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1. What Is Marketing All about?
T EHRERT A

: Mr B, look at these figures! The cost of sugar is going up 15% during the next year.
: Oh, oh. That means trouble for our syrup line.
: That’s what I'm thinking about. Sugar is the main ingredient. What do you think?

Well, you know we’re not the price leader in the field, and syrup is a very price-sensitive

item.

: Yes, that’s right.

: According to our marketing research information, customers aren’t particularly brand-loyal

about syrup, either.

: Another fact. Say, you know, this could be a great marketing opportunity for us.
: What do you mean?

: Well, with the price rise in sugar, we know that the price of syrup will have to go up because

the increase is usually passed on to the consumers, right?

H nght
: Well, suppose, this time, we explore the possibility of changing the ingredients in the syrup

so that we wouldn’t have to raise the price.

: Why, then we would be prepared for the price rise by being able to market the syrup at the

same price. In fact, we could be marketing the less expensive syrup! What a promotional

campaign we could have]

: Exactly. If we promote this right, we’ll get a lot more sales and become the leader in the

market.

: Let’s get going on this idea. Let’s talk to Research and Development.
: Good. We'll find out how soon they can have some samples of new formulas ready.

: How about marketing research? Should we schedule some tests for responses to the R & D

samples?

: Yes, it’s not too soon. There’s lots to do. And let’s get some estimates on packaging changes as

well. Wow, Mr B, this could be great!

: Oh, I hope we can work it out. If we're lucky, the competitors’ products will stay on the

supermarket shelves.

: Mr B, I'm taking you to lunch today.
: Of course. We have to talk about business—distribution, advertising. . .
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Notes

(1) syrup line R % 5| = &%

(2) ingredient He#}t

(3) the price leader ##% £ %

(4) pnce-sensitive item #4488 2% = &

(5) brand-loyal % & i, 12500

(6) the increase is usually passed on to the consumers ##% L #) b3kl F 244 & &
(7) explore # %

(8) market 444

(9) Research and Development #F 7, #o % 3%

(10) samples of new formulas #:=#7 &t 5 B4 &9 4 5o
(11) schedule # %], 4=#E

(12) response & Ei

(13) distribution 454 |, 2244

oo ==

2. Problems about Markets
iR

: Now tell me about those three accounts that were worrying us. You went to see them all, I

believe?

: Yes, well, the first one I went to see—Ilast Friday that was—was the Central London Hospital

Purchasing Officer. He just started straight off by saying that their budget had been cut by

20% this year, and obviously this was a very real constraint.

: Yes, although their budget’s been cut, they still have to purchase essential equipment from

somewhere, I suppose.

: Quite, so I asked him if any other factors had contributed to the fall in their order from us and

he mumbled something about our delivery dates being somewhat unreliable—apparently they
had to want six weeks for delivery of two F12 microscopes, and just toward the end of our
talk, he mentioned, almost as an afterthought, the fact that our list prices had risen by 12%

over the last year.

: And you got the impression that this was really the critical factor?

Yes, I'm sure it’s a question of pricing rather than anything else.

: Right, now the British Doctors’ Council, what did you find out there?

Well, I spoke to a member of their advisory committee. Now he also started off by mentioning

prices—all their members have apparently had strict instructions from the Ministry to prescribe
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the cheapest available drugs—but I didn’t feel that this was really the main issue, because he
immediately went on, and in fact, talked at some length, about certain unpleasant side-effects
caused by Vinacyn. As you know, this has always been our best-selling antibiotic and I think
it’s the drop in sales of Vinacyn that is the principal reason for the downturn in pharmaceutical

sales.

: I see, mmm, that would be very important. Did he mention anything else?

. Well, he mentioned the new analgesic Medax has just been brought out, which has certainly

been selling well, and might have had some influence on the fall in our market share. But I'm

convinced the side-effects of Vinacyn are the main problem.

: Mmm, that could be a really sticky one.
: Anyway, my last appointment this week was with Mr Ngoma of Ministry of Health.
. Yes. How is it that sales to his country have dropped so sharply? Was he able to throw any

light on the matter?

: Yes, well, actually he was most informative. He started by giving me a brief outline of their

economic problems. One possible cause of the decline seems to be their large and increasing
trade deficit, which means that all foreign imports have been reduced, and drugs are no
exception. Another factor is the recent expansion of their own national pharmaceutical
company, Napharco, it’s called. [t’s now able to meet a growing proportion of their needs. But
what really seems to be their main worry, and I'm sure the real reason behind the drop in
orders is their great anxiety about the sales by European and American companies, of drugs
which may be dangerous. You know all the publicity there about drugs has been recenily
banned in America or Europe, being sold under other brand names, in Asia and Africa.

So they are simply reducing to the minimum all imports from foreign pharmaceutical

companies.

: That’s certainly the impression I got. So you can see all three have very real problems and as a

result we've lost orders, and, I'm afraid, other suppliers have benefited. For example, I hear
the BDC are advising doctors to prescribe Tanacyn, a Medax antibiotic, instead of our
Vinacyn, although their purchasing manager did say that in 99% of cases Vinacyn was more
effective. He also complimented Fittenwell ( name of a company) on our information service to

doctors, but they are just so worried about these side-effects.

: Yes, I can understand that.

: And, of course, Mr Ngoma’s Ministry are using their locally produced drugs as far as

possible. However, he did emphasize that Fittenwell has an excellent reputation in his country

and that compared with our main competitors, our prices are reasonable.

: Do you have any idea about how we could improve our position there?

: Well, I'm convinced that what’s needed is really thorough information service to counteract the

adverse publicity Western countries have had. Invite a group of their health officials to visit our

laboratories, send the fullest reports on all our research—that kind of thing,
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A: Yes, that seems sensible. What about the BDC?

B: Well, there I think we should do more research on the side-effects of Vinacyn. It may be that
quite a minor change would eliminate them.

A It’s not as simple as you seem to think, but we’ll have to give it some more thoughts.

B: Yes, well, that’s up to the medical department, isn’tit? As far as our laboratory equipment is
concerned, the Hospital’s Purchasing Officer admitted that they were now buying more from
Sunlab than from us, in spite of what he called the “technical superiority” of our equipment
and our excellent after-sale service. I don’t think it should be too difficult to regain our position
there, just a question of cutting our profit margin slightly.

A: Just a question of cutting our profit margin! Do you realize how much time and effort has been

spent already. . .

Notes

(1) started straight off by saying F#5& #3, A AT it
(2) a very real constraint — A~3E ¥ 55 FR &9 IR 4

(3) contribute to 4T A%, F3

(4) mumble w42k, .48, &#REkL

(5) afterthought ¥ /5 ¢4 48 5%

(6) list price B 44, B LEMH

(7) pricing & #H

(8) prescribe F 4K, F#

(9) at some length 3£, B Kb

(10) side-effect &4 A

(11) antibiotic #t. 4 %

(12) downturn # 45 F /&

(13) analgesic 1t /A #, b2

(14) market share F3 & A %, FHHM

(15) sticky #&F#9, saffteay

(16) throw any light on .88

(17) trade deficit ® & FF

(18) banned # )k

(19) compliment %%, %%

(20) counteract the adverse publicity x4+ (&) RA|8h =&
(21) that’s up to the medical department AR-EB ik F K 5317
(22) As far as our laboratory equipment is concerned. . . 3t HZ /189 LR FREH F -
(23) technical superiority # RKA4% 3

(24) after-sale service 4 & IR 4
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3. An Interview with a Marketing Consultant
F Ui E

A: Can I ask you—er—what do you see as being the main functions of a market consultant in
Britain?

B: I see it as being similar to any other consultant in that he supplies short bursts of specialist
expertise when needed by a company. This frees the company from employing such skills
throughout the year.

A: What exactly do you mean by short bursts of expertise—er—what kind of expertise would
that be?

B: Well, when a new product is being launched, or an old product is being redeveloped or
changed in some way to make it more attractive for the market, there is a great deal of work in
the field of research and setting up of a plan for selling the article. And it is unlikely that the
company itself has sufficient staff which will of course be still working on their old products
and keeping the company going.

A: So a company is likely to call in a market consultant when it is stepping outside its established
field of activity and wishes for specialist advice.

B: That is true, yes, yes. During—when it is only dealing with its old products it probably has
sufficient information and expertise within the company, and it has probably set up a nice
smooth routine for handling this.

A:. And when it does call in a market consultant what concrete help are you able to offer, or is
there already an established brief handed to you by the company concerned?

B: Well in theory we ought to get an established brief, in practice this is rarely the case. In
practice when you arrive at the company they will say they have this idea, or they have this
product which someone has offered to them cheap or their research department has developed
this product, and they would like to market it, what should they do about it? When we enter
this very cold, we may in fact find that it is necessary to decide where the company is going
and how it wishes to develop before we can even start considering the product itself.

A: How do you set about defining objectives for a company? What procedures, what criteria do
you use?

B. To set the objective of a company, it is necessary to understand what the owners and the
managers of the company would like out of it. These can be in terms of profit or growth. They
can also on occasion be other things. Once you have established these, it pays to examine the

style upon which the company operates, its management, its style of management, because
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this can have a bearing upon how the objectives of the company ought to be developed. It’s
then necessary to look at the resources of the company, what it has, what it can offer. It is
essential to get, to discover what these are, these resources of the company, and it always
pays to write them down. Having done this, you then develop marketing objectives; making
marketing objectives will include such things as the type of market which is to be attacked,
stratified, so that it fits the product that you’re thinking of selling.

In deciding which market to attack do you carry out a market survey?

This would depend largely upon the product and the company. If you are selling large turbo-
generators to the electricity industry, you have one customer. A questionnaire is hardly
relevant. It’s more important to go and meet him and talk. If you're supplying consumers goods,
then a questionnaire may be a good way of doing it. The problems with questionnaire are,
firstly you have to get a balanced sample, and you have to ensure that you get the replies from
a balanced sample. The natural case is, for people who have an opinion only to reply, they are
usually only something like 10% of the people who will not under any circumstances buy your
product, and 10% who under any circumstances will buy it. The main thing is to get the other
80% . This is where the problem lies. There are numerous ways of doing this. One can do this
by sampling at random from some index of people who fall within the category which you have
defined as being a suitable market and then having someone visit them to fill in the
questionnaires. This is unfortunately expensive. It costs money to have people visiting and
checking. And you need reasonably large sized sample in order to decide whether your product
will go.

So a questionnaire is not always the most reliable or efficient technique used during the process
of carrying out a market survey? »

That’s true.

Notes

(1) marketing consultant W 3% & 44 Bl 4]
(2) ... he supplies short bursts of specialist expertise when needed by a company. ----- 4 R B
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(7) market survey 3% A&
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4. How Do Companies Create Profits Abroad?
2 RIERES MR ?

A: Mr B, Triumph has been very successful in re-launching the company and increasing its
sales. What are the reasons for its success?

B: Well, I think there are a number of reasons. Firstly, I think Triumph has a very strong brand
name. It’s a model that goes back to the early 1900s. It’s possible still one of the strongest
names in motorcycling, so we've been able to build on our reputation and our name. Secondly,
we’ve developed new models which have attracted people’s attention. We’ve invested a lot of
money in these models, and they’ve helped us to compete with other companies in the
motorcycle industry. The third reason fot our success is, I believe, we've given the bike a very
up-to-date look. We’ve focused on styling and also on the quality of our product. It’s taken a bit
of time to build up sales, but we’ve done well in the first nine years, and we are now a serious
alternative manufacturer.

A: Most of your sales are exports. How do you create interest abroad?

B. Well, to create interest abroad, firstly in our key markets, those are the markets with volume
sales, we've got subsidiaries, so theyre companies we wholly own; America, Germany and
France are key motorcycle markets. From day on, we’ve had our own staff and local staff in
subsidiaries. In other markets we’ve got very good distributors, and we have a strong dealer
network. The dealers are very professional at marketing, so we can launch all of their new
models with a very strong PR campaign and support the dealer’s local marketing.

A: What else can you tell me about your distribution in key markets?

B: We want the dealers to strongly promote motorcycling. They must have a sub-network of dealers
who are positive and enthusiastic about our company. When you are selling motorcycles, you
are selling a product to people who are very knowledgeable. So you need people at a retailing
level who are knowledgeable and enthusiastic about the product and able to sell it in the face
of strong competition.

A. Which are the key markets for you in successfully creating profits in foreign countries?

B: We've been successful in creating interest abroad. In fact, today over 80 percent of what we
manufacture here goes to export markets. The key markets, the markets with the greatest
potential, as I said before, are America, where Triumph Meriden traditionally sold majority of

its products; Germany, which is our largest market in Europe; and France.



