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Unit 1

Marketing

In the planned economy era, enterprises didn’t have to worry about selling things, and they
merely set up a supply department responsible for the procurement of raw materials. There is
simply no such a concept of marketing. Later on, with the arrival of market economy, gone are days
when enterprises depend heavily on the higher authorities in charge of sales of the products.! They
have to rely on their own to find markets to sell their own products. In order to maximize the profits,
many companies began to set up marketing departments. As market competition intensifies, there
seems to be a growing awareness that they should attach more importance to not only sales but also
a variety of sales-related work.> Thus the concept of marketing is gaining increasing popularity
among people. It has changed and evolved over a period of time and there are many different
definitions.

® The Chartered Institute of Marketing defines marketing as “the management process
responsible for identifying, anticipating and satisfying customer requirements profitably”. This
definition looks at not only identifying customer needs, but also satisfying them (short-term) and
anticipating them in the future (long-term).

e Marketing is the process used to determine what products or services may be of interest to
customers, and the strategy to use in sales, communications and business development.® It is an
integrated process through which companies build strong customer relationships and create value
for their customers and for themselves.*

® Marketing is the process of developing, pricing, distributing and promoting the goods or
services that satisfy the needs of the potential customers.

e Marketing is the all-embracing function that links the business with customer needs and
wants in order to get the right product to the right place at the right time.

e Marketing is not about providing products or services; instead, it is essentially about
providing changing benefits to the changing needs and demands of the customer.

e Marketing is essentially about marshalling the resources of an organization so that they
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meet the changing needs of the customer on whom the organization depends.

The above-mentioned definitions are all right. The better definitions are focused upon
customer orientation and satisfaction of customer needs, thus making the customer, and the
satisfaction of his or her needs, the focal point of all business activities. Marketing is founded in the
belief that profitable sales and satisfactory returns on investment can only be achieved by
identifying, anticipating and satisfying customer needs and desires.’ The adoption of marketing
strategies requires businesses to shift their focus from production to the perceived needs and wants
of their customers as the means of staying profitable.

Now that you have been introduced to some definitions of marketing and the marketing
concept, remember the important elements contained as follows.

® Marketing is about meeting the needs and wants of customers. In other words, it focuses on
the satisfaction of customer needs, wants and requirements.

e Marketing is a management responsibility and should not be solely left to junior members
of staff. Only with the joint efforts can an organization identify the needs and wants of the customer
and deliver benefits, while at the same time ensuring that the satisfaction of these needs results in a
healthy turnover for the organization.

e Marketing involves an ongoing process. The environment is “dynamic”. This means that the
market tends to change—what customers want today is not necessarily what they want tomorrow.
Therefore, the company is supposed to create long-term demand, perhaps by modifying particular
features of the product to satisfy changes in consumer needs or market conditions.

e Successful marketing requires a deep knowledge of customers, competitors, and collaborators
and great skills in serving customers profitably. Marketing therefore combines market research, new
product development, distribution, advertising, promotion, product improvement, and so on. In
other words, marketing begins and ends with the customer. Truly successful marketing understands
the customer so well that the product or service satisfies the needs so perfectly that the customers
are desperate to buy it.

Marketing activities are numerous and varied because they basically include everything
needed to get a product off the drawing board and into the hands of the customer. The broad field of
marketing includes activities such as: designing the product so it will be desirable to customers by
using tools such as marketing research and pricing; promoting the product so people will know
about it by using tools such as public relations, advertising, and marketing communications; setting
a price and letting potential customers know about your product and making it available to them.

People have to spend 80% of their time marketing their new business. The reason lies in the
fact that marketing encompasses many different parts of the business. Generally speaking, there are
seven functions associated with marketing and these functions are the basis of all marketing
activities.

Engilsh 3 \;
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e Pricing: setting and communicating the value of products and services. Setting the price at

the right level.

e Selling: communicating directly with potential customers to determine and satisfy their

needs.

e Distribution: determining the best ways for customers to locate, obtain, and use the products
and services of an organization. It involves moving the products from the producer to the consumer.
e Product/Service management: designing, developing, maintaining, improving, and acquiring

products and services that meet consumer needs.

e Financing: budgeting for marketing activities, obtaining the necessary funds needed for
operations, and providing financial assistance to customers so they can purchase the business

products and service.

e Market information management: obtaining, managing, and using information about what
customers want to improve business decision making, performance of marketing activities.

e Promotion: communicating with customers about the product to achieve the desired
result—customer demand for and purchase of the product. It includes advertising, personal selling,

publicity, and public relations.

Each function can have a positive or negative effect on business. The point is to be aware of
each of them and include them in our marketing decisions.

2;/; Vocabulary

/enterprise n. ANk
procurement n. K75
maximize v f Kb
intensify v. 22435 F1
trend n &%

evolve v K&, A&
identify v. iR

strategy n. SRHG

anticipate v, Tl
profitably ad. “EF|H
potential a. JETEMH
all-embracing a. WHFE V)
marshal v, ¥
above-mentioned a. iR
Qrientation n. JilAl, 3

focal a. FEAH, HOH N
return n. FE, &F|

adoption n. X4, KH

perceived a. BRAEIE|H

turnover n. B VA

dynamic a. ZEH

modify v. B

collaborator n. &1E#

desperate a. JEYIH

varied a. SFHEFER

desirable a. FHE

pricing n. EMH

available a. WFJF|FHE), A K
encompass v. f¥E, A

distribution n. 444 >
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maintain v, 4E¥7, 4B operation n. iz¥k, #E{E, L, BF
locate v. JEAL assistance n. #Bh, FREh

involve v ¥k, &k performance n. M4t FKI

acquire v. 1%, 3R\ publicity n. EAk

budget v. TE

Phrases and Expressions

e

- in the planned economy era {Ei1XIZ joint effort  FL[F%% /) k
HFEAR market research 173717
raw material R product improvement 7= i 243k
market economy TII7ZHF drawing board & &M B
setup J{OL, WL marketing communication &5 B
marketing department & 4% i
attach importance to ... H Al liein fEF
meet the need of ... AR+ 175 K financial assistance B B
gain increasing popularity B3R 52 business decision making 7 MV £k 5K
X3l desired result T 45 5
be of interest to sb. R = A [ personal selling A 7458
now that EESR public relation A3 R
| be supposed to do sth. N iZffi 5 )

{ Notes

1. Later on, with the arrival of market economy, gone are days when enterprises depend heavily on

the higher authorities in charge of sales of the products. J5XK, 3|7 A FAL, k54
WIEE — R FREE RN —EFREERT .
AHFHER T when 51 RHEENE, AT HEEA TP, @ %LERR, AGRHTH
BedhiM, IEW HIIEFFZA2 “days when enterprises depend heavily on the higher authorities in
charge of sales of the products are gone”. FALIXFEHIZ5HILH : Round the corner walked a
policeman. (A policeman walked round the corner.).

2. As market competition intensifies, there seems to be a growing awareness that they should attach



| RSt VIR

more importance to not only sales but also a variety of sales-related work. 37 5+4EH I
Z MRS RBIA N EERHE, CEENEF M MR AR TR,

TEARA)H, VER intensify MIRER “Insk, sufk, Z/ERIZ”, HAMRE “intense”, ¥
T a4 “-ty”, RLUIFIERFA : purify GF4k). simplify (F#4k). beautify (£4k). justify
(BHE, WA HE). notify GEAKI) %%,

f£ “... there seems to be a growing awareness that ...” F i T that 5| SHIFEALEMNG], 3
— DRI “awareness” WA . JEIERIAFE IMHBEEGOMEEIE CEdEmE
W), MPGEF N IB A AEGIMAERE BEaER), FbxaiErsEg “ AR
HRARREAREF o7 B, FETEVE A 2] th EIRZMA S B0 NAMIE SERIE LHFENESR .

. Marketing is the process used to determine what products or services may be of interest to
customers, and the strategy to use in sales, communications and business development. Ti3%E
X — I R8RS A 2 WA A RE B 7 it B R S5 O HR, HETERH R . R B S %5
R e R A AR O SN
AA]H ] “used to determine what products or services may be of interest to customers, and the
strategy to use in sales, communications and business development” &} 2431l FHiEA1E & 1815
Tfi “the process”, 1 “what products or services may be of interest to customers” #& FiE M
1), {E determine )52 15 . %1 “be of interest to customers” BB “WREI B P, B Xfeeeeee
LR, FKLURIKAILE . be of great/first significance/importance (JEH EE ). be of
great/much help (IEHHHBI). be of high value (FEFHH #H{H )+ be of the same age (FEHH
) %

. It is an integrated process through which companies build strong customer relationships and
create value for their customers and for themselves. X@&— NS ML, FAF@ETIX—
WA LU AEFE P RR, NEFE S AENE.

KA R— M AT B R EEMNE], 51598 which F5 A & B T8 554717 process.

. Marketing is founded in the belief that profitable sales and satisfactory returns on investment can
only be achieved by identifying, anticipating and satisfying customer needs and desires. 25
RAT RGN TR0 DA B i /2 2 Fy i 2 T sROPREE 8 % 74 e SRA 6 R Vi R0l 2 1 [T 3
S B LA R R .

EARAJH “in the belief that ...” FIRER “URfF-+--”, H that 5% T FALEMNE)E—5
fEREUL ] belief. MEAL, belief A H ALK WAL, W: have belief in sth. Hi{5, {E{E; to
the best of my belief & 'B{5; beyond belief #k L B 5% .



Unit 1 Marketing

“Exercises

Answer the following questions according to the text.

. What can we know about enterprises in the planned economy era?
. What gave rise to the appearance of the marketing departments?
. How can you understand the definition of marketing given by the Chartered Institute of

Marketing?

. What do the better definitions of marketing emphasize?
. According to the writer, what is the basic belief of marketing?
. In “Only with the joint efforts can an organization identify the needs and wants of the

customer and deliver benefits ...”, what does the phrase “the joint efforts™ refer to?

. What does the sentence “Marketing involves an ongoing process.” mean?

. How can you understand “In other words, marketing begins and ends with the customer.”?
. Why are marketing activities numerous and varied?

10.

What activities are included in the broad field of marketing?

Decide whether the following statements are true or false.

W AW N -

S O o0 N

. In the planned economy era, the marketing concept was new to the public.

. People used to attach more importance to sales rather than marketing.

. The benefits that marketing brings to customers are more than those to organizations.

. The definitions mentioned in the passage focus more on profits than on customers.

. Marketing is so important that it should be left to managers and other senior members of

the companies.

. Companies are supposed to gear their products to the changing needs of customers.

. Every aspect of business activities is involved in marketing.

. Companies invest 80 percent of their money in marketing per year.

. More profits are the basis of all marketing activities.

. Market information management determines the best way to locate the products and

services of an organization.

English »
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Il Fill in each blank with the proper form of the word in the bracket.

1.

9,
10.

The term marketing concept holds that (achieve) organizational goals depends
on knowing the needs and wants of target markets and delivering the (desire)
satisfactions.

. It is reported that supermarkets intensively research and study consumer behavior,

(spend) millions of dollars.

. Companies are always looking for marketing opportunities of filling (satisty)

needs in areas in which they are likely to enjoy a differential advantage, due to their
particular competence.

. Marketing may be defined as a set of human activities (direct) at facilitating
exchanges.

. Concern and (responsible) for marketing must therefore permeate all areas of
the enterprise.

. Niche marketing is becoming an (increase) popular concept in the field of
marketing and advertising and is now one of the most (prefer) methods of
making a product known to consumers.

. These technological wonders (able) the marketing professionals to track the

navigation of the users through the sites.

. Companies in today’s business environment often spend a lot of money

(conduct) marketing research before releasing new products or services.
The market needs to be studied and future trends (forecast).
This customer (focus) philosophy is known as the “marketing concept”.

IV Fill in each blank with a proper preposition.

1.
2.

N N A

Their perceptions are built culture, race, age or other personal opinions.
Companies will use test markets to determine the strength of consumer demand for goods
or services prior a national rollout of new products.

. All resources need to be invested the business and the staff needs to be

motivated to adhere the company’s general objective.

. The bankruptcy of that firm lies the inefficiency of its marketing department.

. Your new products are great interest to us.

. The company attaches importance the customer satisfaction.

. A businessman who is aware the developments and increasing competition in

the Internet knows that if a business entity owns only one website and promotes all of its
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products there, then the website will most likely end ranking low in the search
results, thus not reaching its target audiences.
8. Simply stated, marketing is everything you do to place your product or service
the hands of potential customers.
9. Marketing is the social process which individuals and groups obtain what they
need and want through creating and exchanging products and value with others.
10. The philosophy of marketing needs to be owned by everyone the organization.

V  Fill in the blanks with the words and phrases given below. Change the form where
necessary.

lie in potential involve perceived stay profitable
available focal anticipate identify desire

1. It the customers by measuring the amount of time that they spend on each page,
the links that they click on and therefore the products and options that they are interested
in.

2. The marketing myopia the concept of product.

3. Marketing diverse disciplines like sales, public relations, pricing, packaging,
and distribution.

4. In order to , companies are supposed to focus more on what consumers are

willing to buy rather than on what the company can produce.

5. The most innovative ideas or the greatest products succeed only when you market within
the context of people’s

6. A market can be defined as all the customers sharing a particular need or want.

7. Marketers do not only identify consumer needs; they can them by developing
new products.

8. Marketing is your strategy for allocating resources (time and money) in order to achieve
your objectives.

9. The needs and wants of consumers should be regarded as the point of all
business activities.

10. The task of marketing research is to provide management with relevant, accurate, reliable,

information in the market.
Vil Cloze.
Marketing is the process of teaching you 1 consumers should choose your product or

service 2 your competitors; 3 you are not doing that you are not marketing. It’s
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really 4 simple! The key is 5 the right method and defining the right message to

use to educate and influence your consumers.
Companies make the mistake of thinking that marketing is just “one” thing, but marketing is

6 that the consumer encounters when it 7 to your business, from advertising, to
8 they hear, to the customer service that they 9 , to the follow-up care that you
provide. It’s all marketing and creating the decision 10 the consumer whether or not to
choose you initially or for 11 business.

If you work in a medium or large size organization, then 12 are that you would have
heard the phrase “marketing communications”. It is the department that deals 13 handling
all 14 for the company. Marketing communications is nothing 15 the science
and art of communicating information that the company wants to divulge 16 the public.
The information could be 17 to the marketing of a product, talk about a new product
launch or community initiatives 18 by the company. Even as just communicating may
seem an easy task since that is 19 we do every day in our normal lives, there is a science
behind what to communicate to whom and 20 what tone and manner.

1. A. what B. why C. which D. how

2. A. over B. rather C. but D. without
3. A. where B. why C. when D.if

4. A. so B. such C. very D. that

5. A. find B. to find C. finding D. to finding
6. A. everything B. nothing C. something D./

7. A. refers B. comes C. relates D. takes

8. A. that B. what C. which D. how

9. A. have B. offer C. receive D. own

10. A.in B. beyond C. for D. within

11. A. daily B. routine C. repeat D. usual

12. A. possibilities B. opportunities C. likelihood D. chances

13. A. with B.in C. for D. upon

14. A. communications B. transactions C. businesses D. goods

15. A. beside B. besides C. for D. but

16. A. for B. on C.to D. at

17. A. subject B. confined C. accustomed D. related

18. A. made B. taken C. undertaken D. assumed

19. A. what B. how C. why D. when

20. A. with B.in C.on D. by
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‘VII Translation.

1. Marketing communications is the science and art of communicating information that the
company wants to divulge to the public.

2. This information is then delivered to the marketing department where it is analyzed and a
specific customized communication is created for the users.

3. Yet the most brilliant strategy won’t help you earn a profit or achieve your wildest dream if
it isn’t built around your potential customers.

4. Truly successful marketing understand the customer so well that the product or service
satisfies the needs so perfectly that the customers are desperate to buy it.

5. The adoption of marketing strategies requires businesses to shift their focus from
production to the perceived needs and wants of their customers as the means of staying
profitable.

e

§— Extended Reading

Marketing and Selling

The end of both selling and marketing is to maximize profit by promoting sales. Both are
necessities to the success of a business. You cannot do without either process. If marketing is done
well, the products can sell themselves. By strategically combining both efforts you will experience
a successful amount of business growth. So sales and marketing are closely interlinked and are
aimed at increasing revenue. As they are closely intertwined, it becomes hard to realize the
differences between them. Although there is a lot of confusion about the differences, it is important
to realize that there is a fine line between them. The bigger firms have made clear distinction
between marketing and sales and they have specialized people handling them independently.

In order to distinguish marketing from other related professional services, S.H. Simmons,
author and humorist, relates this anecdote. “If a young man tells his date she’s intelligent, looks
lovely, and is a great conversationalist, he’s saying the right things to the right person and that’s
marketing ... ”

In very simple words, sales can be termed as a process which targets individuals or small
groups; marketing focuses on larger group or general public. As a matter of fact, marketing is
much broader than selling. What’s more, it is not a specialized activity at all. Instead, it
encompasses the entire business and it is the whole business seen from the point of view of the
final result, that is, from the customer’s point of view. It covers a broad range of activities
including monitoring market trends, conducting marketing research, demand forecasting, market

English 11
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