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Unit1 Market Research
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(O Useful Sentences mmumsmmms

d-Mr.Lenner, our CEO, has asked me to outline Marketing's
views on our planned move into the East European markets.
RABBRENREA RN B —THEE BT R
R AR F %
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2.1’ d like to support my findings by a number of charts.
R — RN X REE A

3. We are still relying on a couple of old brands.
RATEFEKRBIL BT

4. Sales of big-ticket items have been hit hardest.
RS HEZITHERK,

J- Our main financial targets are OK.
RIMMEZQ M FIBIFHEALE,

@- We have been in the red for far too long.
2 FAEM SR R A F 5 HRE,

#- Our sales were right on target last year.
EERFAINHEBETF AR,

- We installed a new cost-control system last year.
EFERFARAT —EFNBRAEHER,

- Dumping by Japanese firms has hit our sales badly.
HAAFREH R ERTNOH ST ~EZH,

J0. Exports have always accounted for more than two thirds of
our sales.

HOB—ESRIHEHEMN 2/3 DL L,

48 We’re in a mature market, where you can increase market
share only at the expense of competition.
RNLTF-TRBMOT S, EXE, IR RERST R0
W BB N

. We are worried about cheap imports.

AT B 3 O SRR,

3. We have about five percent of the British soap market.

RIMKALERRERT Y 5% HNE%5 .
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#3- We are considering merging with an American chemical
finm.

BN EAFZ B —FEXEAELREH,

43-My company specializes in buying and selling commercial
property.

K~ EEERRAM™HEE,

4@-In the early stage, the regional managers do the research.
TETTHR B B, 30 X 22 B4R X AR .

J¥-Do you often carry out market research?

HEH#FTH BTG ?

48- One of the purposes of market research is to find out
whether there’s a market for the product.
HOMRMENZ-RE T BT =REBETH .

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

REMAE,S FRRIOWT G R AT —BBELM,

4D Market research and marketing research should be seen as
two different functions.

PRI TSP A B AR R B A ReE

) Dialogue A musssmmmm——"="

A:Generally, how does the company start selling a new pro-
duct? Do the salesmen just go from door to door and say
“Here’s a wonderful new product and it’s what everyone
longs for and can solve any problem of yours” ?

B:In some cases they can do that. But a great deal of work has
been done beforehand in the way of product development,
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market research, test marketing and so on.

A:How is market research carried out?

B:That’s a very wide question. A whole book can be written
on this subject. But to put it in a very simple way, one of
the objects of market research is to find out whether there’ s
a market for the product and whether we can sell the product
in the market.

A:Who do this kind of job then?

B: Sometimes we carry out our own research, but for major
products where development costs are likely to be high, we
employ specialists.

A:Do our own salesmen take part in ?

B:In the early stages, cnly the regional managers do. If we de-
cide to have some test marketing, some of the senior sales-
men are brought in.

A:It seems to me that the salesmen receive some special train-
ing.

B:Yes, they all have initial training course when they first join
the company, and this includes product training.

A:What is that?

B:As a salesman he or she must fully understand the various
applications, design features, special advantages and almost
everything of the products we produce.

A:Then the salesmen have to refresh themselves frequently
since we keep producing new products.

B:Exactly. They attend a short refresher course once a year.
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D Dialogue B wasssusemmnanmns

A :Nowadays people like to use the two terms market research

and marketing research, but many seem to confuse the two.
They see them as the same things. | really think the two as
different functions.

: I agree with you. Market research is actually an analysis of a

specific market for a particular product. For example, how
many potential customers there are and where they are locat-
ed. Marketing research is much broader than that and it

refers to many functions of sales.

:I like the concept of merchandising. Many functions and

processes are related to it.

:Yes. I would say that marketing research can be defined as

gathering, recording and analyzing all facts about problems
related to merchandising.

: Does this also include planning, transport services and com-

munication, too 7

:Surely, they’re all the parts of the merchandising process

and this is what marketing research exactly means.

:In other words, marketing research is the study of all pro-

cesses involved in getting goods from the producer to the
customers rather than just an analysis of a particular market
for a particular product.

B: Yes, quite nght.
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@ Words and Phrases e

beforehand [ bi'fotheend ]
ad. Tk, FL

confuse [ kon'fju:z]

v, BH

locate [ lou'keit]

v. T, KL
merchandise [ 'maitfondaiz ]
n./v. Ben,iE4H

nowadays [ 'nauodeiz ]
ad. R4

refresh [ ri'fref ]

v. EEH EFHAL
regional [ 'ri:dzin(2)1]

a. X

specialist [ 'spefolist ]

n. %

% Case Study wsmsmmnnn——

MEMORANDUM
Date: July 5,2001
To: Wang Keming, Vice General Manager
From: Zhang Yang, Section Chief of Sales
Subject : Monthly Sales Rose for June 2000

Summary

June sales,while 7.8 percent better than last month, less than
the Plan target figure. The shortfall was due primarily to slumping of

Group 3 sales (one-piece, mature woman suits) under continuing

pressure from imports. All other groups met or exceeded target goals:

GROUP TARGET
1 $ 205 000
2 $ 135 000
3 $ 219 000
4 $ 182 000
5 $ 145 000

ACTUAL JUNE SALES
$ 245 000
$ 140 000
$ 123 000
$ 200 000
$ 145 000
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6 $ 239 000 $ 240 000
7 $ 207 000 $ 232 000
TOTAL SALES DURING JUNE $1 331 000

Workforce remained relatively stable during the month. No un-
scheduled vacations or leaves were requested.
Import Pressures

As reflected by June sales figures for Group 3, the company
continues to experience heavy competition for major department store
accounts from foreign imports , most notably AA Fashions, Lid. of Sin-
gapore and Sunrise Swimwear of Hong Kong. Both import firms are
represented in this country by Pacific Distributors.

We attribute the success of these imports to three factors:

1) Drastic price-cutting to gain foothold in world markets. A
typical Sunrise suit, for example, wholesales for $ 7, with an actual
retail tag of $20.Our comparable suit sells for $ 12. We believe
that Sunrise is offering such wholesale prices for a limited time as a
promotional ploy.

2) Aggressive representation. According to a word-of-mouth sur-
vey by our field representatives, Pacific Distributors calls on major
accounts every week , compared to our average of once every 18 days.
Pacific Distributors provides their representatives with a wide variety
of “gimmick” give-aways, all bearing the Pacific Distributors logo.

3)Bonus programs promoted by Pacific Distributors. Attached is
the Asia Bonus Plan brochure passed out to department store buyers
by Pacific Distributors. While the purchase is not large but the cam-
paign may be creating additional interest in their product lines.

To date, the imports represented by Pacific Distributors have



