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UNIT 1
The role of marketing

SectionA What Ismarketing? 3
= Part1. Some definitions of marketing 3
. Part 2. Some confiicting management philosophies. 6
Section B Marketing planning : s

Section A: What is marketing?
Part 1: Some definitions of marketing

1 Warm-up

1.1 How would you define the function of marketing?

1.2 Do you agree with Peter Drucker when he said, ‘The aim of marketing is to
make selling superfluous’?

2 Reading ,,,’;

In this section you will find a number of é\t;éliemen@ about the role of marketing.

Read them through, then use them as a basis to formulate your own definition of

marketing. '

1. ‘Markéting is too important to be left to the marketing department.’ (David
Packard)

2. ‘In a truly great marketing organisation, you can’t tell who’s in the marketing
department. Everyone in the organisation has to make decisions based on the
impact on the consumer.’ (Professor Stephen Burnett)

3. ‘Most people mistakenly think of marketing only as selling and promotion., |
This does not mean that selling and promotion are unimportant, but rather that
they are part of a larger marketing mix, a set of marketing tools that work together
to affect the marketplace.’ (Philip Kotler)

What is marketing? Some definitions of marketing
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4. ‘The aim of marketing is to make selling superﬂuous The aim is to know and
understand the customers so well that the product or service fits him and sells

itself.” (Peter Drucker)

5. ‘Marketing is a social and managerial process by which individuals and groups
obtain what they need and want through creating and exchanging products and
value with others.” (Philip Kotler)

6. Marketing is the performance of business activities that direct the flow of goods
and services from producer to consumer.’

7. ‘*Marketing is getting the right goods and services to the right place at the right
time at the right price with the right communication and promotion.’

8. ‘Marketing is the creation and delivery of a standard of living.’

What would be your own definition of marketing?

3 Comprehension/interpretation

3.1 Which statement suggests that everybody in a company is a marketer? =

3.2 Which statement completely discounts the importance of selling? y

3.3 Which statement emphasises ‘the role of the four Ps (product, price, place,
promotion)?

3.4 Which statement sees marketing more in a sociological role?

4 Language focus

4.1 Adjectives versus adverbs (see Unit 48 in Language Reference for Business
English)

Look at the following sentences taken from the Reading passage:

‘Marketing is too important to be left to the marketing department.’
‘Most people mistakenly think of marketing only as selling and promotion.’
Now complete the sentences below with a word chosen from the following list: . -

hard heavily late slightly well .\oiiﬁj‘i e A
successful  normally lately generous  rapidly e ol

1. Our product is so Sl l}la?v}é are _ﬁﬁ.j running out of stock.

2. _Nurdl, we invest e YUt this time of year:

3. Profits have only __ALT’;I:ﬂ increased and therefore we have had to cut back on
further investment.

4, o4y he has been arriving _|(d£  at every meeting.

5. The sales department performed gt last year so we have given all the
sales people a Y¢*¢»> bonus.

6. He worked so |, that he fell ill.

4 The role of marketing



4.2 Adjective modification (see Unit 49 in Language Reference for Business
English)
Look at the following sentence taken from the Reading passage:

‘In a truly great marketing organisation . . .’
Now complete the sentencespﬁelow by combining two adjectives from the

following list: w LRSS
2
oriented  complex tremendou$  different
good radical sufficient’ unusual
qualified commfr‘ci technical difficult
( qeeetatees
1. She’s very _\l I think she g!}oql,q get the job.
2. The computer program is ***“ 4 /f can’t understand it. o e,
3. Normally the work is easy. This time it has proved _up et '
4. He’s _tote ety copdc\but not 242 850 he'd make a good engineer but not a
salesman. el e i
5. Thepolicyisnot_____ from last year. Basically we will try to increase market
share. ,
PRI i
[IRER] , ‘:A,t'. ;h
5 Wordstudy
Complete the list below by inserting the missing forms:
Verb Noun
to decide a_tng™
to_oll sales ’
to promote —Dows
to oo creation
to exchange an _ixhod
to i performance
to act an_=¢t
to___jr.deic a producer S
toconsume =~ a._ [0 Gt oty
to_is """ communication
to deliver a__ o dew

NOTE: Some of the noun forms above are used without an article (a/an). This is
because sometimes we want to talk about the ¢oncept rather than a particular act or
event, for example, compare:

® Sales are falling.
® He got a sale with one of the top manufacturers.

What is marketing? Some definitions of marketing 5
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Discuss the following statements:

® The days of the traditional salesman are over.
¢ The eighties enhanced the role of marketing; the nineties are likely to down-

grade it.

Part 2: Some conflicting management philosophies

1 warm-up el Fhe
1.1 Do you feel all companies must be predominantly market-oriented?

1.2 Is there a danger that if a company is too market-oriented that it will ignore
other ingredients of success such as efficient production?

2 Listening

In this section you will hear a discussion about the direction a certain company
should take. There are five participants. Each expresses a different view. These
views can be summarised as follows:

A. The production concept
The company should focus on improving production and distribution
efficiency.
B. The product concept
The company should focus on making product improvements.
C. The selling concept
The company should focus its effort on selling and promotion.
D. The marketing concept
The company should focus on the needs of its customers.
E. The societal marketing concept
The company should consider the needs not only of its customer
but also of society as a whole.

As you listen to the discussion, allocate one of the concepts (A-E) to each of the
speakers (1-5):

Speakers Concept

G W N =

6

The role of marketing



3 Comprehension/interpretation

3.1 How does speaker 1 aim to bring down prices?
3.2 How does speaker 3 intend to develop a strategy for the future?
3.3 What added dimension does speaker 4 include?

3.4 Why does speaker 5 mention the Japanese?

4 Language focus
4.1 Opinion-giving (see Unit 75 in Language Reference for Business English)

Look at the following sentences taken from the Listening passage:

‘I feel we must certainly ensure quality . . .’
‘As I see the problem, the major focus . . .’

Now substitute the italicised phrases in the sentences below with the closest
equivalent selected from the following list:

I feel
We could discuss ¢,

I'm sure that #

In my opinion It’s certain 7
What we must do is - I tend to think
From this point of view y

. As I see it, we should double our development investinent.
. What we have to do is withdraw from this sector. y

. I'think we can’t continue as we are.

. I'm jnclined-to believe we should leave this sector.

. I’'m convinced that we must stay in this sector.

. We might consider a gradual withdrawal from the market.
. There’s no doubt we can’t leave it any later.

. From this angle, we have no alternative.

QN O O W =

4.2 Agreeing and disagreeing (see Unit 76 in Language Reference for Business
English)

Look at the following sentences taken from the Listening passage:

I think we’d all agree with you as far as you go.’
*I’m not sure I agree with either of you.'

Now match equivalents in terms of strength/neutrality/weakness, for example:
1 agree < I disagree.

1. I'think we’d all agree . _ - -a. That’s interesting but

2. I'm 100 per cent with youhr~.. b.” I'm inclined to disagree

3. I can see what you mean_ “~.#=_c. There’s no way we can agree to that
4. You've got a point RS IR N | disagree entirely!

5. I'tend to agree with you ~ S e It looks as though there’s no agree-
6. We can certainly agree to that T ment

I'm not sure I understand your point
of view

What is marketing? Some conﬂicn‘ng management philosophies



S Wordstudy
What are the opposites.of the following words? Use a dictionary if necessary.

. improvement

. available

. competitive

. effective

. inside-out

. investment

. to bring down prices
. to stay ahead

. mass-market

L ONOWL & W=

6 Transfer
Discuss the probable management philosophies of the following companies:

® A traditional family-run company manufacturing machine tools.
® A young, high-tech company operating in state-of-the-art electronics.
® A large national utility providing a service throughout the country.

Section B: Marketing planning
Part 1: Strategic planning

1 Warm-up

1.1 Is the profit motive the only real motive for a company’s existence?
1.2 What are the dangers to a company of over-planning?

2 Reading

In this section you will find an edited extract from The Principles of Marketing
(Kotler and Armstrong) entitled ‘Strategic planning’. Read it through and complete
Charts 1.1 and 1.2.

Strategic planning is the process of developing and méimaining a strategic fit between
the organisation’s goals and capabilities and its changing market opportunities. It
relies on developing a clear company mission, supporting objectives, a sound business
portfolio, and co-ordinated functional strategies.

The steps in the strategic planning process are shown in Chart 1.1. At the
corporate level, the company first defines its overall purpose and mission. This
mission is then turned into detailed supporting objectives that guide the whole

The role of marketing



