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Reviewing the Coffee Industry
5] B v HE T b

About 25 years ago, the number one drink in America

was coffee. The trend was not good, however. From 1962

B
to 1976, the sales of coffee declined and the sales of soft
HER TR HE K

d}%r;é&}s went up. By the end of 1976, soft drinks became the
k

number one drink. The history of coffee sales is revealing.

HiE Btk
The orc1%J nal colonists were mostly tea drinkers, bring-

B HE#

ing the habit with them from England. There were some

coffee drinkers in the Dutch colon ﬂg called New Amsterdam.

= #HE - o R B A 3
In 1773, the c¢olonists dumped hundreds of chests of tea
HMEFECE B | ]
into Boston harbor because of taxes, and America became a
BE e ik
coffee~drinking nation.
kAwmEER  EX
By 1962, coffee sales were up to $ 1 billion a year
HEm +

and three fourths of the population drank an average of over



-

3 cups a day. The market looked so good at that time that

Procter & Gamble bought Folger in 1963. From 1963 on,

however, coffee sales have declined.
Bk
What happened in the 1960s to change the market? A

60EEA,

major factor was the battle between Pepsi and Coke for the

FE HE 4 EE: \] O 7] 4R
teenage drinker. Pepsi developed the theme of the
-G HE K FE
“Pepsi Generation. ” Coke responded with themes directed
BHEILA—NK . B B
toward young people as well. Coffee ads, meanwhile, were
fe] Bf
directed toward the over 35 crowd. The spokespeople for
AL REAN
coffee were middle-aged women.
A
Fierce competition developed between different brands
WA F 2
of coffee. Competitors retaliated with a  blitz of
BENE R e

couponing, discounts , and heavy advertising. Customers
- E 58 w7

became more price conscious. Sales continued to fall.

iR TBk
Meanwhile, the Pepsi generation grew up and took
- BEAA—A T
their preference for soft drinks with them. Coffee had the

U, Rvari k=
imgie of an older person’s drink.

okt

Another factor that had an impact on coffee sales was

5k Wi BB
the introduction of instant coffee and decaffeinated coffee.
g i LR A S umERE /Y

— 3 —
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At one time, getting up and putting on the coffee was a dai-

ly chore. Instant coffee changed all that, and coffee was no
5K
longer a breakfast staple. The ambiance was gone and the
ETEHD ol
taste changed.
M B
Decaffeinated coffee hurt sales by remmdmg people that
A& nHERE hE
regular coffee contained lots of caffeine. Caffeine became a
EE ek £3 kA
“dirty” wotd in the 1980s. Decaffeinated coffee had neither
e BO4E AL
the taste nor the wake-up power of “real” coffee. More re-

bR IE X\ N

cently, coffee producers have changed their ads. The a peal

e R e
is to a younger but not young crowd. Coffee ads are clearly
| i B
being directed to a younger group (25 to 35) . The market

T8

potential is huge.

NOTES

1. America became a coffee-drinking nation.
coffee-drinking &4 F MR ES FHWE SH AN .

2. From 1962 to 1976, the sales of coffee declined and the
sales of soft drinks went up. |
from---to G5 HIHE A TIBRE, X—EMRREHE . H
R —RE S —K. from--to T AFEZMHEE,
X—EH AT HEBSSFa T
from Sunday to Friday inclusive HEBIH I EBMAE(ZH.
— 4 —
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HD
from Sunday to Friday exclusive E{Eﬁ}] HEEBHAE
H.f

3. ---three fourths of the population drank an average of over
3 cups a day. ; AP ALEEE . RF. KB EE.
Wig . S EERGAINE BOAE 8, 2+ FHEYR, 28
ARFYGE., Y0 FKF 18, 28HF BARHAZET
=, s . 11 1/2 B a (& one ) half F, 1/4 % H a
(8§ one) FR . U a (one) third (1/3); two-thirds(2/

3); one and a half (1 %) : eight and five-twelfths
5
8 —).
( 12)
average Z%i7 “FI¥”, an average of X FH (B EAD,
T :An average of ten students are absent each day.
4. What happened in the 1960s to change the market?

H.A]H to change the market A EREW, EERWKRIE
H.

5. Coke responded with themes directed toward young peo-
ple as well. as well & too, also BJ[A] X i, also BIfLE K
ﬁ‘ﬁ%, LE.I. too fﬂ as well iﬁ#ﬂﬁﬁ??ﬁ“ﬁ’i\ﬁzﬁ !IH:
Wang has expressed his support. I too (as well) will do
what I can for you.

ERRTHHFR, RESRAFHRN.
Yesterday the Lis were here with their new baby. They

brought their older children too (as well).

HERERHENHHEAANRILEXER, FRFEER

BFHRT.
—_ 5 —
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6. Customers became more ptrice conscious.

conscious JE A1, BN “ BEN; ARIRM”, WMAHE

W E SRR .

i, price-conccious i E N
profit-conscious A F|REEHR
money-conscious ZEEIR
security-conscious N E LML RAHAY
self-conscious H REIR
crime-conscious 3B FRILH)
energy-conscious HEJR &R
bomb-conscious AEHIRER
— % 17 4 ff-conscious —BER “H - BIRM”, LhR
ERX—-WRERA A T, YT O Y
BB HOB” %, RO FEHRNE, A —EE8
fefER SR AR, ERB\EIA RIS IE L H R
, TUREBR & X AN, E—E56, LHER
EHriA

7. Meanwhile, the Pepsi generation grew up and took their

preference for soft drinks with them .

preference 4 prefer fi&iH, BN “RBEMER 7

1 :My preference is for beef rather than lamb.
REMERFHATMAREZFEA.
A 55 preference ¥ KA NiF A show, give, allow;
take preference for
show preference for
give preference for
allow preference for

6 —




8. Another factor that had an impact on coffee sales was the
introduction of instant coffee and decaffeinated coffee .
impact % i8], BHR“ GRMOEW” (AR, A E
7LiA]) .

This book had (made) a great impact on its reader.
XA EEFET ERKIRW .

introduction: &, BRMB” IEFFKH; 5(#”
m .

Raleigh was responsible for the introduction of tobacco

smoking into England.

BRNSEHEES HRRE L FHAK.
decaffeinated ; de-TEB R iF P F) B de-HW R A 4 Frid,
£ “BBR. &, T B¥%"SW, W deplane (T KL,

deemphasize (F&fK-- H E ), defrost (Ff oo R ok
%) ; caffeine A 4% 17 “[ﬂlﬂﬁﬂﬁ” Hde-5HE—BEBE R “
(G275 S R

9. The appeal is to a younger but not young crowd : appeal

2 “BlIE (BE)NB, BI[H. M.

Paris at Easter makes an appeal to many people.

HEFTHERRSITHZA.
LANGUAGE FOCUS

1. decline: continue to become smaller, weaker, lower i’—ﬁéﬁ
/N AR EG AR
7. After that illness he declined rapidly.
ETHREWE, HHRESRHERT .

The birthrate in China has been declining for several
—— 7 —_—
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years.

PEAOMEERJLER—-HE TR,
The girl declined her head in despair.
XGRS,

I wish prices would decline.
HEWH T E.
2. go up: rise, increase, reach a higher level |}, ¥+,

o=

7 . Prices have been going up rapidly in many countries.
WEEZRI —ERR L#k.
The goods have gone up in quality, but have de-
clined in prices.

XX HBERE T, BNEATRT.

He has gone up in my estimation since he did that.

H WA T IBHIE, RIFHFEMT .

3. respond: act in answer to the action of another E#}; &

A
The children responded badly to that kind of teaching.

BT NI AR B E T IE A

The public has responded magnificently to our efforts.

BRI HNIBERSS I R

The plane responds well to the controls.

XKML R S B R
4. ditect (toward/to): turn straight to ¥gH), &%}

My remarks were not directed to all of you.

B TESFARE M RITIT AR ARA.

Please direct your attention to what I'm saying.
P .

i AR Y R R ge e 2 s — - © AR S ey e = Rl b



BEERHWIE.
Everybody’s eyes were ditected toward him.

REEILEHAEFE I T b,

. grow up: become adult; grow in an upward direction; 1<

KA, MEAE K
5] . Plants grow up towards the sunlight.
YRR E B, [ L AERE.
He grew up to be a handsome young man.
R T — R/ MATF .
This bush has grown up a lot in the last few months.
XERAILAARERE T HZ.
. at one time: during a certain past period B —-8T#f (%
w2, &, RURRHE
at no time = never
at all times = ever
at times = now and then
at the same time = however, neverthe{ess
. temind; put in mind of , cause to remember {f§ AR

remind sb (to do sth/that+++); remind sb of sth : cause

(sb) to remember (to do sth. etc); “fH (R AEEEY
BEN

The film reminded him of what he had seen in Beijing.

I 0 e R it [T AR R L BT B R O

I must remind you of your promise.

ROFRERENLRIH

Please remind me to write that letter.

BREBERENHE.




