-brand, and didn’t fit with the expectations people had about
Cadbury’s,products:

So remember that when you’re telling a story about your product, the story has to be
consistent, Very few products live forever. But establish your brand, and people will
remember it. When Apple introduces its next new idea, millions of people will be paying
attention ready to fall in love again.

¢
Listening
IX. Representatives of three companies—a bank, a budget airline, and a car
company- are giving presentations on their companies. Listen and make a note of
each company’s brand values.
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Company 1
Company 2
Company 3
Which company is the bank, which is the budget airline, and which is the car
company?

X. Listen again and complete these sentences from the presentations with words

from the box.

associate | communicate | emphasize | external | obvious

reputation | widely remind promote | project

1. We have three main brand values which try to in all our intermal and
communication.

2. Our customers us with the highest quality products.

3. Our products are seen as the safest on the market:

4. That’s something we can through our brand.

5. We have always had a for coming up with newspreducts and we try to

that through our brand.

6. For us, the customer always comes first and weawant to constantly both

ourselves and our customers of that fact.

7. That’s something we continually i‘odr marketing.

8. Hopefully that is from our lego,andseorporate design.

XI. Imagine that you are a brand manager at the famous company. Think of
characteristics you want people'to associdate with your company’s products or
services? What should be your company’s brand values?

Useful phrases

| think/feel that...
In my opinion, the bestoptions are...
The most effective values for our company would be...

XI1. Rearrangg the’letters to make words and phrases that are connected with
branding.
Model: nbard’yitnedit-brand identity
T\drabn Avaaressen
2. bardn tyeiqu
S:yhardb texionsen
arbnd tyntidei
fof-rbdna
cirneeg orpctud
elteriar

N O OTNE
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XI11. Complete each sentence with the correct word or word —combination from the
box.

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

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 and Christian Dior have a which is‘more

glamorous than that of many less well-known competitors.

5. Inthe 1990°s most supermarkets began to sell products,

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

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

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

9. A new product must create a so that it is easily recognized and

associated with specific qualities.

XIV. Translate the text in written form.£xplain the difference between upmarket
and downmarket.

Upmaskket'and downmarket

Products, for example, skisyéexist i different models. Some are basic, some more
sophisticated. The cheapest'skis/are low-end or bottom-end. The most expensive ones
are high-end or top-enehproducts, designed for experienced users (or people with a lot of
money!). The chieapestentry-level skis are for beginners who have never bought skis
before. Thosetimpetween are mid-range. If you buy sophisticated skis to replace basic
ones, youytradesup ahd move upmarket. If you buy cheaper skis after buying more
expensive ones, you trade down and move downmarket. Down market can show
disapproval.®lfa publisher takes a newspaper downmarket, they make it more popular,
butaess cultdral, to increase sales.

BrE«Opmarket, downmarket
L4
AME: upscale,downscale

XV. Correct the mistakes in italics, using expressions from the exercise XIV.
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I'm Denise van Beek, from sailing boat company Nordsee Marine. We have something
for everyone. If you’ve never sailed before, try our (1) mid-range model , the Classic. It's
six meters long and very easy to sail. After a year or two, many customers (2)trade down
or (3) take upmarket to something more (4)basic, like the (5) entry-level nine-metre
Turbosail, with more equipment and a bit more luxury. Our (6) bottom-end product is the
Fantasy. It's 15 metres long and has everything you need for comfort on long voyages.
We also produce the Retro, a traditional boat. There’s a small but profitable (7) mass
market for this type of boat.

Unit V
Market segmentation

Wordlist
call for BUMOTATH
dispose PO3TaIIOBYBATH, JIKBITyBaTH
enable CIPUATH, HaEdBATH MOKJIMBICTh
entail BJICKTH, 32 €00010
good FOBAp
industrial market PUHOK BUPOOHUKIB
location PO3TAIITYBaHHS

marketing communications
mass-marketing

marketing mix

market segmentation
market share

perceive

preference

product benefits

profitably
prospective,consumer

psychagraphic'eharacteristics

Public Utilities

responsive

pursue

target marketing
¢

pekiiaMHa AiSUTbHICTD

MacoBuH 30yT

MapKETUHTOBUI KOMILICKC
CErMEHTAallisl pUHKY

UTOMA Bara Ha pUHKY JaHOTO TOBapy
CIpHMaTH, PO3PI3HITH
nepesara

TOBapHa BUTOJIa

peHTabeIbHO, BUT1THO
MOTESHITIHHUHN CTIOKHUBAY
ncuxorpadivHi XapaKTePUCTUKU
KOMYHaJIbH1 KOMITaHii

YyUHUN

nepeciiayBaTu, J0OUBaTUCS
ITbOBUI PUHOK

I. Read the text and give the title. Sum up what the text says about the market-

segmentation process.
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Market segmentation is one of two general approaches to marketing; the other is mass-
marketing. In the market-segmentation approach, the total market is viewed as being
made up of several smaller segments, each different from the other. This approach
enables businesses to identify one or more appealing segments to which they can
profitably target their products and marketing efforts.

The market-segmentation process involves multiple steps (Figure 1).

The Market Segmentation Process
STEP 1 STEP 2 STEP 3
Defining the Finding Narrowing down
market segments the choices
STEP 4 STEP 5
Picking the Developing the
winners plan of attack
Figure 1
source: Croft, Michael J. (1994). Market Sefimentarion: A Step-ByfStep Guide to
Profitable New Business, London: Routledge,

The first is to defin@gthe matket in terms of the product’s end users and their needs. The
second is to dividesthe market into groups on the basis of their characteristics and buying
behaviors.

The most cemmon’elements used to separate consumer markets are demographic factors,
psychagraphic€haracteristics, geographic location, and perceived product benefits.
Demographic segmentation involves dividing the market on the basis of statistical
differencés in personal characteristics, such as age, gender, race, income, life stage,
gccupation, and education level.

Psychiographic segmentation is based on traits, attitudes, interests, or lifestyles of
potential customer groups. Companies marketing new products, for instance, seek to
idéntify customer groups that are positively disposed to new ideas.

Geographic segmentation entails dividing the market on the basis of where people live.
Divisions may be in terms of neighborhoods, cities, counties, states, regions, or even
countries.
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Product-benefit segmentation is based on the perceived value or advantage consumers
receive from a good or service over alternatives. Thus, markets can be partitioned in terms
of the quality, performance, image, service, special features, or other benefits prospective
consumers seek. Many companies even market similar products of different grades or
different accompanying services to different groups on the basis of product-benefit
preference.

Once potential market segments are identified, the third step in the process is to reduce
the pool to those that are (1) large enough to be worth pursuing, (2) potentiallyesofitable,
(3) reachable, and (4) likely to be responsive. The fourth step is to zero in on Gne oryMore
segments that are the best targets for the company’s product( s) or capacity te expand.
After the selection is made, the business can then design a separate marketing/mix for
each market segment to be targeted.

I1. Define if the statements are true or false.

1. A total market is divided into several smaller segments, in“the market segmentation
approach.

2. The market-segmentation process is made up oféfive steps:

3. To separate consumer market the following,elements such as demographic factors,
psychographic characteristics, and geographtGjlocatién/are used.

4. Demographic segmentation is based op’statistiealdifferences in personal
characteristics.

5. Traits, attitudes, interests, or. liféstyles of/potential customer groups are included in
geographic segmentation.

6. Market division on people fesideney pasis is the main principle in psychographic
segmentation.

7. Product-benefit prefesence 1s'a wide-spread approach used by companies to sell similar
products of different grades:

I11. Discuss the Tolléowing questions.

1. What are‘the ,common approaches to marketing?

2. For whatyurposes the market-segmentation approach is used?

3. What elements are used for separating the total market?

4. AVhat factors of separating consumer markets do you know?

5mDoes psychographic segmentation divide the market on principle of prospective

customer groups’ lifestyles?

6:,How market can be divided in product-benefit segmentation?

7 What is the purpose of the fourth step in the market-segmentation process?

8. On what principle do some companies rely on when marketing their products?
9. What happens in the business when all steps of market segmentation process are passed
and the selection is made?
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IVV. Match the words in A with those in B to make phrases from the text.

A B
a) identify the market
b) separate identify customer groups
c) define similar products
d) seek a separate marketing mix
e) market appealing segments
f) design consumer markets

V. Circle the correct verb in these sentences.
a) Trademarks are/is special designs, names or symbols that identify a produgt, service or
company.
b) Markets exist/is existing wherever people come together to buy and’sell their goods and
services.
c) Public Utilities does/are privately owned firms that proVide'an gssential public service.
d) Most soft drink bottlers now is providing/provide diet@nd caffeine-free drinks.
e) When you produces/produce more or better products with/the same time and resources,
you has/have achieved a productivity increase.
f) Everything that are taking/takes place betweenyproduction and consumption falls into
the category of marketing.

V1. Read the text and find out;
a)
a What is important factor foragribasiness firm success?
What does adoption ofimarketing approach call for?
¢ Do you agree that ‘marketirig becomes eyes and ears of the business?
Explain your answer
d What activitieSupianagément of a firm is responsible for?

e What gives profit t6 any business?

(e

Adopting marketing approach

Adoption of the marketing approach by agribusiness firms is important for success. Firms
that adopt it are more likely to survive and prosper. Those that do not will perish.
Adoption of the marketing approach calls for a commitment to a whole new way of doing
business. Marketing becomes the eyes and ears of the business and gives direction to
everything it does. It is the job of management to make this happen. Management must
implement the marketing approach and see to it that it reaches every corner of the firm,
every day. The act of satisfying a consumer need is what gives a business its right to earn
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a profit. To do this successfully and profitably requires a coordinated effort on the part of
all people in the business, regardless of what they do.

b) Say what text says about importance of adopting marketing process.

V1I. Choose the best word from the brackets to fill the gaps.
1. Firms in the agri-food system have changed their market approach from a

MaSS...eerreennnnnnnn. (marketing/business) to a target marketing approach.

2. Mass marketing operates on the idea that all ......... (staff/consumers) hayedhesame
........... (needs/dreams).

3. A firm can produce and use a single marketing approach to .........(develop/meet)
needs of all its customers.

4. Mass marketing is low-cost,..................... (efficient/correct), and €aSy to do.

5. Target.......... ( needs/marketing) operates on the idea thaticonsumers do not all have

the same needs.

6. To gain the benefits of target marketing, producersgmtst bes@ble to correctly identify
and assess the profit potential of these market .......% (segmeénts/elements).

7. The result of the market........ (research/complex) may end up like this: consumers
are looking for healthy, low-calorie, handheld snagk food that can be prepared in a
microwave.

8. Market potential is the total level of séles pessible in a....... (aim/target) market for
all firms.

9. Market........... (share/stock ceftifieate)’1s’the percentage of total sales from a target
market achieved by a single fixm.
10. One way to estimate market ... ., (Stock/potential) is to derive the consumption of a

product from an easily obtained macreeconomic statistics such as gross domestic product
(GDP).

VIII. Look at the follewing,marketing and advertising activities. Can you add any?

Doing market Kiaising with a | Providing support for | Drawing up a marketing
researeh sales customer service plan

department
Witing press Commissioning | Creating Presenting at a trade fair
teleases advertising advertisements
Speaking to Reading trade | Showing visitors Talking to customers
jgurnalists magazines around the company

IX. Look at the following extracts from job advertisements. Match the titles
to the job descriptions.

brand manager director of marketing head of RP marketing assistant
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1.

His or her primary responsibility is to provide direct support to the media buyers.
S/he will also track media mentions, support customer service, manage our
relationship management tools, and provide other assistance within the marketing
department when needed.

2.

The job involves managing all aspects of public relations, publicity, etc. Thessight
person will have solid writing skills and strong relationships with the appropriate
media outlets. The position reports directly to the chief executive officer'{CE@),The
salary is based on experience.

3.

The successful candidate must be an excellent manager and hawe a‘proven track record
in leading a large department. The mission is to developjand=execute a comprehensive
marketing plan that reinforces our leadership position#Direct’responsibilities include
media relations, PR, marketing communications, planning’and more.

4,

You will be responsible for developing and executing brand strategies and marketing
initiatives for an assigned product lineg@ymeetsevenue, profitability, and budget
targets. Requires strong knowledge of garketing principles and practices, and the
ability to lead cross-functional teamso“accomplish a successful go-to-market strategy.
This position reports directly $@ the Director of Marketing.

X. Match words from each celuman to make collocations from the job ads.

1. primary a) tools

2. media b) service

3. management c) relations

4. customer d) record

5. puhlic e) responsibility
6. tgack f) strategies

7. brand g) buyers

XMHege ate some more jobs and companies involved in marketing and advertising.
Match them to the descriptions.

,
ad agency art director copywriter graphic designer market PR officer
research firm

1. One of this person’s responsibilities is to create logos.
2. This company is responsible for creating advertisements.
3. This company might conduct a survey to find out more about your customer.
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&

This person supervises the design staff.

This person interacts with the media to communicate important company
information to the public.

6. This person writes the text for advertisements.

o1

Useful phrases

Talking about job descriptions
The JOD INVOIVES. .. ..o e e A
You/ The successful candidate will be responsible for.................... % ool
The right person will be in charge of ... W e,
Direct responsibilities include....................oooo U L

XV. For each definition choose the correct word or phrage.
1. Providing money to cultural or sporting activities in.eXehange’for advertising rights
a) promotion b) grant aid ¢) sponsorship

2. A business which specializes in giving adviee apd/support to companies about
marketing and markets.
a) marketing consultancy  b) counsellingiservice c) company analyst

3. An economy which allows opemand reasenably free exchange between private
companies.
a) command economy beonseryvative economy  c) free market economy

4. A market in which thereiare 100 many supplies producing similar products.
a) saturated market b)Y buyers™ market c) heavy market

5. A market imywhichithere are few supplies producing goods that a lot of people want
to buy.
a) weak market b) sellers™ market c) light market

6. Acompany 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 of time.
a) campaign b) season c) trend
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9. The activity of moving goods from the producer to the consumer.
a) selling b) distribution C) orientation

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) domination b) market place c) market share

12.What a company or organization says it intends to do for its customers/chignts and

the community.
a) corporate mission b) strategic plan C) Gorporate Tmage

XVI. Find the answers to each clue. Some letters have”bgemgiven to help you.

1. The market ....... Is made up of buyers and sellerss

2. The market........ how much buyers are willing to payx

3. Producers are forced to sell what buyersqwantiby market...............

4. The government doesn’t fix prices in amarkets./.......................

5. An advertising company needs a song. . ...l base.

6. People who buy products for theirfo@nise/are.........................e.

1 p I C

2 r i C

3 p r s r | s

4 e n y

5 I t

6 s m | E

Unit VI
Marketing communication
Wordlist

ambient’advertising HEeTpaauIliiiHa peKiaMa
akgUment JTUCKYCis
assume nependavyaTu
direct marketing NpSIMHAIA MapKeTHHT (6€3 ocepeTHUKIB)
evoke BUKJIMKATH
integrated marketing communications IHTETpOBaHAa MAapPKETUHIOBA KOMYHIKAIIisI
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(IMC) (ympaBiIiHChKA KOHIICTIIIis, 3T1AHO SKO1
BCI MApKETHUHI OBl KOMYHIKaIlil HOBUHHI1
PO3IIISAATUCA SIK €JIEMEHTH €UHOT
MapKETUHIOBOI CTpaTerii, a He
peanizoByBaTUCS OKPEMO)

marketing communication MapKETHHIOBI KOMYHIKaIIil

medium HOCIH iH(opMaIIii

mindset THUIT MUACJICHHS

overlap YaCTKOBO CITIBIIA/IaTH, TEPEKPUBATH
personal selling 0COOUCTHH TPOJaXK

persuade NEPEKOHYBATH

promotional mix KOMILJIEKC MTPOCYBAHHSL

revenue JOX1]T; HaJIXOJIKCHHS

sales promotion CTHMYITIOBaHHSL30Y TV

I.  Read the text and write down two interestingithingsyou remember.
Compare with other students.
Marketing communication theories

Marketing communication is, not sarprisingly, the most visible part of marketing,
and is therefore often assumed to be the wholgwf/marketing by non-marketers. It overlaps
a great deal with consumer behaviour, becatise it impacts on the information-processing
activities of people and it has am input/at-every stage of the decision process. A large
amount of marketing communicatiens 45 aimed at reminding people about a need, or
helping them to recognise,a problem#an even greater amount is aimed at informing and
persuading people so that thesbrand is included in the evoked set and (with luck) in the
consideration set.

Marketing communications are often divided into the promotional mix, as follows:

1. Advertising: thists defined as the paid insertion of a message in a medium.

2. Personal sellings thisAs any direct person-to-person communication.

3. Publicyrelations: this is any general communications intended to improve the public
image @f brands or companies.

4. Sales promotion: this is any activity intended to generate a temporary boost in sales.
There are®now several new techniques which deserve inclusion in the marketing mix.
1hese arg’

1 9mternet and online marketing.

2¢Direct marketing (telephone selling, mailings, etc.).

3. SMS marketing (texting of messages to mobile phones).

4. Ambient advertising — messages on T-shirts, on petrol pumps, and so forth.

Usually, the promotional mix is taught as are ingredients in a recipe. The ingredients must
be added at the right times, and in the right quantities, if the recipe is to work; also, one
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ingredient cannot be substituted for another. This view of the marketing mix has led to the
concept of integrated marketing communications, or IMC. A key writer about IMC is
Professor Philip Kitchen. The argument behind IMC is that, as the number of elements in
the promotional mix grows, there is an increased risk of consumers receiving different
messages from each medium. The barriers between the elements of the promotional mix
are far from fixed, and there is even some debate about whether sales promation ‘and
personal selling belong in the mix at all.

For IMC to work, the company needs to recognise every point at which the brand and the
consumer interact. This means that companies need to ensure that every impression
anyone receives of the brand is not only positive, but also reflects the brand?, values’

Are these sentences true or false, or does the text pot say?

1. Marketing communications include advertising, personal, sellingy public relations,

sales promotion.

The objective of marketing communications is to remind pecple about their needs.

3. Direct marketing, SMS marketing, ambient advettiSing ,are new techniques which
deserve inclusion in the marketing mix.

4. IMC works if the company recognises €veryppoint at which the brand and the
consumer interact.

5. Ambient Advertising will reach cust@merswhile they are in an active mindset and
have the time to pay attention as part of their"weekly routine.

6. Public relations (PR) are the practiee ef /managing the flow of information between
an organization and its publigs.

N

I11. Match these opposite\adjectives.

1. general a) internal

2. temporary b) negative

3. direct C) uncommon

4. external d) everlasting

5. pasitive e) circumstantial
6. active f) private

7. public g) passive

IV.\, What do these words in italics in the text refer to?

1./t overlaps a great deal with consumer behaviour (line 2).

2. this is any activity intended to generate a temporary boost in sales (line 15).

3. this is any general communications intended to improve the public image of brands
or companies (line 13).

4. it has an input at every stage of the decision process (line 4).
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These are:

Internet and online marketing;

direct marketing (telephone selling, mailings, etc.);

SMS marketing (texting of messages to mobile phones);

ambient advertising — messages on T-shirts, on petrol pumps, and so forth.

e o o o U1

V. Complete these sentences with a preposition (e.g. to, of). Then check your
answers in the text by looking for the underlined words.

1. Marketing communications are often divided .....the promotional mix:

A large amount of marketing communications is_aimed.....reminding pceple about

a need

The brand is included...... the evoked set.

The ingredients must be added ...... the right times.

One ingredient cannot be substituted..... another.

It_impacts.....the information-processing activities 0f, people and it has an input
...every stage of the decision process.

7. This view of the marketing mix has led to,the concept..... integrated marketing

communications.

N

o0k~ W

V1. Complete these sentences with 2words 1 the box.

supply retailer buyers potential middlemen
wholesaler monopoly trademarks sellers revenue
1. The marketing department is“teSponsible for generating........... through exchange
process.
2. Marketing managers determine the particular needs and wants of .......... customers.
X R are special®™designs, names and symbols that identify a product, service or
company.
4. Many... o and’...... are able to enter or leave the market at will.
5. In a'monepoly”............. is determined by a single firm.
6. Atmerchant'who sells goods at retail iscalleda ..............................
A i$ a market in which there are many buyers but only one seller.

WA etrader who buys from producers and sells to retailers or consumers is
called.. :

9yPerson Who buys Iarge quantltles of goods and resells to merchants rather than to the
ultimate customers isknownasa...............cooeevviiininnnnne,

VI1I. Match the parts of the sentences given from the text.
a) Internet and online marketing are 1 far from fixed
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b) Marketing communications are
c) The promotional mix is taught
d) Sales promotion

e) The barriers between the elements of
the promotional mix are

f) The number of elements in

g) A large amount of marketing
communications is

h) Advertising

2 Is any activity intended to generate a
temporary boost in sales

3 is defined as the paid insertion of a
message in a medium

4 now new techniques which deserv

inclusion in the marketing mix ’\\

5 as are ingredients in a recipe
a need

\

6 often divided into the promoti
7 the promotional mix grows

8 aimed at reminding people a

a b c d

¢
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