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Listen to the following short paragraph and fill in the blanks with what you hear.
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Marketing Mix

Discussion
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Discuss the following questions with your partner and take notes when necessary.

1. What role does marketing play in the success of a modern business?
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Conversafion
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traffic [traefik/ —Z AR ERE, AT
subscriber  /sob'skrarbs/ AP, TP

jump into Hm, BN

pull in R

sign up 5L, &4

team up a4k, ik

affiliate marketing BB MG T (Rt %

PR sk PR A B R R
Wik, e T SRR
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Make A Living Online Member Site WA E W% E4HAE Jim
Daniels €89 —A~M3k, £ &
RN L T4, ML Ly @
4 %, 1% BB AE K B0 IR S

Listen to the conversation and decide whether the following statements are true or
false. Write T for true and F for false in the brackets.

1.( ) Jim Daniels, a successful online marketer now, started his business with a
very small budget.

2..( ) It only takes Jim Daniels about half a year to generaté a yearly income of six

figures from his online business.

3.( ) Jim Daniels was very confident of his success when he decided to quit his
regular job and go full time online.

4. ( ) To Jim Daniels, making a living online means earning more while working
less hours from the comfort of his own home.

5.( ) According to Jim Daniels, owning a professional site of your own is a big
key to long-term success online.

6. ( ) To ensure long-term success online, you should try your best to develop your
own products and avoid affiliate programs.

1.4 ) Most of Jim Daniels’ online income is attributable to his affiliate marketing
programs. A

8. ( ) If magazines that are read by a good percentage of the readership can’t get
traffic and make sales, there must be something wrong with their sales letter or




site.

9.( ) The pop-up script that Mark Caron used from Jim Daniels’ Make a Living
Online Member Site has doubled Mark’s sign-up rate.

10. ( ) Cooperating with other publishers in the industry, you can increase your
subscriber base by doing a cross-recommendation on the signup process.

Il Listen to the conversation again and complete the following notes with what you hear.

eo0o0oo000000000000 00.000
The Key to E-marketing Success

The road leading to achievement of marketing objectives:
I~ 1InFeb. 1996: starting to (1)
I~ By May 1996: starting to (2)
7 By Nov. 1996: starting to (3)

and deciding to go full time online

The elements bringing success to online-venture starters:
= (4)
v' the best road to take: (5)
v’ in the meantime, (6)
=

The way to start out with a limited budget:
=~ To find (8)
r—~ To buy (9)

The sources of magazine subscribers:
7 E-books

r~ Free reports

=~ (10)

Passage
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variable /'vearrabl/ STEY, EF

intermediary  /unto'mi:drory/ A, HA (H)
compatible /kam'paetabl/ R, —H
discounter . /'diskaunto/ B B JE
attachment /a'teetfmant/ ; B, AR E
built-in 7 ME

in sum EmEZ, KAKLE

T

R e R A A A A A

. Listen to the passage and choose the best answers to the questions you hear.

1. A. What goods to sell. B. What packaging to use.
C. What warranties to offer. D. What level of customer service to achieve.
2. A. Outlet locations. B. Supplier selections.
C. Distribution channels. D. Transportation means.
3. A. Radio. B. Internet.
C. Television. D. Newspaper.
4. A. Profit margin. - B. Bundling strategy.
C. Volume discounts. D. Advertising budget.

5. A. The sound marketing-mix concept contributes most to the business success of Cannon.
B. Cannon usually applies several distinctive marketing mixes to one target market.
C. Cannon mixes the four Ps to give a particular marketing mix for a particular market.
D. Cannon attachés the same degrees of importance to the four Ps in different markets.

1. Listen to the passage again and complete the following notes with what you hear.

The Marketing Mix & Canon

What to Know about Marketing Mix
I~ The marketing mix is defined as a combination of marketing elements usedto (1)
and (2)
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I~ What marketing mixes to use is determined by (3) .
and (4)

Marketing Mixes Used by Canon

Target . For Serious Amateur
For Beginners
4 Ps ’ Photographers
offering (5) _. offering (6)

Product

selling through (7) selling through (8)

retailing for (9) retailing for (10)

concentrating advertisement | concentrating advertisement on
on (11) (12)

Promotion

Canon markets (13)

In conclusion promotes (14) , and has

as)

Discussion
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® Work in groups. Discuss with your group and decide which P in the marketing mix
is the key factor in marketing the following products or services. Explain why.

Q Fast food chain stores
Q Sportswear products
O Household appliances
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Diary products
Beauty & health products
Insurance products

v Express delivery services

OO0OD0DO0OO0O

Financial products

® Work in groups. Discuss and work out the details of a marketing project on the basis
of the following steps.

f Our Marketing Project \

O What product or service to offer:

o How to inform customer of our new offering:
O How to price our product or service:
o How to distribute our product or service:

O What after-sales service to provide:

Q Other things to consider: J

& Work as a class. Share your insights with the rest of the class.

ngmm Marketing Strategies

id

Discussion
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Discuss the following questions with your partner and take notes when necessary.

1. What do you think is the key to marketing success in today’s business world?

2. Do you know any unsuccessful marketing case(s)? And what do you think is responsible for
the marketing failure(s)?

44

Conversafion
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marketer /'ma:krta(r)/
function /'fAnkfan/ ko IL"% B
portfolio [ pa:t'fauliou/ AR a4, KL
stakeholder  /sterkhoulda(r)/ BeAR, A A SA)E A
catalog /’keetalpg/ BIE—ANBERF, HKF-B X
pay off BATIFER, REFRS
lose out TR, ZME
roll in BEmEk, KTHEk
Wall Street L RB (AYheeard
# A @k (Return on Investment )

I. Listen to the conversation and choose the best answers to the questions you hear.

1. A. Marketing themselves to a variety of audiences.
B. Marketing their companies to Wall Street investors.
C. Marketing their products and services to customers.
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. Marketing their overall corporate brand to the public.

. CEOs should spend this critical period of time examining overall market conditions.

. CEOs should spend this critical period of time communicating with their employees.

. CEOs should spend this critical period of time enhancing their corporate image.

. CEOs should spend this critical period of time keeping in touch with local governments

and mass media.

. CEO’s speeches and presentations are listed on some company websites.
. Internet has become an important marketing tool for CEOs themselves.

. Most CEOs use their companies’ websites as their personal home pages.
. CEOs use the Internet to gain instant access to their staff and customers.

When a company nominates its new CEO.

. When a company is involved in rumors and crises.

. When a company releases its annual financial report.

. When a company launches its new range of products.

. Internet will exert greater influence on CEOs and change their attitudes toward marketing.
Modern CEOs will take more interest in marketing their products and themselves via

the Internet.

_ More CEOs will have marketing backgrounds and better understand the significance

of good marketing.

. Online marketing will become more and more popular and bring huge earnings for

companies in the future.

_Listen to the conversation again and decide whether the following statements are

true or false. Write T for true and F for false in the brackets.

1. (

2.(

3.4

4. (

5 (

6. (

N §

) Ceogo.com is a website founded to deal with news and information about
management and marketing.

) Generally CEOs are more concerned with marketing their products, services
and overall corporate brand.

) Far more Fortune 500 CEOs have their backgrounds in finance and
operations than in marketing and sales.

) CEOs tomorrow must acquire more marketing skills as they will be solely
responsible for corporate communications.

) CEOs are advised to spend their first 100 days listening earnestly to customers
and earning their trust and respect.

) It’s critical for new CEOs to market themselves internally because employee
support is essential to their success.

) Most companies do a good job of website managing as they consider the Web




an important reputation-management tool.

8.( ) When companies are in the hot seat, media and financial analysts often visit

their company websites for information.

9. ( ) Many CEOs stay in their positions for a relatively short period of time, while
the results of marketing tend to be long term. .

10.

) Marketing staff will have a better time in the future because more CEOs will

consider recruiting employees with marketing experience.

ingrained
predominant

masculine
chagrin
resemblance
proscribe
objectionable
Muslim

Allah

Islam
Islamic:
Bangladesh
Indonesia
run afoul of
purse strings

R

i

/m'gremd/
/prr'dominant/

/'maeskjulin/ '
/'fegrm/
/rr'zemblons/
/prau'skrarb/
/ab'dzek{anabl/
/'muzlim/
/'®la/
Mzla:m/
/1z'leemik/
/bapglo'def/
/undou'ni:zjo/
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I. Listen to the passége and choose the best answers to the questions you hear.

1. A. Red.

B. Blue.

C. Pink.

D. Yellow.

2. A. Nike intended to put the Arabic word for Allah on its footwear products.




Marketing :'W

B. Nike included the Arabic word for Allah in its flame-design shoe logo.

C. The poor quality of the Nike shoes drew protests from Muslim consumers.

D. Muslims took offence at the likeness between the Nike shoe logo and the Arabic word
for Allah.

3. A. Thom McAn is the first shoe manufacturer to put the word Allah on its products.

B. Thom McAn is a shoe producer that fell in the same marketing trap as Nike did.

C. Thom McAn intended to insult Muslims by putting the word Allah on its products.

D. Thom McAn first used the flame-design logo that was considered objectionable to

Muslims.
4. A. In Africa. B. In North America.
C. In Southeast Asia. D. In the Middle East.

5. A. Negligence of other cultural traditions will cause heavy losses for global marketers.
B. Color associations such as blue is for boys and pink is for girls are instinctive.
C. Much of the Islamic world associates yellow with females and red with males.
D. Marketers must value Muslim traditions as Islam is the fastest-growing religion.

II. Listen to the passage again and answer the questions briefly according to what you hear.

1. What incurred protests from Muslims about Nike’s products?

2. Why did Muslims feel insulted when they saw the Nike and Thom McAn shoe logos?

3. What is the most populous Islamic nation in the world? And how many Muslim citizens
does it have?

. 4. What is thought to be offensive to Muslims?

5. What would be the consequence if marketers turn a blind eye to the traditions of other
cultures?

6. What lesson can be learned from the Nike and Thom McAn cases?




