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Lesson One
Marketing

Of all the business functions that exist, the one that you
are probably most familiar with is marketing. Marketing is a
very broad function that encompasses all the activities that are
necessary to get a product (or service) from the producer to the
consumer. First, this requires that the firm carefully consider
the characteristics of the consumers to whom the product or
service is to appeal in order to ensure that it really will meet the
needs of the target market. Once the target market is estab-
lished, the rest of the marketing process can get under way.
The remainder of the marketing process requires that a
busuness devise a plan whose ultimate goal is to lead to the ex-

hange of money. for the product or service. This plan is called
the marketing mix.

To develop the marketing plan (mix), decisions must be
made about how best to satisfy a particular market. These deci-
sions divide into four categories: product, distribution, price
and promotion. Briefly, decisions about product characteristics
must be made to ensure that the product will satisfy consumer
needs. Decisions about packaging, brand names, warranties,

etc. are also necessary. Distribution strategy involves selecting
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the appropriate channels for moving products from the produc-
tion line into the hands of the ultimate consumers, while pric-
ing strategy deals with setting product prices that will be
attractive to target consumers and also profitable for the firm.
Finally, promotional strategies must be devised whereby the
firm communicates information about the existence of its
products and their characteristics to the marketplace.
Together, all of these marketing decisions form the mar-
keting mix. One could even go as far as to say that the success
or failure of a firm could depend upon the marketing decisions
that are made. Hence, marketing is a critical function in every

business.

Notes

1. under way: going on; in progress
e.g. We have several plans under way.
He was still not present even after the business talk
was well under way.
2. remainder, rest; The two words are commonly used inter-
hangeably without loss. “Rest” is seldom distinguishable
from “remainder”. However, it is preferred to “remainder”
by discriminating writers and speakers when it means simply
the persons or things not previously referred to or men-

tioned, and carries no implication of subtraction, deduction,

and the like.



e.g. Only two cases remained intact, the rest were more or
less damaged.

I'll pay you a deposit of a hundred dollars and the

emainder on delivery.

In arithmetic, remainder” means the number left ove
after subtracting one number from another or the number
left over after dividing one number by another.

e.g. If you take 2 from 9, the remainder is 7.
If you divide 14 by 3, the quotient is 4 with a remain-
der of 2.

. ultimate goal: the final objective

ultimate consumers: the last consumers that can be reached

Ultimate, last, final may come into comparision in the
sense of coming after ail others. “lLast” applies to sth that
comes after all others in a series but that is not necessarily
the end of the series; “final” emphasizes the definite end of
the series; “ultimate” emphasizes the last that can ever be
reached or found.

e.g. The last person to leave should turn off the light.

My last suggestion is that you should book the ship-

ping space beforehand.

He didn’t pass the final exam this term.

May 5 is the final day for our L/C to remain good.

Their ultimate destination was Paris.

They are not aware that the ultimate result of their

careless action might be a serious accident.



4. marketing mix $§EHE
5. whereby: relative adverb, by what; by which
e.g. There was no other way whereby they could catch the
ship.
He devised a plan whereby he might fulfil the task in
time.
6. warranty: n. i) a promise or pledge that something is what
it is claimed to be; guarantee
e.g. Can you giveme a warr;inty of quality for these goods?
ii) a promise or pledge by the insured, breach
of which invalidates the policy (#{RK A
i) BRiE

Exercises

I. Answer the following questions:

1. 'Which business fuction is one probably most familiar
with?

2. What activities does marketing encompass?

3. What shall we do to ensure that our product really will
meet the needs of the target market?

4. What is the ultimate goal of the plan that the remainder
of the marketing process requires a business to devise?

5. What are the four categories into which decisions of mar-
keting mix may divide?

6. What is the product strategy?



7. What is the distribution strategy?
8. What could one say about the market mix?

I1. Select the word better suited to the context from those in
the brackets:
1. 1) When 50 is divided by 12, the quotient is 4 and the
2.
2) This design of clothes is not popular in the
of the world.

3) Will you clear the warehouse of the of the
rice?

4) He has made up his mind never to travel by air since
he happened to see the of an aircraft last
year.

(remnants, remainder, remains, rest)
2. 1) December is the . month of the year.

2) The inspection is to be carried out by the Shanghai
Commodity Inspection Bureau, whose certificate

hall be regarded as and binding on both
parties.
3) The business talk ended in their acceptance

of our quotation.
(ultimate, last, final)

3. 1) As a matter of fact, this style of coats
didn’t appeal to our consumers.
2) We'll send these goods by trains to ensure

5



prompt shipment.
(special, particular)

II. Fill in the blanks with the words or expressions given be-
low. Change the forms if necessary.

1.

first hence encompass communicate devise
be familiar with depend on be under way
This book all the improtant events in the
history of our foreign trade.
Most salesmen in our corporation both
English and business.
. You can the timetable to tell you when the
airplanes leave.
. They are trying to a way of keeping the
goods dry in rainy days.
. They were in urgent need of this item; they
had to ccept the offer.
. Mr Smith asked me to his wishes to my
associates.
. Our economic reform has already for more
than a decad .

. In order to push the sale of your products in the mark-

et, you must, » carry out a market research.

IV. Translate the following into English:

1.

BHAEE AN EFEXEHREF PN



E3h,

Himg— 48, ReBEHSRRATHET,
AEAEFBOXHBEE 5004, (lgad)

XFPH SRR,
RINABEB L ENTEEN.

fisfi Ak D ERABIRBEZFINE,

SRR X AR TR TR R

AR BBAAR, AEARZEM T EMN
#HE, (go as far as)

® N s W

V. Reading comprehension :

In order to standardize terminology in the field of market-
ing, an American Marketing Association committee developed a
list of definitions for the major terms. First on the list was
“marketing”, defined as “the performance of business activities
that direct the flow of goods and services from producer to
consumer or user.’

This definition is somewhat narrow because it emphasizes
the flow of products that already have been produced. A broad-
er and more descriptive view is that of the firm or other entity
as an organized behavior system designed to generate outputs of
value to consumers. Under this view, marketing is the devel-
opment and efficient distribution of goods and services for cho-
sen consumer segments. Profjtability is achieved through creat-
ing customer satisfaction. Marketing activities begin with new

product concepts and designs analyzed and developed to meet
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specific unfilled consumer needs — not with finished goods
ready for shipment. In this way, the marketing system reflects
consumer and. societal needs.

The expanded conception of marketing activities permeates
all organizational activities. Marketing is applicable to both
profit-oriented and nonprofit organizations. The definition as-

umes that marketing effort will be in accordance with ethical
business practices and that it will be effective from the stand-
point of both society and the individual firm. It also emphasizes
the need for efficiency in distribution, although the nature and
degree of efficiency depend on the kind of business environment
within which the firm operates. Finally, it assumes that the
consumer segments that will be satisfied through th
organization’s production and marketing activities have been
selected and analyzed prior to production. .

Questions on the material;

1. What is “marketing” according to an American market-

ing association?

2. Why is this definition somewhat narrow?

3. What is “marketing” under a broader and more descrip-

tive view?

4. What decides the nature and degree of efficiency in

di trubution?
5. What will an organization do prior to production?

V1. Translate the following into Chinese:

8



Manufacturing and marketing complement and reinforce
each other. What is made must be sold, but we must also know
what to make that will sell. If it does not sell it is no longer
produced. Not just goods but services and ideas are marketed.
Marketing includes such activities as merchandising, promo-
tion, pricing, selling, and distribution channels.

Marketing is a vast and key business function. The mar-
ketplace is the focal point of all business activities. This is
where the business firm presents goods and services competing
with other sellers. Here the firm is judged by how well it satis-
fies consumers, how well it meets consumer needs, and by the
quality of its goods and services.



Lesson Two
Advertising

Advertising is a method providing consumers, businesses
and governments with information about specific goods, se -
vices or opportunities with ultimate goal of increasing sales.
Advertisements convery news about goods and services, includ-
ing details to show what they are, what they are used for,
where they are, and what they cost.

Advertising has become an important sales aid, especially
for nationally and internationally distributed items. It may be
considered one step in the process of audtomated selling, in
which fewer salesmen are needed to inform potential purchasers
about a product.

The dollar volume of advertising in all media in the U.S.
in 1970 exceeded $ 19.5 billion, or more than 2% of the dollar

olume of all goods and services produced in the nation. And in-
1989 it exceeded $123.9 billion.

Most businessmen believe that advertising helps move bil-
lions of dollars’ worth of goods and services off the shelves of
manufacturers, wholesalers, retailers and service establish-
ments to the consumers of the world.

On the other hand, economists believe that advertising re-
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