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Lesson 1

Market Researching
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Jack: How are the marketing conditions of our products?

Tony: The market share of our company is uprising. And our goods are
just in season.

Jack: That’s good! But you know. we will take the risk of bearing
market off season.

Tony: Don’t worry. We are keeping a close eye on the change in the

market. And so far as we know, there is still enough room for us
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to get in especially in China.

Jack: Have you run the market analyzing or research yet?

Tony: Of course. All of what I said just now is on the base of S. W.
O.T.

Su: I think you are well aware of the market for men’s shirts in the
U.S. as I am.
Jordon: Yes. Supply exceeds demand.
Su: What’s your suggestion then?
Jordon: How about making a survey to analyze the future business?
Su: Sure. We'd better find a specialized company for market
analyzing as soon as possible.
Jordon: Exactly. And we’ll talk to the R&D department at the minute we
get the report.
Su: Indeed.

P4
1‘;’&& Part B+ Text

Text I\

The Six Steps in Marketing Research

While there are dozens of little steps along the path, each fits into
one of the six steps in the marketing research process.

The main steps in marketing research are:
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Step 1 Identifying and defining your problem
Step 2 Developing your approach

Step 3 Research design

Step 4 Collecting the data

Step 5 Performing data analysis

Step 6 Reporting and presentation

Text =]

Step 1 Identifying and defiﬁing your problem

If you are considering conducting marketing research, chances are
you have already identified a problem and an ensuing informational need.
Of the six steps in marketing research, this is always the first one. Your
problem or issue will likely be recognized by one or more levels of
management. Sometimes, further definition of the problem or issue is
needed, and for that there are several tools you can use. For more
information on step 1. see our resources page on the first of the

marketing research steps.

Step 2 Developing your approach

Once your problem is better defined. you can move onto developing
your approach. Generally speaking. your approach should be developed
almost exclusively around a defined set of objectives. Clearer objectives
developed in Step 1 will lead themselves to better approach development.
Developing your approach should consist of an honest assessment of your
team’s market research skills, establishing a budget, understanding your
environment and its influencing factors, developing an analysis model,
and formulating hypotheses. For more information on step 2, see our

resources page on the marketing research approach.
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Step 3 Research design

Based upon a well-defined approach from Steps 1 & 2. a framework
for the designing your marketing research program should be apparent.
This step is the most encompassing of all steps in marketing research.
requiring the greatest amount of thought. time and expertise —and is the
point at which the less experienced will obtain assistance from an
internal/external market research expert. Since the intelligence
eventually gained from the research is so closely related to the selected
research design, this is the single most important six steps in marketing
research, and the step most vulnerable to the typical research errors.
Research design includes incorporating knowledge from secondary
information analysis. qualitative research, methodology selection,
question measurement & scale selection, questionnaire design. sample
design & size and determining data analysis to be used. For more
information on step 3., see our resources page on marketing research

design.

Step 4 Collecting the data

Often called data collection or survey fielding, this is the point at
which the finalized questionnaire (survey instrument) is used in gathering
information among the chosen sample segments. There are a variety of
data collection methodologies to consider. For more information on step

4, see our resources page on marketing research data collection.

Step 5 Performing data analysis
All analysis that can be performed, from complex to simple. depends

on how the questionnaire was constructed. Less complex analysis on

- smaller data sets can be handled with any of a number of office suite
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tools. while more complex analysis and larger data sets require dedicated
market rescarch analysis software. Types of analysis that might be
performed are simple frequency distributions, cross tab analysis, multiple
regressions (driver analysis), cluster analysis. factor analysis, perceptual
mapping ( multidimensional scaling). structural equation modeling and
data mining. For more information on step 5. see our marketing research

resources page on survey data analysis.

Step 6 Reporting and presentation

Reporting and presentation. if not the most important of the steps in
marketing research. is easily the second behind research design. All
business critical information and knowledge that come from your market
research investment are limited by how they are presented to decision
makers. There are as many reporting styles as research reports, but some
are definitely better than others, and there are definitely trends to be
aware of. For more information on step 6, see our resources page on

marketing research reports.

Vocabulary
uprise [ ap'raiz] v. _EH

analyze [ 'eenolaiz] v. H#r

exceed [1k'sid] v. #it
g

identify [ai'dentifar ] v. % %]

. define [di'fan| v. FH#H, 1F#

approach [a'provt[ ] n. Fik, 4%

presentation [ prezen'teifan| n. ik, BX., REPH, A

process | 'prouses | n.
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Useful expressions

. market share 7 %15 %R
. in season JE % B4~

. take the risk g M

. bear market off season i%i% F3%:k &

. so far as we know 3 AP 4a
. market analyzing or research 7 3% 4 #7 & A #F
. supply exceeds demand 4#it F K
. collect the data &% 3%
10. establishing a budget #ij
11. structural equation modeling % #) 7 #2422

1
2
3
4
5. keep a close eye on  Afeseee- JB 5 EM
6
7
8
9

4 .
\;‘aﬁ Part C - Exercises

o #» Translate the following terms and expressions.

1) market share

2) keep a close eye on
3) collect the data

4) in season

5) establishing a budget

e =m» Complete the sentences with the patterns given below.

—
supply exceeds demand take the risk depend on a variety of |
1) You have to ~of losing money if you want to invest.
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2) There are products for you to choose.
3) If ., you'll make a market research.

4) Whether the new product will be popular or not

the change of the market.

9 #» Translate the following sentences into English.,
1) &A1Y /= 56 B 5 BF A BT vA AT 8] 69 7 39 405 2 A8 R W7 38 Je
2) BAVEFZF KR T 9 LA d B A 69 T35 547,

o ‘w8 Practical writing,

Your company deals with PCs, but now it is facing a serious
problem in marketing. So you are required to make a market research.

How to analyze your research paper. please make a research survey.



Lesson 2

Customer Positioning
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Jack:.

Tony:

Jack:
Tony:

Tony, we are launching our new PCs, have you made market

researches yet?

Of course. And we have developed a special customer
positioning.
What do you mean by customer positioning?

You know each product has its market segment and prospective

customers as well.
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Jack:You mean that if we could position the customers properly, our
products would soon have a large share.

Tony: Exactly.

Su

: How is the customer positioning for our new flavor perfume?

Jordon: I think that the women spending power is strong, especially on
perfumes.
Su: I agree with that. As an in-time girl, I myself would spend half
of my salary on those distinct perfumes.
Jordon: So we need to set the target customers at young women aged 25 to
39.
Su: Good idea.

4 .
A s&> Part B - Text

Text WA

Effective Positioning Addresses Customer Needs

Often times companies get caught up in telling all about the bells and
whistles of their products and services and neglect to talk about the most
important ¢lement of all... how their solutions address their customers’
needs. After all, isn’t that what we are all in business to do? If we aren’t,
then we have a big problem!

Effective business positioning is all about describing the value of your

9
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products and services provided to your target customer. Yes it is
important to some degree to describe what it is you are selling. but it is
most critical to focus primarily on the value you are providing. Many
businesses fall into this trap of focusing too heavily on their products and
services (features) and not enough on the problems they solve (benefits) .

Here are two examples:

Standard “feature” focused positioning: Our all-in-one f[ax/ printer/
copy machines feature fast . high-resolution printing and color copying.

More powerful “customer-value” focused positioning: Our all-in-one
fax/ printer /copy machines feature everything yvou need to efficiently
produce high-quality , professional looking business documents that will
impress your clients .

The first example above focuses heavily on the product’s features
while the second version effectively addresses the customer value.
Positioning your solutions according to customer benefit. rather than
product features. will help you surely distinguish yourself and your
solutions from your competitors.

This approach to key messaging should be pervasive across all of your
sales and marketing communications channels, including your brochures.
sales presentations, website copy, press releases. articles. white
papers. etc.

A good rule of thumb for crafting effective customer-focused key
messages and positioning statements is to ask yourself the following
question at the end of cach statement: “What does this mean for my

customer?”

Vocabulary

1. prospective [ pro'spektiv | adj.  FfAiey, Kk
2. distinct [dis'tipkt | adj. 3&4F69; MR SAFE RE 6

10
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3. negléct [ni'glekt | v. B (EF); B2
4. brochure [broo'[jus] n. LA+ . BA-H4. FH4

Useful expressions

. market resecarch 7 3%iH &

customer positioning & F & 1%

market segment 485 7

prospective customers £ E P

spending power H % AW E A

set the target customers at...  HEARE PR A
get caught up in A

bells and whistles  #PAnif A4 W J% 2 48

to some degree fE—EAEHE E

© 00 N Oy O s W N o~

10. all-in-one —1&k14k, % 4k

11. customer value BEMEL (ERAME TR EI2 AN AR E
AL A BRS04 & R ok, A5 A Z 20, 44 5% & 048 X% 55, 5F
RIE TR E AR IRF AL RF A

12. distinguish. . . from... X% . %7

13. marketing communications channels & 45435 &4

4
3‘;,,,5 Part C - EXercises

0 - = Translate the following terms and expressions,

1) customer positioning
2) prospective customers

3) bells and whistles

11
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4) spending power
5) market segment

6) market research

e = » Complete the sentences with the patterns given below.

{ it is most critical to focus on fall into this trap of }‘

| dlstmgmsh .from. ..

D (5% A X 4269 52) grab these and keep
control for them.

2) We should learn to (R 5523F).

3) With lyrics that mainly (%7%) life and social

issues. they try to be honest yet giving hope to their audience.
4) Don’t (%) thinking that only can make

a difference.

e “» Translate the following sentences into English.

) HFAVEX e S DTl F e BARE P REA SR LN

2) AN EAV L IZ KRR RS AL E M, M R ST AR v 6 IR
HHk. ‘

3) ARMIRAS E— A2 B R T BB E K,

4) FAVEAERTEFT LS MELT — AP EAHAT R FH.

o #» Practical writing,

Your company is going to launch a notebook, which is small (10
inch) and stylish (5 colors for your choice) with all the basic functions
and a low price of 2 000 RMB. You are required to write a report about

customer positioning of this new product. (100-150 words)

12



