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Ilpeoucnosue

Hannoe nocobue npeonasHaueno OISl UCNOIL30GAHUS 8 YYEOHOM
npoyecce CMyO0eHMAaMUu-mMapkemono2amy Ha 6mopoMm smane O00VUeHUs]
AHSIULICKOMY SA3bIKY 8 YHUGepcumeme.

Llenv nocobus — pazeumue npaKmMuyecKux Hasblko8 YmeHus U nepesood
CHeyuaibHoOU Jaumepamypbl, YCMHOU pedu U NPAGUIbHO20 BOCHPUSIMUSL
ungopmayuu 6 npoyecce 0e108020 0OUeHU.

CmpykmypHo nocobue cocmoum u3 uemvipex OJ0KO8, KaMCOblll U3
Komopwix exaouaem 2-3 06pabomaHubix MmeKCma, 83amulx U3 aAMepuKaHCKUx
U  AHSTUUCKUX UCMOYHUKOS, AHeNO-PYCCKULl C08APL NO  ONPedesénHOU
memamuke, a Mmaxice CNeyuaibHo paspadomaHnuvie 3a0aHUs U YNPANCHEHUS,
NO360sII0WUE 3AKPENUMb 1eKCUKY OI0Ka U ompabomams HABLIKU Nepesood.
Ilomumo omozo, 6 OIOKU BKIIOUEHbl 2cpaMMamuyecKue YRpariCHeHus,
obecneuusaowue BOCNpUAMUE CPAMMAMUYECKUX CUCMEM  AH2TUNUCKO20
AZbIKA, A MAKIHCE MBOPYECKUe YNPAXNCHEHUS, pa368UBarouue peiegvle YMeHuUs U
HaBbIKU, HeoOX0ouMble OJisl 0OUWEeHUSL 8 PeAIbHbIX HCUSHEHHBIX CUMYAYUSIX.

B nepsou uacmu 6vina npedcmasnena credyroujas memamura: uobl
NPOOYKMO8, NOCMABNAEMbIX HA DLIHOK, PA3IuiHble 8UObL OesmelbHOCMU 8
obnacmu Mmapkemuneda, 60 6MOpPOU yYacmu — YeHoobpazosauue, KAaHAIb
pacnpeoeneHusi, CpeoCcmea CMUMYIUpOBaHUst CObIMA.

B npoyecce pabomul Hao nocobuem Gopmupyromes
JIUH2BOCMPAHOBedUecKUue  3HAHUS, cnocobcmeayowue  pacuiuperuio
KOHMAKMO8 C HOCUMENAMU UHOCMPAHHO2O A3bIKA, A 3HAYUM U YCBOEHUIO
HOBOU KYIbMYPbl.

Asmop 6nazooapum T.U. Mamsap, cm. npenooasamens Kagpeopol

unocmpaunvix A3vikos, A.B. I[loocmpaxogy, kanoudama @uionocuyeckux
Hayk, npogheccopa, 3a8. Kageopol UHOCMPAHHBIX A3bIKO8 Braoumupckoeo
ropuduyecko2o uncmumyma PeoepanbHol CayHcObl UCNOTHEHUS HAKA3AHULU
3a YeHHble 3aMeuaHus, BblCKA3aHHble UMU 6 npoyecce pabomvl HAO

DPYKONUCHIO.



UNIT VI
PRICING

Preview

1. Decide what factors should be taken into account while setting the

price for a product. Make a list of these factors and compare it with

ones of your group-mates.

Reading 1

2.

a)
b)

c)

d)

g)
h)

Read the text and answer the following question.

What do internal company factors affecting pricing decisions include?
What factors are considered to be external environmental factors?
What principal and additional objectives may the company determine
before setting prices?

What should be done by the company to form an effective marketing
program?

What decisions are made first: pricing decisions or marketing mix de-
cisions?

What costs should the price cover?

How does the efficiency of the company affect prices?

How do organizational considerations influence the way of setting
prices?

INTERNAL FACTORSAFFECTING PRICE DECISIONS

A company’s pricing decisions are affected by many internal com-

pany factors and external environmental factors. These factors are shown

in figure. Internal factors include the company’s marketing objectives,



marketing mix strategy, costs, and organization. External factors include
the nature of the market and demand, competition, and other environmental

factors.

Pricing
decisions

Marketing objectives. Before setting price, the company must decide
on its strategy for the product. If the company has selected its target market
and positioning carefully, then its marketing mix strategy, including price,
will be fairly straightforward. For example, if General Motors decided to
produce a new sports car to compete with European sports cars in the high-
Income segment, this suggests charging a high price.

At the same time, the company may seek additional objectives. The
clearer a firm about its objectives, the easier it is to set price. Examples of
common objectives are survival, current profit maximization, and product
quality leadership.

Marketing-mix strategy. Price is only one of the marketing-mix tools
that the company uses to achieve its marketing objectives. Price decisions
must be coordinated with product design, distribution, and promotion deci-
sions to form a consistent and effective marketing program. Decisions
made for other marketing-mix variables may affect pricing decisions. For
example, producers who use many resellers expected to support and pro-
mote their products may have to build larger reseller margins into their

prices. The decision to develop a high-quality position will mean that the



seller must charge a higher price to cover higher costs. The company often
makes its pricing decisions first and then bases other marketing-mix deci-
sions on the price it wants to charge.

Costs. Costs set the floor for the price that the company can charge
for its product. The company wants to charge a price that both covers all
its costs for producing, distributing, and selling the product and delivers a
fair rate of return for its effort and risk. A company’s costs may be an
important element in its pricing strategy. Many companies work to become
the ‘low-cost producers’ in their industries. Companies with lower costs
can set lower prices that result in greater sales and profits.

Organizational considerations. Management must decide who within
the organization should set prices. Companies set prices in a variety of
ways. In small companies, prices are often set by top management rather
than by the marketing or sales department. In large companies, pricing is
typically handled by divisional or product-line managers. In industrial
markets, salespeople may be allowed to negotiate with customers within
certain price ranges — even so, top management sets the pricing objectives
and policies and often approves the prices proposed by lower-level man-
agement or salespeople. In industries in which pricing is a key factor (aero-
space, railroads, oil companies), companies will often have a pricing de-
partment to set the best prices or help others in setting them. This depart-
ment reportsto the marketing department or top management. Others who
have an influence on pricing include sales managers, production managers,
finance managers, and accountants.

3. On the basis of the questions speak on internal factorsinfluencing the

price decisions.



4. Match words or phrases in the left column to the definitions in the

right one.

1. high income segment

2. reseller

3. reseller margin

4. to deliver a fair rate of return

5. to handle pricing

6. divisional manager

7. to propose

8. to report to

9. accountant

a. a person who captures, processes and
communicates financial information

b. to be accountable to

c. to put forth for consideration or ac-
ceptance

d. a manager responsible for a total de-
partment

e. to give sufficient profit from invest-
ment

f. to deal with pricing

g. profit of a reseller as a part or per-
centage of the selling price

h. wholesalers or retailers that buy
products to resell

1. part of a market with consumers hav-

ing high earnings

5. Thefollowing words related to pricing all appear in the text.

survival charge

toreportto  external

internal to seek to set

additional  to approve

Which of the wordsin the box suggest the idea of

a.  being inside

b.  establishing



sanctioning

/e ©°

being extra
being outside
asking payment for

continuing to live or exist after or in spite of

= @ oo

trying to get or aiming at

[S—es
.

accountability to

Reading 2

6. Look quickly through the text and decide which paragraphs are about
these subjects.

----------- consideration of resellers’ interests in pricing

—————————— the influence of country’s economic factors on pricing

---------- the market represented by few sensitive sellers

---------- getting information about competitors’ prices and offers

---------- differentiation of offers leading to different prices

---------- conditions under which no one affects market price

—————————— interconnection of price and demand

---------- regulated and non-regulated monopolies

EXTERNAL FACTORSAFFECTING PRICING DECISIONS

The market and demand. Costs set the lower limit of prices, while the
market and demand set the upper limit. Before setting prices, the marketer
must understand the relationship between price and demand for its product.
The price demand relationship varies for different types of markets.

Under pure competition, the market consists of many buyers and sel-



lers trading in a uniform commodity such as wheat, copper, or financial
securities. No single buyer or seller has much affect on the going market
price.

Under monopolistic competition, the market consists of many buyers
and sellers who trade over a range of prices rather than a single market
price. A range of prices occurs because sellers can differentiate their offers
to the buyers. Either the physical product can be varied in quality, features
or style, or the accompanying services can be varied. Buyers see differ-
ences in sellers’ products and will pay different prices.

Under oligopolistic competition, the market consists of a few sellers
who are highly sensitive to each other’s prices and marketing strategies.
The product can be uniform (steel, aluminum) or non-uniform (cars, com-
puters). The sellers are few because it is difficult for new sellers to enter
the market.

A pure monopoly consists of one seller. The seller may be a govern-
ment monopoly (postal service), a private regulated monopoly (a power
company), or a private non-regulated monopoly. A government monopoly
might set a price below cost because the product is important to buyers
who cannot afford to pay full cost or it might set quite a high price to slow
down consumption. In a regulated monopoly, the government permits the
company to set rates that will yield a ‘fair return’. Non-regulated monopo-
lies are free to price at what the market will bear. Competitors prices and
offers. Another external factor affecting the company’s pricing decisions is
competitors’ prices and their possible reactions to the company’s own pric-
ing moves. The company needs to learn the price and quality of each com-

petitor’s offer. It can send out comparison shoppers to price and compare



other competitors’ products. It can get competitors’ price lists and buy
competitors’ equipment and take it apart. It can ask buyers how they view
the price and quality of each competitor’s product. Once the company is
aware of competitors’ prices and offers, it can use them as a starting point
for its own pricing.

Other external factors. When setting prices, the company must also
consider other factors in external environment. For example, economic fac-
tors such as inflation, boom, or recession, and interest rates affect pricing
decisions because they affect both the costs of producing the product and
consumer per ceptions of the product’s price and value.

The company must consider how resellers will react to various prices.
The company should set prices that give resellers a fair profit, encourage
their support, and help them to sell the product effectively. The govern-
ment is another important external influence on pricing decisions. Marke-
ters need to know the laws affecting price and make sur e their pricing pol-
icies are legal.

7. Match the verbs to nouns to make word partnerships from the text.

1. to influence a. consumption

2. to react b. offers

3. to view c. a fair return

4. to send out d. the price and quality of competitor’s product
5. to compare e. comparison shoppers

6. to yield f. pricing decisions

7. to trade g. to various prices

8. to differentiate h. competitors’ product

9. to slow down 1. a uniform commodity

10



&< |anguage focus

8. Trandate the following sentences paying attention to the forms and
functions of participles.

1. Being informed about making the same product in Taiwan we decided

to modify our product.

2. A sample of people having been established, we began to do interviews.

3. Having been tried and repurchased by a lot of people the product was

launched in a large geographical area.

4. The results obtained in testing told that something was wrong with the

product tried.

5. Being very busy he was not able to take the visitor.

6. Money permitting, we’ll increase advertising and sales promotion.

7. Having done the market research they discussed the results obtained.

8. Being told about his ring I immediately called him back.

9. Time permitting, we’ll come back to this question.

10. A lot of research and testing having been done, we launched the

product.

11. Pricing decisions having been made, the company management made

other marketing mix decisions.

12.  Seeking high profitability the company may shorten its product lines.

9. Choosethe proper form of the participle.

1. Special attention must be paid to the opinions of consumers (inter-

viewing/being interviewed) by market researchers.

2. Many companies have a product mix (having been con-

sisted/consisting) of a number of products.

11



3. The question (having been discussed/discussed) at the meeting yester-
day concerned the method of survey research.

4. Records of sales (keeping/being kept) by an accountant department is
an important source of information for management.

5. (Having been collected/having collected) the information was studied
carefully.

6. Top management approved the prices (proposing/proposed) by lower-
level management.

7. Another external factor (being affected/affecting) the company’s pric-
ing decisions is competitors’ prices.

8. The problem (being discussed/having been discussed) now deals with
upgrading the product.

9. (Having set/having been set) lower prices the company got greater
sales and profits.

10. Producer (used/using) many resellers have to set higher prices.

11. (Having got/getting) the information about competitors’ prices and of-

fers the company used it as a starting point for its own pricing.

SWriting
10. Trandatethetext in a written form.
BOOST BRANDSAND PROFITSWITH THE RIGHT PRICE
Pricing is the second of the four ‘Ps’ of the marketing mix. Much in-
novation and energy has been focused on the other three Ps — product,
place or (distribution) and promotion. Yet marketers have neglected the in-
novativepotential of pricing. For example, managers need to develop a

keen sense of the value of their products relative to those of competitors.

12



Lower-priced competitors can severely damage consumers’ perceptions of
value in an industry by encouraging customers to make lower prices priori-
ty rather than any product or service benefits.

The emergence of discount airlines is a prime example of this: South-
west Airlines, the highly successful low-cost US airline, increased its share
of domestic flight revenue from 3.2 percent in 1990 to 12.9 in 2002. Rya-
mair and EasyJet have seen similar success in Europe. However, competi-
tors can fight back. Jet Blue - launched in February 2000 in New York -
does not offer the lowest fares on the market, yet succeeds via a benefit-led
advertising message to consumers. It trades on such features as its in-flight
comforts, 24 channels of DirecTV and industry-leading punctuality. In July
2004 Jet Blue delivered its 14™ consecutive quarter of profit and a 14.1
percent operating margin.

Bottled water brands have always faced low-priced competition —
namely tap water — yet have seen remarkable growth in the past decade by
differentiation and focus on benefits. Own-label brands from supermarkets
grew by 19 percent in the UK market in 2003. Danone Waters launched
Volvic Revive, a mineral water based sports drink, and grew by 29 percent
in 2003. Other big brands focused on different qualities. Evian’s Nomad
bottle, aimed at outdoor types, carries a belt loop, while Lakeland Willow’s
Spring Water contains salacin, a naturally occurring aspirin, which com-
bats heart disease. If they offer genuine value to consumers, such benefits
allow producers to sustain or raise prices.

Misperceptions are particularly common in product launches, where
managers often set the price of new products too low. Take a historical

example. In August 1959, the British Motor Corporation lost its nerve on

13



the eve of the original launch of the Mini, reducing the planned list price to

just below the £500 level — the level of perceived psychological impor-

tance. The car was an instant sales success and demand outstripped supply.

However, profitability was so low over the early years that it was hard for

the company to invest in the car’s subsequent development.

Listening

11. You will listen to a conversation involving the Sales Manager of a
motor agency and two of his salesmen. The problem they are dis-
cussing isthe sale of the old models which arein their showrooms.
Now listen to the tape. As you listen make a list of suggestions made

by the salesmen in the space below.

[ — R —
y J— Y —
. JE— y/J—
A e

Sales manager: Right — we’ve got a problem. We have a showroom full
of cars and now manufacturers want us to take delivery
of at least 12 new models. We haven’t got the space so
what are we going to do about getting rid of the old
models?

Salesman 1. How about reducing the price of the old models by 10%:
quite a few people would be attracted by that I imagine.

Salesman 2: It might be a good idea to keep the price as normal, but
add extras to each car free of charge — you know, things

like radios, digital clocks, spotlights and so on. Most

14



Salesman 1:

Sales manager:

Salesman 2;

Sales manager:

Salesman 1:

Sales manager:

© Speaking 1

buyers like to think they’re getting something for noth-

ing.

Yes, all right. And what do you think about offering free

petrol for say, 200 miles?

I like the idea, but I suggest that you two work out the
costs first. Don’t let’s give away too much.

Don’t you think we should also check around the other
agents too? After all they may have customers waiting
for old models and they could take some of ours.

Yes, good idea. We could do that first.

If the costs aren’t too high, I think we should take a who-
le-page advert in the local paper.

We could certainly do that. OK. Why don’t you two pre-

pare the figures for me and we’ll meet again at 4.00 p.m.

12. Hereis some of the language you have just heard.

Notice how it is used to make firm (xxx), neutral (xx) and weak sug-

gestions (X).

FIRM SUGGESTIONS (XXX)

I think we should take a whole-page advert.

Don’t you think we should also check around the other agents?

NEUTRAL SUGGESTONS (XX)

How about reducing the price of the old models by 10%?

Why don’t you two prepare the figures?

I suggest that you two work out the costs first.

15



WEAK SUGGESTIONS (X)

It might be a good 1dea to keep the price as normal.

What do you think about offering free petrol for 200 miles?

Use the table to make suggestions for the problems facing your small

company.

PROBLEMS

SUGGESTED SOLUTIONS

1. Productivity low

XX Increase automated equipment

2. Lack of worker satisfaction

XXX Diversify job responsibilities

3. Cash-flow shortages

XXX Increase short-term borrowing

facilities

4. Long-term investment difficulties

XX  Discuss long-term overdraft

scheme

5. Increased raw material prices

X Buy in bulk

6. Difficulty in evaluating market

potential

XX Improve forecasts

7. Insufficient market coverage

XX Employ more sales reps

8. Poor management-worker rela-

tionship

X Increase worker participation in

decision-making

® Speaking 2

13. Role play the negotiation below between a shop owner and a choco-

late manufacturer. Be diplomatic.

Shop owner

Chocolate manufacturer

e You want to order 50 boxes of
deluxe chocolates at the quoted

price.

“* You get a bonus if the order is

over 100 boxes.

16




e You want a 20% discount.

** You don’t give a discount for

orders of less than 100 boxes.

e  You want 30 days’ credit.

*¢ You want payment on delivery.

e  You want delivery in 2 weeks.

** You can deliver in 3 weeks.

Useful language

Diplomatically giving
bad news

Using speculative lan-
guage

Using a past form to
express disappoint-
ment

I’'m sorry, we weren’t

able to agree on this.

It would probably ar-

rive late.

We were hoping for ...

I’m afraid your price is

It could be a problem.

We were expecting ...

rather high.
It may be difficult to
deliver.
We might not be able
to do that.

© © Followup

14. Discuss in pairs or groups and suggest solutions to the following

problem:

An airline company has found itself involved in a price-cutting war. Its

competitors are reducing their prices almost daily in order to remain the

cheapest on the market.

#~ Essential words and expressions

To accompany

» COIPOBOXIATh, COITYTCTBOBAThH
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An accountant
To afford

To approve
To charge
Commodity

Consistent

Consumption

Consideration

A divisional manager
To expect

External

Fair(ly)

Floor

To handle

A high-income segment

An interest rate
Internal

A law
Leadership
To make sure
(To) move
To negotiate
Perception
To propose
Pure

A rate

>
>

Y YV V VYV VY

A\

YV V V V VYV VY

YV V VYV VYV VYV YV YV VYV VY

oyxranrep

MTO3BOJIMTH cebe

0J100psATh, YTBEPKIATh

Ha3HA4aTh LIEHY

TOBap

MOCTOSIHHBIN, MOCIIEI0BATENIbHBIN, CO-
IJIACY IO CA

noTpeOIeHue, pacxogoBaHUE
coo0OpakeHHe, yueT, BaXXHOCTh, 3HAYU-
TEIbHOCTD

PYKOBOJMTEIb OTAEIA

OXKHJIaTh, TPEAINOIAraTh

BHEIITHUH

JOCTATOYHBIN, TOCTATOYHO, TOBOJIHHO
MUHHUMAJIBHBIA YPOBEHB IICHBI
OCYUIECTBIISATh, IPOU3BOUTH, PETYIHPO-
BaTh, 00pabaThIBaTh

CETMEHT PbIHKA C IMOKYIATEIISIMU,
UMEIONIMMH BEICOKUHN JIOXO]I
MPOLICHTHAs CTaBKa

BHYTPEHHHU

3aKOH

JUIEPCTBO

YAOCTOBEPUTHCS, YOSAUTHCS
U3MEHATHCS, U3MEHEHUE (1IEHBI)
BECTH I1IEPErOBOPHI

BOCIIPUSITHE

npeiarath

YUCTBIN

Tapu@, cTaBka
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A rate of return

Recession
Relationship
To report to

A reseller

Reseller margin

Securities

To set a price
To slow down
Straightforward
To suggest

To take apart
Uniform

Value

To view

To yield

» HOpMa NpuObLIH, KO3PPUIIMEHT OKyTIae-
MOCTH

> chaj

» CBSI3b, B3aIMOCBSI3b, B3aMOIIOHUMaHHE

» TIOIYUHATHCS, OTYUTHIBATHCS TIEPE]]

» ToCpeqHUK (ONTOBBIA WM PO3HUYHBIN
TOProBell, MOKYMaUMi MNPOAYKT, YTO-
OBI MepenpoiaTh €ro)

» Mapxa, MPUOBLIL TTOCPEAHUKA KaK 4acTh
WJIU TIPOIIEHT OT II€HBI TPOIAXK

» TIcHHBIC OyMaru

» YCTaHOBHTH LICHY

> 3aMeIUTh, CHU3UTD

» TPSIMOM, OTKPBITHIN, YeCTHBIN

» TpeArnoararb

» pa3ouparh OTACIBHO, (IT0 YaCTSIM)

» OJHOPOIHBIN

» CTOUMOCTb, IEHHOCTh

» paccMaTpuBaTh, OIICHUBATH

» TIPUHOCHUTH (JT0XO.)

UNIT VII

PLACING PRODUCTS: DISTRIBUTION CHANNELS

Preview

1. Discussthese questions.

a) Can you name some of the most famous inter national wholesalers who

operate under their own name?

b) Why do you think channels of distribution (wholesalers, retailers, job-

bers) are needed in business?

19



Reading 1

2. Read thetext and answer these questions.

a) Two main advantages from using middlemen are referred to in the fol-
lowing text. Which are they?

b) According to the text what functions do the members of the marketing

channel perform?

WHY DISTRIBUTION CHANNELSARE USED
AND THEIR FUNCTIONS

Most producers use middlemen to bring their products to market. They
try to forge a distribution channel. A distribution channel is a set of inde-
pendent organizations involved in the process of making a product or ser-
vice available for use or consumption by the consumer or industrial user.
Producers gain certain advantages from using middlemen.

Many producers lack the financial resources to carry out direct mar-
keting. The use of middlemen largely boils down to their greater efficiency
in making goods available to target markets. Through their contacts, expe-
rience, specialization, and scale of operation, middlemen usually offer the
firm more than it can achieve on its own.

Figure shows one way that using middlemen can provide economies.
Part A shows three producers each using direct marketing to reach three
customers. The system requires nine different contacts. Part B shows the
three producers working through one distributor, who contacts the three
customers. This system requires only six contacts. In this way, middlemen
reduce the amount of work that must be done by both producers and con-

Sumers.

20



A. Number of contacts B. Number of contacts
MxC=3x3=9 M+C+3+3=6

M = Manufacturer C = Customer D = Distributor

From the economic system’s point of view, the role of middlemen is
to transform the assortment of products made by producers into assortment
wanted by consumers. Producers make narrow assortments of products in
large quantities. But consumers want broad assortments of products in
small quantities. In the distribution channels, middlemen buy the large
quantities of many producers and break them down into the smaller quanti-
ties and broader assortments wanted by consumers. Thus, middlemen play
an important role in matching supply and demand.

Members of the marketing channel perform many key functions:
* Information — gathering and distributing marketing research and
intelligence information.
* Promotion — developing and spreading per suasive communication
about an offer.
* Contact — finding and communicating with prospective buyers.

* Matching — shaping and fitting the offer to the buyer’s needs includ-

21



ing such activities as manufacturing, grading, assembling, and packaging.

* Negotiation — reaching an agreement on price and other terms of
the offer.

* Physical distribution — transporting and storing goods.

* Financing — acquiring and using funds to cover costs of the channel
work.

* Risk taking — assuming the risk of carrying out the channel work.

The first five functions help to complete transactions, the last three
help fulfill the completed transactions.

3. Usethese words or phrases from the text to answer the questions be-

low.
to gain advantage middiemen to negotiate
to fit something to to carry out to spread

Which word or phrase:
a) is a general term for intermediaries such as agents, brokers, merchants
and wholesalers?
b) refers to distributing over an area?
c) means adapting to something?
d) leads to the agreement about prices or wages?
€) means putting something into operation?

f) refers to getting benefit from something?

Reading 2
NUMBER OF CHANNEL LEVELS

Distribution channels can be described by the number of channel le-

vels. Each layer of middlemen that perform some work in bringing the
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product and its ownership closer to the final buyer is a channel level. Be-
cause the producer and the final consumer both perform some work, they
are part of every channel. Figure shows several consumer distribution
channels of different lengths.

Channel 1, called a direct-marketing channel, has no intermediary lev-
el. It consists of a manufacturer selling directly to consumers. For example,
Zinger sells its sewing machines through its own stores. Channel 2 con-
tains one middleman level. In consumer markets, this level is typically a
retailer. For example, large retailers sell televisions, furniture, major ap-
pliances and many other products that they buy directly from manufactur-
ers. Channel 3 contains two middlemen levels. In consumer markets, these
levels are typically a wholesaler and a retailer. This channel is often used

by small manufacturers of food, drug, hardwar e, and other products.

A. Customer Marketing Channels

=)
EI
= g
=1

B. Industrial Marketing Channeks
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Channel 4 contains three middlemen levels. In the meatpacking industry
for example, jobbersusually come between wholesalers. The jobber buys
from wholesalers and sell to smaller retailers who are not generally served
by larger wholesalers. Distribution channels with more levels are some-
times found, but less often. Of course the more levels, the greater the chan-
nel’s complexity.

The industrial-goods producer can use its own sales force to sell di-
rectly to industrial customers. It can also sell to industrial distributors who
in turn sell to industrial customers. It can sell through manufacturer’s rep-
resentatives or its own sales branches to industrial customers, or use them
to sell through industrial distributors. Thus zero-, one-, and two-level dis-

tribution channels are common in industrial goods markets.

4. Which of the following statements are true or false. Correct the false
ones.

a) Industrial goods markets use two- and three- level distribution chan-
nels.

b) The industrial-goods producer can sell its products to industrial cus-
tomers through its own sales branches.

c) Small retailers are usually served by large wholesalers.

d) Small manufactures of food typically use channels with two middle-
men.

e) Ifthe company sells its products through its own stores it uses a direct-

marketing channel.
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5. Match these phrases from the text with their meanings.

a) brings the product closer to the
buyer

b) leads to greater marketing chan-
nel complexity

c) uses company’s own sales force

d) common in industrial goods mar-

ket

1) something usual you can find in
places trading goods for manufac-
tures

2) can do with salespeople em-
ployed by the firm

3) results in much more complicated
passage for goods

4) fetches the goods nearer to con-

Sumers

W Writing 1
6. Rewrite the passage filling in the blanks from the words below.
Transport by air

If the customer wants the goods ... they can be sent by aircraft. It may
be that important machinery has broken down and ... parts are required to
avoid an ... hold-up in production. Or it may be that medical supplies are
called for to ... an epidemic. In such a situation time might be of the es-
sence.

Another case where air transport will be used is where the goods are
... . Flowers are grown in the Scilly Isles off the south-west coast of Eng-
land. Because of the ... climate the flowers bloom in the Scillies before
elsewhere in Britain. Cut flowers are in great demand in the Spring, espe-
cially on Mother’s Day, when all ... children are expected to ... their
mothers with flowers. The flowers are flown from the Scilly Isles to Lon-

don so as to catch the lucrative market. If they were sent by ship they
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would arrive too late and be in poor shape. The condition of racehorses 1is
also of concern to the owners. Before a big race the horses need to be
brought to a ... of condition. If they had to spend days or even weeks on
the ocean their ... would be interrupted and they could be ... disturbed. Of
course an air trip is also likely to ... them, but they will soon be back on
firm ground and the ... will be quickly forgotten. In this way hey can be
raced on ... tracks and win big prizes to their owners.

Though air freight rates are comparatively expensive, they will be less
of a ... when goods are small in ... but high in value. Items like gold bul-
lions and ... gems might be flown to their destinations. In the case of ...
ingots, if they were sent by sea, for example, there would be many weeks
during which the ... was at risk. By contrast, when an aircraft carries gold
to its destination the costs of security guards and insurance policies are ...
reduced.

Perhaps the major weakness of air transport, apart of its expenses, is
that there are a limited number of ... running the services which are re-
quired. It is usually necessary to start and ... the journey on some sort of

motor vehicle.

finish precious emotionally expensive
Spare bulk training combat
airports burden peak perishable
greatly foreign present favourable
consignment experience caring urgently
gold unsettle

& \/ocabulary focus

7. Choosethephrase A, B or C, which best completes each sentence.

1) Because a train runs on fixed tracks...
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a) it can be timetabled to stop at more stations.
b) it can carry more passengers.
c) itis not subject to traffic jams.
2) When a particular railway service becomes unprofitable...
a) it may help the situation if fares are lowered.
b) it will help the situation if fares are lowered.
c) it will not help the situation if fares are lowered.
3) Because most journeys do not start and end at railway stations
a) support transport is not normally required at the terminals.
b) support transport is usually required at the terminals.
c) support transport is occasionally required at the terminals.
4) Time of arrival and departure for trains can be given with greater accu-
racy than...
a) for lorries or coaches because road transport is slower.
b) for aircraft because airports are congested.
c) for other forms of transport.
5) Heavy and bulky freight can be carried overland comparatively cheaply
by rail because...
a) bigger loads can be carried in a single haul.
b) the loads can be conveyed at night.
c) railway workers wages are low.
6) When railway lines are closed down because they are uneconomic...
a) the workers will have to find jobs in other industries.
b) the workers will not be able to find jobs in other industries.

c) some of the workers may lose their jobs.
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7) If the government spent substantially more on the development of mo-
torways ...

a) they would also have to subsidize the railways.

b) it would probably make the railways less profitable.

c¢) it would encourage more freight to be sent by rail.
8) A Eurotunnel between England and France ...

a) will make French goods more expensive in England.

b) will encourage more Britons to go abroad for their holidays.

c) will improve the British economy by encouraging tourism.

8. Match the words given below with the dictionary definitions which

follow.
capacity terminus tanker freighter
haulier consignee freight carrier
exporter mer chant consigner ferry

a) A shuttle service, usually waterborne and crossing a river or channel.
b) A person or firm carrying goods as a business.

c) A cargo carrying ship or aircraft.

d) The person who is arranging for goods to be delivered.
e) Another name for cargo or goods to be delivered.

f) A vehicle used for carrying liquid, usually oil.

g) A wholesale trader especially with a foreign country.
h) The person to whom goods are being delivered.

1) The end or start of a bus or coach route.

j) A person or firm who sells goods abroad.

k) One who is engaged in transporting goods by road

1) The maximum amount that can be contained in a vessel.
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W Writing 2
9. You are working in the office of a London merchant who buys and

sells a great variety of goods from all over the world. You have just re-

ceived the following letter from a new customer in Malaysia.

Thomas Tan & Son

51 Jalan 92199, Damansara Jaya, 47400 Petaling, Jaya, Selangor,
Malaysia

Telephone 033 262626 Fax 033 252525

date as postmark

MessrsJ P Hall Ltd

Import and export Merchants
Finsbury Square

Carbury

Berkshire RG33 BQP

Dear Srs,

| was pleased to receive your order for my company's livestock and |
will be pleased to send these on to you in six week time as arranged. It
would help me to know how you would like the current order of small
tropical fish to be transported. As explained in our catalogue the fish
are packed in specially insulated plastic containers which should keep
them in good condition for up twenty days after leaving here. We can
send them by air or by sea, as you wish, but by air the cost of carriage
which we will invoice to you, will be increased by 25% - from £60 to
£80.

As you will know you have also ordered some pythons for later in the
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year. These will travel much more easily in the large reinforced crates
we provide, they simply go to sleep if the temperature falls, unlike the
fish. Perhaps while writing you will let us know the method of trans-

port preferred for both these consignments.

Yours sincerely,
S.Tan
Sebhastian Tan

You are to reply to the letter indicating the mode of transport to be em-
ployed for both consignments. You are also to question the apparent er-

ror in theincreased cost of carriage by air.

25 |anguage focus

10. Here isthe language to express degrees of certainty
CERTAINTY (**)

These items will certainly be ready in March.
These items will definitely be ready in March.
PROBABILTY (*)

The items should be delivered in June.
We'll probably manage delivery in April.
We are likely to receive them in June.
POSSIBILITY (?)

They may/might/could be ready in March.

You could get them next month.
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IMPROBABILITY (X)

There’ s not much chance of receiving them next month.
I’m afraid that’s unlikely.

Use the table to complete the sentences below.
PRODUCTION TARGETS

1000 2000 3000 4000 5000
Jan * X
Feb * ? X
Mar *x * X
Apr ok ok 2
May ok ok * 2
Jun ok ok ok X

1. In January, production ... reach 1000 units.
However, it ... reach 2000 units in January.
In February, we ... produce 2000 units.

In March, there’s ... reaching 3000 units.

A

In April, the company ... produce 2000 units and we ... reach 3000

units.

6. In May, the company ... produce 3000 units and we ... go as high as
40000.

7. In June, production ... rise to 3000 units but there’s ... reaching 4000

units.
11.Complete the sentences with the correct auxiliary.

1) As we already represent three major brands, Siemens probably ... offer

us an exclusive contract.
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a) won’t b) will c) must

2) I can’t believe there are so many complaints about our new range of bis-
cuits. There .... be something wrong with one of the ingredients.

a) must b) should ) can

3) I’'m worried that if we don’t meet the deadline, we ... lose this client.

a) will b) can c) are likely

4) Sales ... very likely to continue to rise till the summer.

a) should b) are c) will

5) The deluxe model ... not be as successful this year as it was last year.

a) could b) might c) must

6) They haven’t done any market research, so these figures ... be accurate.
a) can’t b) mustn’t c) might

7) There is no doubt about it any more. The planning authority ... agree to

our request.

a) definitely won’t  b) is likely to c) probably will

8) They ...be doing well because they have just closed down two of their
subsidiaries.

a) mustn’t b) shouldn’t c) can’t

9) Unfortunately, our competitors ... most probably launch a similar prod-
uct at about the same time.

a) must b) may c) will

10) We can’t make a firm prediction at this stage, but we ... be able to get
the new model out in time for the spring trade fair.

a) won’t b) shouldn’t c¢) might not
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Listening

12. Listen to the tape on which a clothes retailer is talking to his suppli-
ers about the delivery dates of various items of clothing. As you listen,
indicate on the table below whether the delivery months are certain,

probable, possible or improbable. Use the following symbols:

** = certain * = probable ? = possible X = improbable

February March | April May June

(next
month)
Men’s suits
Sports jackets
Dresses

Ladies’ sweaters

Swimsuits

Skirts

Receptionist: I’ll just put you through to dispatch section.

Order clerk:  Dispatch section here.

Kline: Morning, this is Mr. Kline of D and Bs. I’m just phoning
about the delivery of our order. First, what about the men’s
suits.

Order clerk:  Yes, the suits will certainly be ready in March.

Kline: Good, and what about the sports jackets?

Order clerk:  They may be ready in March too. But, at this stagewe’renot
certain. We’ll be able to give you a defnite answer next

month.
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Kline:
Order clerk:
Kline:
Order clerk:
Kline:

Order clerk:

Kline:

Order clerk:

Kline:

Order clerk:
© Speaking

OK, how about the dresses?

They should be delivered in June.

Right, then there’s the ladies’ sweaters?

It depends on the mill, but you could get them next month.
That would be fine. We’re running very short of swimsuits
and what with the spring season approaching, we’re keen
to know what the position there is. Will they be ready in
March?

I’m afraid that’s unlikely. But we’ll probably manage them
in April.

Lastly, how are the skirts coming along? You said that
we’d have them next month.

I’m sorry, there’s not much chance of that but they’ll defi-
ninetely be ready in March.

OK, that’s fine for now. We’ll no doubt be in touch again
soon. Bye.

Bye, Mr. Kline.

13. Reproduce the following dialogue in parts.

A. TI’ve seen your Drilling Rig Model B-3 in operation.

How did you find it?

B
A. Oh, I am quite satisfied with its efficiency.
B

We thought you would be. We’ve been selling the machines for the

last few years and all our customers are satisfied with them.

A. The machine is certainly good. Now there are some points I’d like to

discuss. Can you make us an offer for shipment in April .... May?



B. Yes, in how many lots would you like the machines to be shipped?
In two lots of 5 machines each.

B. We could ship the first lot at the beginning of April and the second in
the middle of May. Is that all right?

A. Yes, that suits us very well.

© © Falowup

14. Make up the dialogue based on the following situation. You are inter-
ested in Machine-tools Model A-55. You need the machine- tools for im-
mediate shipment. Get in touch with Mr. Brown and find out their terms of
delivery and time of delivery.

Compose the dialogue using the given words and combinations.

Discussing the Seller’s Failure to Observe the Delivery Dates

THE SELLER THE BUYER

to suspend deliveries (mpekpatuth, | to be regarded as (cuuTarbcs)
IPUOCTAHOBUTH)

because of contingency (HenpeaBUaeHHBIE 00-
CTOSITEJILCTBA)

to bear responsibility (Hectu otBeT- | beyond your control (BHe, 3a mipese-

CTBEHHOCTH ) JIAMH )

a postponement (0OTCpoUKa) to cover the point (BKIIOUNTH
MYHKT)

to make amendments (BHectu u3- | unfair settlement (HecnpaBeIuBOE

MEHEHHS] ) peneHne

to be delayed to come to an agreement

it’s fair enough (mocrarouno
CITPaBEJJINBO)
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#~ Essential words and expressions

To acquire
Assembling
To boil down
To carry out

Communication

Complexity
Drug
To fit to

To forge

Funds

From one’s point of view
To gain an advantage
Grading

Hardware

Intelligence

A jobber

A layer

Ownership

Persuasive

To reach an agreement
A sales branch

Sales force

To shape

To spread (spread, spread)

To store

>

YV V VYV V

YV V VY

YV VYV YV VY YV VY VY VY VYV YVYYVYYVYY

YV VYV

npuooOpeTaTh, NOJIy4aTh

coopka

CBOJMTHCS K

BBITIOJIHSITH OCYIIECTBIISATh
uHdopMaIus, nepeaada u npuéM
uH(popmanuu, o01IeHne, KOHTAKThI
CJIO’)KHOCTD

JIEKapCTBO

npucnocabinuBaTh, MPUIAKUBATD,
MOATOHSATH

IpUAYMaTh, U300pECTU

CpeIICTBa, IEHbI' U, KalmUTall

C 4Ubeil INOO TOUKH 3PEHUS
U3BJICKAThH BBHITOTY

COpPTUPOBKA

CKOOSTHBIE U3/IETHS

pa3BeaKa, MHTEJUIEKT

OIITOBBIN TOPTOBELl

YPOBEHB, CION

COOCTBEHHOCTb

yOeqUTEIbHBIN

JIOCTUYb IOTOBOPEHHOCTH
TOPTOBBIN duIHal

pPabOTHUKHU TOPTOBIHU

co3zaBaTh, GOpMUPOBAThH, pa3pada-
THIBaTh, IPUCIIOCAOINBATH
pacnpocCTpaHsTh

XPaHUTh, CKIIAAUPOBATH
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A term »  yCIOBHE

A transaction » clenka
In turn » B CBOIO OYepeb
UNIT VIII

PROMOTIONAL TOOLS
Preview
1. What kind of o sales promotions do you perceive best of all and why?

e coupons giving price reduction?

discount for buying a large quantity?

free samples?

price reductions in shops?

packets offering 20% Extra?

e competitions?

Reading 1
2. Read the text and then decide which of the three summaries following

the text most fully and accurately expresses its main ideas.
TYPES OF PROMOTIONAL TOOLS
Marketing 1s often defined as a matter of identifying consumer needs
and developing the goods and services that satisfy them. This involves de-
veloping the right product, pricing it attractively, and making it available to
the target customers, by persuading distributors and retailers to stock it.
But it 1s also necessary to inform potential consumers of the product’s exis-
tence, its features, and its advantages, and to persuade them to try it. There

are generally several stages involved in a consumer’s decision to buy a
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new product. A well-known acronym for this process is AIDA, standing
for Attention, Interest, Desire, and Action. According to the familiar
“4P’s” formulation of the marketing mix — product, price, place, and pro-
motion — attracting attention, arousing interest, and persuading the con-
sumer to act are all part of promotion. Marketing textbooks conventionally
distinguish four basic promotional tools: advertising, sales promotion,
public relations, and personal selling, which together make up the market-
Ing communications mix.

For consumer goods, the most important tool is generally advertising.
As well as advertising particular brands, companies also carry out prestige,
or institutional advertising, designed to build up the company’s name or
image. Advertising is often combined with sales promotion, such as free

samples, coupons and competitions.

Get Atlention

g 5 Advertising Consumers
Supply Information Personal Selling {pull}
Qmatﬁ‘ﬁefemnw Sales Promotions Intermediaries
Lios? Sale Public Relations {push}
Remind
/
\.\ el
Produet Distribution Promotion Price
Marketing
Mix

For industrial goods, particularly specialized ones, the most important
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tool is often personal selling. Sales reps can build up relationships with
company buyers, and can be very useful in persuading them to choose a
particular product.

The fourth promotional tool is public relations (frequently abbreviated
as PR): activities designed to improve or maintain or protect a company’s
or product’s image. Public relations includes things like company publica-
tions, most notably the annual report, sponsorship, community relations
programmes, the lobbying of politicians, and the creation of news stories,
all designed to get publicity for the company or a particular product. Un-
like paid advertising, publicity is any (favorable) mention of a company’s
products that is not paid for, in any medium received by a company’s cus-
tomers or potential customers. Companies often attempt to place informa-
tion in news media to draw attention to a product or service. Quite apart
from financial considerations, the advantage of publicity is that it is gener-
ally more likely to be read and believed than advertising. It can have a
great impact on public awareness that could not even be achieved by a
massive amount of advertising.

Within the limit of their budget, marketers have to find the optimal
communications mix of advertising, sales promotion, personal selling, and
publicity, without neglecting the other elements of the marketing mix, i.e.
the possibility of improving the product, lowering its price, or distributing

it differently.

FIRST SUMMARY

Marketing involves making a good, cheap product and convincing custom-

ers to buy it by way of a good communications mix. For consumer goods,
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this is generally done with advertising and sales promotions. For specia-
lized industrial goods, this is done by personal selling. Publicity, such as

favourable mentions of a company’s products in news media, is also use-

ful.

SECOND SUMMARY

Marketing involves four basic elements: advertising, sales promotion, pub-
lic relations, and persona; selling. The first three of these are used for con-
sumer goods. These tools, along with product improvement, price reduc-

tions, and distribution channel innovations, make up communications mix.

THIRD SUMMARY

Marketing involves producing the right product, pricing it attractively,
making it available to potential customers, and promoting it. With consum-
er goods, this largely involves advertising and sales promotions. For indus-
trial goods, personal selling is often more important. Publicity is also a use-
ful tool as it is cheaper and generally more credible than advertising. Mar-
keters have to combine these tools to create the best possible communica-

tions mix.

3. Trandate the highlighted expressions in the text into your own lan-
guage.

4. Match up the following verb-noun collocations from the text:

1. to satisfy a. an impact
2. to develop b. attention
3. to inform C. consumers
4. to build up d. needs

5. to lobby e. politicians
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6. to draw f. producers
7. to believe g. publicity
8. to have h. relationships
5. Speak on Promotion as part of the Marketing mix using the scheme on
page 38.
6. Select the correct alternatives to complete the text.
ADVERTISING

Advertising informs consumers about the existence and benefits of
products and services, and attempts to persuade them to buy them. The best
form of advertising is free (1) ... advertising, which occurs when satisfied
customers recommend products or services to their friends, but very few
companies rely on this alone.

Large companies could easily set up their own advertising depart-
ments but they tend to hire the services of a/an (2) ... A contract to pro-
duce the advertisements for a specific company, product, or service is
known as a/an (3) ... . The client company generally decides on its adver-
tising (4) ..., the amount of money it plans to spend in developing its ad-
vertising and buying media time and space. It also provides a (5) ..., or a
statement of the objectives of the advertising, as well as an overall adver-
tising strategy concerning what (6) ... is to be communicated. The choice
how and where to advertise (newspapers and magazine ads, radio and tele-
vision commercials, cinema ads, posters on hoardings (GB) or bill-
boards (US), point-of-purchase displays in stores, mailings of |eaflets,
brochures or booklets, and so on), and in what proportions, is called a (7)

The set of customers whose needs a company plans to satisfy, and

therefore to expose to an advertisement are known as the (8) ... market.
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The advertising of a particular product or service during a particular period
of time is called an advertising (9) ... .

Favorable mentions of a company’s products or services, in any me-
dium read, viewed or heard by a company’s customers or potential cus-
tomers, that are not paid for, are called (10) ... .

a. mouth-to-mouth b. mouth-to-year c. word-of-mouth

a. advertising agency  advertising company c. public relations com-

pany
a. account b. arrangement c. deal
a. campaign b. budget c. effort
a. brief b. dossier C. message
a. facts b. message C. opinions
a. medium plan b. medias plan c. media plan
a. aimed b. segmented c. target
a. campaign b. mix c. plan
a. promotions b. publicity c. public relations

Reading 2
PERSONAL SELLING

What do I do? I’'m a salesman. Well, actually, because there are sever-
al women in our sales force, I guess I should say I’'m a salesperson or a
sales representative, or a sales rep for short. My job is to contact existing
and prospective customers. Some salespeople are based in companies’ of-
fices, but I’ve always worked “in the field”, traveling and visiting custom-
ers.

You know, sales reps are often the only person from company that

customers ever see, so we’re an extremely important channel of informa-
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tion. Someone calculated a long time ago that the majority of new product
ideas come from customers, via sales reps. So our tasks include prospect-
ing for customers, communicating information to them about our compa-
ny’s products and services, helping the customers with possible technical
problems, and gathering market research information. Since we have to be
able to recognize customers’ needs and problems, we often collaborate
with engineers, particularly for technical problems, and with market re-
searchers.

The trouble with personal selling is that it’s the most expensive ele-
ment in the marketing mix, so most firms only use it sparingly, often as a
complement to advertising. Sales reps like me are more often necessary
for closing deals than for providing initial information.

But these days we think about more than making a single deal. I mean,
head office keep reminding us of “the marketing concept”, and telling us
not to think about making short-term sales but about solving customers’
problems, bringing back information, achieving long-term sales, and max-
imizing profits. We have to know all about the company and its products,
about the customers, and about competitors. Of course, we have also to
know how to give an effective sales presentation!

In this company, each salesperson is allocated a particular territory in
which to represent our entire range of products. This allows us to cultivate
personal contacts, and means we don’t have to travel too much. But I know
other companies with highly diversified products or customers that prefer
to have different sales reps for different products, or for different sets of
customers.

Like most salesmen, I receive a fixed salary plus commission on the
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quantity I sell. I'm also set a quarterly sales quota that I’'m expected to
meet, as part of the company’s annual marketing plan.

7. Complete the following sentences to summarize the text above.

(1) The job of asalesrep is ... .

(2) As sales reps are an important source of information new product ideas
come ... .

(3) The main tasks of sales reps are ... .

(4) Most firms use personal selling carefully because it is ... .

(5) According to new marketing concept sales reps must think about ... .
(6) They also must be capable to give ... .

(7) To establish personal contacts and not to travel very much each sales
rep represents ... .

(8) Companies with diversified products or customers have ... .

(9) Sales reps are usually paid ... .

Reading 3
8. Six reasons of price reduction are referred to in the following text.

Which are they?

SALESPROMOTIONS

Sales promotions such as free samples, price reductions, redeemable
coupons, and competitions are short-term tactics designed to stimulate ei-
ther earlier or stronger sales of a product. Free samples, for example, com-
bining with extensive advertising, may gener ate the initial trials of a newly

launched product. Price reductions or redeemable coupons can be used to



attract price conscious brand-switchers to try a mature brand, or to re-
ward regular users for their brand loyalty and to maintain market share.
But brand-switchers being brand-switchers, sales promotions are only like-
ly to produce a short-term response, unless the brand has good qualities
that non-brand users did not know about.

Apart from attracting new users, price cuts in supermarkets can be
used to counter a promotion by a competitor, or to sell excessive invento-
ries, while the company reduces production. Retailers rather than manufac-
turers, also often regularly reduce the prices of specific items as loss lead-
er, which bring customers into the shop where they will also buy other
goods. Manufacturers’ sales promotions are generally temporary, lasting
the average length of the purchasing cycle, because a product on offer too
often appearsto be cheap and therefore of low quality, which can serious-
ly damage its brand image.

Sales promotions can also be used to encourage distributors and deal-
ers to stock new items or larger volumes, or to encourage off-season buy-
ing. Companies can aim promotions at their own sales force, encouraging
them to sell a new product or model, or to increase their activities in selling
an existing one.

Sales promotions can also be used in the business market, by suppliers
of components and supplies, for example. Yet industrial buyers are gener-
ally more interested in high quality and reliable delivery; unlike brand-

switchers they tend not to be attracted by occasional price reductions.

9. Make a list of differences which distinguish common sales promotion

from manufacturers sales promotion.
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10. Match up the following collocations.

1. to attract
to counter
to maintain
to offer

to stimulate

AN O

to try out

a. a competitor’s promotion
b. a price reduction

c. a new product

d. customers

e. market share

f. sales

11. Match the terms on the left with the definitions on the right.

1.

brand-switcher

brand image

brand loyalty

free sample

. industrial buyer

initial trial

loss leader

a) a certificate offering consumers a price re-
duction on a particular product

b) a consumer who shows no loyalty to a par-
ticular brand, but changes among competing
products

c¢) a popular product sold with no profit, in or-
der to attract customers to a store

d) a small amount of a new product given to
consumers to encourage them to try it

e) someone who purchases goods or services
that will be used in the production or supply
of other goods or services

f) strongly influenced by the price when buying
goods or services

g) the average length of time between a con-

sumer’s repeat purchases of the same product
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8. price-conscious h) the commitment of consumers to a particular
brand

9. purchasing cycle 1) the first time a consumer buys a product to
see what it’s like

10. edeemable coupon  j) the public’s beliefs and perceptions about a
particular product

12. Classify the following 28 terms into four groups, according to which

of the four major communications or promotional tools they belong

to.
annual reports lobbying
billboards or hoardings mailing
brochures or booklets packaging

catalogues

commercials

community relations

company publications

competitions and contests

point-of-purchase displays
posters

price reductions

print ads

sales presentations

couponing sales reps
demonstrations samples
donations to charity sponsorship

free gifts

free trials

symbols and logos

telemarketing

leaflets trade fairs and shows
Advertising Public Relations | Sales Promotion | Personal Selling
(11) (6) (7) (4)
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We use the first conditional when we think the expected outcome of a
situation isvery likely.

If we increase sales, we' [l make a profit.

If we delay, we'll be too late.

We use the second conditional when the outcome is less certain or is
imaginary.

If we reduced our costs, we'd be in a stronger position.

If we increased our spending, we'd be in serious financial difficulties.
Thethird conditional is used to speculate about consequences of events
that happened or began to happen in the past.

If | had known the work was going to take so long, | wouldn’t have
started it before the weekend.

If there hadn’t been a spelling mistake in the letter of credit, the order

would have arrived on time

13. Complete the sentences with ‘Il, “d, won’t, or wouldn’t

a. If Iwereyou, I........ look for a more reliable supplier.

b. I’'m sure we ... get this contract unless we offer a lower price.

c. We ... have to look for another supplier if you were able to dispatch
immediately.

d. If you can’t deliver this week, we ...have to turn to another supplier.

e. I think that if you offer them some concessions they ... do the same.

f. If you didn’t offer such good terms, we ... do business with you.

g. What discount ... you offer us if we decided to spend 1 million with

you?
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h. If we improved the payment terms, ... you consider buying from us?

1. If we join an association of producers, we

product.

... get a better price for our

14. Match these sentences halves.

1.If you hadn’t improved your

delivery terms,

iL.If you gave us a discount of
10%,

ii1.If your payment is overdue,

iv.If they had made a lower bid
last month,

v.If I had foreseen the extent of
the damage,

vi.If you paid late,

11.If they pay within 30 days,

. If your payment had been
overdue,

9. If they bothered to pay
promptly,

Listening

a) ... we’d offer a 5% cash discount.

b) ..we would have closed your ac-
count.

c) ... we would place a firm order.

d) ... we would have accepted it imme-
diately.

...we would have found a new supplier.

f) ... we’ll offer a 5% cash discount.
g) ...we would have checked all our in-
surance policies.

h) ... we’d have to close your account.

1) ... we’ll have to close your account.

15. You will hear Jogishwar Singh explaining the promotional strategies

for thetrial launch of Fresh Fries, a fast food product that will be sold

in vending machines.

L ook at the phrases below. Which of these topics are mentioned in the

interview?
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1) free advertising on television

2) publicity in newspapers

3) publicity on television

4) giving away the fries for free for a trial period
5) letting vending-machine operators have a free trial
6) paid advertising

7) the colour of the machines

8) the fact that this is a novel product

9) the price of the product

10) the size and shape of the machines

11) the unique taste of the product

12) where the machines are situated

INTERVIEWER: How do you expect potential customers to become
aware of Fresh Fries? Are they just going to walk down
the street and see these machines?

J. SINGH : That is correct. You know the machines will be painted?
As you can see from the picture, in very bright fast-
food colours, which is red and yellow. I’'m sure you
have really to make an effort in order to miss such a
machine if it is placed on the path around which you
will be, and you know we will place many of them,
even the test machines, we will put them in and around
Piccadilly Circus, so I’'m sure people will notice them.

INTERVIEWER: So the location is important?

J.SINGH : It is important, yes.
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INTERVIEWER: Advertising and publicity would be really secondary, or

J.SINGH: Well, I wouldn’t say it’s secondary, but I think it is more
important, you know, that once ... we are not really
launching a media blitz until our test machines are out,
and we have digested the lessons from the first series of
25 machines. Then, we’ve been talking to some televi-
sion chains, you know, who are very much interested in
the product, and they are, they have already confirmed
to us that they are willing to make short programmes
that they will broadcast on their business news. Now
that is all free publicity for us, you know. We are
counting on the novelty of the product to get us free
time on television, and so that we can concentrate...
We will also have paid advertising, but you know, ac-
cording to our experts, the best advertising we can get
is to get people to taste the fries, so we prefer to give
these machine free for three months for trial, so you
know, the operator gets them free for three months, and
I think that is a much better advertising strategy.

INTERVIEWER: Absolutely. Your publicity strategy got me here. I saw
you on the front page of a newspaper ...

J.SINGH: Which incidentally, I didn’t tell the newspaper to put our

picture......
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@ @ Follow-up

16. Imagine that you are responsible for promoting one of the following:
e anew up-market health and fitness club
e a new brand of jeans, manufactured by a new (and therefore un-
known) company
e anew, fashionable but inexpensive range of quartz watches
e potatoes, to be sold in supermarkets
e anew taxi company in your town
Decide exactly what your product is, what is special about it, and
which tools you would use to promote it. I magine that you have a ge-

nerous budget, and are thus able to employ several different tactics.

#~ Essential words and expressions

To aim at » OBITh HaIlCJICHHBIM, HAITPaBJICHHBIM Ha

To allocate » pacrpenensiTh, BBIICIATH

Apart from » KpoMme, CBepX

To appear » OKa3bIBaThCs

To arouse » BBI3BIBAThH

To attract » TIpPUBJICKAThH

Awareness » OCBEIOMIIEHHOCTbh, MH(POPMUPOBAHHOCTH

A billboard > JI0CKa U OOBSBIICHUI

A brief » KpaTKoe M3JIOKEHHE

Cheap » IemEBBIN

To close a deal » 3aKpbIBaTh, TUKBUAUPOBATH CIEIKY

To collaborate » COTpYyAHUYATH

A commercial » pEeKIJIaMHBII pOJIMK Ha PaJo WK TEJIEBU-
hi (207051
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Community relations
program
Complement
Components
Conventionally

To counter

(To) desire
Delivery

To draw attention to
To expose to
Extremely

To generate

To hire

A hoarding

(To) impact

Institutional advertising

A leaflet

Loss leader

To maintain

Marketing communica-
tions mix

(To) mention

To neglect

News stories

Notably
Occasional

To occur

YV VV VYV VYV VY VY VYV VY VY Y

Y VY

Y V

>
>
>

YV V V

IporpaMma o HajJaKMBaHUIO0 OTHOIIEHUM
C OOIIMHOM (C MECTHBIMU KUTEIISIMH )
JOTIOJTHEHUE

KOMIUIEKTYIOIINE U3IEITHS

YCIOBHO, OOBIYHO

MPOTHUBOAECHCTBOBATH, IPOTUBOCTOSTH
KEJATh, )KEJIaHHUE

JIOCTaBKa

NPUBJIEKaTh BHUMAHUE K YeMy-JIH00
nojABepraTh 4eMy-JI1uoo

YpE3BBIYANHO

BBI3BIBATH, CO3/1aBATh, TOPOXKAAThH
HaHUMAaTh

PEKIIAMHBIN ITAT

BIIUSTH, BIUSHUE

MPECTUKHAS pEKJIaMa, PEKIIAMUPOBAHUE
JTIOCTOMHCTB KOMITaHUH

TOHKasl peKJIaMHasi Oporropa

TOBAp, MPOiaBa€Mblil B yOBITOK JIJIsl PHU-
BJICUCHUS [IOKYIIATEIEN

COXpPaHSITh, NOAICPKUBAThH

KOMILUIEKC CPEJICTB MO MPOJBHKEHUIO TO-
BApOB HA PBIHOK

YIOMHUHATh, YIIOMUHAHUE

npeHedperaTh

peKiiama B I1e4aTh, PEKJIAMHbBIN Ta3€THBIN
MaTepua

0COOEHHO, UCKITIOUYUTEIBHO, 3HAYUTEIHHO
CIIy4alHbIU, pEIKUN

HMCTb MCCTO, ITPOUCXOJIUTH
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Off-season buying

Point-of-purchase dis-

play
A poster

Price-conscious brand

switchers

To prospect for

Public relations

Publicity

Redeemable coupons

Reliable
To rely on
To remind
Response
To reward
To set up

Sales promotion

Sparingly
A statement
To stock
Supplies

A trouble
Unlike
Via

>
>

Y

A\

>

>
>

YV V V V V V V

YV VYV YV V VYV

BHCCC30HHAsA IIOKYIIKa

PCeKIIaMa Ha MCCTC IIPOAaKU

MOCTEP, PEKJIAMHBIN TIaKaT

MOKYTIATEe I, HE MPUBEP>KCHHBIC OTHOU
TOPTOBOI Mapke, a oOpariaronie BHUMa-
HHEe Ha 0oJiee HU3KHUE I[€HBI

HCKAaTh

MPECTKHAS peKiaMa, OOIECTBEHHOE
MHEHUE

peKiiama u rponarasja

KYIIOHBI, TTOJICKAINE BO3MEIICHHIO, TTO-
ralreHuro

HaaEKHBIN

1oJjlaraThbCs Ha

HAITOMUHATh

OTBETHAs PEaKIIHs

MOOIIPUTH, BOZHATPATUTD

C03/1aTh, OPTaHU30BaTh

CTUMYJIMpOBaHUE COBITA (peKiiamMa B Mec-
Tax IPOJaXH, OecTuIaTHbIE 0OPa3Ilhl TO-
BapOB, PEKJIaMHBIC MPU3BI, KYIIOHBI H T.II.)
YKOHOMHO, O€pEeXITUBO, YMEPEHHO
V3J10KECHUE, IEPEUYCHB, OTUET

3amnacaTtb, XpaHUTh

IIpeAMETHl MaTepHUATbHO-TEXHHIECKOTO
CHAOKEHUS
npoOiema

B OTIIMYHUEC OT

yepes



UNIT IX
CAREERSIN MARKETING
Preview
1. Discussthe following questions.
1. What do you think makes a good marketing manager?
2. What four of the following qualities do you think are the most impor-
tant?
a)  being decisive: able to make quick decisions
b)  being efficient: doing things quickly, not leaving tasks unfi-
nished, having a tidy desk, and so on
c) being friendly and sociable
d) being able to communicate with people
e) beinglogical, rational and analytical
f) being able to motivate and inspire and lead people
g)  being competent. knowing one' s job perfectly, as well asthe
work of one' s subordinates
h)  being persuasive: able to convince people to do things
) having good ideas
), being highly educated and knowing a lot about the world
k)  being prepared to work 50 to 60 hours a week
)  wanting to make a lot of money

3. Which of these qualities can be acquired? Which must you be born
with?

4. What kind of marketing area would you like to be engaged in?

5. What are your career expectations?
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2. Which of these words would you use to describe yourself in a work or

study situation? Add any other useful words.

motivated confident reliable proud
dedicated loyal determined charismatic
honest adaptable resour ceful meticulous

3. Insert the following words in the gaps in the text below.

applicant job description employment agencies
CV or resume application form references
interview job vacancies candidate
application apply short-listed

Many people looking for work read the (1) ... advertised by compa-
nies and (2) ...in newspapers or on the internet. To reply to an advertise-
ment is to (3) ... for a job. You become a (4) ... oran (5) ... . You write an
(6) ..., or fill in the company’s (7) ... and send it, along with your (8) ...
and a covering letter. You often have to give the names of two people who
are prepared to write (9) ...for you. If your qualifications and abilities

match the (10) ... , you might be (11) ..., i.e. selected to attend an (12) ....

Reading 1
4. Read the text and tell what common qualities and skills are required to

occupy the positions mentioned in the text.
CAREERSIN MARKETING

Marketing is the cutting edge of every business, the point of contact
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between the firm and its customers. Without a product that meets custom-
ers’ needs at a price that they are willing to pay, and without the skill to
bring the product to customers’ attention and persuade them to buy it, no
business can survive.

Marketing management’s job is to field effective marketing programs
which will give the company a strong competitive advantage in its target
markets. This involves four key marketing management functions — analy-

sis, planning, implementation, and control.

Marketing analysis and planning involve examining the company’s
markets and marketing environment to find attractive opportunities, then
deciding on marketing strategies that will help the company attain its over-
all strategic objective. Good marketing analysis and planning are only a

start toward successful company performance — the marketing plans must
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also be implemented well. Designing good marketing strategies is often
easier than putting them in action.

People at all levels of the marketing system must work together to im-
plement marketing strategies and plans. People in marketing must work
closely with people in finance, purchasing, manufacturing, and other com-
pany departments. And many outside people and organizations must help
with implementation — suppliers, sellers, advertising agencies, research
firms, advertising media.

The company needs control procedures to make sure that its objectives
will be achieved. Companies want to make sure that they are achieving the
sales, the profits, and other goals set in their annual plans. This involves
measuring ongoing market performance, determining the causes of any se-
rious gaps in performance, and determining the best corrective action to
close the gaps. Corrective action may call for improving the ways in which
the plan is being implemented, or may even require changing the goals.
Young people often find themselves attracted to marketing as a career be-
cause of the creative challenge it poses. The field is so diverse, however,
that selecting a specific career goal presents a dilemma. Marketing is now
being used not only for products, but also for services, and not only by for-
profit companies, but also by nonprofit and government organizations.

Since career goals represent long-term planning emphasis will be
made on those positions that can lead to the executive suite. The percen-
tage of CEOs from marketing is higher than that of any other group. As
competition heats up, companies tend to turn to marketers for leadership.

There are different types of marketing positions to suit a variety of

skills and preferences. The typical marketing positions are brand and prod-
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uct manager, advertising manager, sales promotion manager, public rela-
tions manager, physical distribution manager, store manager, market re-

search manager and retail buyer, etc.

SALLY FORTH by Greg Howard

WHEN T GROW UP, T WANT A JOB ) ...THAT ISN'T To0 STRESSFUL.,
THAT'S INTELLECTUALLY STIMU~ [| THAT MAKES MEANINGFUL CON-
LATING, THAT HAS LOTS OF TRIBUTIONS TO SOCIETY, THAT

OH, TDON'T
CARE...
M NOT

JUST WHAT SORT
OF WORK DO YOU
HAVE IN MIND 2

A YEAR.

3 RESPONSIBILITY... /| GIVES ME SIX WEEKS OF VACA-
¥ TION AND

; THAT PAYS

3 AT LEAST

i EIGHTY

v GRAND

v |

Those who want to make a career in marketing must learn a wide
range of skills. These include skills in communicating and making presen-
tations, listening, managing time, persuading, and following up on com-
mitments.

Graduate degree 1s required for many specialized positions. University
study should emphasize statistics, oral and written communication, psy-
chology, sociology, and economics, behavioral sciences as well as general
business and marketing courses. A strong background in computers is
helpful as well.

The broader role of marketing includes business-to-business, interna-
tional, service, and non-for-profit marketing in both the manufacturing and
distribution sectors. It also recognizes the social responsibilities of the
marketing firm to ensure product safety, product quality, and adequate en-

vironmental protection.
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5. Answer the following questions:

1) What department do you study at?

2) What subjects relating to your future career do you study?

3) Have you had any experience in sales or in other marketing area before
entering this department?

4) Why the percentage of CEO from marketing is higher than that of any
other group?

5) Do you think the University degree is necessary for working in all mar-
keting areas and for all marketing positions?

6) What are the main functions of marketing managers?

7) What skills are the most important for work in marketing area?

8) Why do companies need control procedures?

9) What do they include?

10) What social responsibilities must marketing people bear?

L] Reading?
6. The extracts below describe 8 marketing positions. Read the extracts

and match each position to the job title.

Advertising account executive Sales promotion manager
Retail buyer Public relations manager
Brand and product manager Mar ket research manager
Physical distribution manager Sore (retailing) manager

1. These marketing people plan, direct, and control business and marketing
efforts for their products. They are concerned with research and develop-
ment, packaging, manufacturing, sales and distribution, advertising, pro-

motion, market research, and business analysis and forecasting.
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2. These managers are the interface between the agency and the client.
They have to interpret the clients’ objectives to the agency’s creative group
and sell the creative group’s strategy for meeting those objectives to the
client. Once a campaign has been agreed upon, these managers must coor-
dinate the actions of the media and the production people to implement it.

3. This manager is someone who is engaged in developing and executing

short-term incentives such as sweepstakes, coupons, and premiums to

augment the other promotional efforts of the firm. He or she will interface
with clients so as to communicate the promotion to the purchaser. This po-
sition 1s usually found in the area of consumer products.

4. These managers deal with the company’s image rather than with its
products. They may handle press, community, or consumer relations, polit-

ical campaigning, interest-group representation, or fund raising. In addition

to telling their employer’s story, these managers must understand the atti-
tudes and concerns of customers, employees, and various other “publics”
with which their organization comes into contact. They also arrange and
conduct programs in which company officials come into direct contact
with the public, such as speeches and press interviews. Perhaps their most

important role is to overcome any negative publicity that may accrue to the

company.

5. These marketing people manage both people and resources. The respon-
sibilities include determining the number, location, and type of warehouses
necessary, the method of inventory management, and the appropriate
transportation and order-processing methods, as well as interacting with all
of the other functions to make sure that they are coordinated with physical

distribution.

61



6. One of the prime responsibilities of this manager is in the personnel
area, making sure the company has adequate numbers of people, properly
trained, and that the labor costs are in line. The performance of this man-

ager is measured by the profit contribution that the store makes, and the la-

bor 1s the cost that the manager has the most control over. He or she must
also be sure that the store has the proper amount of inventory and that it is
displayed properly.

7. These marketing people study the wants and needs of the buying public.
They plan, design, and implement surveys and test marketing campaigns.
They are called upon when problems arise. After studying the situation,
they might recommend more advertising, redesign of the product, or con-
centration on other markets where consumers are more inclined to buy the
firm’s product.

8. These marketing people seek goods that will satisfy their store’s cus-
tomers and can be sold at a profit. They learn about available goods from
trade shows, in manufacturers’ showrooms, and from wholesale and manu-
facturers’ sales workers. They must be skilled at assessing the retail price
at which their store will be able to sell the goods they buy. They must
know the needs of their customers and must be good judges of quality and

style.

15. After reading about different positions in marketing do you
think you have the right skills and qualities to be a marketing manag-

er? Can you tell what marketing area mostly appeals to you? And

why?
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Listening

8. You will hear part of an interview with Steve Moody, the manager of
the Marks& Spenser store in Cambridge, England. What do you know
about Marks& Spenser? What do they sell?
Listen to the first part of the recording, in which Steve Moody de-
scribes the role and responsibilities of a store manager. Which of the

following tasksis he responsible for?

o designing the store and its o running 40 out of 280 stores
layout
o displaying the merchandise o motivating staff
o employing the sales staff o organizing the day-to-day logis-
tics

o ensuring the safety of staff and | o pricing the merchandise

customers

o establishing the company’s o maintaining a pleasant working
principles environment

o getting commitment from the o electing merchandise
staff

o increasing profits o supervising the day-to-day run-

ning of the store

o training staff

Seve Moody: So, as a store manager in Cambridge, which is probably the
fortieth largest of the 280 stores we have got, I am responsible for the day-

to-day running of the store. All the product is delivered to me in presde-
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cribed quantities, and obviously I’m responsible for displaying that mer-
chandise to its best advantages, obviously I’'m responsible for employing
the staff to actually sell that merchandise, and organizing the day-to-day
logistics of the operation. Much more running stores is about the day-to-
day operation, and ensuring that that’s safe, and obviously because of the
two hundred people that we would normally have working here it’s ensur-
ing that they are well trained, that they are well motivated, and that the
environment they work in is a pleasant one, that they are treated with re-
spect, and that they are committed to the company’s principles.

Listen to the second part of the recording, and answer these questions.

1. Why are Marks&Spenser’s store managers limited in giving accounta-

bility to their staff and delegating responsibilities?

2. What do they concentrate instead?

Interviewer:  How much freedom do those people have within their jobs
to make decisions themselves? How much delegation is
there of responsibility down the chain?

Steve Moody: We would, as a business, like to encourage as much re-
sponsibility and delegation as possible. Of course that does
depend on the abilities of the individuals, the environment
in which you’re working, and the time of year. With 282
stores we have a corporate appearance in the United King-
dom’s high streets. It is quite important that when custom-
ers come into ....... Marks&Spencer’s Cambridge they get
the same appearance and type of looking store and the
same level of service that they would expect if they

...... went into Marks&Spencer’s Edinburgh in Scotland,



for example, and it’s very important that we have a corpo-
rate statement that customers understand. So, there are ob-
viously parameters and disciplines that, you know, not only
the staff but supervision and management would follow.
Within that, in terms of development and training, training
is obviously an investment for all staff. If staff are trained
to do their job well and they understand it, they will feel
confident in what they’re doing, that in turn will give a bet-
ter service to the customers, obviously from Marks&
Spencer’s point of view it could well lead to increased

sales.

Reading 3
9. Here is some advice to follow before, during and after your inter-

views.Read these advice and highlight the most important of them

from your point of view.

Beforethe interview

1.

Interviewers have extremely diverse styles — the tough probing why,
why, why style; the interrogation style of question after question; let’s-
get-to know-each-other style, and many others. Be ready for anything.
Practice being interviewed with a friend and ask for a critique.

Prepare to ask at least five good questions that are not readily answered
in the company literature.

Anticipate possible interview questions and prepare good answers ahead

of time.

. Avoid back-to-back interviews — they can be exhausting.

Dress conservatively and tastefully for the interview. Be neat and clean.
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7.

8.

Arrive about ten minutes early to collect your thoughts before the inter-
view. Check your name on the interview schedule, noting the name of
the interviewer and the room number.

Review the major points you intend to cover.

During theinterview

1.

Give a firm handshake when greeting the interviewer. Introduce your-
self using the same form the interviewer uses. Make a good initial im-
pression.

Retain your poise. Relax. Smile occasionally. Be enthusiastic through-

out the interview.

. Good eye contact, good posture, and distinct speech are musts. Don’t

clasp your hands or fiddle with jewelry, hair, or clothing. Sit comforta-
bly in your chair. Do not smoke if asked.

Have extra copies of your resume with you.

Have your story down pat. Present your selling points. Answer ques-
tions directly. Avoid one-word answers but don’t be wordy.

Most times, let the interviewer take the initiative, but don’t be passive.
Find good opportunities to direct the conversation to things you want
the interviewer to hear.

To end on a high note, the latter part of the interview is the best time to

make your most important point or to ask pertinent questions.

. Don’t be afraid to “close.” You might say, ‘I’'m very interested in the

position and I have enjoyed the interview.”
Obtain the interviewer’s business card or address and phone number so

that you can follow up later.
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After theinterview

1.

After leaving the interview, record the key points that arose. Be sure to
record who is to follow up on the interview, and when a decision can be
expected.

Objectively analyze the interview with regard to questions asked, an-
swers given, your overall interview presentation, and the interviewer’s

response to specific points.

. Send a thank-you letter mentioning any additional items pertinent to

your application and your willingness to supply further information.
If you do not hear within the time specified, write or call the interviewer

to determine your status.

© Speaking 1
10. It would be wise to think of all possible questions asked during the

NSk wD

job interview and prepare your answers beforehand. The questions
given below will give you an idea of what the interviewers usually
want to find out. Put the questions in the order you would ask them

if you were an interviewer and then answer them.

. Why did you leave your last job?

Tell me about your family.

What things about this job do you think would be difficult for you?

Do you have any experience in this type of work?

What do you like doing in your spare time?

Why have you applied for this kind of job?

Why do you think you can handle this job? (Why should we consider

you for this position?)
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8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.

11

Sudent A is going to be interviewed for the job for some marketing man-
ager. Explain your motives for applying for this position. Make a list of
your good points and be prepared to sell yourself at the interview. Think of

the questions the interviewer will ask you and questions you will want to

What are your future career plans?

How well did you get on with your previous bosses?
What hours are you available for work?

Are you energetic?

Why would you like to work for this company?
What are your personal strengths?

Are you looking for a temporary or a permanent job?
Tell me about your experience.

What salary do you expect?

Have you had any serious illness or injury?

Do you prefer to work with others or by yourself?
What hobbies do you have?

Are you willing to work anywhere your company sends you?
Are you willing to work overtime?

What are your personal weaknesses?

What do you expect to get from this firm?

What would you make happy with this job?

Do you consider yourself to be a leader or a follower?

. Job I nterview.

ask the interviewer.

Sudent B is an interviewer. Prepare the list of questions to ask the inter-

viewee. Give him marks out of ten in each of the four areas.
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Experience --------------
Personality --------------

Expectations ------------

W™Writing 1

12. Study the following Curriculum vitae and then write your own CV.

Curriculum vitae

YOUR NAME
Your address Y our phone number
Your e-mail address
Your date of birth
e.g.11 January 1980

OBJECTIVE: e.g. Ajob in international marketing; A traineeship in trad-

ing; Marketing assistant; Account manager; Financial analyst.

WORK EXPERIENCE or PROFESSIONAL EXPERIENCE:

Give dates (months or years) and name the employer(s). Put the most re-
cent first. Be specific about your duties if they have any relevance to a
business career, e.g.

Summer 2002, Office Assistant, Book Antiqua Ltd, New Jersey.

The job involved file maintenance, data entry, word processing, proof-

reading, customer service, and other clerical and administrative tasks.

EDUCATION or QUALIFICATIONS:

List this in reverse order, e.g.
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2008-2009 Master’s Degree in International management, Bigtown Uni-
versity, Bigtown (expected date of completion July 2002)

2005-2008 Degree in Business Administration, majoring in Finance/ Mar-
keting, etc. (sometimes called a Bachelor’s Degree)

An English translation of your institution might be Faculty or School of

Business Administration and Economics.

Between 14 and 18 or 19 years old you probably attended what is trans-

lated as a High School or a Secondary School, where you probably ob-

tained the equivalent of a High School Certificate. Your primary education

1s probably not important.

COMPUTER SKILLS: e.g.
Working knowledge of Microsoft Office, Word, Excel, Powerpoint, and in-

ternet software.

LANGUAGES: e.g.

French (mother tongue), good knowledge of German and English, elemen-
tary knowledge of Spanish. (Not ‘knowledges’ with “S")

Or: Fluent in Spanish and English, some knowledge of French and Italian.

HOBIESAND INTERESTS: e.g.

Underwater skiing, synchronized sewing, deep-sea football, long-distance
cooking, cross-country swimming ...

It is preferable to list hobbies that demonstrate qualities that are relevant to

the job you are seeking.

REFERENCES[OR TESTIMONIALS (US)]:
The names and addresses and (phone numbers, fax numbers, or e-mail ad-

dresses) of two referees are often required.
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© Speaking 2
13. Look at thisjob ad: what would be its attractions — what might be its

drawbacks?

ACME Atlantic are a well-known and respected trading company.
We handle imports directly from manufacturers in 35 different
countries, often to our own specifications, and currently export
to 46 different countries worldwide.

We are looking for enthusiastic people to work in our office
in Bermuda on temporary 3-, 6- and 9-month contracts. Appli-
cants must be able to speak and write at least one foreign lan-
guage fluently and can be nationals of any country.

Experience in import/export will be an advantage, but as
special training will be available this is not essential. The main
reguirements are a willingness to work as a member of a team,
to cope with pressure, to use the telephone in a foreign language
and in English and to be prepared occasionally to work long hours
when necessary.

There are several posts available and long-term prospects
are good, though initially all successtul applicants will be con-
tracted for a maximum of 9 months.

The salary we will offer is excellent. We will pay for your
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return air fare and provide adegquate accommodation at a homin-

al rate

Please apply in your own handwriting, enclosing your resume, to
Charles Fox, European Sales Office, ACME Atlantic Ltd, 45
Pentonville Road, London EC2 4AC.

14. In most parts of the world while applying for a job, it's common to
submit a typed CV or resume. This usually accompanies a letter of ap-
plication, which in some countries is expected to be handwritten. The

letter should present the following information:

*

the job you are applying for and how you found out about it;

*

your reasons for believing you would be a good person for the job or

company;

*

when and how you will follow up (for example, early next week, by tel-

ephone);

*

the fact you are enclosing your resume, which indicates where you can
be reached.
Look at this application letter from the applicant for the job. In what

ways does Aurthur Dent seem suitable (unsuitable) for the job?

Dear Mr. Fox,

Work in Bermuda

| noticed with interest your advertisement in today’'s Daly
Planet.

You will see from enclosed CV that | have three years ex-
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perience in marketing. My responsibilities have included all
types of administrative work, product development, arranging
and attending presentations, working with clients and solving
problems that arise.

Although | have an excellent relationship with my present
employers, | feel that my prospects with them are limited and
that there would be more scope for my talents with a larger,
mor e dynamic company.

If you consider my qualifications and experience are suit-
able, | should be available for interview at any time.

Yours sincerely,
DENT
Authur Dent

W Writing 2

15. Imagine that you want to apply for the job. Draft an application let-

AR e

ter, following these guidelines:
Introduce yourself: name, age, nationality, etc.
State where you are available.
Describe your relevant experience — or justify your lack of experience.
Describe your skills in your own language, English or other languages.
Describe how you meet the requirements of the job.

Say when you’re available for interview.

USEFUL LANGUAGE

| would like to apply for the position of ........ in your company.
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| am sure my experiencein ............ would make a direct contribution to

Snce my present position offerslittle prospect for advancement (personal
development) | would prefer to be employed in an expanding (innovative,

large) organization such as yours.

If my background and qualifications are of interest to you, please tele-
phonemeat ......... :

Your company would have a great deal to gain from employing me.

| am absolutely convinced that this makes me suitable for position in inter-
national marketing (market research).

My four years of sales manager experience have given me a background
that would seem ideal for the position opening of sales manager in your
firm.

~~ Essential words and expressions

An account > KJIMEHT PEKJIAMHOI'O areHTCTBA

Account executive > PYKOBOJIUTEIb paboyveil TpyIbl KIIH-
€HTa

Advertising account ex- > MEHEKEp M0 padoTe ¢ KIMeHTaMU

ecutive PEKJIAMHOTO areHTCTBA

To accrue > YBEITUYNBATHCS, HAKATIJIUBATHCS, Ha-

pacTtath (0 MPOIEHTAX )

to assess > OLIEHUBATH
To augment > YBEIUINBATh, TPUOABIIATH
To be in line > B COOTBETCTBHUU, YKIIaJIBIBATHCS B

OIOKET
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Brand and product

manager

To call upon

A copywriter

Executive suite
To field

To follow up on com-
mitment

Fund raising

To handle

To interface
A judge
Gap

Manufacturer’s sales
worker

Meticulous

To overcome

A physical distribution
manager

To pose

Profit contribution
A purchasing agent
A retail buyer

Y

Y

>

PYKOBOAUTEIb, OTBETCTBEHHBIN 3a
KOHCTPYHUPOBAHHE, IPOU3BOJICTBO U
pean3aLuio U3ICIUs

oOpariaThcsi, IpU3bIBaTh, BOCTPEOO-
BaTh

COCTaBUTEIIb TEKCTOB PEKJIAMHBIX
0OBSIBIICHUM

KOMaHJa pyKOBOJIUTEIIEN

BHEJIPATH, 00pabaThIBaTh

100UBaThCSl 00s13aTEIBCTB CO CTOPO-
HBI KJINEHTOB

MOJTyYEHUE JEHET

UMETh JEJIO C, TOTOBOPUTHCS, yIIPaB-
JSATh, PETYJIUPOBATh, 00CITYKUBATh
B3aMMO/ICCTBOBATH

AKCHEPT

neduLnT, HEXBaTKa, pa3pbiB, PACX0OXK-
NICHHE

pabOTHHK COBITA IPEATIPUITHS

MEJIOYHBIM, TOTOLIHBIM

IPEOI0JIEThH

OTBETCTBEHHBIN 3a PaCIIPOCTPAHEHNUE
TOBapa

CTaBUTH (BOIPOC, 3aj]1auy), Npesia-
raTh

OTUYHCIIEHUE TTPUOBLITH

pabOTHUK OTJIeNla CHAOKEHUS

PO3HUYHBIN 3aKYTIIHUK
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A retail sales worker

A sales promotion man-
ager

Script

Sweepstakes

A wholesales sales

worker

Y

PabOTHUK PO3ZHUYHOM TOPTOBIHU
PYKOBOJMTEIb OT/AeNa CObITa U PeK-
JIaMBbl

TEKCT PEKIIAMBI

JoTepest

pabOTHUK ONTOBOW TOPTOBIU
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