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Partl Text A

Can LinkedIn Survive the Social Media Bubble?
Ken Sundheim

[A] Running a recruiting firm, I thought that LinkedIn would dominate our industry and put staffing
agencies like ours out of commission. They were supposed to change the entire HR platform and
become the one and only place HR representatives need to find employees.

In the first week of LinkedIn rolling out their recruiting platform, KAS Placement lost 4 clients.
Their initial sign-on was impeccable. Two years after, I see nothing but decline for the site on
multiple levels. In order to analyze how and where it may crumble, we must take an in-depth look
at what was once touted as the HR and recruitment game changer.

Facts behind the website
[B] Started in 2002, LinkedIn became the first social site to successfully allow users to create, manage
and share their professional identities online. Founder Reid Hoffman built LinkedIn from the

ground-up based on the assumption that Corporate America had a desire for its own Facebook.

He envisioned a place where people could build and engage with their professional networks,
access shared knowledge and insights, as well as discover new business opportunities. His
assumption was spot-on with what the market desired.

[C] According to socialbakers.com, since inception LinkedIn has acquired over 92 million users in the
United States. To generate revenue from that user base, LinkedIn offers hiring solutions (under
the brand names LinkedIn Corporate Solutions and LinkedIn Jobs), enhanced prospecting abilities
and a marketing platform (LinkedIn Ads) that allows self-service advertising where firms can

directly target their desired audience.
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Currently, the company employs nearly 5,000 people. Their year end revenue for 2012 was just
shy of one billion dollars (nearly double 2011’ s revenue results). 2013 should top those numbers
by another 25%-45%. LinkedIn is publicly traded on the Nasdaq under the ticker symbol LNKD.
As of November 2013, the stock trades at $220 per share. '

Wall St.’s opinion

[D] Analysts on Wall St. openly predict it, technology companies fear it and the average web browser
is impervious to it. I’ m referring to the unsustainable social media bubble we currently are in.
When discussing the true value of the social media vertical, according to Bloomberg analysts and
traders are highly skeptical.

49% believe that internet and social media stocks are already in a bubble citing examples such as
Twitter’s IPO (TWTR) where the equality nearly doubled in value on its first day.

Sooner or later, the party will be over. Eventually, all bubbles must burst. The million dollar
question is whether LinkedIn will remain a viable user-option once the dust settles.

Facing strong headwinds going forward

[E] The bigger they are, the harder they fall. History shows us that regardless of a high stock price, a
strong employee base and favorable revenue trends, no organization is untouchable. While it may
appear otherwise, LinkedIn is probably near its peak. Here are the factors that will prevent
sustained growth:

[F] It’ s a site full of business professionals, though is devoid of any money. The majority of people
who make money, don’ t spend significant amounts of time on LinkedIn. When executives do
visit the site, they typically are bombarded by salesmen attempting to push everything from
software to phone service. Because of this, fewer and fewer business development professionals

are paying for special access, as their sales attempts consistently come up empty.

Their advertising platform is nothing new and nothing special. Running an executive search firm,
I am familiar both with LinkedIn’s recruiting and web-ad offers. While I initially found the site to
have some intriguing features such as being able to target certain people within certain
companies, it fails to innovate.

There are few non-cosmetic distinctions between Facebook’ s advertising and LinkedIn’ s.
However, one advantage FB has over LinkedIn is that, technologically speaking, it is much more
advanced.

[G] Their email theft turned off many older business professionals. Even though it denies the accusations,

- -
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LinkedIn appeared to hack into many users’ email accounts in an attempt to increase connectivity
and thus increase user engagement.

In September of 2013, the site was sued by customers who claim the company appropriated their
identities for marketing purposes. Currently, LinkedIn faces hundreds of formal complaints due to
less than ethical email practices. While many younger professionals are accustomed to sharing
their profiles, older users clearly feel that the social media giant crossed the line. Whether the allegations
are proven, the fact that they ’ ve been made at all speaks for itself in many professionals’ minds.

Honorable mentions for the supporting thesis

[H] 1. Their recruiting launch fell short and failed to put away job boards. If LinkedIn truly beat sites
such as Monster.com and Careerbuilder.com, a resume would no longer be needed to apply for a
job. A simple LinkedIn bio would suffice. Obviously, this is not the case.
2. It’ s not as fun as Facebook, not as user-friendly as Twitter and not as crucial as Google+.
Currently, LinkedIn only allows one photo and room for some video, which does not allow users
to get to know each other. It makes the site impersonal and much less entertaining than Facebook.
Moreover, the usability of the site is becoming outdated. In comparison sites like Twitter are
seamless in nature.
3. The space is toe crowded. Does your company want to advertise on social media? Great — you
don’ t lack options. Your never-ending options will become a never-ending problem that will eat
at LinkedIn’s ability to thrive.

Regardless of the audience they appeal to, the site still competes with Facebook, Twitter, Google’,
Instagram, Pinterest, Tumblr, Flickr, and even LiveJournal and MySpace when hustling for the
online ad revenue.

(958 words)
/%// &
1. out of commission IR ; BAZ Y ; L RE A o
2. impeccable adj. To IR B 5 3% A B Y
3. crumble V. HA % BORE R
4. tout V. A R
5. envision V. BE A
6. inception n. AT
7. ticker symbol BRERS ; RERE
8. impervious adj. AZZHN, Lo THEN; FRBEN

9. suffice v. 1 36 B s R peeeen S 4
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1. Short Questions
1) Please visit LinkedIn webpage if possible and tell how you feel about this company.
2) Do you agree with the author’s opinion on LinkedIn? Why or Why not?
3) Do you have any recommendations to LinkedIn?

2. Matching
Directions: In this part, you' ve read the above selection with ten statements attached to it. Each
statement contains information given in one of the paragraphs. Identify the paragraph from which
the information is derived. You may choose a paragraph more than once. Each paragraph is
marked with a letter. Answer the questions by marking the corresponding letter beside the passage.
1) LinkedIn has to face challenges from the companies which are doing greater jobs in related
fields.
2) In start-up stage, LinkedIn met companies’ needs to search for opportunities.
3) Older and younger professionals may hold different views on the same thing.
4) Linked]In failed to satisfy the customer who really pays.
5) I agree that we are in the social media bubble.
6) I expected LinkedIn would perform well at the beginning.
7) LinkedIn has no innovation right now.
8) LinkedIn lost some customers due to information leakage.
9) LinkedIn might have already touched its peak.
10) LinkedIn’s revenue is rocketing.

Part 11 Text B

New Products: More Costly and More Important

Lora Cecere

Companies want to grow. At a corporate growth rate slightly higher than GDP, Consumer
Packaged Goods (CPQG) are struggling. There are three primary levers to pull: growth in emerging
markets, mergers and acquisitions and success in new product introductions. With global expansion,
growth in new markets is slowing and following a decade of aggressive M&A, the opportunities are
also fewer. Here, I take a closer look at the progress in bringing new products to market.

Today, it costs more to bring a new product to market. Product innovation is becoming more

targeted while supply chain complexity is rising. Let’s examine the challenges more closely.
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The cost to bring a new product to market is rising

2012 Pacesetters
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2012 Pacesetter Performance: Number of New Pacesetters in 2012/R&D Spend Ior 2012
Source of Pacesetter Data: Symphony IRl Group. Source of R&D Data: Corporate Balance Sheets

A New Product Pacesetter is a measure published by IRI/Symphony group. IRI is a syndicated
data provider to the consumer products industry. IRI defines a New Product Pacesetter as a product
that is able to reach $7.5 million in sales during the first year of introduction in the United States
market. In 2012, based on the IRI reporting, 1900 new products hit the shelves. Seventy-seven
products achieved New Product Pacesetter status. The average net new revenue of a New Product
Pacesetter in the first year was $39.5 million. But, what was the cost? If I take the R&D budgets of
companies for 2012 and divide them by the number of new products reaching New Product Pacesetter
status, I find that the average cost of a New Product Pacesetter for the average CPG company in 2012
was $71 million.

The cost is growing. The cost to bring a new product to market (R&D/Number of New Product
Pacesetter Products) for the period of 1997—2010 was $15 million. Today, the R&D investment to
bring a new product to market is roughly 4x the cost of five years ago.

As shown in the attached figure, when you compare R&D annual spending to the number of
New Product Pacesetters brought to market, there is a wide range of corporate performance. Revlon
REV—2.07% , over the period of 1997—2012, has the best performance and Kimberly-Clark’ s
KMB—0.75% is the worst. While it is not prudent to compare a global competitor to a more regional
player like General Mills GIS—0.85% or Kellogg K—0.28% , when you compare the companies
based on geographic reach, there are clear patterns. For all, bringing a new product to market is more
expensive (and this does not include the marketing and advertising spend or the extra sales support).

The cost to the supply chain is also rising

Supply chain costs to bring a new product to market are also rising. One of the issues is rising
complexity.

It is harder to forecast a new product than a stable product. In October, Terra Technology, a
provider of demand sensing technology, published a benchmark analysis of forecasting accuracy for

the CPG industry. Eleven multinational consumer products companies participated in the study. They
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are large and significant, representing a total of $230 billion in annual sales.

The Terra study reports that the increase in new products and trade promotions makes the task of
forecasting tougher than it was four years ago. In the study, new products represent 17% of total cases
shipped. New product shipments increased 10% over the last three years. This was also accompanied
by an increase in seasonality and promoted items. Traditional forecasting processes support: the
forecasting of turn volume, or baseline products, well but are not well-suited for new, seasonal and
promoted products. New products and promoted items had 4—>5x the bias of turn volume. Products in
the long tail of the supply chain have an average error of 70% Mean Absolute Percent Error (MAPE)
and a 15% bias. As a result, traditional supply chain processes do not support the processes of new
product introduction very well.

What Should Companies Do?

New forms of analytics offer promise to help the supply chain group more successfully support a
new product launch. Within an organization, the rhythms and cycles are different by function. As a
result, the needs of functions for data analytics are different. While a marketing group tends to view
and sense based on weekly and monthly market data, the supply chain group needs daily market data
to sense the in-market response and to align the supply chain to customer purchases. To tackle new
product launch and do it well, the company has to move from a functional marketing-driven or
sales-driven process, to be market-driven to test and learn cross-functionally. Here are five places to
invest in new analytics to help the situation:

® Reduce Bias. The first thing that companies should do to improve new product launch is to
reduce the bias of the new product forecast. In companies where the marketing is not held
accountable for bias and error, the performance on bias is 50—60% higher than those that use
techniques to reduce the bias. With focus, companies have been able to reduce the bias to 2%.
High bias results in waste and obsolescence.

® Redefine Forecasting. The systems need to be more flexible. Traditional new product launch
systems forecast an item at a future location to be sold. By definition, since the product is
new, there is no history to use to calculate the forecast. As a result, when the new product is
launched there is no history to track to determine the second production run to support the
product in-market. More advanced companies are moving to attribute-based modeling which
allows the company to track customer buying attributes to product attributes to better sense
market performance. The new product is forecasted based on attributes of prior products, and
the performance in the market is compared based on attributes. This technique reduces error.
Companies that are attempting to grow by powering new product launch should migrate from
traditional item-based modeling to attribute-based modeling.

® Invest in Demand Sensing Technologies and Use Customer Data. The translation of
demand from a customer’ s purchase in-market to a manufacturer receiving an order will
average two weeks. Companies that are serious about new product launch performance should
invest in demand sensing to use point-of-sale data and new forms of analytics to shorten the

time to sense customer purchases.
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® Actively Engage in Test-and-Learn Processes in-Market. The increase in e-commerce
sales—either through direct sales or through e-commerce retailers like Amazon—allows
companies to more easily match customer buying attributes to product attributes to enable
cross-channel testing before launch. Additionally, new forms of analytics through companies
are available to enable in-vitro launches of new products to test and learn during the first three
months of the product launch.
® Experiment with Cognitive Learning Engines. Since new products are becoming more
tailored by product market, companies are experimenting with the use of cognitive learning
engines to test and learn and see unlikely inferences. A cognitive learning system is a new
form of analytics that learns in-market based on a series of hypotheses or market ontologies.
So, to drive a higher level of success, we need to change the conversation and power data-driven
processes from the outside-in. Managing the company as functional silos with traditional analytics
will never help us combat the higher costs and the higher risk of failure.
(1199 words)

1. lever n. ALAT ; 45 4l 4T

2. prudent adj. BEEHAR; VRS
3. silo n. FEEAe

1. Multiple Choice
Directions: This part is followed by questions or unfinished statements. For each of them there are
four choices marked A, B, C and D. You should decide on the best choice and mark the
corresponding letter.
1) In the article, the reasons the author mentioned why Consumer Packaged Goods (CPG) are
struggling include the following except
A. mergers and acquisitions
B. success in new product launch
C. lack of talents
D. growth in emerging markets
2) What does the 2012 Pacesetters Chart infer?
A. The R&D investment to bring a new product to market is increasing.

B. Product innovation is becoming more targeted.
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C. It’s fair to compare a global competitor to a more regional player.
D. All the above.
3) According the selection, which statement is NOT true?
A. It is tougher to forecast a newly launched product.
B. Trade promotion is an interference factor in analysis.
C. It is tougher to forecast a seasonal product than a stable product.
D. Traditional forecasting tools do support the new product launch well.

4) According to the selection, to deal with the new product introduction, the company needs to

A. keep functional marketing-driven process
B. test and learn cross-functionally
C. keep sales-driven process
D. focus on supply chain
5) A cognitive learning engine is NOT .
A. a traditional form of analytics
B. a tool that learns in-market
C. based on a series of hypotheses
D. based on a series of market ontologies

. Translation

Directions: Please translate the following sentences into English.

1) BEE 2ERY TR BERE , B S K ARG 018 , RN - RAR MR EIE I, MLt T o

2) 7= i BT SN AR , [ s Rk e N 52 Ak

3) & GE TN J5 ¥ REAS AR e 3t FHU0) 07308 i me e o™ i, (L3807 it 2 ™ i S AR e R ot
ALK T .

4) A 0w BRI TXE 77 it T £ O 2 S B IRAS S BT, O 22 38 8 T T AP AR 2
] ) 50%—60%.

5) Ao BT HESRT ™ it A AT B R ) Ak REZ MR SRR B A8 7 U ) KB R
PEEA

Directions: Please translate the following sentences into Chinese.

6) IRI defines a New Product Pacesetter as a product that is able to reach $7.5 million in sales
during the first year of introduction in the United States market.

7) While it is not prudent to compare a global competitor to a more regional player like General Mills
GIS—0.85% or Kellogg K—0.28%, when you compare the companies based on geographic
reach, there are clear patterns.

8) More advanced companies are moving to attribute-based modeling which allows the company to
track customer buying attributes to product attributes to better sense market performance.

9) Since new products are becoming more tailored by product market, companies are experimenting with

-8 -
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the use of cognitive learning engines to test and learn and see unlikely inferences.

10) So, to drive a higher level of success, we need to change the conversation and power data-driven
processes from the outside-in.

Part III Case Study

Engaging Consumers Through Word of Mouth Marketing:
A Red Bull Case Study

Introduction

The Communication Process

Encoding Message Decoding Recaiver
Message Channel Message

In today’ s society, consumers are 1) with promotional messages from organisations.

Consumers receive these messages when they listen to the radio, watch television, read a newspaper,

2)  to work or simply walk around a city centre. Effective promotion relies on the message
reaching the consumer in an accurate and timely way. However, there are so many messages it can be
difficult for a business to reach its target audience.

Breaking through “noise”

Promotional messages can easily become simply noise. They crowd the marketplace and make
everything more confusing for consumers. This creates a marketing problem. To address this problem,
some marketers look for new ways to communicate with consumers. They seek to break the
traditional rules of marketing by reaching consumers in innovative ways. Dietrich Mateschitz
founded Red Bull in 1984 after discovering the widespread ~ 3)  of tonic drinks in the Far East.
He developed the Red Bull Energy Drink, launching the product on the Austrian market in 1987.

Since then, Red Bull has launched a range of products, including Red Bull Cola in 2008 and Red
Bull Energy Shots in 2009. Today Red Bull has annual sales of around 4 billion cans in 160 countries.
It employs more than 7,700 people. Red Bull has a distinctive approach to marketing. It uses a

4 marketing strategy. This type of strategy aims to constantly evolve and develop the brand.

-9 -



