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Unit1l Choosing Target Market

Section One Listening Comprehension

Words and Phrases

garment / ga:ment / n. KK

preliminary / pri'limineri / adj. #1% ¥, W& W
demographic /dema’greefik / adj. A B (%) B
expertise / ekspa'ti:z / n. ¥ RWEN, E[THA
segment / 'segment / n. ¥4 v. 4 #

guarantee /geeron’ti: / n. HRiF,HK vt. il
option / ‘opfon / n. % #H

brochure /'braufo / n. MNMF

I . Warming-up exercise: Listen and repeat the sentences you hear on the tape.
Then, write down each sentence.

gk W

1. You are going to listen to five short conversations. Choose the best answer
according to what you hear on the tape.

1. A. About the supermarket’s blackboard.
B. About producing goods abroad.
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C. About movies concerning marketing.

D. About marketing worldwide.
2. A. The neighbourhood disturbance.

-
DOoOmpUNERPUOEPDOD

The management problems.

The labour trouble.

The shortage of fund.

. She should spend more time on the quality of the goods.
She should focus on the home market.

She should do more desk research.

She should pay more attention to the competitors in the world market.
The packing.

The insurance.

The cost.

The freight.

. It’s disappointing.

It’s great.

It needs modifying.

It’s out of date.

. Listen to the dialogue and complete the following conversation with the

information you hear.

Jimmy .
Paul:
Jimmy.
Paul:

Jimmy.

Paul H

Jlmmy:

Paul:

Jimmy;

Paul, how would you like to take half a month’s trip to England?
What? 1. ?

No, first of all, let me explain that it’s a business trip.

A business trip?

Yes, the company wants me to visit some of 2. there and
have some meetings about this new machine I’m developing.

Oh. But what would you like me to do there?

They feel if we combine expertise, we’ 11 advance more quickly on the
idea. Since you’re working on this field, I think you’1l 3.

Oh, Jimmy, 4.

So you’re saying yes?
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Paul; Of course, why not?

V. You are going to listen to a passage about Selecting the Market, Listen to it
carefully and answer the following questions.

1. What must we consider when developing a marketing strategy for .our
business?
2. 'What should we know about the marketing process?

V. Listen to the passage again, then fill in the blanks with missing words.

1. When developing a for your business, you must consider a number

of aspects of your marketplace, before even thinking of your business.

2. Can you 7

3. What is the of my products and services for my customers?

4. When answering this question, consider all the , not just
advertising,

5. Some of the marketing options available to you are » newsletters,
cold calls, special offers, » referrals,joint ventures, trade shows,

seminars; workshops, websites, sponsorship, media advertising, yellow

pages, direct mails and brochures,

Section Two Sample Dialogues

Dialogue One

(Eric, from Developing Department of a toy company, and Sarah , from the

Marketing Department, are talking about their new product in the target

market. )

Eric: The technology is the same as ours. 1 have never seen two products
which are so similar. In concept and design there are no basic

differences. However I have examined the components and the model
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BY340...

Sarah: What is the BY3407

Eric: The BY340 is the power source which drives the toys. 1 think it has a
few weaknesses. It’ s not as good. In my opinion it ’ s not reliable
enough for children.

Sarah: Exactly how unreliable is it?

Eric: I can’t say exactly. I haven’t completed the tests yet. It’s too early to
say.

Sarah: Will it affect their sales?

Eric; Not much in the first six months, I suppose.

Sarah: It’s the first six months that are important.

Eric; En, you’re right, And what do you think of their packaging?

Sarah: Well, plenty of bright colours. It’1l have a lot of impact at point of sale.

Dialogue Two

(Paula, a sales staff in the toy company , is asking for advice from Peter, an

expert in this line.)

Peter:
Paula:
Peter:

Paula:

Peter:
Paula:
Peter:
Paula:
Peter:

Paula H
Peter:

Paula:

Thanks for the lift, Paula.

Welcome. You are something of a specialist in the Far East, aren’t you?
You could say that.

Well, when this deal with this Japanese company is settled, we might
need your help. We shall need a consultant to help set things up. Of
course, the success of this new product is a very important part of the
deal,

When might this happen?

That depends.

We know their selling price, but what’s their unit cost?

1 don’t know yet, what’s your estimate?

We haven’ t had that information yet. But their production run is
300,000 units.

And the advertising budget?

Paula, I don’t know. Really, I don’t know.

Well, will they produce three hundred thousand? Or more?
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Peter: 1don’t know the answer to that one. At that retail price they have to
sell a lot of toys.
Paula: It can’t be less than 300 thousand, can it?

1. Words and Phrases.

drive / draiv / n. #E#S7, K4 consultant / ken'saltent / n. JE[A]
v. JF%E,IRMH unit cost BAL7 A

weakness / 'wi:knis/ n. #&55,55 5 estimate / 'estimot / n. fhit,fdHt

in my opinion #&KIKE , MR KWK / 'estimeit / v. 1&F,AEH, VEM

reliable /ri'laiobl/ adj. BI#EH production run =&

packaging / 'peekidzin / n. 3 budget /'badzit/ n. WE

point of sale $54¢ &, TGS E&E v, GRTREL, Fyeeeeer M

specialist / 'spefalist / n. EFK retail price M

something of (B &HT,£/, —&
IL. Please complete the following sentences with substitution drills,

1. ... the same as (ours).

The style of your dining room is

The sports he likes are

2. T have never seen...

a beautiful picture like this before,
—— (that) he acted so differently.

3. ... there are...
In this city —— more and more skyscrapers.
—— no children playing on the street.

4. In my opinion,. ..
——, he is wrong.
——, we should not do this.

9 e
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o.

10.

I haven’t ... yet.

finished my homework

started my project

Section Three Consolidation

. Useful Sentences,

Market research is actually an analysis of specific market for a particular
product.

M5 AZ bR LR X R — = R e TR T .

Let’s look at the original plan and see where we’ve got.

RIVE—TEIH R BRNB TH .

Our sales reach the target and the customers’ reaction is good.

WA EXBITE Bix, BIE AL REF.

They have no problems with production during the market test.

iR , A 7= B R AT a1

Apart from advertising and promotion campaign, we’ re going to hold
national and local press conferences.

BT TSR RIS, AT B I s REEERICERRES.

We have to run the market test for two months.

TR A .

Everyone knows that there’ ve been some major changes in our market over
the last five years.

BANVEEE, el % s FRRATHRE TERT.

Field service may include after-sales maintainance or service and tech support
on client sites.

R REAEEEEBREF RNBEARZR.

No single marketing effort works all the time for every business.

R B RIK RS — N ENTED.

The primary job of marketing managers is the design and execution of

marketing programme,
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11.

12.

13.

14.

15,

16.

17.

18.

19.

20,

© N R W

- o~ T R

T2 EN EERTREE MR AR E RPUT.

How do you value the function of marketing in the management process?
PRAVAT I B B e B A A P R A

Marketing research and product development are one side and advertising and
sales promotion are the other.
BRAENERFRE—AE, EREHRS T

Selecting the appropriate marketing channel in the beginning is vital.
fE—TradEE Y EHREREREEN.

You’ll lose the market completely if you ignore this.

MR T X— A RETEERTS.

We’ll ask him to do a market research.

FA TR A — DT HFA .

I believe it’s high time you changed your sales approach.
BINIRREREETAT .

You won’t reach all your potential customers in the present way.

DL E BRI R, R TR BB A AR .

Your policy is paid off in our market.

e B BRI LR .

They’ re professional and know the business and the local conditions well.
M1 R LA, Xl 45 Fs R IR BEEH T %

Customers won’ t worry so much about the price if your products are really
the best.

MERE = BB BE RS TIHTRAEN.

Translate the following terminologies.

R 9. EULH
FRER 10. fAEHE

e RS 11, BHE
REDLHAE 12. BB
1444 13. BEH
{28 14, BRGTRIFF EE

ERI 15. P ahfh3E
A 16. head of sales

iy ey oy e e b b praduct or what the
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17.
18.
19.
20.
21,
22,
23.

I.

A,

O P I U o A

—
e

=

marketing executive 24, opinion poll

marketing director 25. bandwagon effect

company structure 26. brand image

production run 27. corporate identity

outside view 28. market share

Unilever 29. profit impact of market strategy
media analysis 30. perfectly competitive market

Interpretation practice.

Interpret the following sentences into English.

RAVELES B AR

7R X MR EH X — R .

g 20 AR WY .0 SR AL .

BSETER), X R S BRI Z B

HAHHEENBRZ —RERK T ROEETS.
ETHEFMBMNEEHRRE—FEENEHABT K.

B AR REAIT T/ R X S E R SRR,
RAKEHESRA RN BIEETHIWE .

H O L AR AT R SR VAR B B BERE R B RIER AR IRIR £
—FRHRAE B —Lert BRI 3R A , T RE Bt G R R O SH 1R, B T LA B .

Interpret the following sentences into Chinese.

1. That’s because we always put quality at the top of everything,

Sometimes the best gain is to lose.

. A market is commonly considered as a place where commodities are bought

and sold.
The modern image of a company is the impression that people have of that

company as a whole.

5. A picture gives better impression than just a diagram.

Basically, selling the product would be accomplished by sales promotion,

~ which included advertising and personal selling.
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7. The methods of marketing will vary according to the size of exporting firms
and also according to the type of goods and the nature of the market.

8. Demands and market forces are still an important aspect of modern
marketing, but they are considered prior to the production process.

9, Along all points of the distribution channel various amounts of storage are
required.

10. The producer should consider who is going to buy the product or what the

market for the product is before production begins.
V. Match the exporter’s requests with the importer’s responses, Write the correct
order in the brackets.

Requests;

1. Robert; Certainly, but they are in the showroom.

2. Robert: Sure. I’d be happy to answer any questions you may have.

3. Robert: Not very far. It’s only half an hour’s car ride.

4, Robert; Our products are known for their good quality. They’ve met with
great favor overseas and are always in great demand.

5. Robert: Of course. We specialize in the export of Japanese Light Industrial
Products and we have been in this line for more than thirty years,

Responses

A. Dennis: Could I have some information about your scope of business?

B. Dennis: I’d like to get the ball rolling by talking about the selling market.
C. Dennis: Oh, sounds your company has achieved better experience in this
line of business. How about your marketing abroad?

D. Dennis: Ah, may we have a look at your products?
E. Dennis: Is it far from here?

C Yeee ( Yoon ( Yowe ( Yore ( Yowe ( Yeen ( oee ( Yoer ( Yeee ()
V. Complete the following dialogue.
Davis: Mr. Liu, total sales on the USB-Disk were U. S. $ 100,000 last

year, through our agent in Guangzhou.

Liu Ping: Our research shows most of your sales are made in the Taipei area.
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Davis:

Your agent has only been able to target the Taipei market.
True, but we are happy with the sales. It”s a new product. How

could you do better?

Liu Ping: We’re already well-established in the floppy business. The USB -

Disk would be a good addition to our product range.

Davis: ?

Liu Ping; In the past three years, our unit sales have gone up by 350 percent;
profits have gone up almost 400 percent.

Davis: What kind of distribution capabilities do you have?:

Liu Ping: We have salespeople in four major areas around the island, selling
directly to customers.

Davis ; ?

Liu Ping: In terms of unit sales, 55 percent are still from the Taipei area. The

rest comes from the Kaohsiung, Taichung, and Tainan areas.

Mzr. Davis.

V. Interpret the following dialogue into English.

K-
R4

KE:

4

P ILE

P

KI:

R%s

BRI EXREELFET , XILERNZENERRBR LA,

Besl, BEibxHLBARKRERRE, RITAFMBERIMARRIERK
FIT B AR{THIFTERHL, AR ST BT A Fl . R X R,
W, R RRST. BEMXAERMATIUEXMNERRIRT . RITR
IFTERHLE R BS B 150057

YR, BRINEXTEBE LK, IR THRBE TR, RAITFTERVLA 44 8%
BB, REXEFERBIRIVBTHT .

B, ROVAMERIIGHEERES, RIMNESTEHHXRBARE. RARMNZ
I AE B YR RNTERRMITTUR BN EFMERE. BREEEFR
FRATRBRIE M BN E B L F R L7

BABARF) M H X —4F 1,500 BB ARE?

MR, R SeAE , BN IR K PE — 44 32 1,500 &, ﬁ’Tﬁ%ﬁ -5\1%%?&%?
Rid®\, BEE—NABE TRIE 1,200 B,

RANRNTLLBOREETE, REUHE, FEE%A?TEDHLFE%%W&L,XT$
XEWBRFRIEF TG, TR BRI EE B %
ZOAIFR?
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KT RABERENT G . ERUGHHEES, M ERNTE AR EL, HriE X
&%, A8, E—4E LA 2,500 ZE7 A B IR RERE 7

e 7, RAEHEE 6089

KI: 17, B,

VI. Please compose dialogues according to the following situations,
1. As an overseas sales representative of your company, you are required to do a
market research. What will you do first?

2. Your company is pushing sales for a new printer. What measures will you take

for the promotion?

Section Four Supplementary Reading

Target Your Market Marketing

Your market is not everybody, as so many small businesses assume. It is the
people/organizations who need, want, have the money—and the willingness—to
pay for what you are offering. Identifying them can be complicated and
expensive, or it can be relatively painless and cheap.

How much do you need to know about them? Enough to have all the clues on
how to reach them, what to say, and when you do. Finding your target is vital,

so whatever method you choose, do it properly and test your assumptions.

Research

The best place to start is with what you already know. What does your
company know about its clients? Do you already have a perfect client—the one
you wish you had more of? Examine their demographics. Who are they, where are
they, what are they spending, what are they earning, how many employees do
they have? And any other information that may help you build a clear picture.

Now, identify what need your product or service is fulfilling. Who needs
your product or service the most? What industry are they in? Where are they

located and how can you reach them?
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Further Research

‘Once you have exhausted your internal research, go further. Interview
potential prospects. Ask questions that deal with the benefits you bring: Is there
a need? Is there awareness of your type of offering? Try to identify any unfulfilled
needs: price, service or other benefits. See if there are any weaknesses in the
competition. If all those you survey are happy with their present supplier, you
should ask yourself if this is the right target.

All your prospects have different levels of awareness of your type of product/
service. Using Capstone’s Awareness Scale, divide your potential prospects into

three groups:

1. Those who are unaware of the existence or the benefits of your type of
product/ service, This is the Educational Target.

2. Those who are aware but unsure or unconvinced. This is the Doubter Target.

3. Those who are convinced and buying. This is the Differentiation Target,

Once you define your ideal prospect, you’re set. This perfect buyer falls in
the middle of a bell curve of prospects with similar wants and needs. The
positioning and communication strategies and tactics you develop to sell this

prospect will apply to most of your prospects.

Notes

assume vt B8, AR, &K

demographics #. (LI HMBEFD A DG HHE50EE
potential adj. AIRBRY, EERY

n. W7, 0RE

unconvinced adj. FAEIRE

differentiation n. X#|,534k,% R

fall in FHALBBA, £4,38

bell curve SpJE LR, IEEAH



