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Unit 1

Market Resecarch

Learning Objectives

1. To be familiar with important points about establishing business
relations.
2. To learn to build business contact with potential partners.
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The Market Research on a Commercial TV Channel ( 1)

)

WORDY AND EXPRESVIONS
f ﬁﬁ!’m L
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7 ) Exercise 1
1-2 Directions: You will hear a dialogue on the market research on a new TV

channel. Listen carefully and decide whether the statements you hear
are true(T) or false(F).

L) 2.¢) 38C) 4C) b5C) 60)

A o
a» Exercise 2

1-2 Directions: Listen to the dialogue again and fill in the form below.

Job 1.
Salary 2.

Main reason for watching TV |3.

Main times of watching TV (4.

Preferred Programs 5.
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The Market Research on a Commercial TV Channel (1)

WORDS AND ERPREOSIONS

stuff/staf/ n. L R

advert /'zedva:t/ n. [y 4

Exercise 1
Directions: Listen to the second half of the dialogue on the market resarch on a
new TV channel and choose the best answer to complete each state-

ment. Pay attention to the speaker’s implied meaning.

1. The man implies that he would like to see more of

A. news B. documentaries
C. local information D. tragedies
2. The advice the man gives concerning the new channel is to
A. improve the sound quality B. interview famous people
C. have more ads D. make interesting ads
3. According to the man, ads could be shown
A. every 10 minutes B. every 20 minutes
C. every 15 minutes D. every 30 minutes

4. The man is willing to attend
A. TV programs
B. a radio broadcast
C. special promotions for the new channel
D. recreational activities
5. The man’s attitude towards the research is
A. indifferent B. casual

C. negative D. cooperative

Exercise 2
Directions: Listen to the dialogue again and answer the following questions.

1. Which group of viewers is the man concerned about?
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2. What type of programs does the man think the new channel should offer for the

younger viewers?

3. What kind of interview does the man advise the directors to do more?

4. What facts about TV ads are intolerable according to the man?

5. Under what condition will the man attend the special promotions?

[/Dassage

Major Sources of Market Research Information

WORDY AND EXPREDSIOND
locality /lau'keelati/ n. P e Hb
encyclopedia /insaikla'pi:dia/ n. R
newsletter /'nju:zlets/ n. I AE AL 5 M 55 38 TH
publication /pablr'keif an/ n. L7 ‘
timely /taimli/ a. KBt By
Census Bureau AR
Exercise 1
Directions: Listen to a passage about market research and decide whether the

statements are true (T) or false (F).

() 1. Conducting a market research is vital for businesses to get information about
a market.

( ) 2. The Census Bureau provides an enormous amount of information online.

( ) 3. The Chamber of Commerce usually consists of businessmen who are wealthy.

() 4. Trade and Professional Organizations provide newsletters and services for
members.

( ) 5. Trades become more specialized because of the Trade and Professional Publi-

cations.



ﬂ Exercise 2
1-6 Directions: Listen to the passage again and fill in the form below.

-~
d4¥
1-7

[ Provide (1)

information, and much of this

Chamber of Commerce

Census Bureau
is online.
Have (2) information about localities,

sources of networking and (3) to help

your business.

Department of
Commerce

Librarians

'Trade and Professional
Organization

Have offices in (4) across the country and
publishes (5) information about industries,
products and services.

Help you find books such as 7 (6) ) magazineé,.
‘Encyclopedia of Business Information Book, etc.

Produce (7) for members, '
along with (8) , answering
questions, etc.

Trade and Professional
Publications

Supply specialized, (9) and (10)
information.

Part Il

Directions: Listen to

Fun Breakv

a joke about three marketers and three accountants. Tell

what the humor is and retell the story in your own words.
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Part Ill additional Listening
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Basic Methods to Get Feedback from Customers

WORDS AND ERXPRESSIOND
variety /va'rarati/ n. Bl #2254k

Exercise 1
Directions: Listen to a passage and decide whether the methods are mentioned or

not. Put a tick (\/) in the corresponding box.

Providing comment cards

Asking customers

Asking employees

Getting information from focus groups

Making records

Conducting surveys by mail

Conducting telephone surveys

Exercise 2
Directions: Listen to the passage again and fill in the blanks.

Businesses can’t be successful if they don’t continue to meet the needs of their
customers. There should be a few activities (1) finding

out what your customers want for products and services and finding out what they
think of yours. Fortunately, there are a variety of (2) that
businesses can use to get feedback from customers.
1. Comment Cards
(3) on which they can answer basic questions such




