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1 Word Study =L

NAFTA (Jt2BHRRBHhE)

North American Free Trade Agreement

market potential T73%7% 77

The estimated maximum total sales reve-
nue of all suppliers of a product in a market
during a certain period

The Customer’s Perceived Value Jii & I\ %1
#riE

The customer’s assessment of the value

market-driven business PAT73% kR A1
LA
=TH
Business producing the requisite g(;ods or

services based on the needs of the market

product-driven business DA7= 5 A S A
2=

audit n. &M, 1t

the official examination of a company’s fi-

Business producing a new product first, nancial records in order to check if they are

then convincing the public for the need of correct

the product

2 Information Link £1iR4%1%
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1 Workbook %—%

A. Compare the following two terms.

marketing sale

B. Fill in the blanks with appropriate words.

Y

2)

3)

4)

5)

6)

7)

8)

9)

10)

are the goal of marketing and they serve as the basis for the relationship be-
tween the marketeer and the
The binding relationship between the buyer and seller that’s created by tends
to last longer as the speed of information in the marketplace increases.

can be quickly gained but just as quickly damaged or lost forever as the pool
of informed and demanding consumers grows larger every day.
Product, , promotion, , and postal service must all be thoroughly
designed during the market planning process and controlled in compliance with that
plan after its implementation.

can vary greatly and will be affected by factors both within and without the
control of the marketeer.
Positioning a product against its competition is heavily linked to
There are two ways to exploit a market, one is to on a per-product basis, the
other is to choose to pursue a process of . And the purpose of the latter one is
to establish a relationship with the customer.
For the purpose of international marketing, merchandising is the process of bringing the
right product to the right at the right time in the right at the right
price.
The of a product is often the determining factor when a purchase is made and
is always a key to profit.
Within the marketing functions, are often ignored.



C. Read the chapter and decide whether the following statements are true (T) or false (F).

1)
2)

3)
4)
5)
6)

7)

8)

9)

10)

11)

12)

13)
14)

15)

As marketeers, they often bear the burden of making great efforts on selling. ( )
For some management personnel in a company, though something in the marketing
planning process is very hard, such as promotion, distribution, etc., their actions are not

necessary to be directed by and subservient to the marketing plan. ()
Marketing planning and marketing auditing are objective. ()
A “feel” for a specific market or product line is often required in marketing. ()
The ultimate size and profitability of a market is market plan. « )

Marketing potential, especially the international one, is weighed before expensive re-
sources are allocated; in other words, the marketeer must know the competitive ability
of a specific market. ()
As for establishing a brand name, it’s a matter of timing and consumer demand. ( )
Price competition is often utilized by a company which wants to seize market share. So
setting a proper price will determine how long any company will stay in the market-
place. « )
For consumers, it’s usual for them to buy based on price regardless of the efforts of the
marketeers to promote quality and service. ()
All the marketeers try to devise advertising that keeps customer perception closely
aligned with product or service reality. ()
For every successful company, human resources are very important, for the reason that
transactions take place between flesh-and-blood human beings. « )
The best way to making aware of the existence of a product is to make customers know
it, like it, and praise it. And then they sing the product’s praises to other consumers.
So marketeers should firstly make efforts to let their products accepted by some
consumers. ()
The usefulness is enough for consumers to buy a specific product. ()
In order to popularize a product, a marketeer must make its quality, or service, or the
color of the package attractive. ()
As a consumer, one prefers to buy something that looks very impressive, though it may
be “too good to be true”. « )

Discussion 138

1) What do you think of the role “sales” play in the marketing process?

2) Some people think that marketing acts as a straightjacket on the other activities of man-

agement for its ongoing internal and external factors. What viewpoint do you have on it?

3) What is marketing plan? Why is it regarded as “The Action Budget”?

4) According to the author, what is the forgotten function of marketing? And why is it usu-

ally forgotten?



5) What are the factors influencing the consumer behavior according to the author? And
what is the optimal way of getting product awareness?

6) What’s your understanding of the marketing mistake of “Universality”? Why have Coca-
Cola, McDonald, and Toyota recognized that universality is impossible? What have they
done to avoid this mistake?

7) With the example of Chevrolet Nova, what does the author want to illustrate? What role
do you think “Culture” plays in marketing?

8) What are market-driven businesses and product-driven businesses respectively? Can you

give some examples? What are their significant differences?

Part IV Case Study E#IZ%>]

1

Case Story i

Starbucks

Founded in 1971, Starbucks origi-
nally sold its trademark dark-roasted coffee
beans in a few Seattle stores, but everything
changed when current chairman and CEO
Howard Schultz took over in 1987. Schultz
envisioned selling gourmet coffee beverages
in hip neighborhood coffee bars like the
ones he saw on every corner while vacation-
ing in Italy. He wanted Starbucks to be a
meeting place where people could exchange
ideas and escape from everyday hassles.
And from day one he wanted to go national.

Schultz focused on building a com-
petitive advantage through a loyal, well-
trained labor force that delivers consistently
superior products and service. He also fos-
tered a company commitment to employer
responsibility, environmental stewardship,
passion for coffee, and integrity in customer
relations. His efforts paid off. In a decade,

Starbucks grew to over 1,100 stores in 22
states and 3 foreign countries.

Starbucks entered its twenty-sixth year
as the uncontested leader of the gourmet
coffee market. The company had already ex-
perienced incredible growth, with sales ap-
proaching $700 million in 1996, and Schultz
had plans to continue expanding, opening
almost 900 new stores over the next several
years.

The team began by extensively re-
searching both competitors’ and Starbucks’
stores. They brought in hidden cameras to
document how well the employees knew
their coffee, and they asked customers how
they felt about the products, atmosphere,
service, and coffee. The insights they gained
became the foundation of their strategy.

Starbucks started making changes in
products, distribution, and promotion.



Over the years, Starbucks’ core prod-
ucts, coffee beans and beverages, had al-
ready undergone changes to meet customer
preferences, but some merchandise, such
as mugs and coffee makers, had been left
untouched. Now new merchandise was
planned for all stores. In addition, new food
items were offered to attract customers
throughout the day.

New products were targeted for gro-
cery store distribution, including cold coffee
drinks and ice cream novelties. Starbucks
also began designing new stores to reflect
local cultures.

Even though product and distribution
changes were important, a well-designed
promotion strategy was the key to building a
consistent image nationwide. Starbucks had
always taken an undifferentiated approach
to marketing. If a person was a coffee lover,
that person was a potential Starbucks cus-
tomer. And research shows that coffee lov-
ers have an emotional tie to the beverage. It
can even be a part of their self-identity. To
capitalize on this, the marketing team fo-
cused on building a national campaign that

Case Analysis 4311t

Starbucks is able to deliver the experi-
ences to consumers as it creates a strong
association of leisure, relaxation, comfort,
standard, quality of products in consumers’
minds. Starbucks never position itself as a
place to sell coffee drinks because customers
expect from Starbucks more than a cup of
coffee. The company built a clear image in
the consumers’ minds and brands its human-
ity and intimacy in order to promote loyalty
among consumers. An analysis will be done

based on the marketing mix — product,

didn’t feel national. They wanted customers
to build a personal identification with Star-
bucks products. So the advertisements they
developed were down-to-earth and genuine,
depicting Starbucks as a place to find peace
in a hectic world.

Finally, to ensure high standards of
quality and maintain what Schultz believes
is Starbucks’ biggest point of differentiation,
the company reaffirmed its commitment
to its employees. All Starbucks employees
receive extensive training before they set
foot behind a counter. They also receive
progressive compensation, including full
health benefits and stock options, even for
part-time employees. As Schultz says, “The
only way we’re going to be successful is if
we have the people who are attracted to the
company and who are willing to sustain the
growth as owners.”

Today, with more than 17,000 stores
in 55 countries, Starbucks is the premier
roaster and retailer of specialty coffee in the
world. And with every cup, they strive to
bring both their heritage and an exceptional
experience to life.

price, place and promotion.

Product

The coffee products in Starbucks are
standardized and high quality. Starbucks
has a large variety of coffee drinks to meet
different consumers’ needs for caffeinated
beverage. As the customers are motivated by
Starbucks’ brand recognition and high qual-
ity product, strict controlling of quality and
operations should be an important aspect of
the marketing plan. Starbucks could adopt a
high product differentiation strategy to keep



consistency in coffee quality and keep the
distance to its competitors.

Price

Starbucks coffee products are priced
higher than its competitors by about 20%.
The reason of selling at a higher price is that
Starbucks differentiates itself from competi-
tors by selling high quality and experience.
Compared to other classical brands in the
market, Starbucks holds a leading position
in providing high quality coffee products
and services to satisfy middle- and upper-
level consumers who prefer a prestigious
place and are willing to pay a higher price
for it. Launching a new business line should
bring more new customers to Starbucks. The
sub-brand can adopt a cost leadership strat-
egy to position itself on convenience and
fast service at affordable price targeting con-
sumers who may not desire a premium kind
of product and service. In order to combat
the current economic downturn, Starbucks
has to make changes on prices for maintain-
ing its sales volume and its premium brand

values.

Place
The relaxed and comfort atmosphere

Questions for group discussion

at Starbucks stores encourages customers to
stay and enjoy their coffee drink. Many cus-
tomers work on their computers, read books,
study or chat with friends for several hours
so that many coming customers cannot find
a seat. It is urgent to expand the store area
and add more seats in the main retails locat-
ed in shopping centers, airports and libraries
to prevent loss of customers.

Promotion

Starbucks did not spend too much on
commercial advertising, and it only has
some print advertisements in stores. How-
ever, Starbucks heavily relies on consumers’
word of mouth as a means of communica-
tion about their products. For the purpose
of increasing revenue and building a close
relationship with its consumers, Starbucks
should increase their spending on com-
mercials on a combination of television,
radio, newspaper, magazine and outdoor
advertising. With the assistance of the brand
image of Starbucks, commercial advertising
is able to play a greater role by reinforcing
Starbucks’ message about the passion and
integrity of coffee products, Starbucks’ ex-

perience and their employees’ enthusiasm.

1) What inspirations can you get from the success of Starbucks?

2) Compared to other classical brands, what is the competitive edge of Starbucks?

3) If you were one of the Starbucks marketing team members, what would you do to

maintain the image of Starbucks as the company continues to grow?
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Part V Expanding Input ¥ R 5%

1 Reading i
Business Mistakes — 10 Common Marketing Mistakes

Haphazard Marketing

Having no clear long-term strategy is
the first step towards failure. Advertising
every now and then along with portraying
mixed messages is what far too many com-
panies do.

Customers rarely take action the first
time they hear something being advertised,
so have a clear advertising strategy and
make it consistent.

Only Advertising When You Need Cus-
tomers

This is one of the biggest mistakes
that start-up and small businesses make.
Advertising should be an ongoing activity,
especially given that there’s a lag between

advertising and potential customers taking
action. If anything, boom periods should be
reflected with high levels of advertising —
that way you can capitalize on good times.

Copying the Competition

Don’t think that your competitors know
what they’re doing just because they’re
advertising in a publication or magazine.
Don’t be a follower — usually the chances
are that advertising elsewhere will be more
effective.

There are exceptions to this. If one of
your competitors is receiving a lot of press
coverage, you may want to assess things and
improve your PR activities.

Similarly, if your competitor has a



much higher pay per click ad position you
may want to take aspects of what they are
doing and use it for your pay per click ad-
vertising. In essence, pick and choose care-
fully what you copy from competitors.

Not Tracking Results

Not tracking the effectiveness of your
advertising is criminal — you’re almost
throwing away money. You should be able
to reliably track every single sale or new
member.

You can use online tracking tools to
track online advertising, have a simple
“where did you hear about us” question on
the membership registration page, include
different voucher codes depending on the
advertising medium, or even track the effec-
tiveness of advertising through using differ-

ent phone numbers.

Trying to Save Where It Counts

Don’t try to save money where it
shows. A basic website says that you’re a
new business strapped for cash. Black and
white flyers say “don’t take us seriously”.
When it comes to what your customers see,
whether that’s your product, website or mar-
keting material, you should spend what it
takes to get everything looking right.

Viewing the Prices, then Selecting the Ad-
vertising Space

It happens all the time. Businesses ap-
proach a publication to enquire about the
cost of advertising. “Far too expensive” is
the conclusion. So what do they do? They
go and advertise in a cheaper publication
that their target audience doesn’t even read.

Remember what the former president of
the United States once said — “Never buy
what you don’t need because it’s cheap.”

This also applies to untargeted advertising

space.

Running an Ad Once

How often have you heard a company
director say “we ran an ad in that edition
once. It did nothing. I’m definitely not doing
that again”. It may not have worked because
it was the wrong place to advertise, but a
lot of the time companies never gave it a
chance.

In business-to-business marketing, an
ad must be run 3 to 7 times before it has any
effect. If you don’t ever repeat your adver-
tising, you’ll always struggle to get a decent

response.

Forgetting Your Unique Sales Proposition
(USP)

Small businesses in particular are prone
to changing their advertising message all
the time. They run one ad, fail to get the re-
sponse they hoped for, and then change the
image and message of their advertising the
next time around. The result is that there’s
no consistency and along the way their USP
is lost.

Carefully select one message at the be-
ginning and systematically repeat this mes-
sage again and again.

Not Following Things Through

Small business owners tend to have
so many things that they’d like to do and
try but too little time. As a consequence,
too many marketing ideas are never seen
through — company newsletters and blogs
being two of the main ones to be ditched be-
cause they take a long time to show results.
Don’t waste time and money starting some-
thing that you can’t follow through.



