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Unit One

Lesson 1

The New Era of Marketing

Today, new equipment, new processxes, ‘new facilities,
new product developments, as well as expanded research
have brought about an entirely new point in economic de~
velopment. There is no longer an insatiable demand-market
waiting to consume everything the factories can turn out.
Cutbacks due to excess productive capacity in many indus—
tries take place. It has become ‘evident that business will
have to sell and promote aggressively in order to develop
and expand the markets necessary to consume all the things
the factories can produce. It means that business has to de-
termine beforehand what, how much, at what price and
under what circumstances the ultimate consumer will pur—
chase. Then it has to organize its produtive and marketing
facilities to meet these conditions.

It has become necessary to develop new and better tools
of market research in order to forecast sales with greater
certainty because production and purchasing has to be adju-
sted to sales expectations. It has become necessary also to
review and revise selling, advertising and promotion poli-

cies. Above all, it means that industry in the future must
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use scientific product-planninz and developmen on a new
“basis and on a scale never before imagined.

Emphasis has definitely shifted to the demand side of
the economy. From now until the foreseeable future, pro-
duction will be determined, not by capacity alone, but by
the predetermined demands of the markets.

No longer is marketing the neglected adjunct to produ-
ction as it was in the past. It has become the very core of
successful enterprise. All business decisions must now be
made in the light of the market. Marketing assumes its place
along-side finance and production as a top-managcment
function of vital importance in modern business.

We are now ready to take a lock at the medern, eco-
nomic role of marketing. Old-style ecomomists referred to
marketing as addinz “time and place utility”. This was to
distinguish it from production which adds form utility by
changing the form of raw materials into finished products
for consumers. Marketing places the goods at the right time
and place for the consumer to buy and to use. Thus, mar-
keting adds time and place utility.

But modern marketing students see a wider role in the
seconomy for marketing. The focus on the ultimate consu-
mer has uncovered a far greater task for efficient marketing.
Marketers today know that marketing deals not just with
‘the physical movement of goods but with customer values.
“Thus, the marketing manager is concerned mnot only with
time and place but also with customer’s convenience, satis-
‘faction, peace of mind, pride of ownership, ease of use,

«ease of storing, ease of re—order and other considerations,



all dealing with the ability and willingness of the consumer
to maintain and increase his demand.

The fact is that what gives the consumer the most sa—
tisfaction constitutes, for him, the greatest return for his
money.So long as the consumer has a choice, he will choo-
se those things which represent, for him, the greatest va—
lue. This has, of ecourse, great significance in marketing.

It has given rise to important developments in the use of

the social sciences=——psychology, sociology,economics——to-
improve the efficiency of marketing operations.

The economy today is characterized by growth, activi-
ty, and change. It is said, in fact, that change is the
only basic law of economics. Marketing which is the art of
distributing the world’s goods among the various claimants.
has also only one basic law, change.

It is inevitable, with the many economic and social
changes, that business management would fall heir to the
job of managing these changes.To do this, management has
to develop the necessary organization for a business to ab—
sorb new ideas and new approaches and to meet new market
demands.

In marketing this has taken the form of what has come
to be called “the new marketing concept.” Stated simply, it
means that management-thinking , management-orientation and
management-organization have been changed to focus business
thinking and policy formulation on the customer. Business
decisions are now made in the light of customer needs or
wants. Management recognizes that a business can exist only

if customers are satisfied.As customer—wants change, a bu—
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siness must reorganize to meet these change.

The organization for marketing, marketing strategies
and marketing programs has changed. It can be said that
business, by and large, has reorganized for the new type of

marketing necessary to meet the challenge of the future.

Grammar

The Structural Classification of Dependent Clauses
Dependent clauses may be classified either by structural

type (i.e., in terms of the elements they themselves conta—

~in) or by function (i.e., the part they play in the main

«clause). Here we will discuss only the structural type of cl-

assification. Analysing by this type, we arrive at three

main clauses.

A. Finite clause, A clause whose V—~element is a finite verb

Dphrase.

e.g.. It means that business has to determine
beforehand what, how much, at what
price and under what circumstances the
ultimate consumer would purchase.

Note, a) The finite clause usually contains a sybject and
there is person and number concord between the
subject and the finite verb. &) Finite verb phrases
have tense distinction,

B. Non-finite clause, A clause whose V-element is a non-

finite verb phrase. The three classes of non—finite verh phra—

se serve to distinguish three classes of non-finite clause.

a) lafinitive clause,

€.g.Marketing places the goods at the right time

ittt A e



and place for the consumer to buy and to

use. (with subject)

It has become necessary to develop new and

better tools of market research. (without

subject)
b). -ing participle clause,

e.g.There is no longer an insatiable demand—-
market waiting to consume everything
that the factories canturn ouf.(swhich
is waiting to-)

¢) -ed participle clause,

e.g. Above all, it means that industry in
the future must use scientific product-
planning and development on a new
basis and on a scale never bef ore ima-
gined. (se-which has never before

been imagined)

C. Verbless clauses; With verbless clauses, we can usually

infer ellipsis of the verb be, the cubject, when omitted,

can be treated as recoverable from the context.
e.g. It has become evident that business
will have to sell and promote aggres—

sively in order to develop and expand

the markets mnecessary to consume

all the things the factories can pro-

duce.

Voca.‘bu!ary

1. marketing the sum total of all business activities that
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deal with the movement of goods and services from pre—
ducer to ultimate user. This includes raw materials,
supplies, partially fabricated goods, and finished pro-
ducts, as well as those services necessary to keep consu-
mers using all these goods.

2. marketing research the gathering, reporting and ana-
lyzing of facts concerning any phase of marketing acti-
vity. This includes consumer research, product research,
market research, dealer research, price and policy re-
search selling and advertising research,inventory research
and cost, transportation, warchousing and efficiency
studies.

3. process a system of operations in the production of
something.

4. product development the generation of new ideas for
new or improved goods to be added to or to replace
existing items.

5. product planning the process leading to the identifica—
tion of goals and procedures, as well as the precise na-
ture of the merchandise to be marketed.

6. sales expectations the expected situation of sales.

7. physical movement of goods movement of merchan-
dise from manufacturer to consumer.

8. customer values the reasons, desires, and prcblems of
the customer.

9. promotion stimulating the demand for goodsiby adver—
tising, publicity, and events to attract attention and
create interest among constmers.

10. fall heir to inherit

—_—f —



11. by aud large  on the whole, for the most part
Situation 1

A Foreign Businessman Arrives
At the Airport

Mr.Bob Hall, marketing manager of Westinghouse Inc.
has arrivzd at the Shanghai Airport. Meecting him there is
My Chen, manager of the Shanghai Branch of China Na-
tional Machinery Import end Export Corp.

Chen, Excuse me, but aren’t you Mr. Halle

Hoall, Yes, I am.

Chen, I'm from the China National Machinery Import and
Export Corp.,Shanghai Branch. My name is Chen.

Hall, How do you do, Mr. Chen.

Chen, How do you do.

Hall, It's very nice of you to come to meet me, Mr.
Chen,

Chen, It’s a pleasure, Mr. Hall. Now shall we go see about
your baggage?

Hall, Yes, Where is the baggage countery

Chen, It's down there at gate No.8., How many ‘pieces of
baggage do you haveq

Hall, 1 have two suitcases.

Chen, Here we are. Could you point them outq

Hall, They are not there. Could you ask the traffic agentq

Chen, O.K. please let me have your baggage checks.
(Chen shows the traf fic agent the numbers of the ba—
ggage checks, and erentually finds that the suitcases
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Hall,

T A,

Hall,

TA,

are missing)

We are sorry that your baggage has not arrived.
Could you please fill out this baggage discrepancy
report. We must know the type, colour, weight and
dimensions of your baggage, so that we can flash
a telex immediately to all the enroute stations and
find out if they have your baggage.

I suppose that’s all you can dos Fortunately I have
all the papers in my handbag. But I won’t be able
to change my clothes.

You may approach the TWA office at the airport and
claim for an interim relief.

That's fine. Can I keep one copy of the discrepancy
reporte

Sure.

At the TWA Office

A TA, What can I do for you, sirg
Hall, My baggage has not arrived. I want .cere.an

interim relief. Here is a copy of my discrepancy

report,

A TA, We are very sarry about that. We'll do our

best to find your baggage as soon as possible.
And meanwhile, you may buy some daily
necessities and a change of ynderwear frum our

account.

Hall, That' s fine. Thank you.

TA, Could you tell me where we are to send the

o

baggage when it comese
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Chen;

TA,
Hall,
Chen,

Hall,

Chen,
Hall,

Chen,

Hall,

Chen,

Hall,

Mr. Hall will stay at the Peace Hotel. Room
No. 404,

Thank you.

(speaking to Chen)So you’ve bcoked me a room
at the Peace Hotel. That’s incredible. Now is.
that the taxi service over theres

That’s right. But I have a company car wai-
ting at the parking lot.

Excellent.

On the Way to the Hotel

Did you have a pleasant trips

Quite a nice flight. I just had a wonderful
bird’ s-eye view of the Shanghai suburbs. Your
heavy industry seems to be located in the sub-
urbs.

Most of the large plants are in the suburbs. By
the way, is this your first trip to Chinas

As a matter of fact, I was born in Shanghai,
My father used to run a garage near the former
Cathay Theater .But this is the first time I re-
turned to Shanghai since I left 38 years ago.
How is Mr. Howard Eatone He used to come a
lot.

He’s resigned. Last year, a merchant bank,
made a loan of $100m. at a low rate of inte-
rest, and bought a percentage of the shares,
They put Jean White on the Board of Directors,

—_ g e



Ch en:

HG”:

Chen,
Hall,

Chen:

HGII:
-— 10 -

and appointed Rachel Sene as chairman and ma-
naging director. As Sene and Eaton disagreed
on policy over discontinuing certain pfoducts,
Eaton was forced to resign and Sene appointed
me in his place. Sene reduced the range of pro—
ducts and concentrated on making better use of
resources and on more efficient production. As
a result of his policy annual sales have increased
rapidly during the last year. So we are now
again looking out for opportunities to expand.
The Board decided to send me to Shanghai to
discuss with the No.2 Machine Tools Factory on
the feasibility of a joint venture.

We would b> very glad to work together with a
new friend. By the way, when willt he engi-
neers arriveq

They are supposed to arrive tomorrow {from
Hong Kong by CAAC flight. We have a service
station in Hong Kong. They are inspecting the
operations there., Excuse me, are we passing
the CAAC booking offices I want to book seats
to Beijing.

Oh yes. But have you decided when you will
leave for Beijings

We will fly there next Friday.

Then you have enough time.Maybe you’d better
go to the hotel and settle down first. We’Il book
seats for you after the engineers arrive.

So much the better.



Chen,

Hall,
Chen.
Hall.
Chen .
Hall,
Chen,

HG”:

Chen;
Hall,
Chen:

HG”:
Cheﬂ;

HG”:
Chen;

At the Hotel’s Reception Desk
Mr. Hall, please fill this hotel registration

form.

All right. Here you are.

Put the room number also at the right-side top.
But what’s my room numberq

Room 404.

Oh yes, you told me.

Your roum is on the 4th floor. The elevator is
at the end of the hallway on the right. You can
collect the key to the room from the floor atten—
dant sitting at a counter near the elevator, And
the restaurant is on the 8th floor.

Thank you, Mr. Chen, for your briefing. Have
you also booked rooms for the engineerse; They
should be on the same floor.

There are no more rooms on the same floor. So
they were booked on the 5th floor.

Could you help to arrange that I move to the 5th
floor tooq

But there is no vacant suite on the 5th.

How about the other floorss

I’1l request the hotel reception desk to rearrange
tomorrow, and try to get everybody on the
same floor.

Thank you so much, Mr. Chen.

Tomorrow morning we’ll invite you to have a

sightseeing tour of the city. In the afternoon,
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