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Part o Pre-reading

Warm-up Questions

Directions: Discuss the following questions.

1 Do you always want to be the first to have the newest, latest, and hottest product, or do

you wait until others have tried it out?

2 When you do decide to buy a product, what influences your decision?

Listening Practice

Directions: Listen to the audio clip and fill in the blanks with the missing information you've heard.

N N PN e

Supermarket, Shopping, Competition

Nowadays, supermarkets are constantly @ to get ahead of
the competition. There are thousands of supermarkets in the country. They
(2] mainly in their sizes rather than the products they have to offer. The
demand for modern Super Supermarkets has become extremely high during the
last ten years. Nationwide chain stores such as Sam’s Club, Costco, and Wal-Mart
have started to € the normal department store with grocery shopping
in one convenient package. Just one step into today’s supermarket and you will find
everything from food, household products, to hardware supplies as well as cloths
and sporting goods.

To better serve the needs of the @ , many supermarkets have
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{ (5] state of the art self-checkout terminals, which enables shoppers
to scan and pay for their goods. This strategy both shortens the wait line and

? 6] the high cost of hiring clerks. Can you imagine what supermarkets will

e e T

be like ten years from now?

LEAD-IN: Discuss with your partners about the following questions.
1 What are stages in the adoption process that consumers move through when they buy a
new product?
2 What are the five groups that marketers have defined to explain why some people buy
new products before others?

3 What are the five characteristics of a new product that affect its rate of adoption?

In the world of business, nothing is more important than knowing what the consumer will
buy. Companies may spend a significant amount of time and money trying to determine how
consumers behave and why they will purchase one product but not another. A business must
understand this behavior if it is to be successful. Once a company knows consumers, it can

create new products, or innovate, in order to motivate customers to buy.

To Buy or Not to Buy
S R o R i T R R : .
: 7fy .ﬂrms/rony. Aoltler, Gunninyﬁam and Hrtctell

The Buyer Decision Process for New Products
1 We now look at how buyers approach the purchase of new products. A new product is a goods, service
or idea that is perceived by some potential customers as new. It may have been around for a while, but our

interest is in how consumers learn about products for the first time and make decisions on whether to adopt



learning about an innovation to final adoption,” and adoption as the decision by an individual to become a
regular user of the product.

Stages in the Adoption Process
Consumers go through five stages in the process of adopting a new product.

@ Awareness: The consumer becomes aware of the new product, but lacks information about it.

=W N

@ |Interest: The consumer seeks information about the new product.

)

@ Evaluation: The consumer considers whether trying the new product makes sense.
6 @ Trial: The consumer tries the new product on a small scale to improve his or her estimate of its value.
7 @ Adoption: The consumer decides to make full and regular use of the new product.
8 This model suggests that the new-product marketer should think about how to help consumers move
through these stages. For example, as the recent recession set in, Hyundai discovered many potential customers
were interested in buying new cars but refrained from doing so because of the uncertain economy. To help
buyers pass this hurdle, the carmaker offered the Hyundai Assurance Program®, promising to let buyers who
financed or leased a new Hyundai to return their vehicles at no cost and with no harm to their credit rating if
they lost their jobs or incomes within a year. Sales of the Hyundai Sonata® increased 85 percent in the month
following the start of the campaign. Other carmakers soon followed with their own assurance plans.

Individual differences in innovativeness
9 People differ greatly in their readiness to try new products. In each product area, there are “consumption
pioneers” and early adopters. Other individuals adopt new products much later. People can be classified into
the adopter categories shown in Figure 1. After a slow start, an increasing number of people adopt the new
product. The number of adopters reaches a peak and then drops off as fewer non-adopters remain. Innovators
are defined as the first 2.5 percent of the buyers to adopt a new idea (those beyond two standard deviations
from mean adoption time); the early adopters are the next 13.5 percent (between one and two standard

deviations®); and so forth.

FIGURE 1 Adopter categorization on the basis of relative time of adoption of innovations

2.5% 13.5% 34% 34%
Innovators Early Late
Early
adopters majority majority Laggards
x-2a x-a x x+a

them. We define the adoption process as “the mental process through which an individual passes from first



Time of Adoption of Innovations

10 The five adopter groups have differing values. Innovators are venturesome — they try new ideas at some
risk. Early adopters are guided by respect — they are opinion leaders in their communities and adopt new ideas
early but carefully. The early majority are deliberate — although they rarely are leaders, they adopt new ideas
before the average person. The late majority are skeptical — they adopt an innovation only after a majority
of people have tried it. Finally, laggards are tradition bound — they are suspicious of changes and adopt the
innovation only when it has become something of a tradition itself.
11 This adopter classification suggests that an innovating firm should research the characteristics of
innovators and early adopters in their product categories and should direct marketing efforts towards them.
Influence of Product Characteristics on Rate of Adoption
12 The characteristics of the new product affect its rate of adoption. Some products become popular almost
overnight — for example, the iPod and iPhone, both of which flew off retailers’ shelves at an astounding rate
from the day they were introduced. Others take a longer time to gain acceptance. For example, the first HDTVs®
were introduced in North America in the 1990s, but by 2009 only about 25 percent of TV households owned a
high-definition set.
13 Five characteristics are especially important in influencing an innovation’s rate of adoption. For example,
consider the characteristics of HDTV in relation to the rate of adoption:
14 @ Relative advantage: the degree to which the innovation appears superior to existing products. HDTV
offers substantially improved picture quality. This increased its 65 rate of adoption.
15 @ Compatibility: the degree to which the innovation fits the values and experiences of potential consumers.
HDTV, for example, is highly compatible with the lifestyles of the TV-watching public. However, in the early years,
HDTV was not yet compatible with programming and broadcasting systems, slowing adoption. Now, as more and
more high-definition programs and channels have become available, the rate of HDTV adoption has increased. In fact,
the number of HDTV-owning households has more than doubled in just the past two years.
16 @ Complexity: the degree to which the innovation is difficult to understand or use. HDTVs are not very
complex. Therefore, as more programming has become available and prices have fallen, the rate of HDTV
adoption is increasing faster than that of more complex innovations.
17 @ Divisibility: the degree to which the innovation may be tried on a limited basis. Early HDTVs and HD cable
and satellite systems were very expensive, slowing the rate of adoption. As prices fall, adoption rates are increasing.
18 @ Communicability: the degree to which the results of using the innovation can be observed or described to
others. Because HDTV lends itself to demonstration and description, its use will spread faster among consumers.
19 Other characteristics influence the rate of adoption, such as initial and ongoing costs, risk and uncertainty
and social approval. The new-product marketer must research all these factors when developing the new

product and its marketing program.



© Words and Expressions

perceive /pa'sitv/ v. to understand or think of somebody or something in a particular way A %

define /dr'famn/ v. to say or explain what the meaning of a word or phrase is %--- T & 3_

innovation /ama'verfn/ n. the introduction of new things, ideas or ways of doing something #7 7% %,
& #

trial /'traial/ n. the process of testing the ability, quality or performance of somebody or something,
K

estimate /'estimoat/ n. a judgement that you make without having the exact details or figures 1&3+, &4

recession /ri'sefn/ n. a difficult time for the economy of a country, when there is less trade and
industrial activity than usual and more people are unemployed 4% Zi&

refrain /ri'fremn/ v. to stop yourself from doing something ¥ #], % %

hurdle /'h3:dl/ n. a problem or difficulty that must be solved or dealt with before you can achieve
something #f %

lease /lirs/ v. to make a legal agreement by which money is paid in order to use land, a building, a
vehicle or a piece of equipment for an agreed period of time #2844, #1/

assurance /2'fuorans/ n. a statement that something will certainly be true or will certainly happen,
particularly when there has been doubt about it 4&3E

venturesome /'ventfasam/ adj. willing to take risks X A244, #F 5 %d)

laggard /'legod/ n. a slow and lazy person, organization, etc. R £ 4

astounding /a'staundin/ adj. so surprising that it is difficult to believe 4~ A E 1749

substantially /sab'stenfali/ adv. very much; a lot 3%, KXk

compatibility /kompato'biloti/ n. the ability of people or things to live or exist together without
problems 4, A%

available /a'veilabl/ adj. that you can get, buy or find T3 /3 #)

divisibility /duvizr'bilati/ 1. the capacity to be divided into parts =T Fat

cable /'keibl/ n. a set of wires, covered in plastic or rubber, that carries electricity .4

communicability /kamjuinika’bilati/ n. the degree to which the results of using innovation that
something can be observed or described #)i# &

demonstration /.demoan'streifn/ n. an act of giving proof or evidence for something 484

initial /r'nifal/ adj. happening at the beginning; first f 4749

ongoing /'pngaui/ adj. continuing to exist or develop #F4: A /£ 89, REFA K

drop off to become fewer or less #,2, T

n
|



@ Hyundai Assurance Program: a program, which allows buyers to return their new Hyundai, with
no negative impact on their credit report, if they lost their income in the first year of ownership
3B AR 8] RIS

@ Hyundai Sonata: a mid-size car produced by the Republic of Korea manufacturer Hyundai # &
ARAF NN LT RBBEASE

@ Standard deviation: In statistics, the standard deviation (SD) is a measure that is used to quantify
the amount of variation or dispersion of a set of data values. 474 £

@ HDTVs: High-definition television provides a resolution that is substantially higher than that of
standard-definition television. & # #f & .41

Choose the best answer for the following questions or incomplete statements.
1 A new product is a goods, service or idea that

€} appeared for the first time

 some customers think of as new

® experiences a mental process

) is an innovation

2 How many stages are there in the process of adopting a new product?
0 3. 0 4.
@s. ® 6.

3 How did the carmaker of Hyundai help buyers pass the stages from interest to adoption?
@ By increasing buyers’ credit rating.
@ By persuading buyers to purchase their car.
® By promising all buyers to return their vehicles at no cost and with no harm to their credit
rating within a year.

@ By offering the Hyundai Assurance Program.

4 According to the adopter classification, how should an innovating firm do to expand their market?
@ To research the characteristics of innovators.
© To research the characteristics of early adopters.

@® To direct marketing efforts towards innovators and early adopters.
©® All of the above.



5 The text is mainly about

® buyers’ adoption process, adopter classification and the influence of product characteristics
© stages in the adoption process
® customer’s adoption process individual differences in innovativeness

@ influence of product characteristics on rate of adoption

Critical Thinking Questions
1 Do you like window shopping? Why?

2 What kind of people can be called “smart shopper”?

3 Which factor influences you most in item choice?

Part @ Language Focus

Fill in the blanks with the words given in the box. Change the form where necessary. You may not

use any of the words more than once.

perceive trial recession readiness deliberate
skeptical category available deviation superior
substantially communicability compatible initial approval
1 This popular novel falls into the of science fiction.

2 Every doctor was called to the scene.

3 Many small companies went bankrupt because of the nationwide

4 Don’t always treat others with attitude.
5 A certain amount of is acceptable in this big project.
6 Can you ______the difference among those pictures.

\

Presidential campaign is extremely important to win the of people.

8 This new technology is to the old one.
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9 Good friends are those people who can be to each other’s taste.

10 The judge should be fair enough.

Translate the following sentences into English, using the words or phrases in brackets.

1 R T AL+ — TIRATE Z KM E, (estimate)

[ &)

WEFET AT, BALENTZOMIEBATREAHFELIL, (refrain rom)

3 BARERAMMYAR XERBEE, REREGEHAR AR T . (drop off)

4 AMEELSWE aHE R A, (be suspicious of)

41}

#eh AR ENA MIKEMMERS . (be compatible with)

=r]

ERMEFFokr G hip E, KA1EE2)F % FAM, (initial, ongoing)




Part @ Chinese & Foreign Culture Introduction

Translate the following passage into English.

' 4
1 i T

WA, WHRAERE, EFENAARARTS T RGN, WEEENET 02—,
HIHETESEE LA RREFEEH S, REAHES, WRAEFHWAR, ZHF
l B RELFTHEBF, Mo, WL5TR; ke THANES, %, S8, TR, &4
KpEfrs, BE, B4, B0, L, REA. A%RS%, ki, CEYER, BE, &,
BE, B, GK. B, KEE. FLE, ERETREAHERY, FETRANAY S
o B ELF BB ke, LHEENEY, RAFELADN, ATUEHE T HEWTZFE

o B A e
Word Tips

F A th: indispensable F ¥ : dried mussel
#f: longan ¥ 5: pastries
#F A litchi #8#: lotus root starch

R#F: date ek f: seasoning

#i%F: dried persimmon #,: washing soda
##: vermicelli # %: incense
¥ %: sea cucumber 4 4%: tinfoil
##H: kelp ¥ i#h: kerosene

#H: jelly fish



Unii 1

Translate the following passage into Chinese.

/

Black Friday

The U.S. holiday shopping season has officially begun, with shoppers crowding stores
for post-Thanksgiving sales in a yearly event nicknamed “Black Friday.” The competition for
the best deals took an aggressive turn Thursday night, when a woman at a Wal-Mart in Los
Angeles used pepper spray on other customers to gain an advantage.

Black Friday is the day many stores sharply discount high-priced items such as
electronics and the latest new toys. Its name signifies retailers’ expectations of high sales, as
profits were once recorded in account books in black ink, while losses were recorded in red.
Stores also open their doors hours earlier than usual, which helps foster excitement among
bargain hunters. Black Friday is one of the most important days for retail chains because
it indicates what they can expect during the next month of holiday shopping — their most
lucrative time of year. But not everyone is in favor of the phenomenon. Protesters with the
anti-capitalist Occupy Wall Street movement were encouraging people to take part in “Buy

Nothing Day,” a day of protest against consumerism observed worldwide.

Part 0 Academic Reading: Environmental Engineering

Word Tips
post-Thanksgiving sales & & ¥ 5 #7 1 4
the best deals 1% 4% 7 &%
gain an advantage # %
protesters with the anti-capitalist & % & £ X il #

consumerism /kan'sju:moariz(a)m/ n. ¥ # & X

LEAD-IN:

B 10

Discuss with vour partners about the following questions.
1 What'’s the use of environmental engineering?

2 Do you think environmental pollution is a threat to human beings? Why?



