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Objectives |§ii ]

» Listening

To learn the definition of marketing

b Reading To understand the general concept of marketing by the case study of
Nike’s marketing skills

» Vocabulary Drills To get familiar with business terms on marketing

» Grammar Focus To practice “adj. + p. p. " as a new modifier, gerund as the subject

B Speaking Skills

and the object, and the usage of “no matter”

To list marketing skills

P Translation Drills To practice gerund as the subject

P Writing Drills

To design and explain the symbolization of a logo

Listening | 11111

——

Text A §

on page
280

A Warm up with the words and phrases before listening to the recording.

marketing /'ma:kitin/ n. the activity of presenting, advertising and selling a
company’s products in the best possible way & 4¥

advertising /'mdvataizin/ n. the activity of presenting things to people on
television, in newspapers, etc. J & &3, J &k, M %

bombard /bom'ba:d/ v. (fig ¥ %) to attack somebody with persistent
questions, abuse, etc. & LA ; HZRHAE ST IF]



’—l Wi ik Gans |

JI1]1

e Answer keys
on page 280

commercial /ka'ma:[al/ n. an advertisement on TV or radio ( £ALKX & & #))
LR

superior/sju:'pioria(r)/ adj. better than average £ F —AX K -F #5; £ 4F;
E &

distribute /di'stribjutt/ v. to separate something into parts and give a share to
each person or thing & . 2 BeX ¥

promote /pra'mout/ v. to publicize (something) in order to sell it E 4% (¥ #)
VAR 3t 4K &

Nintendo /nin'tendow/ X%, B A® FHEXNBIFLREALETH

console /'konsgul/ n. apanel for the controls of electronic or mechanical equipment
O F RIS &

manufacturer / manju'fekt[ora/ n. a person or a firm that manufactures large
quantities of goods #i& 7] ; &)

swamp / swomp/ V. to suddenly give someone a lot of work, problems etc. 1% T4
A (KEIH), @G (KERMEF)

superfluous /sju:'pa:fluas/ adj. more than is needed or wanted it % 45, % &
#; Rl

marketing mix a combination of marketing tools that are used to satisfy customers
and company objectives & 4H 484~

managerial / ,mani'dziorial/ adj. relating to the job of a manager & ¥ &9 ; %4
]

B Listen to the recording , then fill in the blanks with the missing words you
hear.
Everyone knows something about “hot” products. When Sony (1)
its first Walkman cassette and disc players, and when Nintendo first offered its
improved video game console, these (2) were swamped with orders.
They had designed the “right” products, not “me-too” products, but ones
offering new (3) . Peter Drucker, a leading management thinker, has
put it this way, “The (4)  of marketing is to make selling (5) .

The aim is to know and understand the (6) so well that the product or
service fits... and sells itself. ”

This does not mean that selling and (7) are unimportant. Rather,
it means that they are part of a larger marketing (8) — a set of
marketing tools that work together to affect the marketplace. We define
marketing as a social and (9) process by which individuals and groups

obtain what they need and want through creating and (10) products
and value with others.
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C Answer the following questions after listening to the recording.
1. In what sense should marketing be understood according to the speaker?
A) Selling products. B) Advertising.
C) Satisfying the customer needs. D) Managing.
2. When the speaker says “selling and advertising are only the tip of the
marketing iceberg” , he means
A) selling and advertising are the comphcated part of marketing
B) selling and advertising are only a small part of marketing mix
C) selling and advertising should be done on the tip of the iceberg
D) selling and advertising are not as easy as we expected
3. Which company designed the first Walkman cassette and disc players?

A) Sony. B) Nintendo. C) IBM. D) Microsoft.
4. What does Nintendo produce?

A) Disc players. B) Walkman cassettes.

C) Videos. D) Video game consoles.

D Communication Task.

Try to answer the following questions.

1. What are the most important functions of marketing?

2. Why does the speaker give the examples of Sony and Nintendo?

3. What is the aim of the marketing procedure according to Peter Drucker?
4. What is marketing according to the passage?

Reading |Jf

» Marketing Skill

P
foc ol

Structure . Nike’s brand and logo are good illustrations of its superb ;é
~ marketing skills, which make Nike’s marketing structure much ;x
~ simplified for readers to understand. -
f ~n it
Text B i Nike’s Superb Marketing Skills
Reading Notes By Philip Kotler

[1] The “SWOOSH” — It’s everywhere! Just for fun, try counting the
swooshes® whenever you pick up the sports pages, watch a tennis match or

«3 .
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© swoosh

® if %4 i superb
Bl X3,

@ innovation
/ inou'veifan/

n. RE, Q¥

@ apparel
/a'peeral/ n. KR,

Michael Jordan

4.

Tiger Woods

basketball game, or tune into a televised golf match. Nike has built the
ubiquitous swoosh ( which represents the wing of Nike, the Greek goddess of
victory ) into one of the best-known brand symbols on the planet. In fact, you
may be surprised to find that your latest pair of Nike shoes, or your Nike hat
or T-shirt, carries no brand identification at all other than the swoosh.

[2] The power of its brand and logo speaks loudly to Nike’s superb®
marketing skills. The company’s now-proven strategy of building superior
products around popular athletes has changed the face of sports marketing
forever. Nike spends hundreds of millions of dollars each year on big-name
endorsements, splashy promotional events and lots of attention-getting ads.
Over the years, Nil::e has associated itself with some of the biggest names in
sports. No matter what you sport, the chances are good that one of your favorite
athletes wears the Nike swoosh.

[3] Nike knows, however, that good marketing means much deeper
than promotional hype and promises. Good marketing means consistently
delivering real value to customers. Nike’s initial success resulted from the
technical superiority of its running and basketball shoes, pitched to serious
athletes who were frustrated by the lack of innovation in athletic equipment.
To this day, Nike leads the industry in product development and innovation. ®

[4] But Nike gives its customers more than just good athletic gear. As
the company notes on its Web page ( www. nike. com ): “Nike has always
known the truth — it’s not so much the shoes but where they take you”.
Beyond shoes, apparel" and equipment, Nike markets a way of life, a sports
culture, a “Just do it!” attitude. When you lace up your Nikes, you link
yourself, in at least some small way, with all that Nike and its athletes have
come to represent — a genuine passion for sports, a maverick disregard for
convention, hard work and serious sports performance. Through Nike, you
share a little of Michael Jordan’s intense competitiveness, Tiger Woods’ cool
confidence, Jackie Joyner-Kersee’s gritty endurance, Ken Griffey Jr’s selfless
consistency or Michael Johnson’s blurring speed. Nike is athletes, athletes are
sports, Nike is sports.

[5] Nike’s marketers build relationships — between Nike, its athletes
and customers. For example, a recent ad in a tennis magazine shows only a
Nike tennis shoe with the red swoosh and a free-phone number. Readers who
call the number hear tennis favorite Jim Courier talking drums with his favorite
drummer, Randy. Dial the number in a similar basketball ad and you’ll
overhear a humorous phone conversation in which Father Guido Sarducci tries
to get Michael Jordan to invest in his newest invention, edible bicycles.
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[6] Nike seems to care as much about its customers’ lives as their
bodies. It doesn’t just promote sales, it promotes sports for the benefit of

all. For exampleo, its “If you let me play” campaign lends strong support to
women’s sports and the many benefits of sports participation for girls and young
women. Nike also invests in a wide range of lesser-known sports, even though
they provide less lucrative marketing opportunities. Such actions establish
Nike not just as a producer of good athletic gear, but as a good and caring
company.

[ 7] Taking care of customers has paid off handsomely for Nike. Over
the past decade, Nike’s revenues have grown at an incredible annual rate of 21
percent; annual return to investors has averaged 47 percent. Over 1996 alone,
total revenues increased by 36 percent. Nike, with 27 percent share, twice
that of nearest competitor Reebok, flat-out dominates the world’s athletic
footwear market.

[8] Nike founder and chief executive Phil Knight has brashly predicted
that Nike will double its sales within the next five years. To meet this
ambitious goal in the face of a maturing US footwear market, Nike is moving
aggressively into new product categories, sports and regions of the world. In
only a few years, Nike’s sports apparel business has grown explosively, now
accounting for nearly a quarter of Nike’s 88 billion in yearly sales. And Nike
is slapping0 its familiar swoosh logo on everything from sunglasses and
footballs to batting gloves and hockey sticks. Nike has recently invaded a
dozen new sports, including baseball, golf, ice and street hockey, inline
skating, wall climbing, and hiking and other outdoor endeavors.

[9] Still, to meet its goals, much of Nike’s growth will have to come
from overseas. And to dominate globally, Nike must dominate in football,
the world’s most popular sport. Nike has previously all but ignored the
multibillion dollar world football market, which currently accounts for only 3
per cent of its sales. Now, soccer is Nike’s top priority. In typical fashion,
Nike has set World Cup 20029 s its deadline for becoming the world’s No.
1 supplier of football boots, clothing and equipment. ,

[10] Elbowing its way® to the top by 2002 won’t be easy. World football
has long been dominated by Adidas, which claims an 80 percent global market
share in football gear. Nike will have to build in just a few years what Adidas
has built over the past fifty. Employing classic in-your-face marketing tactics,
Nike is spending hundreds of millions of dollars in an all-out assault on
competitors. Its open-wallet spending has dazzled the football world and its vast
resources are rapidly changing the economics of the game. For example, it

.5.



