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Introduction to marketing and advertising UNIT1 | 1

Introduction to marketing and
advertising

' Look at the following marketing and advertising activities. Can you add any?

na with the sales department Providing support for

Doing market research

Launch customei‘ service
i s nd the
up a marketing plan Showing Visitors arou -
ey riting press releases
Commissioning advertising . ;
Creating advertisements Presenting at a trade fair
W L jetomers ; i
i T,alK\ﬂg oeus Speaking to journalists Reading trade magazines

Now answer the questions.
1 Are all of these activities done in your company? If not, which ones are outsourced?

2 Which of the activities are you responsible for? Which are most important in your job?

3 Who do you speak to in English? What about? What English texts do you read? What do you write in

English? B

VOCABULAkY o t6 commission Z 4t
todraw up ¥ #!
‘ ASSIST»AP‘{T to liaise Bt %




2 | UNIT 1 Introduction to marketing and advertising

1 Lookat the following extracts from job advertisements.

Match the title to the job description.

oven track reco

-
firectly to VOCABULARY assigned #i €ty
: cross-functional teams % 2 # /M 41,
ASSISTANT % X 5 /4
go-to-market strategy & # 7 37 % 1k K # | i 1 3 Boek B
A B B T3 A R e
media buyer # &% &
media outlet # & X 4 # , # 1k
proven track record # if 5 #7145 , I 4748 5%

2 Match words from each column to make collocations from the job ads. Then match the colioca-
tions to the definitions (a-g) and to the Chinese counterparts.

1 media knowledge

2 customer line

3 brand mentions

4 product relations

5 strong responsibility
6 primary service

7 public strategies



. e Introduction to marketing and advertising UNIT 1

D a a related series of items sold by a company (eg n d items where the company’s name is
education software titles offered by a publisher) seen in newspapers, magazines and

websites

| | b the department that deals directly with con- || e main task or function

sumers | f good understanding

D ¢ communication with the general public D g ways of promoting a brand

# % INES ¥ 93 dh JE B
FERRX FaEL KRR

3 Here are some more jobs and companies involved in marketing and advertising. Match them

to the descriptions and to the Chinese counterparts.

4

@5

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.

4 This person supervises the design staff.

5 This person interacts with the media to communicate important company information to the public.
6 This person writes the text for advertisements.

PEREAT  FERIN EAR Y
AREE XX LER RN

Think about your jbb responsibilities and write an ad for your own job (or the job you would
like to have). Here are some phrases to get you started.

USEFUL PHRASES

Talking about job descriptions

The job involves...

You /The successful candidate will be responsible for...
The right person will be in charge of...

Direct responsibilities include...

Anna works in a medium-sized sporting goods company in Austria and is telling a new busi-
ness partner who's who in the department. Listen to the dialogue and complete the organi-
gram. :

3
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UNIT 1 Introduction to marketing and advertising

Listen again and complete the sentences from the dialogue.

1 We have separate for sales and marketing.

2 1I’m the public relations here.

31 directly to Sabrina, who's the of marketing.

4 If you need to talk to somebody about individual , then you should contact Vittore
or his , Thomas.

5 Sylviais for the image of our various brands.

Now draw an organigram for your own company or department. Use the following words
and phrases to describe yourself and the people you work with.

toreport to-
| report to the director of
S sales and marketing.
to answer to to be in charge of ¢
to be responsible for

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.

Company 1: quality
Company 2:
Company 3:

Which company is the bank, which is the budget airline and which is the car company?

Listen again and complete these sentences from the presentations.

assocuate ° commumcate'o emphasize ° axtem . obvious, pm,ect .
promote o remind » reputatlon o widely ; .

1 We have three main brand values which we try to in all our internal
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 new products and we try to
that through our brand.

6 For us, the customer always comes first and we want to constantly both ourselves

and our customers of that fact.
7 That’s something we continually in our marketing.
8 Hopefully that is from our logo and corporate design.




- Introduction to marketing and advertising UNIT1| 5

DID YOU KNOW?

Although there are Chinese translations for most marketing terms, many of
the English terms have been adopted throughout the business world and will
be understood across cultures.

brand W & W T

branding il & |
corporate design (CD) 4 3% it

corporate identity(Cl) L% |
corporate image R 4 |

O Look at the adjectives below and write down a company or product you associate with each ;
one. Then compare your results with your partner’s. Did you write down any of the same
companies/ products?

reliable: trustworthy: 1
easy to use: innovative: ‘
luxurious: unusual: ‘
good value for money: user friendly: \

Which characteristics do you want people to associate with your products or services? Why?
What are your company’s brand values (or what should they be)? Does your company have a
slogan? What is it?

10 Work with a partner. First use the profiles in the partner files to discuss the brand values of
‘your’ company, the national rail service. Then present your ideas to the rest of the class.

Partner A File1,p. 61

Presenting your ideas

we think/ feel that...
In our opinion, the best options are...
The most effective values for our company would be...

11 How many expressions with ‘brand’ do you know? Match the terms below with their defini-
tions and then translate them into Chinese.

1 What a brand is called

2 How much people are aware of a brand

3 What a company wants people to think about a brand

4 What people actually think about a brand

5 When a product doesnt fit the company’s brand

6 The value (either monetary or not) that a brand adds to a product or service
7 When people like a brand and buy it again and again
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B I‘and 'OVE by Pefter Vane

Branding, branding, branding: If you haven 't heard the word,
you’ve been under a rock for the last, oh, ten years. But is
all the talk about branding just so much hype?

In a word: no. | think that branding is the most
important point your company can consider—and
everyone should consider it. And those 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 everyone recog-
nize your brand name or your logo. Branding is
about connecting, after all, and everyone in mar-
keting needs to know how to make their product
connect to their customer. The best brand has a
and

rational as well as an emotional appeal,

speaks to your customer’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.

Over to you

Introduction to marketing and advertising

b Read this article from The Marketer’s Guide and answer the questions.
4

Today, everyone’s talking about iPods, and
not just as state-of-the-art musical devices. When
people talk about their iPods, you might think
they’re talking about a best friend: “I’d never go
anywhere without it!” “If | had to choose between
my iPod and my girlfriend,well...” Despite the
number of me-too products designed to compete
with the iPods, the original still has the largest
market share. Why? Brand loyalty.

And remember, once you’ve inspired 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 choco-

lates. But when they introduced Cad-
bury’s soup, it flopped. The prob-

lem was that the product was

off-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. iPods might already be
yeste}day’s news.

But establish your brand,
remember it. When Apple introduces its next new
idea, millions of people will be paying attention,

and people will

ready to fall in love again.

1 How important is branding to your company? How important is it in your culture?
2 Make a list of brands you like and brands you don 't like. Explain your feelings. (Did you have a
bad experience with the brand? Was it advertised with an amusing or a horrible commercial?)
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12 Fill in the blanks with the words given below. Change the form where necessary.

1 a shortage of steel, industrial output has increased by five percent.
2 His language reduced many of the audience to tears.

3 His best music was by the memory of his mother.

4 The new fashion soon lost its

5 Companies must be able to in the market-place.

6 No person would go to work in his pyjamas.

7 As long as you don’t me, I’ll do whatever you ask me to (do).

8 All the men took a vow of to their leader.

9 This store has an excellent for fair dealing.

10 What you're saying now is not with what you said last week.
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Launch

Finding the customer

Our typical customer ‘

is health-conscious and enjoys keeping

& fit, but doesn’t play sport professionally. He or
she is more interested in sport as a hobby. Our
customer is more concerned with good valu‘e‘fnr‘
money than with having cutting-edge :
(4 % 3 #) fashions and designs,

Tricia works for a small sporting
goods store in Manchester. Look at
what she says about her typical

customer.

Who is your typical customer? Write a profile of this person. How is this information reflected
in your marketing strategy? What are some of the ways you learn more about your
customers and their needs?

Use the words in the box to complete the following list of ways to learn about your customers.

clients ® competitors ¢ find out e listening ¢ loyal customers
new trends ¢ sales records ¢ search terms

1 Email loyal customers  directly with one or two questions.

2 Examine the that people type into your website’s search function. Which items
are people looking for?

3 Schedule a social event, such as a wine tasting, for existing or potential , and
use this as an opportunity to more about what they want.

4 Compare your marketing approach with that of your . What areas are they tar-
geting that you aren’t? -

5 Read trade journals to learn about . This will help you stay ahead of the compe-
tition.

6 Study your to see what facts you already have about the people who buy from
you.

7 Spend time in a shop or at a trade fair to people. What do they talk about?

What questions do they ask?

Now work together with a partner to decide which methods are best for researching:

a anew product or service and
b an existing product or service.
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(p) 2 The marketing team of the German-based company Euphony wants to research the market for
\ mobile phones made specifically for children. Listen to the following discussion between three
members of the team and make a note of the six data collection methods they mention.

Data collection methods

1 postal survey

What advantages and disadvantages do the different methods have? Which is the cheapest?
Which is the most expensive? Listen again if necessary.

___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 survey’ in the US, a ‘street interview’ is

called a ‘sidewalk survey’ and a ‘postal survey’ is called a ‘mail survey’.

| 3 Listen to the dialogue again (or look at the transcript on page 71-72) and find words to fit the
following definitions.

useful answer:

a survey group which is not typical of a target group:

model of a product in development:
percentage of people who complete a survey:

the group of people a company wants to sell to:

D OB WN -

information known about a customer: |

9
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UNIT 2  Finding the customer

Now complete the gaps below using the correct form of the words you have found. Then
match the words with their Chinese counterparts.

a Rolex’s is wealthy people who see a watch as a status symbol.
b When you log on to a website, the pages you look at and the amount of time you spend on them

are saved in your

¢ Even the best-designed surveys only have a of about 4%, so don’t

set your expectations too high.
d A will make the data you gather worthless, so think carefully about

who fills in your questionnaires.
e We did an online survey but we didn’t get many . Most of the visi-

tors to our website aren’t customers.

f Once the product development department has created a , we can

display it at trade fairs. I’m sure it will attract more people to our stand.

A B
target market/group EHER
user profile RrfER
response rate i & # A&
skewed sample BArw 4 | B v #
relevant responses RA
prototype HxE&EL

4 Look at these other methods for assessing available information and collecting new informa-

tion about your customers. Sort them into the correct category. Can you add any more to the
table?

desk/field research purchasing information fegdback ,forms‘i
ema“ surveys 7 - ,gpimeﬁmﬁ panel surveys §ales—stati§trcé
pre-testing

) Sources of available data Collection of new data
< sales statistics " opinion polls |
J |
w
>
-’




