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Learning Objectives

By the end of this unit, you will be able to:
1. Name and interpret some collocations of “the brand”;
. Summarize the hidden wealth in B2B Brands;

. Explain the steps to build a global brand;

. Give opinions in meetings;

2
3
4. Use the strategy of taking notes in listening;
5
6. Write a good business e-mail;

7

. Critique a program through a SWOT analysis.




Vocabulary........ R

Task ©

spue.ig

Choose one of your favorite brands to talk about. What reasons do you have
for liking that brand? Is your choice affected by its logo, advertising, price,
quality, or other reasons? Use the following words and phrases to help

you.
value for money eye-catching well-designed
fashionable practical status symbol T )
002 durable luxurious top of the range
valuable brand high quality reliable
N
I like Louis Vuitton because it is one of the world’s most valuable
brands. It has won the affection of thousands of people with its most
fashionable designs, exquisite appearance, and unbeatable quality,
Its handbags are quite eye-catching. It tends to be popular among the
rich and upper-middle class. It'’s often a status symbol. It looks very
fashionable and practical. It is easy to wear and ideal for carrying.
A\
Itis your turn:
1 like...
Task

Read the following passage carefully and familiarize yourself with the
words or phrases underlined.

What is a brand? Brands are what make companies and products stand

out from the crowd. They have an essence, or spirit, and values that make them
worthwhile to the customer. To develop a successful brand, you need to know

about demographics and tangible and intangible benefits your products bring



Task O

to your customers. You need to know how well your brand is being received. A

focus group consisting of consumers can give information on brand awareness

and brand recognition. It’s also important to think about how your company

and brand will be presented visually. So you need to think about your brand’s

trademark or logo, the symbols that represent the brand.

. . brand brand’s value demographics focus group
tangible benefits brand awareness brand recognition trademark / logo

1. Apple’s is an apple with a bite taken out of it.

2. We don't have many stores in Asia, so we have little there.

3. One of our target is women over 50.

4. We are going to test our among college students.

5. Cheap but good Chinese products have brought to Americans by
giving them more choices and reducing the country’s inflation rate.

6. McDonald’s incorporates the concepts of fast food, fun,
convenience, and variety.

7. Driving a BMW can make someone feel successful and luxurious. These

feelings are parts of the
The company used data from a to decide the name of their new

product.

Have you ever looked at brand logos and wondered what their meanings

are or what inspired the designer? Please match the foliowing Ilcgo names
to their meanings.

For Example -

The three ellipses seen in the logo for

Toyota represent three hearts: the heart of the

o

customer, the heart of the product, and the

TOYOTA heart of progress in the field of technology.

PART 1

003
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Mercedes-Benz
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There are four expressions in the following article with the word brand.

Find them and match them to these meanings after reading.

1. Extent to which a brand is recognized by potential
customers, and is correctly associated with a particular
product.

2. The process of maintaining, improving, and upholding wE
a brand so that the name is associated with positive

results.

3. The value, both tangible and intangible, that a brand
adds to a product / service.

4. Enhancing a brand’s equity (see brand equity) directly
through advertising campaigns and indirectly through
promotions, such as cause championing or event

sponsorship.

Task ©

Read the article Hidden Wealth in B2B Brands and fill in the blanks (1)-(7)
with the correct letters from Ato G.

A. as arise in market capitalization

B. but bear two things in mind

C. an expensive mistake

D. from a few million to tens of billions

E. your brand equity is 6%

E total brand equity for B2B companies

G. with their financial data
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Hidden Wealth in B2B Brands

Consumer marketers obsess about brand equity, as well they should. B2B companies
would be wise to follow suit. Our quantitative, 16-year study of more than 450 firms shows
that billions of dollars are locked up in B2B brands, yet managers consistently skimp on brand
building. That’s (1)

Every corporation reaps the value of brand equity in two ways: as revenue, when it drives
customer purchases, and directly, (2) . Using a tool we've developed that gauges the
relationship between brand perception and performance measures, like revenue, profits, and
cash flow, we have ranked the brand equity of all of our study companies and have statistically
linked it (3) . The result is a measure of a corporate brand’s impact on stock
performance — what we call “brand equity as a percentage of market capitalization,” which
we refer to simply as “brand equity.” We've found that for B2B companies, the corporate brand
is responsible for, on average, 7% of stock performance for the 47 industries we track.

That figure may seem small, (4) : First, it’s an average; the range spans from
a low of 0.5% for new or unmanaged brands, such as electricity distributor PPL, to a high of
nearly 20% for the best-managed B2B brands, like FedEx. The current dollar value for B2B
companies’ brand equity ranges (5) . This implies that with more strategic brand
management, (6) could be worth billions of dollars more.

B2B companies shouldn’t try to become consumer brands, of course, but they should seek
to attain the maximum value possible within their industry. The average brand equity for B2B
medical suppliers, for example, is 5.99%. However, the best-managed brands in that field are
worth nearly 20%. If you are a medical supplier and (7) , then you know your brand
management is only average, and you can reasonably set your sights on a goal of 20%. If you're

in the paper and forest products industry, on the other hand, 20% is probably unattainable.

- The best performers in your industry achieve brand equity levels just under 7%, so that would

be an ideal target.

B2B brand equity, when used as a dashboard measure, should be updated quarterly.
It provides both a market cap percentage and a dollar-value metric that everyone in the
company, especially the CEO and CFO, will understand. Most important, it can eliminate any

doubts among B2B managers that brand equity matters.



Business-to-business (B2B) describes
commerce transactions between businesses, such
as between a manufacturer and a wholesaler, or
between a wholesaler and a retailer. Contrasting
terms are business-to-consumer (B2C) and business- PART 2

to-government (B2G). B2B (Business to Business)

Branding is a term used in marketing.

PPL Corporation is a global energy company 007
1 ‘.‘ : ..’ K based in Allentown, Pa., that delivers electricity to :
\'\“.:‘:_:_':— more than 1.4 million customers in Pennsylvania; sells
ppl .f:{: energy in key US markets; provides energy services
PPL Corporation o for businesses in the mid-Atlantic and northeastern

United States; generates electricity at power plants in
Pennsylvania, Montana, Connecticut, Illinois, New
York and Maine; and delivers electricity to about 2.6
million customers in the United Kingdom. PPL’s four
principal business subsidiaries are PPL Generation
LLC, PPL EngergyPlus LLC, PPL Global LLC and PPL
Electric Utilities Corp.

FedEx Corporation is an American global

courier delivery services company headquartered in

wm Memphis, Tennessee. The name “FedEx” is a syllabic

Home Delivery abbreviation of the name of the company’s original

air division, Federal Express, which was used from
1973 until 2000.



