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Introduction

Who is this book for?

Professional English in Use Marketing presents the vocabulary and expressions required
to speak about marketing and related fields. It is designed to help those who work in
marketing and need to use English. It will also help marketing students preparing for their
first contacts with English speakers or studying for exams in English. The level of the
book is intermediate to upper-intermediate.

This book assumes you know, or are in the process of learning from your marketing
course, common marketing and communication concepts (such as the marketing mix and
targeting). Our focus is on the words that are often used by professionals when talking
and writing about marketing (such as core target and focus groups) and on English words
which are given a special meaning in marketing (such as buzz and loyalty). Every unit
uses authentic sources, including marketing forums, company websites, articles from the
trade press, marketing blogs, marketing presentations, and case studies.

You can use the book on your own for self-study, or with a teacher in the classroom, one-
to-one or In groups.

How is the book organized?

The book has 50 two-page thematic units. The units are divided into ten sections

which cover topics such as Product, Price and Place. The first section, Marketing basics,
introduces essential marketing vocabulary and concepts which you will need to tackle the
more specialized units later in the book.

The left-hand page of each unit explains new words and expressions and shows how the

vocabulary is used in real contexts. The right-hand page allows you to check and develop
your understanding of the new language and how it is used, through a series of exercises.
There is cross-referencing between units to help you develop your vocabulary.

There are twelve appendices, covering examples of confusing words, preparing a
marketing plan, talking about numbers, describing brand values, market segments,
indirect distribution methods, advertising techniques, TV and radio dayparts and
programmes, types of out-of-home advertising, types of magazine, a newspaper rate card,
and mailshot iterns.

There is an answer key at the back of the book. Most of the exercises have questions with
only one correct answer. But some of the exercises, including the Over to you activities at
the end of each unit (see opposite), are designed for writing and / or discussion,

There is also an index, which lists all the new words and expressions presented in the
book and gives the unit numbers where they appear. It also indicates how the terms are
pronounced.

The ieft-hand page

This page presents the key vocabulary in bold typeface for each theme or skills area. The
language is introduced in a series of short texts, dialogues, diagrams and tables. Many
vocabulary items are illustrated. Each unit has sections indicated by a letter — usually A, B
and C — and a clear utle.

In addition to vocabulary explanations, this page includes information about typical
collocations (word combinations) and register (formal and informal language).

There are also notes on language points, for example where a particular grammatical
form is associated with a word, or where the same word may have different uses.
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The right-hand page

The exercises on the right-hand page allow you to check your understanding and give you
practice in using the words and expressions presented on the left-hand page. There are a
variety of exercises including crosswords, short texts, gap fills, matching exercises, and
tables to complete.

‘Over to you' sections

An important feature of Professional English in Use Marketing is the Over to you section
at the end of each unit. This is your opportunity to put into practice the words and
expressions in the unit by relating it to your professional situation, studies or opinions.

How to use the book for self-study

We suggest all learners start with the Marketing basics section. Learners can then work
systematically through the book or pick topics that interest them from the contents page.

Read through the texts on the left-hand page. If you meet words which you consider
important and which are not explained in the text, look at the index to see if they are
explained in another unit. Do the exercises on the right-hand page and check your
answers in the key. If you find you have made mistakes, go back to the left-hand page
and read through the texts again. Do the Over to You section and make sure that you
use as many new words as possible. You should present your ideas out loud and ideally
record yourself. The index gives help with pronunciation.,

How to use the book in a classroom

Teachers can use this book as a framework for an ‘English for Marketing’ course or to
supplement more general course books. The illustrations can often be used as a warm-up
activity or as a talking point during the class. Sometimes, the left-hand page may be used
as the basis for a presentation, either by the teacher or the learners. Learners can do the
exercises individually or in small groups. They can compare answers in the groups or as a
whole class feedback session. In the classroom, the Over to you sections can be used as a
starting point for role plays, discussions and presentation activities, or adapted to out-of-
class projects.

We hope you enjoy using this book.

Professional English in Use

Professional English in Use Marketing is part of a new series of Professional English in
Use titles from Cambridge University Press. These books offer vocabulary reference and
practice for specialist areas of professional English. Have you seen some of the other ritles
available in the series?

Finance:
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The marketing mix 1

'l The Ps

The marketing mix is the combination of techniques used to market a brand. The
techniques are often called the Ps. Originally there were four Ps:

@ Product (or service): what you sell, and the variety or range of products you sell. This
includes the quality (how good it is), branding {see Units 16—18), and reputation {the
opinion the consumers have) of the product. For a service, support for the client after
the purchase is important. For example, travel insurance is often sold with access to a
telephone helpline in case of emergency.

m Price: how much the product or service costs.

® Place: where you sell the product or service. This means the location of your shop, or
outlet, or the accessibility of your service — how easy it is to access.

® Promotion: how you tell consumers about the product or service. The promotional mix is

a blend of the promotional tools used to communicate about the product or service — for
example, TV advertising.

Today some marketers talk about an additional four Ps:

® People: how your staff (or employees), are different from these in a competitor’s
organization, and how your clients are different from your competitor’s clients.

m Physical presence: how your shop or website Jooks.

@ Process: how your product is built and delivered, or how your service is sold, delivered
and accessed.

® Physical evidence: how your service becomes tangible. For example, tickets, policies and
brochures create something the customers can touch and hold.

m Marketing a new product

A small educational games company is launching a new game to teach English vocabulary
to beginner Jearners. The marketing manager, Dominic Dangerfield, is making a
presentation using PowerPoint slides.

The Turnover Game

PRODUCT:
* Innovative way to learn new vocabulary
* Launch: how we are planning to introduce the product onto the market

PLACE
* Distribution: high street retailers and mail order via website and catalogues
* Delivery: five days by mail order or straightaway in shops

PROMOTION

© Advertising: in children’s magazines

* Direct marketing: insert catalogue in Parent magazine
PEOPLE

o Customers: educated, city-dwellers with pre-teen children, school teachers
» Competitors: they have a larger sales force to sell their products

PRICE
° Premium pricing: 20% above market average for a CD-ROM
» Special deals: 15% discount for schools

Note: For more information on sales promotion, see Unit 41.
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1.1

1.2

1.3

A marketing manager is talking about the marketing mix for a brand of cleaning

products. Choose the correct words from the brackets to complete the text, and then

match each speech bubble with one of the Ps. Look at A opposite to help you.

1
Our (staff / reputation / competitors) are highly motivated. We really believe in our brand. For
example, our (consumers / emploees / customers) are always trying 10 improve what we do.

4 Our (tools 7 range / support) includes detergent, toilet cleaner and sponges.

2 We use a lot of (advertising / presence / promotional), usually in women's magazines.

4
You can find the brand in supermarkets and local shops. The (Langible / accessibility / process)
of cur (staff / mix / cutlets) is important. We need to be in a lot of (ocations / supports /
distrioutions) so that we are easy to find.

5

We are more (accessibility / reputation / expensive) than our (competitors / staff / sales) but
we. Offer 4004 credit terms and we sOmetimes run special (deals / processes / support).

Complete the text using words from the box. Look at A opposite to help you.

advertising mix price products promotional

Marie Curie Cancer Care is reviewing its marketing strategy in an attempt to attract a
wider andience. It will stop using (1) s techniques, such as mailings and events.
Television (2) e and face-to-face marketing are both being tested in a bid to
supplement the charity’s typical over-60s donor base with younger supporters. If tests
prove successful, they will becore part of Marie Curie’s marketing (3) e .

In addition, Marie Curie Cancer Care Is expanding its online shop. Stylish handbags at
R of £10 are attractive to younger customers. Marie Curie Cancer Care
says it is responding to customers’ needs and wants by selling elegant fashionwear

Do the following words and expressions refer to product, price, place, promotion, or people?
Look at A and B opposite to help you.

accessibility customers discounts location sales force
branding delivery distribution quality special deals
competitors direct marketing launch reputation support

Product Promotion People

Over 4o You {

Think about an expensiwﬁhrnnd and a less expensive alternative - for example, Bang &
Olufsen compared to Sony. What are the differences in the marketing mix for the two brands?
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A The marketing mix 2

' The four Cs, As and Os

Some marketers have supplemented the four Ps (see Unit 1) with new ways of thinking about
marketing. The Ps, Cs, As and Os can be combined when looking at the marketing mix.

Customer needs Acceptability
What does the customer How acceptable is the
need to solve a problem? For | product, and do people
example, people don’t have | approve of the produce?

| time to cook — we offer the

| solution of frozen dinners,

Objects
What do you sell?

How is it manufactured, or
made?

[s it socially acceptable [s it a high quality (or

| L - fasthnable and excellent) product, or is it
| The company must identify | attractive? bottom end?

customer needs so that Does the product respect
| products thatdmeet these the laws of the country

needs can be developed (see o

—is it legally acceptable?
Units 10-11). gaty accep
Cost to user Affordability Objectives

Does the customer have
enough money to buy
the product — can he /
she afford the product?

Revenue objectives concern
the income yon want to
generate.

Does the customer perceive
the cost of the product as
fair, or 1s it too expensive?

Price objectives concern the
price you want to sell at.

Convenience Accessibility Organization
How convenient is it to find | Is the product easy to How should you organize
your product? Is it easy, or access? the sale and distribution of

does the customer have to your product?

" ffort? Is the product accessible
make an effort?

for people with Which distribution
disabilities? methods (see Unit 26) will
work best?
Communication Awareness Operations

Which kind of promotional
operations, such as direct

mail, will work best for the
product? (See Units 32-43)

How many people know
about, or are aware of,
the product?

How should you
communicate with your
customers?

Promotion

[s awareness high?

Note: Customer or client? See Appendix | on page 108.

E o

AIDA is an acronym which represents the steps a marketer takes in order to persnade
customers to buy a product or service.

Marketing must first attract the customers’ attention to the product. Customers
become aware of a product and know it is available.

Attention |

Then, marketing must create an interest in the product. Customers will develop
an interest in the product.

Interest

Desire Next, marketing must develop a desire to own or have the product so that
customers actively want the product.

Finally, marketing must prompt action to purchase, so that customers take steps
to buy the product — for example, by going to the shop or ordering it online.

Action

Professional English in Use Marketing
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2.1

2.2

2.3

2.4

Put the words and expressions from the box into the correct columns. Look at A opposite
to help you.

acceptabiliry awareness cost to user objects
accessibility communication customer needs operations
affordability convenience objectives organization

premotion

Complete the article about a supermarket in-store event using words from the box. Look
at A opposite to help you.

awareness customers identified meet promotional

This week, Tesco launches its biggest ever ‘Health Event’ — illustrating its commitment to

helping (1) s lead a healthy and active lifestyle. The supermarket has

0L T health as an important customer concern and is working to

[ the needs of its customers.

Hundreds of (4) oo operations for healthy products will run all over the store,
from fresh produce through to grocery and healthcare lines, Tesco hopes that

() of its initiative will be high.

Replace the underlined words and expressions with alternative words and expressions
from the box. Look at A opposite to help you.

revenue objectives
socially acceptable

afford high quality
convenient price

1 Mobile phones are fashionable and attractive to the youth market.

2 We have a repuration for providing good standard mobile phones.

3 The cost to user of mobile phones is kept down because they are subsidized by the network
providers.

4 This means more people can have the money to buy the product.

5 More and more, customers buy mobile phones online because it is more accessible.

6 Expected earnings from 3G phones were not met when the products were first launched.

Put the words in each sentence in the correct order. Look at B opposite to help you.

1 attention attract must product the to We.

2 aware become of People brand the will.

3 an create in interest need product the to We.

4 an customers develop in interest product the to want We.
5 a desire develop must our own product to We,

6 People steps take it to try will.

7 action buy must prompt it to We.

Over 4o Yyou *‘-

Think about the most recent product you bought. Describe the marketing mix using the
4Cs, the 4As or the 40s.
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SWOT analysis

n SWOT analysis

Before entering the marketplace it is essential to carry out a SWOT analysis. This
identifies the strengths and weaknesses of a product, service or company, and the
opportunitics and threats facing it. Strengths and weaknesses refer to the product itself
and are considered as internal factors. The external factors, referring to the marketplace,

are opportunities and threats.

This is a SWOT analysis of PetraServe, a company which runs motorway service stations.

STRENGTHZ

Luperior distribuwtion network — we
have one of the best.

We are the specialist in long-
distance petrol needs for lorry and
truck drivers — we have experience,
knowledge and skill.

Ianovative loyalty programme that's
unigue in the market.

We are a profitable company — we're
mkir\ﬂ MOn2y.

Hiejhly recoqaizable brand.

A global brand.

Consumers see us as a guality brand.

WEAKNELLES

Undifferentiated offer in terms of basic
product — petrol is the same whatever
the brand.

Lack of aew products — we need more.

Ineffective leverage of specialist image —~
we don't use our specialist imaqe well.
Inferior commianication ~ we could
Comminicate better.

Damaged reputation for petrel and fossil
fuels ~ they have a bad image.

Consumer onﬁl‘ty 15 weak.

OPPORTUNITIES

Developing market for service station
shop Cconfectionery, car maintenance
products, etc.).

| Gap in the warket: hybrid cars and
glectric cars will need fuel.

Huge potential for growth —~ there
is & lot of reom to expand into new
markets.

THREATL

Owr main competitor is strong.

Price war in the fiae) wmarket is becoming

more threatening — all our competitors
are autting prices.

EMe.r‘cjimj trend towards hybrid cars and

electric cars.

Consumer fears about environment and

pollution.

m SWOT and marketing strategy

Pat Albright is the senior marketing manager for PetraServe. She’s presenting her
marketing strategy to the board. The strategy was shaped by the SWOT analysis above.

“We need to exploit our strengths by making the most of our distribution network and
toyalty programme. If we can also build on strengths such as our brand image and
current profitability, then it’ll be easier to address, or deal with, weaknesses such as the
lack of new products. We need to anticipate the threat of new hybrid cars and seize

the new opportunities this will bring in terms of providing service points for these cars.
The potential price war in the fuel market poses a serious threat and we will need to
minimize the weaknesses this may create. Our sector is also under threat from the trend
towards greater consumer concerns about the environment, but I believe we can create an
opportunity by strengthening our communication and informing consumers about what

we're doing to preserve the environment.’
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3.1

3.2

33

The extraces below are from a SWOT analysis. Do they describe strengths, weaknesses,
opportunities or threats? Look at A opposite to help you.

1

Competition is growing in this market, which could lead to a price war. There are now
a lot of sites that offer the same service and product categories as Amazon. Amazon is
a global brand but in some local markets the main competitor could be stronger and
preferred by consumers.

2 | Amazon has added a lot of new categories, but this may damage the brand. For example,
offering automobiles may be contfusing for customers. Due to increased competition, the
offer is undifferentiated.

3| In 2004 Amazon moved into the Chinese market. There is huge potential here. In 2005
Amazon launched a new loyalty programme, AmazonPrime, which should maximize
purchases from the existing client base.

4

Amazon is a global brand, operating in over ten countries. It was one of the first online
retailers and today it has an enormous customer base. It has built on early successes with
books, and now has product categories that include jewellery, toys and games, food and
more. [t has an innovative Customer Relationship Management programme.

Complete the table with words from A and B opposite and related forms. Then complete
the sentences below using words from the table.

opportune

strengthen
threaten

weaken

1 Currently, the company is under ... from its main competitors.
2 In order to grow, the company will have to create NewW ..o , ot Just exploit existing

3 We need to MUNIMUZE oo and o
4 To remain ahead of the competition we will need to anticipate ..o such as increased
raw material costs.

Correct the mistakes using words and expressions from A and B opposite.

1 The brand is very strengthened.

2 "Today, competitor fears about health are one of the biggest threats to the processed food
sector.

3 An undifferentiated offer will weakness the company in the short term.

4 A clear opportunity is a gape in the market.

5 We may be threated by the emerging trend rowards online shopping.

6 A war of prices has weakened our profitabilicy.

Over 4o You ‘t

Think about the company you work for, or one you would like to work for. Carry out a SWOT
analysis of the company. Do the same for a company you would never want to work for.
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Marketing strategy and the marketing plan

Marketing strategy vs. marketing plan

A company’s marketing strategy describes how it will position itself and the products it
sells or the services it provides in the competitive marketplace. The strategy includes a
discussion of target markets, product and pricing policies, and proposed marketing and
promotional initiatives (see Units 1-2 for more about the marketing mix).

The company’s marketing plan is the written document which details the marketing
methods selected (advertising, price promotions, etc.) and specific marketing actions or
marketing activities (for example, a back-to-school promotional offer). It also examines
the resources needed {both financial and human) to achieve specified marketing objectives,
such as an increase in sales or a successful product launch, over a given period of time.

Developing the marketing plan

You can develop a marketing plan using the stages known as AOSTC (Analysis,
Objectives, Strategies, Tactics and Control).

BT

Objectives

Strategies

Tactics

Control

Current market

Information on the competitors and the marketplace.

situation
Competitor The competition in the marketplace. You will also need to
analysis include information on their positioning — how they control

the way the customers see the products or services.

Product / service
analysis

What you sell or provide, and your Unique Selling Point
(USP) - that 1s, what distinguishes your product or service
from others on the market.

Originally USP stood for Unique Selling Proposition, a
concept developed by Rosser Reeves in the 1940s.

Target market

Your customer groups or segments — for example,
teenagers or business people (see Unit 19).

Marketing goals | What you want to achieve, in terms of image and sales.
Set SMART ® Specific — Be precise about what you are going to
objectives achieve,
B Measurable — Quantify your objectives.
@ Achievable — Are you attempting too much?
® Realistic — Do you have the resources to make the
objective happen (manpower, money, machines,
materials, minutes)?
® Timed ~ When will you achieve the objective? {Within
a month? By February 2015?)
The approach ®m Which market segment?
to meeting the @ How will we target the segment?
objectives @ How should we position within the segment?
Convert your B Product
strategy into the | @ Price
marketing mix, ® Dlace
including the 4 Ps | @ Promotion

Tracking

How the success of the marketing plan will be measured (see
Unit 24). How each marketing activity will be assessed.

A summary of the marketing plan, known as the executive summary, is included at the
beginning of the document. For a list of questions to ask when preparing a marketing
plan, see Appendix Il on page 109.
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4.1

4,2

Make word combinations with market and marketing using words from the box. Then
match the word combinations with the definitions below. Look at the page opposite and
Appendix II on page 109 to help you.

methods mix plan segments strategy target

1 groups of consumers with similar needs or purchasing desires

2 the consumers, clients or customers you want to attract

3 a definition of the company, the product / service and the competition

4 detailed information about how to fulfil the marketing strategy

5 the techniques you can use to communicate with your consumers

6 the combination of different elements used to market a product or service

You are preparing some slides for a presentation of next year’s marketing plan. Choose a
title from the box for each image. Look at B opposite to help you.

Competitor Analysis Target Market usp

Over 4o you

Think about a product or service that you use every day. Answer the guestions from
Appendix |l on page 109 in relation to this product or service.
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Marketing ethics

I social marketing

' Social marketing is the use of marketing techniques to convince people to change their
behaviour for their own good or for the benefit of society. Encouraging smokers to stop
smoking or persuading people to eat more fresh fruit and vegetables are examples. The
aim of social marketing is to minimize social problems such as crime or poverty.

Corporate social responsibility {CSR)

The advantages for a company of being socially responsible - that is, taking positive
actions for the benefit of its staff and society as a whole — include enhanced brand image,
and greater ease in attracting staff, There are different ways for a company to show
corporate social responsibility (CSR),

® Cause related marketing {CRM) is when a company donates money to a charity, a
non-profit organization or a good cause, such as UNICEF or Oxfam. The brand is then
associated with the charity. For example, a US non-profit wild cat sanctuary, Big Cat
Rescue, wants to create a marketing partnership with another organization:

P ]@ E' http://www.bigcatrescue.org

o !

| Big Cat Rescue is looking for the right corporate partner for a mutually
beneficial cause related marketing campaign. We need financial donations to be

able to afford to make our good work more effective. Today most of this funding ‘

comes from private individuals. We are looking for a corporate partner that

shares our principles and values. =

Note: The abbreviation CRM also refers to Customer Relationship Management - see Unit 23.

® Green marketing is the development and distribution of eco-friendly, or environmentally
friendly, goods — for example, washing powder that is not harmful to the environment.

6 degrees.ca is a Canadian web-based forum that promotes green marketing and environmental
protection:

L To: TN -

6 degrees.ca believes that if a business is behaving in an ethical or moral way then
they will contribute to environmental sustainability. Sustainable development is
development that meets the needs of today without compromising the ability of future
generations to meet their needs. Responsible citizens are aware of environmental
concerns such as global warming, and act to protect the environment. B

I

® Responsible purchasing is another way that a company can build or maintain a good
reputation. Companies can refuse to buy materials or goods made using child labour
or that have been tested on animals. As well as showing concern for human rights and
animal testing, a company can implement a policy of sustainable purchasing and only buy
products that cotne from renewable sources.

ié Professional English in Use Marketing
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5.1 Make word combinations using a word from each animal bencficial
box. Two words can be used twice. Look at A and donate money
B opposite to help you. environmental problems
mutually purchasing
responsible responsible
social sustainability
socially testing

5.2 Complete the texts describing examples of CSR. Then decide whether the companies are
involved in CRM, green marketing or social marketing. Look at A and B opposite to help

you.
a b
: e e
In 2008, we are proud to continue our | |r The Push Play campaign in New Zealand has
marketing (1) ... With the | successtully (6) oo New Zealanders to
| Arlette Foundation. We will promote the || do more exercise. The campaign aimed to Iimit
4 T in our stores and we  the twin epidemics of obesity and diabetes.
problems now affecting

will sell a range of products displaying (@D e i :
the charity's distinctive logo. | ‘ Eolnttca e deRiic

For each product sold, we will | c

(3) e MONEY t0 the Arlette : B B B
Foundation, with a minimum | CASE STUDY: Woody Pens - Designed for the
i of £250,000. We are l | Environment

committed to being (5) .o Instead of making its pens from plastic, Goodkind
responsible. ‘ Pen Company uses wood scraps from focal furniture

makers, and its pens are designed to be refillable.

By carefully designing its product to be eco-

(B 2L Sl o and of high quality, it is mutually
(o) I — for the environment and the
consumner. Goodkind has made a product with a
super-green profile and, in the process, enjoys a high
level of satisfaction from environmentally conscious
consumers and companies with a responsible

(10) woerewrsrerecscscccn. pOlicy. Goodkind embraces
environmental (11) .

= e I Pl A W ol St

5.3 Complete the table with words from A and B opposite and related forms. Pur a stress
mark in front of the stressed syllable in each word. The first one has been done for you.

en'vironment
responsibly
society soctally
sustainably

Over 4o You

Think about the brands ‘,.ftI]!.t biuy. How does ethical marketing influence your purchasing
tlecisions?
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The market environment

6.1 Decide whether the following market environment characteristics are micro factors or

. . ro factors. Look at A and B opposite to help you.
The micro environment macro PP pYy

Learnmarketing.net provides information for marketing students. Its website says the

followin, i i ; . : ; ; e
owing about the micro environment; 1 High unemployment in a regton reduces spending on leisure activities,
R e = 2 The internet has opened up new distribution and marketing channels.
EFNS R LT w.learnmarketing.net 0. — ] ; :
. = A B REHE T O - — 4 — r 3 Good relations between a supplier and a company mean that goods are
The following factors have a direct impact on the company and its stakeholders: consumers = always delivered on time,
. | harehold d i oo !
| employees, shareholders and suppliers. The company has an influence over these factors. 4 Legislation in European countries is restricting the right to smoke in
consumers A company must understand consumer needs and meet them, public places.
competitors | You must differentiate your brand from your competitors’. 5 Positive reports in the national press about a brand.
employees Employing the right people and keaping them motivated js essential. 6 The staff for the telephone hotline of an internet bank are trained to be
Training and developrnent play a key role in the service sector. polite and friendly.
media Positive or adverse (negative) media attention can seriously affect an H 7 During the FIFA World Cup, more snack food is consumed in front of
crganization. Consumer programmes on TV and consumer magazines the TV set.
that people read have a powerful effect on the marketplace.
shareholders | It is important to satisfy shareholders’ needs without harming the 6.2 Complete the action plans (1-6) and then match them with the micro factors (a—f). Look
brand in the long term. at A opposite to help you. The first one has been done for you.
- — X pp Py ¥
| suppliers anges in the price i i - . : . . :
I PP ges In the price or quality of raw materials - for example wood, or 1 Convince shareholders that the best way to .....58&f4___ their needs in the long term is to
| metals - will affect the marketing mix. Good relations with suppliers will : :
| make business easier | invest in research and development.
‘3 2 Carry out market research to better ... needs and desires.
S I R _ . . 3 Prepare a press release for a e magazine about the launch of a new product.
' r ; 4 Build and mameain good ... bY always paying on time.
n The macro environment: STEP analysis 5 Do a SWOT analysis to assess hOW L0 ... your brand from your competitors’.

A STEP analysis (also known as a PEST analysis) looks at sociological, technological, economic 6 Implement a training and ........cc.coceee plan to motivate and keep good members.

and political factors in the market environment on a macro level — often looking ar a particular
| courntry or region. The relationship between the company and these factors is indirect. This is a
STEP analysis for an online supermarket in Britain.

e sharcholders
f suppliers

¢ employees
d media

a competitors
b consurners

SOCIOLOGICAL FACTORS

6.3

Complete the STEP analysis of France. Look at B opposite to help you.

Dominant religions: Mainly Christian, with significant minorities in some regions. '- France is a member of the European Union and as such has trade (1) with
Special diets in some areas. the other members. It has one of the worst unemployment (2) ... in Europe
Leisure activities: Watching TV, cooking, socializing. LI and the government is keen to bring this down.
Gender roles: Now that younger men shop as much as women, we need to target both sexes equally. | . ; ;
Birth rates: Birth rates are continuing to decline, with fewer babies bom every year. France has one of the highest (3} e rates in Europe (1.9 children per woman)
ﬁzrtgrage life fexp_ectancy: This is increasing so we should think about products for older customers. | and a large proportion of French mothers go back to work, reflecting changes in

itudes to foreign products: Consumers like to experiment with foreign food and drink. 3 roles. Men are almost as likely as women to do the shopping for the

Opinions on environmental issues: We should use only recyclable packaging and hybrid-fuel delivery vans.

TECHNOLOGICAL FACTORS

innovation and technological advances:

Production: New product lines and product fypes are continually coming onto the market.

Offer: We now offer a new service — ordering by mobile phone.

Distribution: Online ordering has changed the way supermarkets operate, We no longer need actual shops.
Communication with consumers: Broadband internet connections make it possible to include more product
photos on our site. We could even think about adding video.

ECONOMIC FACTORS

The economic forecast is good:

Interest tates: stable at 5%

Unemployment rate: less than 9% of people are out work
GDP (Gross Domestic Product); growing steadily

POLITICAL FACTORS

Pol[ijtlifcal stability: Very good. Consumers feel relaxed about the poiitical situation and ready to use consumer
credit.

New tax / business legislation: No changes to the law for our business sector in the near future.
International trade agreements: We can import products from the EU without paying extra import duties.

Professional Engiisht in Use Marketing

family and take care of the children,

The dominant (3) ... is Catholicism, but there is a large Muslim community.
The religious beliefs do not significantly affect the marketplace, except at Christmas and
Easter time when the demand for Christmas trees and chocolate increases dramatically.

Internet penetration is high: most households own a computer and have high speed
internet access. This has opened up new channels of (6) ....coo.............. and there are now
several internet grocery stores.

Nearly all teenagers own a mobile phone and they are increasingly using SMS messages
to keep in touch with their peers. Marketing campaigns are beginning to exploit this hine
Of (7 o by sending SMS messages to their audience.

Over 4o You '

Prepare a STEP analysis for the country or region you live in.
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7.1 Complete the copyright information from the WWTF-UK web page. Look at A and B
opposite to help you.

n Legal definitions =

The World Intellectual Property Organization gives the following definitions: <+ |[ e+ | http://www.wwf.org.net ‘__--u.»

Legal aspects of marketing

The Panda symbol ~

The WWF panda symbol is @ {1} .......cccovsenee. trademark and is subject to D
It must not be used or reproduced without (3} ... -

Intellectual property refers to creations of the mind: inventions, literary and artistic
works, and symbols, names, images and designs used in commerce. Intellectual property
is divided into two categories:

} 1 Industrial property includes patents, which give the exclusive right to make, use and sell an
invention in a given geographical area; trademarks (words or symbols that differentiate a
company); and industrial designs. A granted patent gives patent protection for 20 years in

the UK. Afrer that time you must renew the patent. In order to trademark, or register your 7.2 Make sentences using one part from each column. Look at A and B opposite to help you.
trademark, you will need to complete a registration process.
2 Copyright protects literary and artistic works. Copyright protected work includes novels, 1 Patent must read and agree to the terms renewed regularly.
’ plays, films, musical works, artistic works such as drawings, photographs, and architectural 2 A granted protection gives a company the to a lawsuit.
designs. Copyright protected work is said to be subject to copyright. exclusive
Note: The copyright symbol: ® 3 Wilful trademark copyright cannot be used without | right to market a product.
The trademark symbal: ™
| The registered trademark symbol: @ 4 Visitors to the website | patent must be permission.
_’ Legal problems "
R . . . 5 Material that is infringement may lead and conditions.
Legal problems may arise if another person has used copyright protected work without subject to
the copyright owner’s (or holder’s) permission. The UK Patent Office says:
‘Intellectual property (IP) crimes include counterfeiting and piracy. Counterfeiting is 7.3 Complete the newspaper report and then match the problems (a—) with the offered
’ deliberate or wilful trademark infringement and piracy is wilful copyright infringement, solutions (i-iii). Look at C opposite to help you.

Infringement means reproducing copyrighted work without permission from the IP owner.”

’ If a trademark or copyright holder believes that another person has made unauthorized FIGHT FUR YDUR RIGHTS WHEN A DE AL GO Es WRUNG |

use of a trademark or copyright, then this may lead to a lawsuit, where one company
takes another to court to enforce the trademark or copyright. The infringer, the person By Ruki Sayid
who has broken the copyright, may have to pay damages or compensation to the

i 1 S ash, but thy Which? answers:
trademark holder, normally financial. Stores do their best to part us from our cash, but they

are not always as friendly if a (1) e i As you did not buy the machine yourself,

Mfosr c01‘npa1;fy. Websites i}zlcllfde a page called tflrms and COdIlditiOd]lls. or crglggrright ; is defective. We have teamed up with consumer A Sl a1 e A
i OI'p’llathIl. 181tors to t e sie mus_t ‘agree to the terms and conditions. e terms an watchdog Which? to offer some help. e s ke
conditions usually contain what a visitor may download or take from the web page _ : :
isclai : a The iron I bought was faulty and I was given a Consumer Protection Act 1987 for
and post or upload to the web page, and a disclaimer to say the company is not legally ; s d
i i i replacement, but that also stopped working after ()-SR to your house and arty
responsible for the misuse of its web pages. : - 4
a week. The shop has refused to exchange it, (3) v, IDjUEY. Your parents,
[ saying the second iron was a gift. Is this correct? however, can claim for the machine from the
The Consumer Protection Act A A 3 _ %ok
The Consumer Protection Act is a law in the UK that protects the consumer from faulty b My parents POUght i e .. . Y
i present but it exploded when we were out. The i Try contacting the trading (4) oo
‘ or defective products, or products that are not as safe as they are generally expected to . f y : ;
i i ; : smoke and fire damage is extensive. Who is officer. He / she is responsible for
be. Consumers are legally entitled to goods of a satisfactory quality. Producers, suppliers e e &) oF the Consurher Prorection
and importers are liable for — that is, responsible for - the products they sell. Death, USRS A e AT
personal injury — involving physical damage to a person — and damage to private property ¢ 1have written many letters to a local supermarket !
are covered under the act. after having found hits of glass in their fresh jii  No, you are legally (6) .ovrcnrrner. [0 g00dS
fruit. 1 still don’t have a satisfactory response. OF & (7) woovemmmrerrnemsmmrerneacencens GEALLY,

Enforcement of the act — that is, making sure the act is respected — is the job of the
trading standards officer. Businesses need to monitor and contro] their produce to make — . : .
sure they are fulfilling, or carrying out, all safety regulations.

A central part of the law is product liability, which means that any person who is injured +
or physically hurt by a defective product does not have to prove a manufacturer negligent Over 10 ﬂﬂf-‘ 7 ik
— that is, at fault — before suing, or taking the manufacturer to court. Think about intellectual property owned by your business, school or family. What is it, and

how is it protected?
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Research 1

Types of research

Marketing research is the process of gathering information about a market, analysing it
and interpreting it. Although the term market research is often used to mean the same
thing, technically it only refers to research into a specific market. Consumer research — used
to discover behaviour patterns (how people act) and customer needs (see Unit 20) — is an
essential element of marketing research. Motivation research investigates the psychological
reasons why individuals buy specific types of merchandise, or why they respond to specific
advertising appeals.

There are two main methods of consumer research:

m desk (de:sktop) research. or secondary research: an analysis of the information you can
find ea.sﬂy without leaving your desk. Examples include the internet, books, newspapers,
magazines, and government statistics.

= ﬁgld research or primary research: involves talking to people and finding out what they

think ab(?ut a market, a product, a business sector, etc. It is usually carried out by market
research institutes.

Consumer research can be either qualitative or quantitative. In qualitative research,

small group d13cuss10n§ or in-depth interviews with consumers are used to understand a

grobl(efm better. ?uanmtatlve research involves collecting, or gathering, [arge samples of

ata (for example, on how many people use different isti

o examim,n » 1y p hp : Rroducts), fol.lowed by statistical

. ‘ 1g, or analysing, the data. Quantitative research is often used to

investigate the findings from qualitative research.

Note: The singular noun is (an) analysis, and the plural is analyses. Data is used as both an

uncountable noun and as a plural noun. The data is interesting. The data show interesting

trends. The activity of analysing data can also be referred (o as mining data.

Research methodology

A student has made notes while reading a book on marketing research techniques.
PR PR PP PP P

I
Focus groups: small groups from the taraet group plus cne moderator to mediate or run ‘
the session. The mederator prepares questions for the session.

Package test: used to test ideas For new packaging, could be in a focus roup. ‘
Taste test: used to test what consumers think about new favours. ’

Howe test: consumers try the products al home, in a real situation.

A self-administered questicmaire is completed (or fled in) by the respondent, and an li

interviewer—administered questionnaire is flled in on behald of the respondent by an
interviewer. i

Telephone surveys are carvied out by telephoning the respondent and asking questions. |
A wmail Survey is mailed t0 the respondent, who completes it and posts it back,

: s |
Online Surveys are administered on the internet. r!

‘Mﬂsierg shopping: a person poses as a conswmer and checks the level of service and hygiene I
ih o restaurant, hotel or shop.

Cmnibus surveus: a market research institute carries cut (or conducts) research for
several companies at the same time. A long survey is given 10 respondents; some institutes

have a panel of existing respondents who are accustomed 10 answering the SUrveys. I‘

22
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8.1

8.2

8.3

Match the types of research in the box with the research problems below. Look at A and
B opposite to help you.

desktop + secondary
motivation + primary

1 The R&D department want to know why people buy mobile phones so that they can develop
a new model that answers all the major needs.

2 The design team want to know how consumers feel about the new layout of the company
website before they finalize and launch the new homepage.

3 A manager wants to have financial data on her company, her competitors and the economy in
general,

4 The marketing team want to have a lot of data on their consumers: age, shopping habits,
email address, etc.

qualitative + fleld
quantitative + primary

Complete the sentences. Look at B opposite to help you.

1 A lot of marketing research institutes carry Ut ... SUrveys. They ring people at
home and ask them questions.

3 is a small discussion group, led by a .o who asks
questions to get detailed and qualitative informarion.

3 A marketing research institute may prepare a lengthy ... SUrvey which it posts to
consumers at their homes. These ..o surveys have questions from several different

companies on them.
4 Some questionnaires are completed by the ... (s€lf-administered questionnaires)
and some are completed by the INEIVIEWET (e qUESTIONNAIEES).
B et et surveys are usually carried out in-store to assess the levels of
service qualiry and cleanliness.
B A . teSE is designed to find out what consumers think about packaging, and a
v tEST 1S to find out what they think about the flavour of a product.

Cross out the incorrect sentence in each group. Look at A and B opposite to help you.

i 4

a We carried out the research last week. a It can rake a long time to mine data.

b We conducted the research last week. b It can take a long time to carry out data.
¢ We collected the research last week. ¢ It can take a long time to analyse data.

2 5

a The respondents completed a questionnaire, a We are filling in three focus groups.
b The respondents analysed a questionnaire. b We are mediating three focus groups.
¢ The respondents filled in a questionnaire. ¢ We are running three focus groups.

3

a We must run the data quickly.

b We must collect the data quickly.
¢ We must gather the data quickly.

Over 4o You "“

Think about how you would ¢ ‘- out markel research for a
completely new product (for example, a light bulb that works
without efectricity]. What kind of research would you conduct

during the development phase of the product, and what kind just
before the product launch?

Professional English in Use Marketing
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Research 2

Describing survey results

There are number of different ways to talk about survey results.

g the need to ...

Recent research :g?i;gtzl(ts(; ) that the respondents feel strongly about ...

The survey reveal(s) that the trend is upward T/ downward | ...

| The latest figures show(s) satisfaction with the service — people are happy with it.

The key findings suggest(s) dissatisfaction with the product range — people don’ like it.
58 that our consumers would prefer to see ...

A mere 5% said taste was very importarnt.

Ten percent of the claimed taste influenced their purchase.

Over half respondents cited taste as an important part of the decision to buy.

Almost 60% P rated the new raste better than the old one.

Nearly two thirds thought the taste was much better,

Note: The key findings are the most important findings.
We use mere when we want to emphasize that the amount is not large, or not impaortant.
For more information on talking about figures see Appendix Il on page 110.

Understanding trends and changes

Maggie Potters has just completed a survey of consumer ratings for a brand of mobile
phones and is making a presentation to the phone manufacturers.

70

60

50

40

30 o /

20 - =

Approval ratings

10

Years

“The graph shows consumer ratings of the product over a ten-year period. You can see
that after the Jaunch of the product the ratings rose to 33%. The trend was stable until
the arrival of a major competitor in the market. This led to a slight fall in approval
ratings. The relaunch of the brand invigorated the product and so you can see ratings
rising to 60%, the ratings doubled. However, reports in the national press have had a
negative effect on the brand image and approval ratings have plummeted. Compared
to the same period last vear, a significantly higher number of consumers have a low
opinion of the product and the brand image. The percentage of dissatisfied respondents
has trebled. Although this seems to be very negative, your initial guesstimates, your
predictions before you had the figures, were much worse.’

Professional English in Use Marketing

9.1

9.2

Rea
the

d the extract from a survey of blog readers by Blogads, and correct any mistakes in
sentences below. Look at A opposite and Appendix 1II on page 110 to help you.

Anh . |
14 W E‘} hitp: //www biogads.com , 7 nLCr . d

| Thanks to the 17,150 blog readers who responded to our survey!
This survey shows that blog readers are older and more affluent than most optimistic guesstimates:
1% of blog readers responding to the survey are over 30, and 75% earn more than $45,000 3 {
year.
Moreover, blog readers are even more cyber-active than we'd hoped: 54% of their news
consumption is online. 21% are themselves bloggers and 46% describe t‘hemsehfes as opinion |
makers. And, in the last six months, 50% have spent more than 550 online on books, and 47%
have spent more than $500 online for plane fickets.
Blog readers are big media consumers: 1% subscribe to the New Yorker magazine, 15% 1O the
Economist, 15% to Newsweek and 14% to the Atlantic Manihly. They are also far more male - 79%!
- than we expected, versus 56% of NYTimes.com's readers.

Y

1 Three quarters of the respondents earn more than $45,000 a year.

2 Almost half of their news consumption is online.

3 A mere 79% of respondents are male.

4 One out of two respondents has spent more than $50 online on books.

5 The survey suggests that all bloggers are over 30.

Complete the description of the graph. Look at B opposite to help you.

600

& 500

T 400+

% 300

€ 200

Z 100

0% 5000 * 2001 2002 ' 2003 2004
Years

The graph represents intentions t0 buy (1) e a fve-year period. The new insurance
policy was launched in 2000. After the launch, the intention to buy (2) s s_harply..
PN () J— higher number of consumers expressed a strong interest in the policy. This
upward trend was (4) s for a two-year (5) . - 10 2003 the company

started to suffer from a damaged reputation, following allegations of illegal trading on the stock
market. This is reflected in the number of intentions to buy, which {6) ..o JUST before
the company name was changed and the policy dropped.

Over 4o You ‘
Look at this extract from the blog reader survey mentioned in 9.1 above. Describe the
results of the survey as if to your team or Inanager.

Have you clicked on a blog ad? Response Response

Percent

Yes 66.7%

No 22.4%

Can't recall [ — 1 10.9%
Total Respondents

{Skipped this question)

Total
10161
3412
1661
16234
1925
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m New product development 2

11.1
' Product development
£t optimization Commcialization
S vorktion
| Companies need to organize their workflow efficiently to move quickly through the new
‘ produc;t development process and beat the competitors to market — thac 1s, get to market
first with a successful product lannch. Efficient product development processes increase
the {:hance of doing well, or likelihood of success. The amount of time a new product or
service spends in the development pipeline — or how long it takes to develop — is referred
’ to as time to market, 11.2
During the process, the project team, made up of a project leader and the people needed to
complete the project, completes key activities (for example, carrying out market research) to
adva_nce the project and collects information to manage risk — to make decisions thar will reduce
thfa risk of failure in the future. Prioritization decisions are made to identify the most important
things to do next and resources are allocated to the best projects. An action plan, a list of what
. needs to be done next, is defined.
- 3 - 1..
l‘ Product development and optimization T — E=
Many product concepts exist only as a description — a i \
drawing, or a very basic model known as a mock-up. .
” For example, car makers prepare clay models of new car -
designs. Product modelling uses CAD (computer aided .
design) to turn ideas into 3D representations. The R&DD 3
’ team creates a prototype, a first example of the product,
to test its functionality and to eliminate product flaws.
Prototyping helps cut costs and allows for market testing. ~ Clay model of a new car design
For software, the first stage is an alpha test, where the program is tested by company employees 11.3

I fo remove any errors, or bugs. Then the software is sent for external testing; this is known as
beta testing.

Product optimization studies are carried out to improve the product or service as it is being
developed. They may include sensory research to evaluate how a product smells, tastes or feels.

Test marketing

The next step is to collect information on how the proposed product or service will
perform in the marketplace. The company tests the product and its marketing plan on

a small test market before a full launch. This allows the company to forecast or predict
sales, uncover problems with the product, and to fine-tune, or adjust, the marketing plan
(see Unit 4). The amount and type of testing depends on the costs and risks of introducing
the product.

Commercialization

Commercialization, also known as market introduction, is the final stage in the new product
development process. The distribution network and marketing communications action plan must
be ready by the launch date or commercialization date — the date the product goes on sale, The
company may launch the product simultaneously in all markets or prepare a step-by-step market
rollout in different cities and countries.

Note: For more on distribution, see Unit 28.
For more on publicity and promotian, see Units 32-43,
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Make sentences using one part from each column. Then march the sentences (1-5) with

the stages of the development process (a—c). Look at B, C and D opposite to help you.

EWC should carry date and now need to prepare the distribution | plan.

2 We have completed the alpha rollout across research.
3 The results will allow us to fine- | test and are now ready for beta network,
4 We have planned the market tune our marketing testing.
5 We have set a launch oul SOMme sensory Europe.

a test marketing
b commercialization
¢ product development and optimization

Complete the description of product development using words from the box. Look at A,
B, C and D opposite to help you.

date forecast manage prototype resources time

flaws launch product representations SUCCESS
After we get the OK for the product concept we need to allocate (1) oo t0 the next
stage: product development. We start by (2) e modelling, We have to create a
(3) i which we use to identify and eliminate product {(4) ... In order

to increase the likelihood of (5) . . We use CAD to create 3D (6) s -
Although there is always pressure to reduce our {7} .....oeevccrmnn to market, I think it is
Important to {8) ... tisk well so that the product launch is a success. Ac the end of the
product development and optimization stage, the project moves inte test marketing, used to

(D) s Sales, In the last project we worked on, we carried out a test of the market
before the full {10} e . At the end, a commercialization (11) e, is set and
the product is launched, successtully we hope.

Correct the mistakes in the sentences about the launch of PS3, Sony’s gaming console,
using words from A, B and D opposite.

1 PS3 spent a long time in the development pipe.

2 The marketing introduction stage did not go smoothly for PS3,

3 The original launch day for PS3 was in the spring.

4 The action rollout in Europe for PS3 was delayed.

5 The launch event in France was a failure because the marketing communications
test plan was poorly prepared.

6 Sony is also launching an international e-distribution net to provide online content.

Over 4o you '

Present the different stages of product development. Use a fictional or real product to
ilustrate your tall.
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[”4 Brainstorming

.n The brainstorming session

30

Brainstorming is a technique used by marketers during product naming to find new

names for products, or during product development (see Unit 10) to find new products
and to generate ideas.

There are three roles for participants in a brainstorming team: leader, scribe and team members.

Before the session, the leader needs to define a problem statement — for example, ‘how to sell
more of our biscuits’. The problem statement needs to focus on the aim of the session, but it
must be open enough to allow innovative thinking.

The leader must also set the ground rules for brainstorming:

® All ideas are welcome. During brainstorming sessions, no judgements or criticisms should
be made of ideas. Do not criticize ideas. Do not evaluate ideas. They can be modified later.

@ Change involves risk-taking, so it’s important to be open to original ideas. The quantity of
ideas (how many there are) is more important than the quality (how good they are).

® There is no ownership of ideas — the ideas belong to the group. Participants should
‘hitchhike’ on, or build on, other people’s creative ideas.

The scribe needs to write down, or note down, every idea — clearly, where all the team
members can see them.

Brainstorming techniques

You may need to get the creative juices flowing {get people thinking more creatively), and
encourage people to think out of the box — look at a problem from a new or different angle.

One common technique is to use a random word as a starting point for possible solutions.
There are many random word generators on the internet,

Michael Michalko is a creative thinking expert. He uses a technique called combinatory
play. Random words are listed and then put together. You play with the combinations
until you find a promising new combination. For example, suntan lotion and insect

repellent combine to form a new product — one lotion that protects against both the sun
and insects.

One final technique is to ask novel questions (new or different questions) that will
stimulate creative answers, for example: “Which noises do you associate with pencils? or
“What other uses do people have for pencils?

Suggesting and building on ideas

During a bramstorming session for the name of a new toothpaste, the brainstorming team
say the following things:

This is probably crasy, but what about using an animal name for the paste?

eSS =5 = e #

Interesting suggestion. Let's g0 back to Sallys idea about using the word cool’.

F

“Cool White' is a q00d name. It makes me think of white teeth.

[t's a bit obvious, isnt &7 Just a suggestion — couldnt we try a different colow? Blue perhaps?

Ive got ! 1 have the perfect solution. _ 1§ we combine idea with Sallys,
— — ./ we'll have ‘ Cool Blue'.
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12.3

12.4

) B

Choose the correct words from the brackets to complete the brainstorming rules. Look at
A and B opposite to help you.

1 It’s a (brainstormer / brainstorming / brainstorm) session. The purpose is to (generate /
evaluate / generalize) ideas. _
2 Please don’t (criticize / define / diagnose) or judge the guality of other people’s ideas. o
3 We're looking for quantity, rather than quality. We can (modernize / moderate / modify) ideas
4 g\ifd (up / over / on) each other’s ideas. It is this building of ideas that leads to (outer /
out of / over} the box thinking and fantastic ideas.

Complete the sentences {1-4), and then match each sentence with the participant who says it
in a brainstorming session {a—}. Look at C opposite to help you.

1 3

! R i) ettt i all

70 I S
= = the ideas. Thanks, everyore.

Thanks, John. Leb's 90 oo

OK_ everyone, try to stay focused
1o Peter's idea about the ... |

a the leader
b the scribe
¢ a team member

Match the two parts of the sentences from a brainstorming session. Look at A and B
opposite to help you.

a risks — no one will criticize you.

b session,

¢ word is ‘butter’.

d statement [ emailed you.

e rules before we start.

f thinking for a new product name.

1 T'd Yike to remind you all of the ground

2 1 hope you've been thinking about the problem
3 Today we need innovative

4 Don’t be afraid to take

5 So, the random

6 Thanks for a very productive brainstorming

A company called Speechmark is brainstorming ideas for the title of their internal newsletter.
Complete the sentences. Look at C opposite to help you.

1 Today we're looking for a two-word title for the newsletter, You all know the ..
rules — ler’s get started.

2 Tere’s a list of keywords to get your creative ...

3 e we use the company name in the title?

4 Good suggestion. What .. the other word?

B JUSE @ woommrrss — COULD’E We try “inside’

6 like that — it i me think about being at home.

7 80, if T those two ideas, we'll have *Speechmark Inside’.

e flOWINE,

Over 4o You ‘

Brainstorm a new product for the silver market (see Appendix V on page 1_1:2’_!- Use a
random word generator from the internet to help you get your creative juices flowing.
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Product and service types
Product types

Raw materials - such as cotton, gold and oil - are used to make, or manufacture, other
products. A group of refated products made and marketed by a manufacturer is a product
line. There 1s usually a logical grouping of products ~ for example, Faber-Castell produce
writing instruments, both high quality pencils for children and adults, and also high

(J quality pens. A product type is a group of products offered by different companies which
are technically similar. However, there will be variations in terms of price, appearance
and marketing. A good example is cosmetics and make-up. A product class is a group of

| products that may be considered as substitutes for one another. H&M and Zara clothes
are in the same class, Christian Dior is the same product type but not in the same class.

BER  Word combinations with ‘goods’ and “products’

»

13.1

Complete the magazine article. Look at A opposite to help you.

Artificial diamonds may outsparkle genuine articles

Diamonds, one of the world’s most beautiful and
SOUGNE-AFLET (1) v v
are now facing stiff competition from artificial
gems,

Apollo Diamonds, based in Boston, and Florida-
based Gemesis both (2) .o artificial
diamonds with equipment that replicates the
high pressure and temperatures found within the

is atlracting interest from jewellers and
(4) e O sS€Mi-cONdUCEOTS,

De Beers Diamond Trading Company denies
claims that the artificial diamonds are in the
SUNE (5] rrmnai. S M s an L LM widy as natural
diamonds. Natural gems ‘have a mystique and an
emotional value to them with which synthetics
can never compete’, said Gareth Penny, of

convernience | . . . .
. = products with a high turnover and relatively low price,
fast moving consumer
such as table salt or shampoo
consumer packaged
white = major household electrical goods which are usually white,
such as freezers, washing machines and dishwashers
brown = major household electrical goods that are not usually
i white, such as camcorders, televisions and DVD players
) oods — ;
perishable 8 = goods that have a limited shelf life and must be consumed
relatively quickly, such as fresh fruit, fresh meat and eggs
durable / hard = goods that last for a long time - they cannot be easily worn
out or used up, such as cars, furniture and white goods
nondurable / soft = goods that are used up or last for less than three years —
for example, perishable goods, consumable supplies such as
J CD ROMEs, or ink for a printer
green = products that are not harmful for the environment (see Unit 3)
generic = products sold without a brand name, usually in a supermarket or
products in a pharmacy as alternatives to brand name drugs (see Unit 16)
healthcare = products that are beneficial for your health and well-being - for

example, vitamins and plasters

Note: The expressions fast moving consumer goods and consumer packaged goods are often
abbreviated to FMCG and CPG. Perishable products and goods can also be called perishables.
Durable goods can also be called durables.

Types of service

A service is a non-material good, provided by a company or an individual.

Common service types are:

childcare (childminders, kindergartens)

financial {(banking, real estate)

consulting (business and financial advisors)

risk management (insurance and security)

cleaning and maintenance {office cleaners,
gardeners)

education and training {private schools,
adult colleges)

healthcare (doctors, hospitals)

hairdressing (small salons and large groups)

telecommunications (mobile phones, fixed lines)

entertainment (cinemas, theatres)

tourism (hotels, airlines)

marketing and advertising (consultancies and
agencies)

32 Professional English in Use Marketing

earth. This New (3) ... s € BEETS.

13.2 Make word combinations with goods and products using words from the box. One word
can be used twice. Then match the word combinations with the pictures (1-7} below.
Look at B opposite to help you.

healthcare nondurable  perishable  white

brown convenience hard

Over +to You {
Keep a purchasing diary for a week and note down all the product and service types you
buy. Which ones do you spend most money on? Which ones do you purchase most often?

Purchasing diary

Quantity | Brand Item description

! Danone | Four pack of aatural yoghurt

Professional English in Use Marketing
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14.1 Put the words in italics in the correct order to complete the sentences, Lock at A and B
opposite to help you.

Product life cycles

The Boston Consulting GrouP Matrix 1 Boston Consulting Matrix The Group is used as a planning tool.
The Boston Consulting Group Matrix was devised in the 1970s as a planning tool for marketers 2 It concerns the cycle life product. _
to help them analyse their product lines and decide where to allocate money. Market growth 3 A product with a market relative high share and market growth rate low is a cash cow.
rate, the speed at which the market is expanding, is plotted against relative market share — the 4 Cash cows can be used to fund development research and for new products.
percentage of consumers in the market that buy your service or product. Products or services 5 Stars may cash high flows generate but are not always profitable.
|_ have either high or low market growth rates or relative market shares. 6 Dogs may cash negative flow generate.
| 7 It may be necessary to line the drop. . N
Im Inside the Boston Box 8 Question marks will consume resources before a return mvestment on giving.
! In the matrix, products or services are divided into four 3 ) . . ;
different types. They relate to four stages in the product z % stars p;?ilzlem 14.2 Decide where the following services can be placed on the Bostpn matrix: as question
life cycle (PLC). g SIAEEY mark / problem child, star, cash cow or dog. Look at B opposite to help you.
| Note: Problem children are also known as question marks; % ! ;__ — | 3 A ‘Afxqﬁ
et " " | K B T S
stars are also known as rising stars. S 2 | cashcows dogs Network pl“ﬂtEL"tlDl’l ‘ m 72
- Protect your network from hackers ' e
high low | and viruses. SUMMER SALE
relative market share ’ Contact us today for the latest in BODK NOW
network protection. Visit our online store to find reductions on
| Stage of PLC  Position in the matrix i Naw over 5,000 happy clients. weekend breaks in North Wales
\ Product Problem children are products or services that are not yet established, or Join the fastest growing safe onfine H”;;"f;vj:::; ;ﬁg“;ﬁj:i;;i’::;i
launch well known, in the market. They will consume resources — for example, time , community. Offer ertds October 3ist
or money — before giving a return on investment (ROI). In some cases these
| products or services may never be profitable — make the company money — 4T e
especially if they are in a slow-growing business sector or a saturated market, 2 . . =
such as diet drinks or the mobile phone market. Join The Diet Club New service
Growth Stars have both high market growth rate and high relative market share. Lose weight quickly and safely You can now raise money for
These products or services are probably in a fast-growing business sector. Millions of shmmer clients your favourite charities by using
;Fhey %eneratﬁ high cash‘ﬂows,clin_lt a;:le not always profitable. Profitability Read their testimonials CharitySearchClick.com. All you need |
| - cpends on the an?oum m?em In the star . The Diet Club: trusted nutritionists ‘ to do is use CSC every time you !
'I Maturity Cash cows have high relative market share, but little market growth. They delivering sound advice search on the web, and we will donate
are products or services that consumers know, trust and consume. They for generations half fitt (B arad Shor
generate profit as they don’t need much investment. They can be used to feed =1 OUNRIDULLD YAOLEEIe ¥
research and development for other products. Try it today and tell your friends.
‘ Decline Dogs are products or services that have low relative market share and low
market growth. They consume resources and do not create profit. They may L ,
generate a negative cash flow — that is, they make a loss. The best course of 14.3 Find nouns and expressions in A and B opposite that can be used to make word
action is to raise prices to maximize income, known as harvesting, before combinations with the words below.

finally dropping the line — taking the product or service off the market. | T T s

F
Introduction  Growth Maturity Decline
&
A -
L b
Over 4o you ‘h.
Search on the internet or look in a supermarket for products and services to complete a
: Boston Box, Try to find at least one example of a star, a problem child, a cash cow and a dog.
Time " The preduct life cycle
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Selling products and services

n The seller

The sales force (see Unit 31) are the people who sell a product or sell a service. Their
goal is to close a deal and make a sale. These people are trained to push back, or counter,
arguments against their sales pitch (how they try to sell to you).

The general term for a person who sells for a living is salesperson. However, several other
variations of the job title exist, depending on the job itself. For more information, see
| Appendix I on page 108.

D The purchaser

| Type of selling

Description of purchaser and supplier

A purchaser (or buyer) in the procurement department is employed
by a company to get the best deal from their suppliers (the lowest
price or best payment terms).

business to B2B
business

Retail buyers work for supermarkets or other types of retail outlet.
They negottate retail listings or supermarket listings with suppliers,
meaning that the retailer agrees to list the product as something they
sell. The supplier needs to secure a listing or get the products listed or
the outlet will not give shelf space to the product — that is, display the
product in the store.

Individual clients or customers buy from a shop or an online store
{see Units 26 and 30).

business to B2C
consurmmer

consumer to | C2C
consumer

Individual people sell to other individuals. The classified ads in local
newspapers are a good example. C2C has become more common
thanks to internet sites such as eBay.

Selling a service

A product is tangible, meaning it can be touched. A service, such as business consulting or
healthcare, is intangible and does not have a physical presence. Packaging your service to
make it look like a product is a frequently used marketing technigque.

A marketing student is making notes from an article offering advice on selling services:

service levels = differently priced
Levels of service, at different quality
levels

‘ & Package your different service levels. Create
bundles that are easily sellable and that

cater to your customers’ varying needs
and budgets. A high-end package for a car

{ maintenance plan may include picking up
the car for service and cleaning the interior.
A low-end, prepaid package could include
a reminder phone call for service and an oil
change. These levels are differences in the
actual deliverables and the total value.

bundles = services i oroups that are
soldl together

actual deliverables = what the
CONSUAMEY veneives, e a clesn car

total value = the suwe of the value of
the tndividual services bn the bundle

Combine services to create a new offering.
For instance, as a marketing consultant, you
could join forces with a copywriter and a
graphic designer to create a ‘Business Start-
up Success’ package.

]
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15.1

15.2

15.3

Complete the sentences. Look at A opposite and Appendix I on page 108 to help you.

1 Our sales oo, is very effective. They sell a lot of products.

2 Asales ..o came to the office yesterday. I didn’t like his sales .o at all
— he just talked and ralked and didn’t listen to what I was saying.

3 Pmasales ... . T work for an insurance company in Geneva.

4 As soon as a customer walks in, I know if | am g0ing t0 ..o a sale.

Choose the correct words from the brackets to complete the advice for food and drink
companies on the Scottish Food and Drink website. Look at B opposite to help you.

Lo LSX 2 P 5

| I K4 { |i| Http://www.scottishfoocdanddrink.com =a-
Need to increase (1) ..o (retail buyers 7 shelf space} to grow the business but not
sure how? The first step is to secure (2) ..o {a listing / an outlet}, then you can target

growth through increased shelf space. However, space is always at a premium and success will
depend on a number of factors. Convince the (3) .. (retail buyer / procurement
department) that your product is worth more space by showing him or her what other retail
(@)oo, {listings £ outlets} in the local area are doing.

Two marketers are talking about how to market their investment services. Match the two
parts of the sentences. Look at C opposite to help you.

1 Let’s start by looking at turning the service into a product. Qur investment services are
2 Yes, we could try to create

3 I don’t know, our business is really too complicated for prepaid

4 Our clients really need us to cater

5 Well, we could think about different service

Do you mean high and low

Yes, and we could combine different services to provide a new

bundles of different investment services.

levels for differing budgets.

offering. Say, life insurance, real estate, shares, bonds, savings accounts combined into one
easy to manage portfolio.

intangible so it might be an interesting approach for our clients.

packages.

end packages?

to their individual budgets and needs.

moo o ~ o

L —horr o

Over to You
Create a sales pitch for a small
business. Think about how to package
the service and the selling points: Look
at the example to help you.

&

Weekly ar monthily cleaning. Equipment
checked and all chemicals included for
£65 a month. Chemical anly service £35
per manth. Fully trained pumg repair staff.
Call Phif on 07785 254872

£h

i NS

N
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m Branding 1

16.1 Complete the crossword. Look at A and C opposite to help you.

1

What is a brand? ~— T
Most companies decide to brand their products or services BRITISH AIRWAYS T | | | | l | l , ] !
by using a name, a symbol or a design to idencify it and [ |
differentiate it from the competitive set — that is, rival l3 E
brands. Consumers can easily recognize the brand and the
brand values — what it stands for {see Unit 18). F | l ] | ‘_I N
|6 7 ! l . J

FI L 1) O
L[] ]
B Branding -

A brand name is the name given to a product or a range
of products — goods of a similar type that are marketed
together, This may be the same name as the company

(for example, Coca-Cola) or it may be a different name
(for example, Apple’s iPod). The trademark is the legal
protection for the brand (see Unit 7), its logo (see Unit 44)
and its brand name,

o

A brand manager is responsible for branding — creating, maintaining and building a Across
brand. He or she works on all aspects of the brand: 2 To make your brand different from other brands, {13)
‘ 3 This type of brand i duced for and sold i R
the brand image | How the consumers see the brand: the values they associate with it. 5 A ry p __________________ bralflcli) 1;2 alllsif knc;‘;ln A SS: n;r;:;lfjrr(r;e;rkets rlabel. (3)
the brand essence | One core concept which defines the brand. It is normally expressed in a 6 A well-known product that best represents the brand. (8)
short phrase or just one word. A good example is “Volvo equals safety’. 8 A set of produets grouped under the same brand. {5)

the brand promise | The explicit promise the organization makes to its target audiences, 9 A type of brand that is less expensive than some similar products. (7)

including employees, about the quality and use of the brand. Down

1 Using a name, symbol, logo or design to identify a product. (8}

4 This type of brand is luxurious and more expensive than some similar products. (7)
7 The best-selling brand in a product category is the brand ..o . (6)

the brand vision The brand vision communicates where the brand is and where the brand
can go. It talks about the values the brand has today and the values it
will need in the future, as well as the communication tools needed to
achieve this.

16.2  Read what the brand manager says abour the brand and identify whether she is talking
about the brand image, essence, promise or vision. Look at B opposite to help you.

Word combinations with ‘brand’ ;

a premium brand | a high quality brand, more expensive than its competitors

It's fine contemporary chocolate.

an economy brand | a brand that is cheaper than its competitors 2 W

an own brand a brand that is made exclusively for the retailer that sells it; also known he; Jf,: i Coqsuw}j: i ?L“." chf?col‘a{e. %h‘e Y s, makiip g Al Y
s an own-label brand or a private label brand much they enjos the frer thinas in life. Its rlxboud: treating Uourseljf £o a moment

of indulgence. You can share the chocolate with someone close. [t's about P\easur'e.
a brand leader the best-selling brand in a particular market
3 1 1 It 3 1 1

a no brand a proFiu];:t thgt doesn’t have a brand associated with it; also known as a = hoawry, sure, but it's also really trendy and modern. In a recent Survey
generc brai consumers said our chocolate was (upmarkef!, {Cl(lSSljl and ‘distinctive .

the flagship brand | the brand for which a business is best known, and which represents its
- : 4

. Lmage most apprt?pnately Chocolate in general is considered to e bad for wour heafth and body. We need

co-branding two brands wqumg together to create a new product — for example, 10 convince our consumers that it can also be qood. It's full of magnesium and it's

Intel Corporation and Apple Computers Inc. nearly 0% pure cocoa content. It's a uxitryy product, 50 we will work on packading

Note: We can also talk about a flagship store or a flagship shop, and mauoe do some artistic colouwr ads in glossy maqasines, such as Vogue.

Over 4o Yyou l

Think about your favourite brand. Prepare a presentation of its brand image. Use
information from the company’s website.
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Branding 2

b 4l

17.1 Read the notes made during a brainstorming session on an online supermarket’s brand platform,
and say which part of the brand platform they refer to. Look at A opposite to help you.

Brand platform The brand platform 1 2 3 4
consists of ...
+ FrLedel(J Cheap Amus‘mg online ads Build consideration
the brand vision the brand mission the brand values Efficient Good quality Modern website design by direct emailing
(see Unit 16) — how to take action (see Unit 18) Careful Celinble Bright colours CAMPAIGA

on the brand vision

= furky, vouthful Develop retention
look,_ with special offers

the brand tone of voice — the language
the brand uses to convey its values
(serious, humorous, etc.)

the brand personality
— the human characteristics
associated with the brand

BB Brand management

Brand management, the application of marketing techniques to a brand, was first ased

by Proctor and Gamble in the 1930s. The brand strategy (see C below) shows how the
brand will meet its objectives. It influences the overall business strategy of a company

to ensure consistent brand behaviour, meaning what the brand does and how it acts in

all advertising media, and consistent brand experience — the exposure and interaction a
consumer has with the brand. Total branding refers to a consistent approach to brand
behaviour and brand experiences across all possible touchpoints — wherever the consurner
has a brand experience: TV, out-of-home, at a friend’s house, etc.

17.2  Match the examples (1-4) with the summaries (a-d). Look at C opposite to help you.

1 Apple invented the iPod. They started to market it.

2 After a successful launch, Google got more and more market share.

3 Coca-Cola created new products (Diet Coke, BlaK, etc.) vsing the same brand.

4 Beaner’s coffee changed the company name to Biggby Coffee at the beginning of 2008.
The new name appears on signs and marketing material.

a They rebranded.

b The brand became established.

¢ They launched the brand.

d They stretched the brand.
17.3 Decide if the sentences below are true or false, and correct the false sentences. Look ar A,

Brand strategy B and C opposite to help you.

A marketing manager writes an email about brand strategy to his contact in a
communications agency.

1 An advertising campaign is an example of brand values.
2 The brand strategy is a statement of the human characteristics of a brand.
3 Cinema advertising, packaging and website design are all examples of touchpoints.
_—=1 4 You stretch a brand when you start communicating in a new advertising channel.
5 A brand that uses the same style in all its communications is doing total branding,
6 Brand management, brand vision and brand personality are all part of the brand platform.

a8ne New Message

... Last year we launched the brand in a new market; this year we need to
establish the brand and make it stronger. It’s too early to rebrand - change the
name - but we could stretch the brand to include holiday reservations as well as
holiday insurance. This brand extension will help us to market the brand to new
consumers. Qur brand positioning of reliable holidays allows us to enhance the
brand, improving it in this way. ...

17.4  Label the sections of the purchase funnel. Look at D opposite to help you.

/[
/

Consumers like the product more than other products 3

Consumers know about the product &

Consumers think about buying the product -

More word combinations with ‘brand’

using the power of a brand name or part of a brand identity (colour,

using
similar natne, typeface, etc.) to build or launch another brand

brand leverage

maintaining protecting the value of the brand name c

brand equity onsumers always buy the product - [ 2
building increasing the number of consumers who prefer the brand over

brand preference another

building making sure your consumers want to buy your brand again and again

brand loyalty (also known as increasing brand retention) ; ‘.

building increasing the number of consumers who know about your brand Over to 4ou S

brand awareness

Aninteresting theory is that you can brand people. Think of a politician or a famous

person in your country. How would you advise this person on his [ her brand platform?

increasing the number of consumers who consider buying your brand
What changes would you suggest to the brand strateqy?

building
brand consideration
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Brand values

Common brand values

42

Brand values are the code by which the brand lives and operates. They express how the brand
wants to be seen by its consumers. Every brand has its own values, but there are some common
brand values, which can be divided into subsets:

Tr‘ us{ me.

A brand may be respected because it shows it is knowledgeable about, or has a very

good understanding of, its area of expertise (for example, computing or finance} or its
consumers. Many quality national newspapers have a strong heritage — they have built
strong, lasting values over many years. They are trastworthy and dependable brands,
often with an international outlook — reporting news from other countries. Some brands
speak about their trustworthiness — their integrity, honesty and responsibility — and act in
ways that are fair for the consumer and the environment. Qther brands demonstrate their
leadership qualities — the skills and knowledge to lead others. The Linux operating system
and some open source software organizations allow consumers to contribute to their
brand values: being accessible, diverse, inclusive and independent.

I am qood for you.

Customer satisfaction is key for brands that offer values like great taste, low cost, value for
money or good quality. Brands speak about flexibility, simplicity and practicality. Being easy to
use is a positive value. Some brands focus on a healthy lifestyle and are nutritional, fresh and
natural. Some brands show they are caring and want to look after their consumers. A good
example is the toy retailer Toys “R” Us, which includes educational as one of its values.

I make you fee! qood.

Companies can use experiences and qualities as brand values:

discovery: the brand helps you discover or find out about things

pleasure: the brand gives you an enjoyable experience

passionate: the consumer and the brand share the same passions or strong feelings
inspirational: the brand can inspire the consumer to think about new things
vibrant or fun: the brand offers amusing experiences

active or dynamic: the brand is enthusiastic and has a lot of energy; it is constantly
changing and adapting to tie consumer

tuxury: the brand promises high levels of comfort and beauty at a high price

[ am your COn{amporarnj.

Brands often mirror their consumers’ values with their own. Young and modern brands
will list in their brand values qualities like modern, innovative, creative and technological.
More traditional brands will give their values as classic, heritage, authentic and original.

Describing brand values

When describing brand values we can use both adjectives and nouns. We can say “We are
a modern and innovative brand’ or ‘Our values are modernity and innovation’.

For a list of adjectives and nouns to describe brand values, see Appendix IV on page 111.

Professional English in Use Marketing
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18.1

18.2

18.3

Florette produce a range of ready-to-eat salads and salad dressings. Read what they say
on their website about their brand values, and choose the correct heading from the box
for each section. Look at A and B opposite and Appendix IV on page 111 to help you.

1 Educational Dynamic Freshness

2 International Modernity Value for money

3 Innovation Naturalness Honesty

4 Pleasure Fun Knowledgeable
[ H L ey
<> f?] IP-G-—_] ' hittp://www. florette.com ~q. .

Florette is the undisputed European leader. This leadership is the result of a powerful brand
identity built around clearly defined values:

* (T} e, TNE production chain is kept as short as possible. Florette products are
fresh and crunchy!
= (D) . PrOQUCts are adapted to new trends and behaviour (snacks, lunch-
packs, etc.)
LI 1) B Healthy products, ready to eat or cook: eat well and be good to yourself
at the same time.
= () e OUE COllections cover all situations: from everyday meals to special
OCCasions. [+

Choose the correct word from the brackets to complete each brand value statement. Look
at A and B opposite to help you.

1 Qur (trustworthiness / outlook / flexibility) means you can easily adapt the service to your
needs.

2 We value (fresh / simplicity / inspirational) and we design our products with this in mind.

3 Qur product is (easy to be / easy to use / easy to cost).

4 We are (knowledgeable / luxury / heritage) about food.

5 We are a low cost, value for (lifestyle / fun / money) brand.

Complete the brand value statements using words from the box. Look at A opposite to
help you.

innovative Inspirational Luxury Respected
1 Techriology: we are e and creative from product concept to packaging and
delivery.
2 e : we have a strong heritage in our area and we are knowledgeable.
3 o £ We value creativity, ours and yours. Together we build a more vibrant world.
B o : we believe thar beautiful things have a high value and are worth the
investment.

Over 4o you ‘;

Think about a brand you buy. What are the brand's values and how do they reflect your
own values?
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Market segmentation

What is market segmentation?

Market segmentation identifies groups of buyers within a market who share similar
needs and demonstrate similar purchasing behaviour. Market segments are described by
demographics and psychographics.

Demographics
® Age group or age bracket: their age, for
example 21-25
® Sex: male / female split — for example, 75%
of Elle readers are women

Psychographics
@ Fducation: the highest
qualification that a person has,
such as a diploma or a degree
@ Attitudes and opinions: how
® Religion or ethnicty: Hispanic, Asian, a person feels or thinks about
American, white, black, Muslim, Jewish, etc. issues, people, brands, etc,
@ Income: how much money a person earns; @ Lifestyle: a way of life that
how affluent, or rich, they are reflects a person’s values and
m Life cycle: single, married, with children attitudes

How does market segmentation work?

Demographics and psychographics are used to target a segment by using data to build up
a customer profile — the image of a typical consumer. People can be targeted as individuals
or as a family group that lives together and makes up a household. Marketers use the
ABC socio-economic categories to target groups. In the UK this is known as ACORN,
which stands for A Classification Of Residential Neighbourhoods. For a list of categories,
see Appendix V on page 112,

ABs are a prized customer segment, as they have a high disposable income and strong
economic power — that is, they have money to spend. Housewives who stay at home and
look after the family are often the main shoppers for a household and are frequently targeted
by marketers for certain types of products. Marketing messages that appeal to singles
(unmarried people) will not be the same as the messages that appeal to the specific tastes of
people married with kids. City dwellers, also known as urbanites — people who live in a city
or a large conurbation or metropolis — will have different preferences from country dwellers.

Commuters travel to their place of work from the country or suburbs and
can be targeted on public transport or on out-of-home advertising along
roadsides {see Unit 35).

BrE: conurbation;

Common market segments

Although every marketing department has its own definitions and names for the market
segments they target, there are some common terms. In 1962 Everett Rogers described five
market segments in his book Diffusion of Innovations:

Early adopters
Early majority

Late majority

Innovators create something new and start a new trend.

Early adopters identify trends early and like to be associated
with the start of a trend.

Early majority follow the trends set by the early adopters.

Late majority follow the trends that have been tested by the

early majoritv.
L Laggards are the last group of people to buy a product or brand:
aggards : :
indeed they may never buy it.

Market segments may also be divided according to professions, lifestyles or age groups. For a
list, see Appendix V on page 112.
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AmE: metropolis

19.1

19.2

19.3

Delete the incorrect word combination in each group. Then use the correct word
combinations to complete the sentences below. Look at A, B and C opposite and
Appendix V on page 112 to help you.

1 2 3 4

a Customer segment a early adopters  a market adopters a married majority
b customer household b early majority b silver market b late majority

¢ customer profile ¢ early market ¢ market segment ¢ early majority

.. like to try out new trends and products.

e 16 getting bigger as people live longer.

cnsssesesssessss e s ATY. products that are well established in the marketplace.
4 Companies can build up a . o, USINg market research.

Complete the text describing market segmentation for children’s art supplies. Look at the
page opposite and at Appendix V on page 112 to help you.

Kids’ arts and crafts market growing

Kids’ arts and crafts is brighter than ever, say many retailers. "This (1) o

| segment is growing without question, We're seeing a larger population of young kids
entering school than in previous years and creating a great opportunity,” said Walgreens'
spokesperson Yvette Anne Venable.

An increasing number of products are (2] ..o at parents and grandparents who
want their kids to be smart and creative, not just television junkies. Grandparents are a
customer segment with strong ecanomic (3) . . Tt is relatively easy to

(4) e t0 them using positive images of their grandchildren.

: Steven Jacober, SHOPA's president, agrees: ‘Art supplies and crafts continue to grow. This
ties into the baby (5) s generation, the way they are raising their children
and their tendency to make everything a learning experience. There are a lot of different
factors, and the demographics support continuing growth of the marketplace.’

Arts and crafts are targeted at households with (8) .o . kids aged 12 years and
under.

e — e ——— e, e —— —_— - i

Complete the descriptions {1-5) using words from the box. Then match the products with the
market segments (a—e). Look at Appendix V on page 112 to help you.

affluent appeal income life cycle lifestyle

1 health insurance that covers the needs of people late in the ...,

2 a hair care range for men with a modern .....ccccn and a self-indulgent attitude
3 a new TV channel broadcasting programmes that ... t0 homosexuals

4 a luxury range of executive stationery for an ... market segment

5 cheap to produce but fashionable sports shoes for a low ... SEgMent

a gay and lesbian market e C-level executives

b the silver market

C teenagers
d metrosexuals

Over to You "‘

Think about yoursell. Which markel segmentis) are you in? Is it the same for your friends
and colleagues? List some products or brands that are targeted at you.
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Customer needs and behaviour

Maslow's Hierarchy of Needs

Abraham Maslow was a twentieth-century social
psychologist. His pyramid of basic needs is one
of the most cited models in marketing. Matt
Robinson, a senior marketer for a high streer

: em needs
bank, uses the model in a talk to the management este

ream: . / social needs \
‘Imagine that Mr Singh comes to see us about his

pension plan. Of course, we talk about his hopes / safety needs \
and desires for his retirement. We usually start

with how to meet his physiological needs; by

. physiological needs
this we mean how he will pay for his food and

A\

housing — this is a major customer concern. We

will also talk about safety needs, how our client will protect himself and his family when
he is retired. We think about social needs: will he still be able to afford membership of
the golf club? Then there is the Porsche that he drives to the golf club. This is an example
of an esteem need — to maintain his lifestyle and social status. We talk a lot about golf in
fact! There are also self-fulfilment needs: here we consider all Mr Singh’s personal projects
and dreams. We have to work out how much money he will need to invest today in order,
for example, to be able to travel the world when he retires.’

Marketers are interested in customer needs as thesc can explain customer wants or desires
for a specific product or service.

Consumer Life Cycle (CLC)

Just as products have a life cycle, so do consumers — the Consumer Life Cycle, or CLC.
Matt Robinson talks about this:

“Of course, the banking sector is highly attuned to consumer life cycles — we're able to
understand how a customer’s needs change over time. We exploit this by offering different
services as our clients age, from their first savings account as a child, to a first current
account, to morfgages, life insurance and retirement plans. Some people criticize us for
creating needs, for making people believe they need products that they don’t. But I really
think we try to fulfil, or satisfy, customer needs as they change over the years. Younger
customers do not have the same desires as retired people.’

Purchasing behaviour

Purchasing behaviour or purchasing patterns refer to what a consumer buys, and when
and how they make their final purchasing decision, The first step is usually awareness of
the brand (see Unit 17). The consumer forms purchase intentions — plans to buy things

— which they may or may not act on. Routine purchases of the same products on a
repetitive basis (for example, coffee from the coffee machine at the office) have low le\{els
of personal involvement. Major investments (such as buying a car) or impulse purchasing
(such as buying some new shoes or a CD on the way home) have higher levels of personal
involvement. Some consumers have very high levels of loyalty to a brand or product and
they will always buy the same brand.

Professional English in Use Marketing

N

20.1

20.2

20.3

Match the needs from Maslow’s pyramid (1-5) with the reasons for buying certain
products (a—¢). Look at A opposite to help you.

1 physiological needs
2 safety needs

social needs

esteem needs
self-fulfilment needs

(3 I N

a A consumer buys a smoke alarm for her house because she wants to be warned if there is
a fire.

b A consumer buys a yearly subscription to a swimming pool because she would like to train
and win a gold medal at the next Olympic Games.

¢ A consumer buys popcorn and drinks because he has invited his friends round to watch an
important football match on the television.

d A consumer buys a chocolate bar because he is hungry.

e A consumer buys the latest fashion accessory so that she can look and feel good.

Correct the mistakes using words and expressions from A and B opposite.

1 Customers like to maintain a certain style for life,

2 A major customer’s concern is how to provide for the immediate family.

3 Buying food and drink is an example of satisfying a physiological lifestyle.

4 Some service sectors are highly attuned with customer needs.

5 The Consumer Cycle shows how consumer needs change over a period of time.

A marketing specialist is talking about purchasing behaviour. Replace the underlined expressions
with alternative expressions from C opposite. One question has two possible answers.

The (1) actual decision t0 buy a product depends on the type of product or service. With
yogrurt, for example, many customers wait until they are in the supermarket, in front of
the row of woghurts, before they decide. On the cther hand, for a more expensive product,
with higher (2) thought and psychological investment from the consumer, it may take place a
long time before the purchase. Our research shows that some customers spend three years
thinking about the next tuge of car they will buy. Obviousl, over these three years the
(3 plans o buy may change a lot. Then there are those (4) purchases without any thought
because they are a habit that we all make without thinking. I alwaws get pasta, eqgs and
milk ot the supermarket so [ never write them on the list and | always look out for special
cffers and promotions. This kind of (5) shopping habit is very difficult for a marketing team
to change. However, (&) buying something wou like when wou see it is created by different
customer needs, and here we Can really make a difference.

1 4 ..
2 e 5.
e e AR 6 ..

Over to You {

Think about some products you have bought recently and plot them on the line below.

high involvement fow invalyement

What kinds of needs were you satisfying with each purchase?
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Loyalty programmes

loyal /'lo1.0/ adjective firm and not

I- Customer loyalty changing i your support for a person, a

Customer Joyalty is critical to business success D i Bl et Lol

and profitability. Loyal customers buy more, and . )

so improve sales and profit margins. However, .customer 'loyalty now: [U] ' {

customers are becoming increasingly fickle or the tendency to repurchase a pa‘rt}cular _
| disloyal — they no longer hesitate to switch, or pro@uct, service or brand, or reWS}t a |
L change, retailers and brands. particular company, sh_op or website

" m Loyalty programmes

l Marketers implement loyalty programmes, such as frequent flyer progranimes, to
maximize customer loyalty and to minimize customer defection. The purpose of a loyalty

‘ } programme is to allow marketers to identify and retain, or keep, preferred customers and

| to reward them with discounts and special offers.

Most supermarkets and department stores have a
retail loyalty programme in the form of a store card
i or loyalty card. Customers complete an application
| form with demographic data and receive a plastic
card which is used firstly to record information about
| what the customer buys on their transaction record,
3 and secondly to reward them with vouchers, points or
' coupons, which can all be used, or redeemed, to get
gifts or money off future purchases.

” H | BrE: loyalty programme; AmE: loyalty program |

Note: A loyalty card can also be called a rewards card, a points card, or a club card.
| l Lovalty programmes are also known as loyalty schemes.

\ Talking about loyalty programmes

Loyalty programmes are an effective ool 10 build relationships with customers. )
= e

¢

——— —

\ Our loyalty card is suffering from fatique. [ mean,
it 's just one more card fghting for wallet space. }

‘ -

' } We operate an “ eqrn and burn | scheme with our credit card. Customers earn points each
Lime they pay with their card and burm them when they choose a redemption option from I
our cataloque — for example, a gift or a discount .
P

——

~

E-loyalty, a marketing company, has signed up several new partrers for its |
ogramme. Each company will use E-loyalty to reward purchases

online loyalty pr

with e~vouchers that can be used online. )

" g—
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21.1

Choose the correct words from the brackets to complete the sentences. Look at A, B and
C opposite to help you.

1 Market research shows that a satisfied customer does not automatically become a
(loyalty / loyal) customer,

All retailers want customers to (repurchase / reward).

Loyalty programmes (reward / revisit) preferred customers.

Loyalty cards should maximize customer (defection / loyalty).

Customers (earn / burn) points when they pay using their credit card.

A great number of retailers (identify / implement) loyalty programmes.
{Transaction records / Special offers) track what customers buy,

To get a loyalty card, customers complete the (application form / demographic daca).
Customers can (redeem / reward) their points at any of our partner stores.
Electronic goods are popular (reward purchases / redemption options).

W~ ba wN

—

21.2

Complete the newspaper article using words and expressions from the box. Look at A, B
and C opposite to help you.

build
card

retain
special offers

preferred
Programmes

earn
points

How loyal can you he?

Remember the first time you got a loyalty
(1) i Trom a retail store? You

While loyalty (6) are
popular among retail stores, the trend which

must have been on top of the world to be
treated as a (@) i CUStOMET.
You looked for opportunities to shop only
in that particular store to redeem your
3) and take advantage of
discounts and (4) i "

With customer relationship management
{CRM) becoming the buzzword of Indian
industry, loyalty programmes are considered
an effective 100l t0 (5) i
relationships  with

customers across

categories,

Over 4o You :

these cards give you?

is catching up is mall loyalty programmes.
Ansal Plaza is among the first few Indian
mails to offer a loyalty programme. Called
the Ansal Plaza Privileges Program, it has
more than 18 stores as programme partners.
The programme enables the members to
(7)) e ald spend privilege points
at any of these stores. It is a cost-efficient
and cost-effective way for the programme
partners o (8) .. customers. A
stand-alone loyalty programme would need
huge investments.

i

Open your wallet or purse. How many loyalty cards are you carrying? What advantages do

Professional English in Use Marketing

49



22

50

Motivation marketing

What is motivation marketing?

For most organizations, staff are the key to success — the most impiortant tool for the
organization’s success — and they can be motivated to promote their company"s product

or service. Motivation marketing engages staff and gets them interested by using events or
incentives (see below), It also aims to recognize and reward staff efforts by offering prizes or
rewards for good performance - for example, with a monthly incentive.

Other benefits of motivation marketing include:
= increased job satisfaction: happier people at work
improved productivity: more work done in less time

improved performance: the work is done better

=
=
@ encouraging behaviour changes: for example, introducing new work practices
@ increased sales force effectiveness: for example, to achieve higher sales figures
=

improved product launches: boost market penetration and gain market share more quickly.

Staff incentive schemes

Staff incentive schemes, also known as incentive programmes — formal schemes designed to
encourage staff to act in a certain way — are used by a wide range of companies in order to
improve staff and distributor performance. Incentives such as prizes, rewards or_glfts can boost
morale (make staff feel more positive about their job and their employer). Building staff loyalty
will result in lower staff turnover or churn — that is, fewer people leaving the company. Another
benefit is reduced staff absenteeism, a reduction in the number of days when employees are not
at work through sickness. Measuring staff reaction and getting feedback - finding out what staff
think about the programme — are essendal to getting it right.

Ipoints, a company that runs trade and staff incentive programmes, developed a prize-
winning scaff loyalty programme for Healthcare Staffers, an agency that places temporary
medical staff in clinics and hospitals.

’ Best Staff Loyalty Programme "[‘

WINNER: VIPpoints, developed for HealthCare Staffers

Healtheare Staffers wanted to attract and retain temporary medical staff for placement in hospitals.

The agency developed VIPpoints. A welcome pack {containing valuable information for new members) and
membership card (used to identify the worker and to collect points) were sent to temporary medical staff.
Members earned points every time they worked for Haaltheare Staffers.

Healthears Stafers internal staff were also included in the points scheme and could also choose rewards af
‘ from the points catalogue. v

Note: Loyalty schemes are used to motivate customers - see Unit 21.

[ncentives: travel and events

In order to motivate staff, a company may choose to use cash substitutes or noncash awards
such as a travel incentive — sending staff on a short trip or holiday.

Big ticket giveaways, such as cars or very expensive holidays, are effective sales incentives — they
can help motivate staff to sell more. During the qualifying period for an award or prize, teams
are usually more motivated. Nominations for awards can come from colleagues. Sometimes an
employee may be nominated by a manager, perhaps because of high sales figures.

Events, such as parties, weekends away, games and competitions, can be very successful for team
building — increasing effective teamwork within a company or department.
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22.1

22.2

22.3

Complete the sentences using words from the box. Look at A, B and C opposite to help you.

build internal reaction recognizing sales turnover
1 Motivation marketing is a good Way 10 ... Staff loyalty.
2 It can increase motivation levels by ... staff efforts,

3 A good incentive scheme means that people want to stay with the company, there is lower
STAfL e

4 Travel 1s an effective ... INCEILLIVE.

5 People working inside the company, the ... staff, benefit from incentive schemes.

6 A good incentive scheme measures staff to make sure everything is going well.

The following lines (1-6) are from an article about incentive programmes. Put them in the
correct order, then say if the sentences {a—} below are true or false. Look at B opposite to help
you.

1 and flowers. Up For It! reinforces the agency’s dynamic culture. Staff

2 incentive for individuals and teams which rewards and

3 The programme, Up For It!, was launched at the start of last year. There is a monthly
4 absenteeism decreased signiftcantly during the year.

5 recognizes those who represent the company’s values. Employees can be nominated

6 by colleagues for rewards including perfume, free parking at the office,

a Absenteeism went up while the incentive scheme was running.
b Points were awarded to staff.
¢ Employees cannot nominate themselves for rewards.

Complete the descriptions of incentive schemes using words from the box. Look at A, B and C
opposite to help you.

scheme
welcome

collected
earned

encourage
force

membership
qualifying

1 Incentivise is a knowledge-based staff training and incentive ...
for learning. Every member of staff receives a . card and a . pack.
When enough points have been ... , staff can exchange their points for gifts.

2 A large employer is concerned when absenteeism climbs above the national average. The
company launches an incentive scheme to ... behaviour changes. All employees
who have taken no days off each quarter are entered into a draw to win prizes, including
holidays. During the ..o period staff attendance rose dramatically.

3 The Australian Tourist Commission has launched an incentive scheme to increase sales
................................ effectiveness. Sales staff who sell a luxury holiday can enter to win a new car.
Initial reactions suggest that it will really help to energize the team and make them more
dynamic.

e, that rewards staff

Over 4o you ‘l
Think about an organization or company you know well. What kind of team building event
would work best for the staff? Prepare some notes to present your idea to the head of the

company.
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One-to-one marketing

Customer Relationship Management

Don Peppers, a marketing guru, answers questions in an online interview.

What is one~to-one marketing, and how does it differ from
traditional mar‘ke,{ing.?

‘In a nutshell, one-to-one marketing, also known as Customer
Relationship Management or CRM, is based on the idea of treating
different customers differently. Companies in all industries today are faced
with the double problems of declining customer loyalty and shrinking
profit margins. One-to-one marketing strategies enable companies to
create long-term, mutually beneficial relationships with customers. These
result in greater customer loyalty and improved margins.’

Don Peppers, the one-to-
one marketing guru

What are some steps a company could take to implement one-to-one marketing effectively? |

‘One-to-one organizations create a customer feedback loop in which the?y say, ‘T know .
you. You tell me what you want. Ill make it — and I'll remember next time.” We call this
process a learning relationship, and it has four basic implementation steps {(IDIC):
m IDENTIEY your customers at all points of contact.
@ DIFFERENTIATE between your customers based on their individual needs and value to
your organization.
@ INTERACT with your customers in a two-way dialogue.

@ CUSTOMIZE or TAILOR some aspect of your products or services based on what you
learn from your customers.’

I CRM technology

52

CRM technology supports a CRM strategy by gathering, storing and analysing customer data.
Front office systems, such as call centres or loyalty cards (see Unit 21), gather information
directly from clients, which is then stored and processed in a back office system called a database
or data warehouse. (A data warehouse contains information from different databases.) Back
office systems make it possible for a company to follow sales and fulfill orders.

The marketing department can use software tools to mine the data {analyse the data)
stored in the data warehouse. Data mining reveals patterns in customer behaviour. For
example, fathers have a tendency to buy branded food product§, whilst moth_ers prefer
private labels (see Unit 16). Relationship marketers can then tailor or customize t.helr.
marketing efforts towards the customer. With CRM technology, mass customuzation 1s
possible. This means that each customer will receive slightly different offers and discounts.

Privacy

Consumer protection groups or watchdogs are concerned about the gathering and storing
of large quantities of customer information. A company should protect its customers’
privacy. Customers may wish to keep their purchases confidential, or secret. Most _
companies have a privacy policy. They promise not to disclose customer data b}.r revealing
it to other people, or to share customer records with other companies. Comparies encrypt
the information, changing it into a secret code. This ensures that it is not avail:elble to
people outside the company, and so prevents accidental disclosure of information.

Note: To find out more about privacy laws in the UK, search online for information about the
Data Protection Act.
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23.1

23.2

23.3

Find verbs and prepositions in A, B and C opposite that can be used to make word
combinations from the opposite page with the nouns below.

Complete the sentences using word combinations from 23.1 above. Then decide if the statements
were made by CRM marketers, consumers, or representatives of a consumer watchdog,.

1 Our privacy policy gnarantees that we will not ... data or share customer records
with other companies.

2 Purchasing records can be used against consumers. In one recent divorce case a woman used
the data .......cccv. when her husband used a loyalty card to prove he had a high income.

3 I like to receive discounts and vouchers. To be honest, | don’t mind if someone ..o,
data on how much coffee and tea I buy.

4 We can, for example, ..o between customers who have small children and those

with teenagers.

Patricia Clement is in charge of CRM for an online cosmetics boutique. She is explaining
their marketing strategy to potential investors. Choose the correct words from the
brackets to complete the presentation. Look at A and B opposite to help you.

‘... At BigChoiceCosmetics.com, we believe that customer loyalty is key. We concentrate on
building long-term (1) e (needs / relationships / feedback loops) with our customers.

How do we do it? Like many successful dotcom companies, we have implemented a one-
to-0me or (2] s (CRM { data warehousing / dara mining) approach. The first
Step 18 to (3} oo {gather / identify / analyse) our customers — before buying
cosmletics from our website, customers register their personal details and preferences. We
) S (differentiate / store / customize) this iInformation in a (5) e
(database / front office system / watchdog) so the next time the customer visits, we know
who they are. Over time we build up a customer (6) ..o (value / record / pattern).
We can (7) ceeeeoiessinen (differentiate / customize / implement) between our customers
based on their needs — what they buy, and on their value — how much they spend.

People often ask me about our communication strategy. At BigChoiceCosmetics.com we
prefer to talk about (8) ccrrnn (learning / interacting / treating) with our customers in
a two-way (9) .. (100D / data warehouse / dialogue). Let me give you an example.
Last year we launched an e-magazine called the BigChoiceCosmetics Guide. We emailed over
500 versions of the Guide! This is what the CRM expert, Don Peppers, calls mass

(10) s {Customization / marketing / data mining). Take, for instance, Miss Brown:
she is 17, and recently bought lipstick from our Fashion range. She received articles about top
models and a competition to win free samples of a new lipstick. We didn’t send her discount
vouchers for anti-ageing cream, but we did send them to her grandmother!

As I said, we have (11) .o {gathered / tailored / revealed) a huge amount

of information. Today, our major challenge is to exploit the data stored in our

{12) e (database / pattern / front office system). We need your help to invest
in sophisticated {13} ... (data mining / learning / relationship) software ...”

Over 4o You

Find three offers that -,.rmj have received fromr companies by email or post. Were these
offers tailored to you? If so, how did the company obtain your personal information?
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X8 The marketing budget

24.1  Match the two parts of the sentences. Lock at A and B opposite to help you.

. 1 Marketing should contribute a justify the marketing budger.
The marketing quget ‘ 2 The marketing budget sets b ihe Inget. oo
Marketing must contribute to the profitability of a business — how much profit it makes. 3 The marketing director may need to ¢ competitor spending.
The marketing budget presents the cost of the marketing plan (see Unit 4). It can include 4 Companies track d to the profitability of a firm.
the cost of distribution and different marketing actions, such as advertising or market 5 Marketers should respect e out the cost of the marketing plan.
research. The annual marketing budget shows what the marketing department is planning
to spend over the year. Management may ask the marketing team to justify or modify the 24.2 Complete the postings from a marketing website using words from the box. Then say
budget before giving approval. which budgeting approaches are mentioned in the posts. Look at B opposite to help you.
|m Budgeting approaches afford cost match percent setting  thumb
| There are several approaches to setting the marketing budget — that is, fixing spending on allocate cut objectives respect task
marketing — for example, investment in research or advertising: —
@ the affordable approach ;G
The company forecasts revenues (predicts the amount of money it expects from sales}, [ ) d Marketing Bl.ldget ~
deducts costs, and allocates a part of the remaining funds to promotion. Marketing is
considered as a cost that can be cut (reduced), depending on what the company can  Posted By Khouse:
| afford — that is, how much money it has left.
Are there any rules of {2) .. for setting a marketing budget?

@ the percentage of sales approach
A percentage of current or anticipated sales (what a company expects to sell) is allocated
to marketing actions. Typically, ten percent of net sales is spent on promotion. ‘

Poasted by Chamberk

@ the objective-and-task approach | | suggest using a mix of objective-and- (3) ... and affordability methods.
The company costs out, or calculates, the cost of reaching its marketing objectives. For Decide on -yczur MArKeting (4) ....oooovoereeceeemene . Then determine and (5) ... ccvcrvsvesrrnn. OUL
example, new products will need large advertising budgets to build awareness. the marketing tactics you need to implement. Finally, compare those costs with what
7 ) YOU €aN (B) ..cevrvmecermcrinersons to spend. You have 10 (7} ...............cc.......... YOUr budget, If you
‘ B competitive parity are over budget, you will need o (8} ... costs.

Competitor investment is tracked, or monitored, and used as a rule of thumb (a guideline)
to set the promotion budget. The objective is to beat (spend more than) or match (spend
the same as) the investment of competitors.

]l Whichever approach is chosen, marketers need to respect the budget — that is, not go over It depends on what your competitors are spending. You need to (9) .................. the
budget (spend more than planned) or be under budget (invest less than planned). spending of the market leader.

Note: Another way of saying respect the budget is be on budget. For information on language = =
for presenting a budget, see Unit 9 and Appendix Ill on page 110. = Posted by CathE

Posted by MattAp

’ There are guidelines by industry. What indusiry are you servicing? Many companies "
l Return on investment (ROJ) Half the money I spend {11 O s a percentage of expected sales to marketing support. High tech
on advertising is wasted; companies can spend up 1o fifty (11) . of net sales on promotion.

the trouble is I don’t [

know which half.

Marketers are accountable for — that
l is, responsible for — their budget, They
} must demonstrate that their marketing

actions are cost-effective (productive

relative to the cost) and not a waste of money. The marketing plan establishes

how to measure the retarn on investment {ROI) or the cost-effectiveness

of different marketing actions — the amount of profit made based on the Ameti B )

. merican department .

’ amount of resources needed to make it. Monthly, quarterly and annual store owner

reviews of performance against budget measure projected, or forecast,

results against real performance — how the company actually performed. Many companies use

statistics called marketing metrics to quantify the performance of their marketing activities. They

Posted By Khouse:

Thanks to you all for your responses. | can see it depends a lot on the type of business
John Wanamaker, and its objectives. Thanks again ~ | appreciate your help.
19th century l

|
e

&y

can include items such as market share, advertising spend or response rates for direct marketing.
! To talk about the cost-effectiveness of marketing actions, marketers say: Over 4o Jjﬁ'ﬂ "
lead, s 4 way of spending Imagine that you are preparing a marketing budget for a non-profit organization. Explain
If we analyse T we can see cost-cffective Ffbamarkering the different possible approaches to setting the marketing budget to the organization's
the cost per > that this - blid members.
response, | isn’t a udget.
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Marketing Teacher is a website for marketing students. The following extract looks at some
strategies to consider when fixing a price.

Premium pricing: Use a high price where there is a substantial competitive advantage — for
example, rooms in Savoy hotels.

Penetration pricing: The price charged for products and services is set artificially low in order to
gain market share. Once this is achieved, the price is increased.

Economy pricing: Marketing and manufacturing costs are kept to a minimum. Supermarkets
often have economy brands for soups, spaghetti, etc.

Price skimming: Charge a high price because you have a new product type. However, the high

price attracts new competitors into the market, and the price falls due to increased supply. DVD

players were launched with this strategy.

Psychological pricing: The consumer responds on an emotional, rather than rational, basis. For
example, charging 99 cents instead of 1 dollar.

Captive product pricing: Companies will charge a premium price where the consumer cannot
choose a competitive product.

Product bundle pricing: Sellers combine several products in the same package. This also serves to

move old stock. Videos and CDs are often sold using the bundle approach.

Pricing considerations

The marketing team for Stick Tea are preparing for a meeting about the price of a
new range of tea that comes in a stick instead of a bag. They make notes on pricing
considerations.

*  Altermative Solutions: our stick packaging fs unique

¥ Ease of comparison: easy 4o compare. price but dikfeut

{0 compare taste

i StggK ; *  Unique benefits 1 Unique Saltincj Poinds (UDPS) quality of

teq; stick formadt
* Monetary significance: tea i cheap, but +the innovative
packaqging nas a high value

# Demand: tea consamption (8 Stable, but sales ia
speciality shops are on the rise

*  Price sensitivity: conSumers are very price Sensitive
~ Sales decreage when prices increase

* Complementary costs: none - 4he customer doesn’t even
need a Spoon/!

The price test

56

Stick Tea decide to carry out a price test for their range of tea. They want to know
what customers think is a fair price for a box of 50 sticks, They are also interested in
comparing different possible retail price points (€12, €14 and €16), to find out what
customers consider to be the full price and the bargain price for a box of 250 sticks.
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25.2

25.3

Read the descriptions and name the pricing strategies that are being used. Look at A
opposite to help you.

1 charging a high amount for bottles of water inside a football stadium during the World Cup

2 charging $2.95 instead of $3

3 charging a low price to win sales in a new market

4 packaging shampoo, conditioner and hair gel from the same hair care product line together,
and charging one price for the lot

Match the questions about pricing strategy (1-7) to the pricing considerations {a—g). Look
at B opposite to help you.

1 What is the value of the product or service for the consumer?

2 What is special or different about the product or service?

3 Is it difficult to compare the price and guality of similar products or services?

4 How many people want to buy the product or service?

5 How many similar products or services are there on the market?

6 What else does the consumer need to pay for in order to use the product or service?

7 How much does a change in price affect consumer demand for the product or service?

alternative solutions
ease of comparison
unique benefits
monetary significance
demand

price sensitivity
complementary costs

o =Hh e oL oW

Complete the text using words from the box. Look at A, B and C opposite to help you.

significance unique
solutions

bargain fair premium
costs points sensitive

When deciding on the price of a product or service you have to consider the product or
service itself. For example, does it have (1) e benefits? Does the consumer
have any alternative (2} .o ? Whar is the monetary {3) ... 0F the
product or service? You also have to think about the possibility of complementary

(4) rrrncrrennns 5 A0 hOW price (5) o, the consumers are to these and the
product or the service cost.

Then you need to think about the pricing strategy and how this relates to the brand. For
a luxury brand it is essential to follow a (6) .o Pricing strategy in order to
maintain the brand image. A no-frills low price would not be suitable for a brand such as
Cartier.

Finally, you need to carry out a price test to check the price (7} ..o YOU Are
considering, The (8) i price is the amount that the consumer is prepared to
pay for the product or service. A (9) ..o Price is a low price that may be used
during special offers or for promotional pricing.

Over 4o You

Think about three prcrdut"ts you have bought recently: Identify the pricing strategy.
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YA Logistics and the distribution chain
Moving goods

Logistics is the management of the transport and storage of goods. Marcus Bridgestone,
the logistics manager for a plastic packaging company, is talking to a new assistant about
the distribution chain.

Marcus:  After completion, items get sent from the factory to the warchouse. We store

them there until we are ready to ship, or deliver, to the client. I say ‘ship’ but we
don’t always use a boat to do it. The cheapest, but slowest, shipping method is

by container ship, but it takes around five weeks to sail from Asia to Europe.
Sometimes we need to move the shipments or freight much faster, so we use air
freight. However, it’s much more expensive, although it depends on the weight of
the load — the goods being carried. When the shipment gets to Europe we have a
number of shipping options, which really depend on where the goods land — I mean,
where they arrive — and where we have to deliver them. Rail freight is cheap but not
always reliable, depending on the country. Road baulage is more expensive but the
advantage is that lorries can go right up to the doors of shops or factories.

Assistant: What about the man from the delivery service?
Marcus:  George, from Fedex? We try only to use delivery services when we need to send

something small, or very urgently. - "

Direct distribution

This website extract describes how Dell, the computer manufacturer, distributes its products:

Dell figured out a new way to sell computers to the consumer, which was through
direct distribution. Dell was able to gain a competitive advantage for several
reasons:

Michael Dell started Dell Computers in 1984 with only $1,000. Dell has grown to -
be a company with average daily earnings of $40 million. How did he do it? A new
concept: eliminate the middlemen and sell directly to the consumer. Dell has
been able to maintain complete control over stock levels — that is, how much stock
it holds at any one time - as well as distribution costs.

« First of all, direct distribution allows Dell to eliminate wholesalers, who
buy and sell goods in large amounts to shops and businesses. This is an -
advantage because Dell does not have to deal with wholesalers or spend .
time keeping track of inventory in the wholesalers’ warehouses - that is,
monitoring what the wholesaler has in stock.

» Secondly, Dell has eliminated retailers - the people, shops or businesses
that sell to the public. This is effective because Dell does not have to receive
customer orders from thousands of different retailers. It can take orders
directly from the customer.

iy

Note: Stock or inventory? See Appendix | on page 108.

Indirect distribution

Unlike Dell, most manufacturers or service providers use an indirect distribution channel
to connect the product and the consumer, where some kind of distributor or distribution

intermediary is used. For illustrations and descriptions of intermediaries see Appendix VI
on page 113.
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26.1

26.2

26.3

Label the parts of the distribution chain using words from the box. Look at A opposite to
help you.

rail freight warehouse

road haulage

air freight delivery service
container ship a load

Put the steps in the distribution chain in the correct order. Look at A and C opposite to
help you.

1 The goods arrive and can be sold to the consurmer.

2 The franchise sends the order to the warehouse in South America.

3 Road haulage is used to ship the goods from Southampton to Brighton.
4 The goods land in Southampton.

5 The container ship is loaded with the parts.

6 A franchisee in Brighton places an order for car accessories.

Find six words from A, B and C opposite that can be used to make word combinations with
distribution. Then use some of the combjnations to complete the cost controller’s report.

distribution

T . were very high last year so this year we have advised all
project managers to use air fre1ght as little as p0551ble Another possible source of high
costs has been the length of the (2) .. .. for our product. Although
we have been trying to develop {3) ... . by attracting more
customers to our website and encouragmg them to order from us, most of our products
get to marker through an (4) .. e et .. channel, We have been seekmg
ways to cut down the number of wholesalers and other types of {5) ...

SR .. We are beginning to deal directly with retailers and in the long run thls
w1ll reduce our costs.

Over 4o You '

What distribution channels can farmers use for their products?

Professional English in Use Marketing

59




Merchandising

Merchandise and merchandising

Merchandising is used to describe a marketing practice in which the brand image of one

product, the core brand, is used to sell another product. For example, a famous character

such as Mickey Mouse is used to sell Disney merchandise such as bags and clothes. The
goal is to increase retail sales.

Note: The noun merchandising is also used by the retail sector to describe a range of activities designed

to promote in-store sates, including supermarket listings (see Unit 15) and POS (see Unit 41).

m Promotional merchandise

Gifts with parchase can increase sales. Examples include:

® in-pack offers — items inside the packaging, such as a toy in a box of breakfast cereal

m on-pack offers - gifts, including money-off offers and competitions, which are promoted

on the packaging and can be obtained by following the instructions given.

Other types of promotional gift include:

@ f[reebies or goodies — promotional items which are given away, such as free perfume

samples or sun hats with the company logo

®m corporate gifts — laxury items with a company logo, given to special clients or VIPs.

An international merchandising company, Event Merchandising, discusses how to select
promotional gifts:

Glelal

[« = |E| E[ 'ﬁt’cp://www.gyentmerchandising.com = Q-

L

| Usually there is no off-the-shelf, or standard, solution to a promotional merchandise project.
The best way is to have the promotional item — say, an umbrella with the company's logo on it
— individually manufactured. The increasing requirement is for a promotional gift that captures

| the spirit of the promoted brand — that is, perfectly represents what the brand stands for.

!

Sports merchandising

Sports clubs can develop additional revenues by selling team products, such as shirts and

memorabilia, at a premium price. They can also sign merchandising deals or licensing

deals with sponsors or other commercial partners (see Unit 48 on sponsorship). The club
authorizes, or licenses, the partner to use the club’s logo on their products. For example,

Lego bought the right to use the NBA league logo on their figurines.

Film, book and music merchandising

Merchandising is often used in the promotion of films, books, bands and pop stars. This

extract is from an article about the marketing of Harry Potter products:

ta 1

Harry Potter has become a marketing and merchandising phenomenon with spin-offs and
tie-ins in the shape of games, figurines, clothing and even food. Hundreds of millions of

| dollars have been agreed in licensing deals — the right for another company to use the

- Harry Potter characters on their merchandise. This is known as cross-marketing, as the sale

of Harry Potter merchandise helps promote the Harry Potier books, and vice versa.
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27.1

7.2

27.3

Choose the correct words from the brackets to complete the report
on Bob the Builder merchandising. Look at A, B and D opposite
to help you.

. the=
Bob the Builder’s enormous financial success is due only in part to Blll
the TV programme, The (1) oo {merchant / deal / core VT
brand) has been used to create pyjamas, party hats and plates. It’s
important to create something that will sell (2) ......cccc. (core brands / corporate
gifts / merchandise) that parents are happy to buy. Bob the Builder items have also been
used as promotional (3) ... {gifts / successes / brands) in connection with
other brands. This type of (4) ...croccunee. (spin-offs / sponsors / cross-marketing) has
generated profit for all the brands involved,

Put the descriptions (1-3) in the correct order and then match them to the pictures (a—c).
Look at B opposite to help you.

1

offer really captures the brand. This on-pack spirit of the promoted
2

gift is ideal for pack. This kind of promotional children. There is a small freebie inside the
3

solution for your corporate These promotional |

= e T S - e

gifts. | items are an off-the-shelf

Make word combinations using words from the box. Then use the word combinations to
complete the text below. Look at B, C and D opposite to help you.

commercial deals licensing partners products team

David Beckham started his career as a footballer. He has signed (1) .......
all over the world and has made a fortune for himself and his (2) oo oo,
When he started playing for Real Madrid, sales of (3) oo oo sUCh as
tootball shirts rose rapidly.

Over 4o You

Think of a popular personality or character (film star, pop star, children's character, sports
personality, etc). What kind of merchandising would or would not be appropriate for them?

Give reasons for your choices,
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Trade shows

Why use trade shows?

A trade show, trade exhibition or trade fair is an indusery-specific business event.
Companies attend the events so that they can showcase, or display, the best of their
products, services or expertise. Trade shows help to generate leads (create opportunities
for future business) and can offer great opportunities to network — to chat and socialize
with attendees (people visiting the show) and other exhibitors.

A public trade show is open to everyone. If the trade show
is only open to people who work in a specific business
sector, it is referred to as trade only. A vertical trade show
specializes in everything for a specific sector — for example,
cosmetics, which will showcase fragrances, packaging, etc.
A horizontal trade show is for a certain industry. For a
packaging fair this might include cardboard manufacturers,
vac form producers, etc. {See Unit 43)

A stand at g trade show

Seminars, conferences or congresses are business events
where talks or presentations are given. The organizers are
often medical or pharmaceutical companies,

Note: Trade show, trade exhibition or trade fair? Seminar, conference or congress? See Appendix [ on
page 108.

Organizing an event

Helen Jackson works for a conference centre in the UK that hosts many international
fairs. She gives advice to potential exhibitors on her website:
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Find out about the event profile and how successful previous years have been.
Most importantly, check that the visitor profile matches your audience.

% If you decide to participate in the event, book a stand. Most organizers
allocate stand placement on a 'first come first served' basis. Calculate the floor
space you need. Remember that bigger stands cost more.

# Prepare your booth and customize it with trade show displays. A good bocth
i design will increase booth traffic and attract mare visitors.

%+ Train booth staffers, Make sure the people who are representing your company and
‘ vour brand know how t¢ win clients. This human contact is crucial for maintaining
|

or improving current ciient perception - that is, what your customers think 1
about your brand.

& Make sure your visitors know how to get io the venue. Download the colour map
from our site.

Please remember that nobody likes lobbysquatters sitting in the entrance to the
venue. If you are coming to our venue, please use a stand. Lobbysquatting is not
| tolerated and you will be asked to leave. E

.....................................................

Note: The nouns booth and stand are interchangeable.
For more information on trade show displays, see Unit 41.
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28.1

28.2

28.3

Make word combinations with trade show using words from A and B opposite. Then use
the combinations to complete the sentences below.

1 I think we should try to interact directly with our customers. We should find out about a
e LHAT AOIYONE CAN 2O tO.

2 YOU IMEAN 8 orsrremreceessnss smemmssrsmsissosinsnns sensiercnsmsnnennenes T1AT NS everything for the house and
home decoration?

3 Yes, like the Home and House Show. But it looks expensive. We'll have to reuse the

from last year.

4 OK, and how about a creeemeeneesnn, WheETE we can meet other
people in the candle-making sector? Last year’s Candle-makers’ Fair was very useful.

Make word combinations using a word or Phrase allocate trade shows
from each box. One phrase can be used twice. ttend d ol
Look at A and B opposite to help you atten stand placement
' book booth traffic
increase a stand
participate in

Complete the article using words from the box. Then decide if the statements {a—) below
are true or false. Look at A and B opposite to help you.

network seminars showcase stands trade venue
< v || ell+] hitp://www.wineinstitute.org ~a it
| The Wine Institute organizes wine (1) ................... shows and =
l conducts. educational (2) v, and visitor programs WINE INSTITUTE
| to acquaint media and trade representatives with California AL PRy el A
wines. California vintners will (3) «..rrien a record 128
| Califonia wine brands at the world's largest wine trade show.
IR ThE (s sy it for VINEXPO is always Bordeaux, France. VINEXPO attracis 50,000 buyers,
| industry trade representatives and journalists from 120 countries. In addition to preparing their own
S r—— , California vintners will sponsor a restaurant at VINEXPO: the Califernia Grill. §
i California wineries use the grill 10 (6] ..macrerercern with important clients and show them California .
l[ cuisine and California wines while conducting major business. {}

a Vinexpo is a relatively small public trade show.
b The event is a good place to meet buyers and journalists.
¢ Californian vintners don’t have stands at this event.

Over 4o You ‘“-

Select a product or service to promote. Which trade fair would you attend? Design your
stand. Think about staffers, displays, etc.

Professional English in Use Marketing

63




!!

64

Telemarketing

What is telemarketing?

Telemarketing is a form of direct marketing: the messages are delivered individually to
potential customers. It requires an immediate response ~ when the phone rings, the nacural
response 1s to answer it. It provides a company with immediate feedback — you can find out
what a potential customer thinks straight away. It also provides a captive audience — the
person who answers the phone usually stays to listen for a few minutes. The success of
telemarketing campaigns is measured in the cost per acquisition, cost per inquiry (CPI} or
cost per order.

QOutbound telemarketing

With outbound telemarketing, telemarketers (also known as telemarketing operators) call
prospects (potential clients) from a list. Lists can be bought from list brokers. A cold list
is a list of people who have had no prior contact with the company, Calling the people on
the list for the first time is known as cold calling. A gualified telemarketing list includes
the details about prospects who have the need or authority to purchase.

Common reasons for cold calling include:

® lead generation — contacting cold prospects (people who don’t yet have a relationship
with the company) to create hot contacts (people who are ready to buy)

B phone sales ~ selling services over the telephone
B appointment setting - making an appointment for a sales rep to meet the prospect.

Follow-up calls may take place after a mailshot (see Unit 42) or a trade show (see Unit 28).
Telemarketers try to convert these leads into sales. This is called lead conversion.

Voice broadcasting is a cheaper form of outbound telemarketing, Instead of having a live
operator — that is, an actual person — a recorded message is played to the prospect or left
on their answering machine,

Inbound telemarketing

With inbound telemarketing, clients call the telemarketing firm, perhaps in response to an
advert, to place an order, make a reservation or contact customer services,

Telemarketing scripts

Telemarketing operators are trained to deal with objections (reasons people give for not
buying). Telemarketing scripts list the questions that must be asked and what must be
said to reassure the potential client. Here is an example of a telemarketing script:

Good morning / afternoon. May I speak with Mr / Mrs Mandeville please?

My name is Julie. I'm calling on behalf of Paper Express. Are you aware of the company
at ali?

NO: That's OK. It's a mail order company that provides discounted paper and office supplies.
(then to YES)

YES: Are you the person in charge of purchasing office supplies?
NO: May I ask for the name of that person? (take details)

YES: The reason for my call is to see whether you are interested in meeting one of our sales
team.

NO: Thank you for your time. (end call)

YES: Would you be available for a meeting on Friday morning? (take details, end call)

Professional English in Use Marketing

29.1

29.2

29.3

Complete the crossword. Look at A, B, C and D
opposite to help you.

“C

handle calls from clients. (7)
9 We plan to use telemarketing for ...
generation. (4) —

Across ] i B
1 After a mailshot we always make 5 3 7 R
e <alls, (6) LT L —
5 Telemarketing provides a ................... audience |
for the sales team. (7) i l T |
8 OUr e telemarketing operators [: %
|

10 A e, message s cheaper than a live
operator, (&) g B I FL , I 1
Down
2 i telemarketing will help us to generate leads. (8)
3 We need to prepare the telemarketing ... carefully so that our team know exactly
what to say. (6)
4 BY oo -calling we generated enough leads to keep us busy for months. (4)
6 In just two days we made a [ot of ..., sales. (5)
7 We decided to uSe .........cne.n.. broadeasting because it is much less expensive than having
a person there to make the call. (5)
9 You need to write a script for @ ...ouunenn.. Operator. (4)

George House is the marketing manager of a Jocal newspaper. Here are some extracts
from his presenration of a direct marketing campaign., Choose the correct words from the
brackets to complete the sentences. Look at A, B and D opposite to help you.

1 We decided to use (outbound / prospect) telemarketing,

2 We met our subscription target at an acceptable cost per (objection / acquisition).

3 Use (immediate / direct) marketing to increase the number of subscribers to the newspaper.
4 We bought a (qualified / captive) list from a (telemarketing / list) broker.

5 Telemarketing operators received special training to (contact / deal) with objections.

6 We created a new (script / conversion) with our telemarketing firm.

Now say if the sentences refer to the objective, the action plan or the results.

Correct the mistakes in the telemarketing script using words and expressions from D opposite.

1 Hello, my name is John. 'm calling of behalf on Jupiter Software.

2 Do you aware of the company at all?

3 Are you the person charged with this?

4 My call reason is to find out if you are interested in our latest products.
5 Do you available for an appointment?

Over to You ‘i»

Choose a product or service you would like to promote, Write a brief for a telemarketing firm,
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Online shopping and mail order

The online shopping experience

A virtual shopkeeper gives some advice:

“When designing an online store, you need to think
through the sales process, getting them quickly and

about how to move your shopper
easily from your home page, where their

shopping experience begins, through to the checkout, where they pay. You also have to think

about ways to personalize the selection process —
visitors may search by product category, while others will want to browse,
store just to see what there is. Some clients may
would like to receive as presents, Or set up a we
know what gifts they want if they’re getting married or having
to purchase, you can offer bundles of items. For example, an on

rennis rackets and tennis balls together as a single item.

Tt’s important to simplify the purchasin

how people choose what to buy. Some

visiting the whole

want to create a wish list of the items they
dding list or baby registry to let other people

a child. To attract clients

line sports store could sell

g process — how customers pay for goods they are

ordering online. It should be very easy for your clients to add items to the shopping cart

or shopping basket when they’ve
to basket” button or the “buy now
give clear paym
delivery options. You may want to gi
a premium price. You should also list the payment options for your
customers, such as gift certificates, credit cards or cheques.’

Mail order and the ordering process

decided what they want to buy by clicking on the “add
» button. Onee they are at the checkout you should
ent information, which must include details about delivery costs and

ve your customers the choice of next day delivery at

Mail order is a system of buying and selling goods through the post. Customers normally
select their goods from a catalogue. The instructions below tell customers how to order a
product from a company’s catalogue:

Please complete the order form below and return it to us in the prepaid envelope
provided - you don't need a stamp. Alternatively, you can call our telephone hotline and
place your order. Calls are free on our Freephone number.

P —— e e —=

e e — S S

item code Size Description Quantity Price each Total price

5926-82 i Trousers [ b A £ 75

915-30 M T-ghirt 2 % £ (4
Subtotal £ 29
Postage £ 480

I — - ——

IErE: Freephone number; AmE: toll free number

Total cost of
goods £ 4350
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I BrE: cheque; AmE: check

R

30.1 Label the website extracts using words from the box. Look at A opposite to help you.

I bundles of items delivery costs paymert options

product categories

’ [(cameras )
( nigital photoprints }----+- |
| (HF:lnlavers }

Standard (48 howrs} = £1.50
Express (next day) = £2.50

Pick up at store = £1.00 .,
_ toaster and processor, ke_yhnard,

_card with Seasons 16 2

30.2 Which of the services offered by an online store would be useful in these situations? Look
at A opposite to help you.

1 2 3 4

i /% | I need it urgently What would
Qﬁ\% | = by fomorrow. you like for your
- RSP ;

birthday, Jimmy? |

e

30.3 The owner of a small business is thinking about putting her catalogue online, and is

pllmesenting the business case to her bank manager. Correct the mistakes in her PowerPoint
slides. Look at B opposite to help you.

Pros Cons
1 Customers can put an order 24 hours 5 The ordering form must be simplified
a day. for older users.
2 No need for already paid envelopes. 6 Older customers may prefer using

mailing order to ordering online.

3 Woe can sfill have a hot tefephone fine.

4  The process of ordering will be much
quicker.

| Over fo You ‘h-
‘ Go to two online retailers and compare their sales process. Which one is easier to use?
Why? How could you improve the other site's process?
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Personal selling

B The sales force

The sales representatives or salespeople make up a company’s sales force. They interact
directly with customers or prospects — potential customers — to make sales and build long-
term relationships.

The sales force can include inside salespeople, who conduct business from their offices,
and field salespeople or travelling salespeople, who call on customers {visit them).

Sales forces are often organized with each salesperson having an exclusive territory — a
geographical zone where they make their sales calls or visits. Salespeople normally receive
incentives {see Unit 22), such as financial bonuses or gifts, if they reach their target or
sales quota — the amount of revenue they have to bring in during a given period,

Note: Sales rep or salesperson? See Appendix | on page 108.

Personal selling

Personal selling, or selling to a customer face-to-face, is different from impersonal

selling such as advertising and sales promotion. Salespeople can inform customers and
demonstrate technical products, at the same time customizing the sales messages to what
that specific customer needs to hear.

)
The sales process

The sales process helps the sales force convert leads into signed deals {change prospective
customers to actual customers).
1 Prospecting and qualifying
Salespeople prospect {or look for} new clients. New leads are generated by making cold
calls, calling potential customers from a list (see Unit 29), or by asking current customers for
referrals. The best leads are then identified, or qualified.
2 Presenting
The sales presentation can focus on the product’s USPs (see below), or be customer-oriented
- showing how the product will meet the customer’s needs. Testimonials from satisfied
customers, sales literature and samples may support the presentation.
3 Closing deals
When salespeople spot, or detect, buying signals from their customers, they will try to close
the deal by asking the customer to place an order. They may trade concessions or negotiate.
4 Following up
Follow-up calls are part of the after-sales service which enables salespeople to check customer
satisfaction with the service or product — how happy they are with it. Satisfied customers will
purchase again, generating repeat business.

n Marketing support

Marketing supports the sales force by providing product knowledge and market knowledge

— information about what the sales force are selling and the environment they’re selling it in.
Marketers can design marterials, or marketing collateral, to help the sales force present their sales
arguments. The sales kit contains sales aids such as:

® product samples (so customers get a better idea of what the product is}
price lists (so they can see how much it costs)

order forms (so they can place an order)

sales literature — brochures, leaflets and product sheets or sales sheets, containing
information about the product features (what it does) and product benefits (why the
product is good), and its unique selling points or USPs (what it has that its competitors
don’t).

68 Professional English in Use Marketing

31.1 Complete the crossword. All the answers make word combinations E E
with sales. Look at A, B, C and D opposite to help you.
Across 3] B [+ ] ]
5 We have a small sales force but we mostly T , - , e
INVESt i1 oo sales techniques such as .
advertising. (10) Lo - |

7 Our incentive plan encourages the sales force to
reach their sales ..o . (5)

8 The sales force listen to the customers and
customize their sales ... to the
customer needs. {8) lS

T b LB [

Down
1 Our sales ..o includes product sheets and a new
brochure with product information and testimonials. (10)
2 Each rterritory is quite large, so our salespeople only make one sales ..o, per day. (4)
3 The marketing team have designed a new sales ...owccernen for the product launch. {3)
4 There are 30 salespeople in our sales .o - (5}
6 We have lost repeat business as we neglected our ... -sales service, {3)

31.2 Make word combinations using a word or phrase from each box. Then match some of
the word combinations to the pictures below. Look at A and C opposite to help you.

ask cold calls
close buying signals
make a deal
place concessions
spot for referrals
trade an order

1

2

Over to Hou

Think of a product or a service that is usually sold by personal selling. Why is the sales

method well suited to the product or service? What would you include in a sales kit for this
product or service?
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22 Above, below and through the line
m Above-the-line

Above-the-line (ATL) is a form of media advertising where a commission or fee is pakfi to
an agency working for its clients. The commission represents a percentage of thfe media
investment — that is, how much is spent on media during the advertising campaign.

ATL campaigns appear, Or run, in mainstream Or mass media. E‘{(amples include
commercials on television, and display ads on billboards (see Unit 35 on outdom.'
advertising). ATL advertising is interruptive. For example, it is broadcast on TV in
the advertising break in the middle of a programme and does not form part of the
programme itself (see Unit 38 on branded content).

The advertiser (the client) briefs, or informs, the advertising agency (also knovyn as the
ad agency) on the advertising objectives. Typical objectives f(?r an ATL campaign include
making the customer aware of a product or service, or building the image of a brar}d.

It is the role of the ad agency to develop an advertising strategy based on the chen:cs
advertising brief. The advertising strategy defines the advertising messages — what is Eo
be communicated — and the choice of media. Media planners, working in the agency’s
media planning department or for a specialized media agency, define t}}e medlg strategy,h
identifying appropriate channels to reach the target audience. The mecha plan includes the
selection of specific media vehicles (for example, types of press magazines, v .c}.lanne‘ls,
poster networks) and the media schedule (the times and dates when the.a.dvernsmg will
appear). Media buyers negotiate with advertising. sales hous_es or advertising departments
to get the best price for the media space selected in the media plan (see Unit 33},

Note: Advertisements are more often referred to as adverts or ads.

Below-the-line

Below-the-line (BTL) refers to any non-media advertising or promo?igx} Markgting
services agencies are experts in BTL tactics, such as direct mail, .exhlb'mons, point-of-sale,
or street marketing (see Units 41-43). Marketing services agencies point to two trends
that indicate that BTL spend will continue to grow:

1 Ad avoidance — consumers actively trying not to be exposed to advertising. f.&d avoiders
change channels during advertising breaks; this 1s sometimes known as zapping. .

2 Media fragmentation — audiences are becoming smaller, or more.fragmen‘ted, as the choice
of media grows. Chris Anderson, editor-in-chief of Wired magazine, has. invented the term f
the Long Tail to describe the growing number of sites on thg internet with a small number.o
visitors. Emerging media (the internet, interactive TV, and virtual Wo_rl.ds §uch as Second. Life)
must now find ways to tap into, or exploit, the advertising opportunities in the Long Tail.

I

Through-the-line

Some agencies now offer through-the-line (TTL), also known as full services. A .full
service marketing agency offers both ATL and BTL in blended marke.tmg- TTL is aiso.
referred to as holistic marketing or 360 degree branding. It uses multl-chan'nel marketing,
using both ATL and BTL communication channels to build brands .(see Units 16—17)_. _
TTL can be very effective at drawing attention to your brand — getting people to notice it.

Advertising techniques

Advertising uses different techniques to appeal to consumers. For a list, see Appendix VII
on page 114.
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| 32.1 Make sentences using one part from each column. Look at A, B and C opposite to help
you. The first one has been done for you.
1
a Press planners are media agencies.
b Media magazines work in media vehicles.
a Press magazines are media vehicles.
b Media plarners work in media agencies.
2
a Ad marketing uses advertising breaks.
b Blended avoiders zap during TTL technigues.

3
a Normally, vV is an advertising agencies.

b Interactive advertisers brief emerging media.

4
a Advertising campaigns don’t run i advertising strategy.

b BTL agencies develop mainstream media.

32.2 In the description of Ford’s promotional strategy, the underlined words and phrases are in the
wrong place. Move them to the correct position. Look at A, B and C opposite to help you.
12 a 1= .

{4 »lle]l+] ntpy//www.thetimes100.co.uk Q-

=Wy | T r— — e — o
Ford employs a pan-European advertising (1) attention to draw (2) below-the-line to its products and =

| services. Ford uses (3} strategy promotions such as exhibiting vehicles and direct mailing of customers.

' For Ford, (4) fragmenited strategy is changing. TV advertising used to be the dominant (5) avoid
promotional tool. Today this communication channel is becoming increasingly (8) above-thedine.
Technology is affecting TV advertising. People can now recard programmes for viewing later and
(7) media the adverts easily.

Ford's Champions League sponsorship is (8) tactics marketing. The carmpaign contains both (9) blended

and (10) adverts components. During broadcasts of football matches, TV (11) BTL for Ford products can

be shown. At the stadium as fans arive for a match, Ford can promote its association using below-the-line :

(12) AIL |
32.3

Match the two parts of the sentences, Then decide if the sentences are true or false,

according to 32.2 abave. Look at the page opposite and Appendix VII on page 114 to
help vou.

1 Ford 13 using the internet to tap
2 Ford s only using mterruptive
3 Ford is using pester

4 Ford is using multi-channel .

5 Ford has display

a marketing,

b adverts at foothall stadiums.

¢ advertising on the TV,

d power, by appealing to children.
e into the Long Tail.

Over 4o You "‘»
Think about some advertisements ot promotions you have seen recently. Was ATL, BTL or
TTL used?
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Media strategy

Media strategy

The media strategy is part of the marketing plan. It recommends how to del.iver br‘ancll
messages to the consumer in a way that best serves the brand’s communication ob]ecF1ves,
such as building loyalty, encouraging purchase or aiding brand recognition. The medla‘stra:cegy
identifies the right target audience (the people the brand wants to talk Fo) and the medlg mix
{the combination of media types — press, outdoor or internet) which will be used to .dehver

the messages. The target audience is described in terms of-]ifestyle {the way _peopl.e 11ye) and
demographics (their gender, age, ethnicity, education and income). The media sp_ht gives the
breakdown of the media budget — the amount of money allocated to the campaign - between
different media types — for example, 70% of investment on television and 30% in the press.

In a media-saturated world, where media is everywhere, it is difficult to stand out from rival
advertising, or be naticed, so brands need to identify the best touchpoints — places to reac.h
their core target, or main audience. Media strategists use media research, basc?d on interviews,
surveys and measurement tools, to get information about th.e impact of Fhe dlffe'rent med.la
types, and to get insights into, or understanding of, 1Ehe media consumption habits of thf:ll'
rarget audience. Children’s food brands often advertise on telems%o.n because women Wth
children are heavy TV viewers — that is, they watch a lot of television. A cinema carmpaign may
be more efficient to reach light TV viewers as the audience is captive and attentive — they’re
sitting in the cinema, waiting for the film to start.

Media planning |
The media plan recommends communication channels with the names of sp§ciﬁc publications,
TV channels or other media vehicles to be used for the campaign. The plan includes a

media schedule with the dates and times when the advertising will run in the press or the
commercials will be aired on television or radio. The media planner recommends flighting
patterns — the periods when the brand is active or communicates in the media. Some _plans
have continuity strategies or drip strategies. For example, a detergent manufa‘cturer airs
commercials on TV every day for several months to keep the brand top of mind - fresh in
consumers’ memories. Other brands have bursts of heavy media pressure — for example, in the
summer holidays or at Christmas.

The media plan must respect the media budget and the media objecti\_fes for the c?.mpaign.
Media objectives are defined in terms of impressions {the number of times an aq is SE(?n), reach
or coverage {the percentage of the rarget audience exposed to an af:lvertmement in a given

time period), or time span and frequency (the average number of times a member of the target
andience is exposed to an ad in a given time period).

Media buying _ :
When the plan is approved by the client, the media buyer Medium Audience
makes the media bookings (reserves space in magazines or TV viewers
airtime on television) and produces a media schedule. TV (see Unit 34)

media buyers now have'software to optimize their plgns — that dio lsteners
is, to make the best choice of channels and commercial breaks. (see Unit 34)

Media planners and buyers are accountable to their glients. sutdoor udionce
Costs and results of campaigns are measured (see Unit 24). (see Unit 35)

Cost per thousand (CPM) is a standard measure of media ;
efficiency; it is the amount an advertiser pays for one press readers
thousand impressions. Big clients can organize media audits (see Unit 36)

to benchmark, or compare, the cost and results of their cinema cinema-goers
campaigns with those of their competitors. internet gsers or
Note: The singular noun is medium and the plural is media. (see Unit 39) surfers
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33.2

33.3

Complete the notes on a media strategy using words from the box. One word can be
used twice. Look at A and B opposite to help you.

core 1mpressions media reach
demographics lifestyle objectives research
habits light plan target

Communication (1)

Media consumption (77 oo

+ Generate awareness of the brand Medid. (8) ... gives insights into
- Drive traffic to the website the target's media consumption:

@ . - Heavy users of internet

< Very {9) . TV vieers

We have selected four tupes of media:

cinema, outdoor, internet and press. Medis (T8 e s dlpebel
magazines

mo are ther (5) ________________________________ wmnce?

4 s Titles Nutnber of insertions

® Menz1—7_95m5 71 to + Conde Nast [

29 + Sunset

. 3
. ﬁ;&;ﬂ Bcotad =R © USA Travel Guide | Z
) - Budget Travel 1

- Frequent travellers Meditk (1) o
« Open to new experiences e . 32%
A 1 e, : 4,942,000

Budget: #542,800

Choose the correct words from the brackets to complete the sentences. Look at A, B and
C opposite to help you.

1 We studied the competitors’ flighting (patterns / andience / touchpoints) before selecting a drip
(pattern / burst / strategy) to give constant media pressure throughout the year.

2 (Reach / Cost / Frequency) per thousand is the amount paid to reach 1,000 people. It can be
used to compare the cost effectiveness of different media (planners / pressure / vehicles).

3 A huge media (budget / buyer / mix) is necessary to keep our brand top of (booking /
viewers / mind}. It is difficult to stand out with so many competitors airing {(commercials /
benchmarks / touchpoints) on television.

4 We invested in new software to help media buyers (approve / optimize / air) our media plan.

5 The advertiser organized a media (schedule / strategy / audit) to assess the effectiveness of our
media buying and planning. Unfortunately, we were less efficient than our competitors.

Match the two parts of the sentences. Look at C opposite to help you.

1 The media plan must be approved

2 We use media research to get insights
3 The media buyer is accountable

4 This campaign will run

5 Airtime

a to the client.

b on television can be very expensive.

¢ by the client before we make any bookings.

d into the viewing habits of our target audience.
e in the national press.

Over 4o You

You are organizing an award event to reward innovative and effective media planning.
Think about advertising and communication campaigns you have seen recently and make a
shortlist of recipients for the award.
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TV and radio

Advertising on TV or radio

If a company wishes to advertise on TV or radio, the first step is usually to contact an |

advertising agency, who will produce the ad. They will come up with a communication strategy;
this includes advertising copy for an advert (the text), and perhaps a catchy jingle {memorable
music for your ad) or a memorable slogan {for example, Gillette’s “The best a man can get’). |

Companies can choose from different advertising formats:

B An advertisement that is broadecast on TV or radio is called a commercial or an ad. This
traditional format is shown in the commercial break between programimes.

@ Anident is a short film with the brand name and logo shown before a programme,

m A sponsored programme or AFP (advertiser-funded programme) is financed by the
sponsor or brand (see Unit 38).

® Interactive ads are becoming more popular on digital television; in addition to using the
remote control to change channels, viewers can press a button and respond to an ad.

The audience

The second step is to make sure your commercial is heard
or seen by your target audience. Ninety-nine percent of
homes in the UK have TV, and the number of digital
television households (TVH or TVHH) is growing rapidly.

85C) [ 20%
secz Y 20%
rrv [ 15%

ave [l 10%

Most TV channels are national and viewers from all over
the country can watch the programmes. Companies can
buy regional advertising for some TV channels (like ITV
in the UK) or national advertising if they want to reach otHeR [ +0%
the whole country. Local radio stations attract listeners — e

British TV channels: audience share
from only one area. |

The audience profile gives information about the listeners or viewers, including age, sex
and possibly income. The viewing or listening figures show how large the audience is for
a certain programme or for a whole channel or station. The GRP {gross rating points)
show the percentage of the target audience reached by a television commercial. Television
ratings (TVR) show the relative popularity of different TV programmes. Rarings differ
from audience share, which refers to the percentage of total audience watching TV at any
one moment who are viewing a given channel. For example, an audience share of 65%
for a football match shows that 65% of people watching TV at that time were watching
the football match.

The big channels for each country are called mainstream media. They feature general
programmes and cater for everyone, providing what people want or need to see.
Customers can pay to subscribe to cable TV and satellite TV. Terrestrial TV, which

is broadcast via radio waves, is usually free, or free-to-air. Channel 4 in the UK is an
example of a terrestrial channel. Some national TV channels, like the BBC, are funded by
a TV licence fee, which all households with a TV set must pay.

Dayparts

Dayparts are sections of the day during which programmes are broadcast or aired to
appeal to the particular demographic group that will be watching or listening. Most
people have regular listening or viewing habits and will usually watch, or tune in to, the
same programmes every day or week.

For names of dayparts and descriptions of audiences and programmes, see Appendix VIII
on page 115.
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34.1 Match the words and phrases (1-3) to the definitions (a—). Look at A, B and C opposite

to help you.

1 advertiser-funded programmes

2 audience

3 comumercial break

4 daypart

5 free-to-air

a TV channels offered free to users, without subscription

b the population or target group viewing a television programme or an advertisement
¢ shows which are fully or partly paid for by an advertiser

d a broadcast time period, e.g. daytime: 0900-1630

e the time during which ads are shown between programmes

34.2 Complete the texts about TV and radio advertising using words from the box. Look at A
and B opposite to help you.

channels listeners reaching station

programimes

| TV plays a huge role in our lives and even in these days of 200-plus (1) .o "
ITV1 continues to be the most watched. In 2005, a massive 885 of the 1,000 highest-rating
(27— were shown on ITVI.

Classic FM is the largest cormmercial radio (3) ... i The UK,
O e e almost &6 million people every week. Most of the station's
(S are not conneisseurs of classical music and come to us because

of the way Classic FM makes them feel, regardless of age. sex or income.

34.3 Make word combinations using a word from each box. Some words can be used more
than once. Look at A, B and C opposite and Appendix VIIi on page 115 to help you.

commercial reality break opera
game remote channel show
listening soap control station
prime v forecast time
radio weather habits v

Over 4o You 1

Keep an advertising diary for two days and note all the types of advertising you see on
television and hear on the radio. Write down the type of station or channel, the daypart,
the type of programme and the type of product or service being advertised. Do you see any
patterns?

Channel Product / Service

‘ Programme

|
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Outdoor advertising

Out-of-home advertising formats

Outdoor advertising, or out-of-home (OOH) advertising can
really grab your attention or get in your face. Advertisers have 3
a wide choice of poster sites, sizes and formats from 4 sheets # sheet: 60 x 40

to 96 sheets (see table). 6 sheet: 72 % 48§

Roadside panels: Billboards are large outdoor panels for

displaying ads. Giant banners or wallscapes are hung on the 12 sheet: | 120 x 60

front of buildings, Outdoor contractors also offer lightboxes | 16 sheer: | 120 x 80
{illuminated panels}, tri-face billboards (with rotating sections 48 sheet: 120 x 240
allowing three different advertisements to be displayed in 96 sheet 480 % 120

sequence) and scrollers (signs displaying a number of posters,
one after the other).

Street furniture; In 1962 Jean-Claude Decaux
introduced the concept of advertising on bus
shelters. Pedestrian panels are backlit — lit
from behind — and normally located on streets
in town and city centres.

Transit advertising: Taxis, buses, trams and
trains can be wrapped in vinyl showing a
company’s adverts. Ads can also be positioned
inside or on the side or rear of a vehicle.

Ambient media: Adverts can be displayed on
non-traditional media such as the back of a
receipt from a shop or a travel ticket. The use
of floor graphics is common in supermarkets
and shopping centres.

Digital outdoor advertising: LED screens are
used in similar sites to traditional billbcards.
Digital video billboards show short advertising
spots (15, 30 or 60 seconds). Consumers

can interact directly with some interactive
advertising

sites, such as bus shelters and poster panels,
using their mobile phones.

7. 8

:111

e N
=l {h | | mwoseewo.oF

. . A wallscape and a wrapped vehicle
For illustrations of OQH advertising, see P PP

Appendix IX on page 116.

Note: Paste is the adhesive used to attach posters to walls; the word can be used as a noun and as a verb.

Billboards are sometimes called hoardings in India and the UK.

B crfectiveness of OOH

Advertisers can buy a network of sites to target their consumers or to reach people in
their geographical area, or catchment zone.

Eye-catching — arttractive and noticeable — ads such as sonic posters (which include
sounds), ‘smelly’ posters (including smells or odours) and lenticular posters (showing
ditferent images as you walk past them) can be very memorable.

Qutdoor campaigns can be measured by opportunities to see (OTS) or coverage (see
Unit 33). The term approach specifies the distance between the point where the
advertisement first become visible, to the point where is no longer readable because it
has passed out of sight.
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35.1 Complete the crossword. Look at A and B ]
opposite to help you.

Across 3
2 Another name for a hoarding. (9) q 3 3 “| s ' i‘|
5 This type of furniture is found outside. (6} | l |

7 This type of advertising makes a noise. (3)

8 A glant ... 18 hung on a [ il
building. (6) [

10 Advertising on buses, taxis, etc. (7) - 10 | \ ]—l M [

12 Advertising you can walk on: x " i

A eevereeerer oo graphic. () |1zl ' l 13 | l

13 The latest technology for out-of-home o
advertising. (7)

14 The image changes as you walk past this
type of poster. (10)

Down AEEREEEN
1 Out-of-home advertising gets in your
................................ . (4)
3 To put up posters. (5)
4 An illuminated panel. (8)
6 By the sides of streets and roads. (8}
9 You can wrap buses and taxis in this material. (5)
11 Another word for ‘out-of-home’. (7)

35.2  Complete the news report using words from the box. Look at A and B opposite to help you.

catching coverage graphics hung shelters wrapped

Commuters in Bristol were surprised by an
invasion of out-of-home advertsing last
Tuesday. The opening of a new concert hall was |
announced by huge banners (1} ..

on prominent sites around the c1ty Buses were

et in the concert hall’s logo and
colours. Bus (3) v, were treated to |

DEW Y€~ (4) oo interactive ads that ,
lit up and made noises as pedestrians walked

past. A spokesperson for the new concert hall
said that the public reaction had been good.
“We got greater (3) s than we had
imagined.” he added. One commuter said that
she had been pleasantly surprised to find herself
walking on floor (6} .o, instead of |
the ordinary floor. ]

e T P i e . e .

A digital billbeard

Over 4o You

Describe a poster you h,m seen recently. Why did this ad catch your eye?
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8£18Y The press
Newspapers

Most newspapers are dailies, printed every day. Some are
weeklies, printed once a week. The national daily press
includes titles like The Sun and The Times in the UK and ' :
is available all over the country. The regional press is only -~ Make science easier, %F“
available in certain parts of the country — for example, s =
the South Wales Echo. The local press is similar to the xammes are told
regional press bur for a smaller geographical area — for i

example, the Basingstoke Gazette is only for sale in the
town of Basingstoke.

Tabloids are newspapers with a smaller format than
broadsheets. Originally broadsheets carried more
economic and political reports and were more serious.
Most UK newspapers today are tabloid or Berliner,
slightly bigger than a tabloid. However, the term tabloid
press is still used to refer to less serious newspapers which
contain sensational stories, short articles or reports, and a lot of photographs. Some
newspapers are not sold but given away free. These freesheets are funded entirely by the
advertising they carry.

D agocines

Magazines can be weekly, published every week; fortnightly, published every two weeks;
or monthly, published every month.

For descriptions and illustrations of different categories of magazines, see Appendix X on
page 117,

Choosing titles

The advertising sales department of a newspaper or magazine sells advertising space or
advertising positions in their publications. As part of the sales effort, ad salespeople work
with the marketing team to prepare media packs, which contain information about:

B The advertising rates, or cost of advertising in the newspaper or magazine. The rate card
shows the price of advertising and also gives technical data about the size, or format, of
the ad. The copy deadline tells advertisers when they have to deliver the copy (the images
and text for the ad) or the complete advert itself.

® Circulation figures or distribution figures, showing the number of copies {single
newspapers or magazines) sold per issue (the version of the newspaper or magazine
published on a particular date}. The readership figures, which show how many people
read the publication, may be higher than the circulation figures because one copy may be
read by more than one person.

@ The advertising policy of the publication, which gives general information on what can be
advertised, which formats are available, and how to pay.

@ Details and dates about special features — articles about a particular subject, such as the
Technology Quarterly from The Economist, or reviews of fashion shows in women’s
magazines. If you are a clothing brand it is a good idea to book space to coincide with
reviews of fashion shows.

m Choosing a position

The price of an ad varies depending on the position in the newspaper or magazine. See
Appendix XI on page 118 for the rate card from a local British newspaper.
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36.1

' 36.2

36.3

Match the categories of newspapers and magazines (1-6) to the descriptions {a—f). Look
at A and B opposite and Appendix X on page 117 to help you.

1

daily local freesheet

2 fortnightly special interest

monthly children’s magazine
monthly glossy men’s magazine

3
4
5 regional daily press
6

a

weekly national press

Since October 10, 1870, the Eastern Daily Press has been a source of authoritative comment
for its readers in Norfolk, North Suffolk and East Cambridgeshire, helping form opinion and
encourage debate.

A leading quality magazine, whether it’s fashion, sport, health, humour, politics or music,
every month GQ covers it all with intelligence and imagination.

The Sunday Review from The Independent is part of the ‘world’s best designed newspaper’, It
is renowned for its strong reporting, national news features and cultured outlook.

RAIL is published twice a month in the UK. It is Britain’s number one modern rail magazine
for news, features, analysis and opinion. Perfect for the railway enthusiast.

CY - A brilliant new intelligent and entertaining magazine for 7 to 12-year-old children, Full
of features, activities, puzzles, facts, cartoons and challenges to stimulate and stretch their
minds. 12 issues a year.

Metro 1s designed to be read in about 20 minutes and contains bite-sized national and
international news and local information — entertainment previews, listings, weather and
travel. We’re completely free and you can pick us up Monday to Friday in 15 cities across the
country.

Choose the correct word combinations from the brackets to complete the sentences. There are
two possible answers for each question. Look at C opposite to help you.

1
2

3
4

Our (copy deadline is / circulation figures are / readership is) growing vear on year.

You can book (advertising positions / advertising space / advertising policy) using our secure
online booking system.

Please click here to download a PDF version of our {media pack / book space / rate card).
Before submitting an ad, please make sure you have read and understood the (technical data /
advertising space / advertising rates).

Make word combinations using a word or phrase from each box. One word can be used twice.

L

ook at Appendix XI on page 118 to help you.
centre matter

facing page

front page solus

full spread

half

Over to You *‘»

Collect some newspapers and magazines, and selecl an ad; Which format has the advertiser
used? Why do you think they have selected this publication and this format?
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Printed documents

m Design
Printed documents {or printed material) are usually prepared by a graphic studio. Graphic
designers design the page, or layout, and prepare a dummy or a mock-up which shows
how the finished job will look. They work to graphic guidelines to ensure that all the
marketing collateral {which includes sales aids such as brochures and magazine ad inserts)

has the same look.

The copy (the text) is written directly by the marketing team, or by specialized
copywriters working for a communications agency. This process is known as copywriting.
The copy is proofread to find and correct mistakes.

m Preparing to print
The graphic chain refers to the process of printing documents, or the print job, from the
initial contact with the printers to the final run when the finished material is printed. The
process starts with establishing an estimate, the price for the print job. The print run,
or number of documents to be printed, must also be decided. A long run prints a large
number of documents. Some printers accept short runs of only ten documents.

It is important to fix or set deadlines for job completion. It is also essential to respect
deadlines so that each stage of the job is completed on time.

The print job

There are four stages to a print job:

1 Prepress, the first stage, covers all the work before printing happens. This includes typesetting,
also known as composition, which is arranging the text and artwork (photos and illustrations)
on the page. Print specifications — prepress guidelines including colour references and
dimensions — must be followed. Registration marks, showing how to line up the colours on a
page, and crop marks, showing where to cut, or crop, the paper, should also be included.

2 Final proofing, the second stage, involves checking the print job. At the end of this process,
the client will sign off the job and agree that no further amendments, or corrections, need
to be made. Marketers are often responsible for this ‘proof OK’. A press check is run: a few
copies are printed and checked for colour correction, to make sure the colours are right.

3 The third stage, known as printing or ‘the press’, involves transferring ink to a material such
as paper, plastic or metal, There are several different printing techniques and colour options.

@ Silk screen: used to produce multicoloured designs for flat surfaces, like signs or CDs.
®m Lithographic: used for large quantities of printed material such as brochures.

m Hot stamping: a more expensive technique used to print in gold, silver or other foils and
metallic papers.

@ Embossing: creating a raised mark on the material.

@ Digital printing: specifically dedicated to short runs; data and images are printed directly
from a computer file.

m Full colour can be achieved by the four colour process, or CMYK (cyan, magenta, yellow,
and key / black). The six colour process, or Hexachrome, developed by Pantone, uses
CMYKOQG - orange and green are added to make more vibrant colours.

@ Spot colours, exclusively made inks, cannot be reproduced by the four colour process.
@ Black and white (b/w) printing; mono, or one colour, printing sometimes uses black ink.

4 Finishing, the final stage, may include perfect binding (joining several pages together into a
book, brochure or catalogue), folding (bending the paper onto itself) or perforating (making
small holes in the material — for example, for money-off vouchers or response cards).
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37.1

37.2

Make word combinations using a word [rom each box. Then use the combinations to
complete the description of a print job. Look at A, B and C opposite to help you.

graphic OK

job a deadline

long designer

press run

printed check

proof completion

set material

Objective B2
Hotel group Queen’s Moat House Hotels UK wanted to attract more famifies with children in the three to | .
tan years age group. Moat Houses (1) for (2) for early spring. 1
Solution Wt

With no previous history in this sector a brand had to be created from scratch. Gur (3) v,
created three mediaeval characters, Sir Quintin Malpas Hump, his servant Morris, and a dragon called Henry.
The initials of each of the first nameas being QMH, representing those of Queen’s Moat Houses, The tric

¢ have subsequently featured in other (4) ... : comics, paper hats, and posters to name but a
few items — all designed and produced by HOA. AFter (5) ... from Queen’s Moat House Hotels
wae launched a (6) .« 0 Validate the colours.

Result

All of the items that HOA produced werte very much in demand, to the peint that many of them became
i collector’s items. We are currently working on a surmmer menu for the hotels, This print job will have a
A7) e @5 the previous items have been so popular. =

— . i

Replace the underlined words and expressions with alternative words and expressions
from A and C opposite.

1 Printed material that helps sell a product leaves a lasting impression on your clients.
2 You can trust our writing skills to create fantastic-sounding arguments.

3 We will guide and assist you in all stages of the printing work.

4 We print in blue, pink, yellow and black.

5 After the period of checking and amending the print job, the client tells the printer to start
printing,.

=

Embossing Hot stamping Perfor.ating

Over +o You "h»

Find a printed document that you think is effective. What is the purpose of the document
and who'is the target? Describe:

| the layoul m the artwork

B the copy m the finish.
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Branded content

History of branded content

Branded content is entertainment created, funded or produced by a brand. For example,
Nestlé’s Purina pet food produces a TV show called Talk to the Animals, which has
stories about animals and advice on feeding cats and dogs. Brand messages or values are
integrated into the content of an entertainment property, which could be a TV show, a
video game, a book or a live event.

The entertainment property is often co-created or co-produced by the brand. The brand
sometimes barters, or exchanges, the entertainment property for airtime — commercial
space on television or radio.

Branded content has grown due to media fragmentation (see Unit 32). With more and more
TV channels, websites and magazines, it has become more difficult for advertisers to reach
their target audiences with conventional interruptive advertising such as commercials in
advertising breaks. However, by providing content, the brand engages and connects with
consumers, offering an emotional encounter with the brand, or a brand experience, rather
than just exposure to an advertising message.

Types of branded content

Advertiser-funded programmes: the name for branded content on TV and radio, this is
now a common feature of the audio-visual landscape. The travel agent, Thomas Cook,
has even become a media owner, with initiatives such as Thomas Cook TV, which
broadcasts programmes about holiday destinations.

Off-air events: brands organize shows or events, such as the Nokia Urban Music Festival.

Digital media networks: this has screens with information, news or entertainment in
public places such as train stations. Tesco has captive audience networks in its stores.

Online: the interactivity of online platforms (see Unit 39) allows brands to create a
dialogue with consumers and even to display, or post, written or video user-generated
content (content developed by visitors to the site). Land Rover’s internet TV channel, for
example, encourages viewers to share their content by uploading their own films.

Mobile or wireless content: brands provide content such as mobile games, logos and ringtones.

Contract publishing: many brands have gone beyond producing advertorials ~ advertising
in a newspaper or magazine presented to resemble an editorial article. Some brands are
now producing consumer magazines which increase the time the consumer spends with

the brand.
Films: BMW commissioned a series of films by Hollywood producers starring their cars.

Advergaming: embedding, or integrating, the brand values in advergames — video games
produced by advertisers — enables advertisers to reach young adults, who often avoid
conventional advertising.

Product placement or integration: a product or a product reference {when someone
mentions the product) appears in an entertainment property. Product placement has been
common since the 1960s, when Sean Connery was seen driving an Aston Martin in a
James Bond film.

Efficiency

Marketers need to ensure that branded content serves the marketing communication
objectives (see Unit 33) as well as the editorial needs of the broadcaster. Branded content
can generate huge media exposure (reach a lot of people), and achieve media standout — get
the brand noticed. Some advertisers assess media efficiency by calculating the cost of buying
equivalent airtime — that is, the same amount of airtime using conventional advertising.

Professional English in Use Marketing

a8

Choose the correct words from the brackerts to complete the articles about branded
content, Look at A and B opposite to help you.

1 BMW have (commissioned / sharing /
embedding) contemporary authors to write
downloadable audio books filled with intrigue
and suspense. The stories are (boosted / co-
produced / entertained) with the publisher
Random House. This is another example of
BMW using (branded entertainment / contract
publishing / advergaming) to engage with
CONSUMmers.

2 The Coca-Cola Company has teamed up with
Smartphones Technologies to deliver Coca-Cola
polar bears and other Coke {branded content /
advertorials / captive audience networks) to
cell phones, Smartphones will also create
Coca-Cola {off-air events / mobile content /
user-generated content) such as video ringtones
and mobile games. Coke has universal brand BMW audio baok
recognition and is offering the consumers a
brand (experience / value / reference) that will
boost the perception of the brand.

3 (Contract publishing / Product placement / Wireless content) has become commonplace in
movies and TV shows. Now it’s coming to comic books — DC Comics is launching a new
series which showcases General Motors® car, the Pontiac Solstice. The hero, known as “The
Rush’, will be seen driving the car. DC Comics is promoting their title as a place to (engage
with / volunteer / share) young men in their 20s.

Complete the quotes using words from the box. Look at A and C opposite to help you.

airtime connects generated standout
barter exposure share communication

in a world with increasing media choice.

Branded entertainment can help a brand achieve media ... l

We establish the price of a 30-second commercial and then calculate the
value of the we .. in exchange for the programme. J

If your marketing ... objectives are to change attitudes and increase awareness,
the media oo you get from product placement could be very useful. J

USer e content is very effective. It’s not expensive for us to produce, the users love l

10 woveerrercrnrecncen. thelr films by uploading them, and it really ..o, with our target.
—_ y

Over 4o You -'

Imagine that you are participating in a conference about branded content. Write a shorl
speech entitled: 'Is branded content the future?'
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The internet

Internet advertising

Some of the most common internet advertising formats are banners, buttons and
skyscrapers (see below). Other formats include:

m Pop-ups — new windows that open on your screen as you surf the web.

m Microsites — small websites (which may be part of a large website) dedicated to promoting

a specific product or event, A microsite has its own address or URL.
®m Rich media formats — animated, highly interactive advertisements.

The effectiveness of an online ad unit or online advertising vehicle is measured in impressions
— the number of times that the ad is shown to an online audience. A good campaign will use
contextual technology to deliver ads to web pages that are relevant to the target audience.

ﬂ.’_‘\-ﬁ - - — —— e ——
\g Tgr \g1 Find the perfect gift FEcteity
; LW l'poo |
search engine — YL/ 1117 SERRCH | mother’s day presents | 'Search |
| « Name a flower for Mother : T query
e Nameafiower.com Presents Peﬁectglﬂ:
| Galore -
paid search— | * Personalized Book Ciick Hers — button
l listing L B okTai
skyscraper
organic listing——1. Mother’s day presents - Great gifts
Mother’s day qift ideas - find that prefect present
WINW ':|Il.||":"'-':'~'_"_ll| & COMm k R
2. Mother’s day — Excellent gift ideas
Shop for Mother’s day - choose from a wide selection
" www.giftshop.com

n Search engines
A search engine, such as Google or Yahoo! Search, allows users to look for specific

information on the web. Search engines list relevant websites, or return search listings, in
response to a user query — a keyword or search term typed into the search box.

Search engines are interesting to marketers as they provide targeted traffic — when a
consumer searches the web, they may be ready to purchase a product or service (see
Unit 20).

Search engine marketing

Search engine marketing (SEM) inchudes:

® paid search - in addition to the organic listings or unpaid search listings, brands can pay

search engines to display advertising in the form of sponsored links or paid search listings.

m search engine optimization (SEQ} — increasing the number of visitors, or traffic, to a
website by improving the ranking of the website, This means getting a search engine to
rank the website high on the search engine results page (SERP).

SEO techniques are classified as white hat if they are recommended by search engines as
part of good web page design, and black hat if they are disapproved of by search engines.
Keyword stuffing is an example of a black hat technique: a web page is loaded up with
keywords to mislead the search engine about the content or interest of the website.
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39.1

39.2

39.3

39.4

Make word combinations with search using words from the box. Some words cannot be
used, and some can be used more than once. Look at A, B and C opposite to help you.

banner keywords page traffic
box [istings paid terms
engine marketing results unpaid
hat optimization skyscraper user

SEM ooioereecrmrmmers e

In the description of SEQ, the underlined words and phrases are in the wrong place.
Move them to the correct position. Look at B and C oppesite to help you.

i s

[
SEQ is short for search (1) rank optimization. The objective is to incraase the number of visitors to a
website by improving the site’s (2) SERF in the (3) enging returnad by search engines

Wa are @ leading (4) listings company with many years of experience in the figld. We undersiand
how search angines (5) ranking weh pages, Our experts follow SED news and help keep our client's
websites at the top of the (8) SED

| How do we do it? This sounds like a simple question but ...

Choose the correct words from the brackets to complete the sentences. Look at B and C
opposite to help you.

1 Some marketers pay search engines to (rank / ranking) their website higher.

2 SEQ uses keywords to get a berter {rank / ranking).

3 Black hat SEO uses trick techniques to get a higher (rank / ranking).

4 Users usually look at the websites that (rank / ranking) at the top of the results page.

Over 4o Yyou "

Which ad formats do you see most often on the internet? Why do you think these formats
are s0 popular?
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Buzz marketing

Word of mouth

Marketing has relied on word of mouth (WOM} for a long time — happy consumers have
always told their friends abour the products they like. Direct marketing (see Unit 29)
often includes testimonials from ordinary people or the general public who say why they
like using the product. Favourable word of mouth publicity — positive WOM —is highly
benefcial for the brand because the person who spreads the word is usually highly trusted
— a family member, for example. However, the product or service must not disappoint the
target audience — it must live up to the hype created by WOM.

Buzz marketing and stealth marketing

Buzz marketing uses existing networks, often social networks (for example, groups of
friends), to increase brand awareness. Social networking relies on the idea that people
will pass along and share cool and entertaining content. Unlike word of mouth, buzz is
generated by the brand itself, looking to build awareness of a product or service. A buzz
marketing campaign hopes that the message will spread quickly, thanks to buzz agents,
people who pass along messages.

CommentUK is a company which specializes in live
buzz. This is done by performers (actors) acting out live
advertisements, To promote the Nintendo Wii, teams
of performers visited cinemas, interacted with other
cinemagoers, and played a game live on the big screen,

Brands also use stealth marketing, where consumers are
not aware that they are being marketed to. For example,
Sony promoted a camera-phone using actors who
pretended to be tourists. The actors asked people to take
pictures of them, and took the opportunity to praise the
brand, saying positive things about it.

Live buzz

Electronic buzz

An electronic buzz marketing campaign, also known as viral marketing, uses viral
commercials — ads which are sent around the internet by users themselves. The
commercials could be funny video clips (short video files), interactive Flash games,
images, or any content people would be inclined to share with others. These campaigns
can be started by email, in chat rooms or on discussion boards where groups of people
with shared interests meet online, and on peer to peer sites such as YouTube.

At the end of a viral commercial there is usually a clickable link to “tell a friend” or
‘email this page’. The success of an electronic campaign can be measured by the number
of emails opened, the click-through rate — how many people clicked on the link after
opening the mail — and the number of pass-along events (emails sent to contacts).

Generating a buzz
This extract is from the website of Qutstanda, an internet marketing agency:

Buzz marketing is a strategy that will get you talked about, and in the news. Outstanda specializes in helping clients
generate more buzz on ihe web. We will create a little buzz each day. We will add to the buzz with press releases and
1y cultivating relationships with bleggers. We help you identify what makes you buzzworthy — worth tatking about.

Many buzz efforts take at least four weeks of planning and much more time for the story to cateh en, or become
popular.

T — —

Note: For more information on press releases, see Unit 47. For more on bloggers, see Unit 50.
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40.1

40.2

Make word combinations using a word from each box. Then use the correct forms of some of
the combinations to complete the senternces below. Look at A, B and C opposite to help you.

chat social along word
general spread the audience public
live up to stealth mouth peer
pass target the hype networks
peer to word of marketing room

1 City dwellers are increasingly buying food products direct from farmers. Sixty-six percent of
customers said they had heard about the farm they use by ..«

2 Three mothers created a line of clothing for kids called Mum’s The Word in 1995. They
dressed their own kids in Mum’s The Word clothes; the kids became brand ambassadors and
st s ADOUE the new brand.

3 One of the most difficult aspects of viral marketing is making sure the product or service
s aNA doesn’t disappoint the consumers when they actually try it.

4 Advertisers are Starting to USE .- e« The brand sends a message to a
limited number of influencers, who spread the message to their network.

Match the two parts of the sentences. Look at A, B, C and D opposite to help you.

1 Procter & Gamble has released viral

2 In addition to launching the Noscruf.org website, the campaign includes paid search ads, and
two viral videos on the peer

3 The Sony Bravia advert with paint exploding over a block of flats spread

4 The general

5 The film has been uploaded onto peer to peer sites and widely discussed in chat

6 The JetBlue airline recruited a network of buzz

7 Influential students pass

8 A portal allows ambassadors to share ideas and communicate with other students in their
social

agents called CrewBlue Campus Ambassadors.

rooms.

along the airline’s brand message on untversity campuses.

public was allowed to attend the shooting of the new campaign and the film was released on
the Bravia website.

commercials that aim to persuade men to shave.

on the internet.

to peer site YouTube.com.,
networks.

o N oW

S8 —h

The Sony Bravia advert

Over 4o You ‘h-

The Federal Trade Commission (FTC) is opposed to stealth marketing. Find three arguments
for'and three arguments against siealth marketing.
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Sales promotions and displays

41.1 Make word combinations using a word or
an element coupons
phrase from each box. One word can be
money-off offer

Sales promotions used twice. Then use the word combinations i of skill

to complete the sentences below. Look at A

Marketers and consumers are people talking about sales promotions: oposits 0 hels 400, L e oromotions
seasonal purchase necessary
We run a prige drow, or competition, every year in the summer. 1L's free to enter, 50 | iﬁemall two
we have 10 label the packs with no Pw'chas’e neCessary 10 show that consumers ldcm‘{ have ree for
to buy the product to enter. This year were thinking of cnanging the rules. \:t}ed like to |
include an element of skill by asking the entrants to answer a simple question in order to 1 SOME oo eemsesss e can be found on the internet. These are called

take Part. This way we can require a PrOOF of purChase: like a v E’-Cf’-'lP{) from the entrants. ettt
Tioa ' 2 When children go back to school after the long holidays there are always

........ on pencils, paper and school bags.

I bought these biscuils because I had a money—off coupon. Thirty pence Off, now ‘LhC.\‘LS s od 3 If e 18 Written on the pack, you can enter the prize draw without
My s0n got it from the infernet. Its one of these new e s. You kpow = an online. coupon. having to buy the product.
— - S —— " y : 8 4 For some prize draws ... 15 Needed to answer questions or complete a
. ” ! simple task.
L always buy my shampoo when there is a special offer, lke three .

; L Jar tyPe Of s t one f
for 4wo. 1£'s even better if it's buy one get one free, or BOG_O’F. f . is a popular typ as you get one free
As the warketing manager for o breakfast cereal, I ke 4o L gi-ﬁ.s with —— 41.2 Replace the underlined expressions with alternative expressions from B opposite.
purchase to target children. We often put a small plastic toy inside the packet. (See Unit 27) These days, there are a lot of (1) shop advertising displays. As you walk down the street you

can easily see the (2} advertising in the window. These are designed to tempt you into the shop.

My local supecima ket aluous qoes Cragy in the summer with seasonal Prowptims for sun Cream When you go into a supermarket, the first POP you will probably see is the {3) advertising at the

. 5 j W the in—store promotions. bottom of the basket. For special events, like in-store promotions, there may be (4} large printed
and leg wax. Sometimes you cant find the Tllk HEHLE O{ i e i p adverts or (5) displays at the end of the aisles. (6) Large bins for displaving the product from

which the consumer can help him / herself are often used for dry pre-packaged goods. Some

'_Er[:-pEdl‘ﬂW: AmE: sweepstake | large displays are (7) put on the ﬂogr. (8) Displays put on the counter are usually smaller.
- (9) Attached to the wall displays might be a better idea, if there is really no floor space for a
. ; display. Probably th. llest displays, but often th ffecti he (10 1l stati
R #oit of purchase (FOP) or pointof sl (POS) dislas opky by e sl il b e e oo e 10 sl
. . . A *
Display units come in a variety of shapes and sizes. It is possible to display the products special offers.

themselves, product information and advertising.

41.3 Read the remarks made by marketing managers and recommend promotional actions.
Sometimes more than one suggestion is possible. Look at A and B opposite to help you.

1

[ think we should do something with a prize. 1'd like to reward our

' Shelf wobblers most loyal customers and generate some buss around the brand.

A shelf talker = % [ think we need 1o atiract new consumers and reward our exiS‘{’_Ehg clients. Per‘haps we
could print some pieces of paper that let people buy the product for a cheaper price.
y Why dont we have some little sians on the shelves or on the product itself? What about
the ones that bounce up and down as wou wak past or as you move the product?
Art | 4

1'd like to have something bia, eve—catching and functicnal. Maybe at the end of
the aisles, where the customer can take the product and see the special offers.

NS bition

m ‘m A ﬂoo-stig

|
|
UE I'ﬁ s display
i |

Over {o You “»

Look in your cupboard and find a product that has a special offer on the packaging. What

A hanging ye _
banner = kind of POP display would work best with this promotion?
A window display A counter-top
display
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Direct mail and email

The advantages of direct mail
The United States Postal Service describes the advantages of its direct mail service on its website:

ann e e

[« = Te I+ ] ntto//ww usps.ca e '

M o i
-

m Targeted: focus on your specific audience, directing your campaign
(or mailshot / mailing) to the market you want to reach.

® Personal: address customers by name. Write specific messages for them and
personalize your message.

s Flexible: a variety of formats, including letters, postcards, or brochures. Be creative
with colors and graphics. Offer a free sample of your product.

m Tangible: customers can hold your mail piece. Coupons or free samples included in
your mail piece help encourage customer interaction by getting them to use the
product. |

m Measurable: track the results of your Direct Mail campaign by counting the |
| responses of inquiries it generates, Work out the cost per response for each campaign |
or go a step further and calculate the cost per conversion - how much each sale cost

in terms of direct mail spending. |

m Cost-effective: your targeted message goes directly to the people you want to reach.

Pe
Y

L. =0 __—— =5 -

Note: For more information on free samples, see Unit 43. [ BrE: eolour: AmE: color

m Organizing a direct mail or email campaign

Billy Yates, managing director of a direct mail company, talks about organizing a mailshot:

“‘Unfortunately, many first-time mailers overlook some of the basic “rules” of creating an
effective direct mail campaign.

Firstly, the accuracy of your mailing list. You can ask a mailing list provider or list broker
to sell or hire out lists of customess’ names and addresses from their database. Work with
your list supplier to develop an effective prospecting list that includes the contact details
of a large number of your target audience, or people with a similar profile — the same
inferests or buying habits. Remember — direct mail is sent to people who are interested in
it, junk mail is posted to people who don’t want it, and spam is emailed to people who
aren’t interested. You should always include an opt out of receiving publicity from your
company: let people tick a box to say that they don’t want to hear from you.

Secondly, the appeal of your mail piece. You must encourage, or entice, people to respond. You
can boost Tesponse rates by offering free gifts or discounts. Use a call to action: tell the reader
what you want them to do. Include a deadline: tefl the reader when he or she must answer.’

Note: For information on the Data Protection Act in the UK, see Unit 23,
For more onh turning prospects into clients, see Unit 29.

Describing a mailshot

90

There are many different items that can be included as part of a mailshot. See Appendix
XII on page 119 for a list and illustrations.
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42.1

Put the words and phrases from the box into the correct columns to make word
combinations. Look at A and B opposite to help you.

PEr COMVersion piece
per response prospecting

broker junk
effective mailing

cost-effective

42,2 Two marketers are talking about direct mail. Complete the sentences and then put them

42.3

in the correct order to make a conversation. Look at A and B apposite to help you.

1 Well, if we send them a free .. , people can try the product. It’s is a way to interact
with the brand. We also need to include a ... to action,

2 Yes, absolutely. The message 18 ... and it will go straight to our specific
s« AN the effects are ..o . We can work OUt COSt PEr ...
and e per conversior.

3 Perhaps, but I think the best way to boost ..crerrrre rates is to offer discounts.

4 Let’s get started. Can we talk about the communication plan? Do you think a direct mail
................................ would be costm s £

5 OK, so we’ve talked about costs, but I'm really more interested in vour views on
SRR | v - Tex d Lo 0

6 How about ‘Order today and receive a free gift’? Do you that would ... our
customers to respond?

During a focus group on direct mail, the moderator asks questions about why people open
mailshots. Match the questions (1-4) to the answers {a—g), then replace the underlined
expressions with alternative expressions from B opposite and Appendix XII on page 119.

1 What makes you open direct mail?

2 What makes you reply?

3 Do you talk to your friends and family about mailshots you receive?
4 What kind of information do you expect in the covering letter?

a [ only answer if there is an incentive like a present for me or my children.

b I gtve the pieces of paper for saving money in the supermarket to my friends, if I don’t use
them myself.

¢ Details about the product, special offers, and perhaps the form for ordering the product.

d I don’t. All the unwanted mail I get goes into the recycling bin.

e Isent off a card that already had a stamp on it the other day. It was easy — I didn’t have to
look for a stamp.

f I rarely pay attention to mailshots but sometimes a funny-looking or unusual envelope catches
my eye.

g [ gave the little trial pot of face cream to my mother and she told all her neighbours.

Over to You

Look at some direct mail that you have received recently, and name the items sent to you in
the envelope. What was the purpose of each of the items? Did the mail piece turn you into

a client, or a potential client? Why [ Why not?
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m;treet marketing and sampling

History of street marketing

Music bands were the first to use street marketing to spread the word — inform people

_ about their concerts and recordings. People pass on information by word of mouth, _
talking to their friends and family. Originally, a street team was a grassroots organilzatlon
(an informal group of unpaid volunteers). The teams are not normally paid for Fhen:
grassroots promotional efforts but are rewarded with free tickets and merchandise (or
swag), such as CDs and T-shirts.

Professional street team management firms have now adopted the concept. These
professional street teamers are often called street marketing groups. They can belp get the
word out about (or publicize) an upcoming event or new products and services.

I Aims of street marketing

Marketing managers choose this form of direct marketing for various reasons:

@ to build awareness, or knowledge, of a product amongst a specific demographic — for
example, men aged 20 to 35

@ o increase the purchase consideration (get consumers to consider buying a product)
@ to create a buzz so that the target start to talk abour the brand (see Unit 40)

B to establish a dialogue with potential consumers (start talking and listening to people’s
opinions about the brand)

® to turn consumers into brand ambassadors who will relay or pass on the brand messages

® to build the credibility of a brand by convincing influential and trusted peer mernbers
~ people of the same age or with the same interests — of the advertiser’s target market to
use the brand.

Successful street marketing tactics

Street teams operate in high traffic areas where the target andience work or relax, such as
festivals, concerts, trade fairs and shopping centres.

Street marketing uses a variety of guerrilla, or unconventional, marketing activities to
attract the attention of their target or to get in their faces.

@ Product sampling — street teamers give out, or hand out, free samples.
m Posting, or putting up, stickers and posters.

@ Collateral distribution — hand-to-hand distribution of flyers, postcards, leaflets and small
gifts, also called giveaways or goodies.

@ Costumed actors and wrapped vehicles to create a brand expertence.

A giveaway

A costumed Handing out Free samples
actor leaflets

Note: Marketing can be described as in-your-face if it is very aggressive.
Leaflet or flyer? See Appendix | on page 108.
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43.1 Anna Bounty works for a major record company. Complete the extract from an interview
using words from the box. Look at A and C oppesite to help you.

flyers £rassroots pOSsters swag word word of rnouth‘l
iehalz = =
Meet the woman who organizes (1) ... promotional efforts for your favarite artists. -
What do you do?
| run the street team. They get the (2) ... QUL about events such as album releases
. and tour dates. | have street teamers in every City putting up (3} e, , handing out
stickers and {4) ... and giving out free CDs. Street teamers also pass on information
D2 LN] gt o I . The fans are rewarded with free records, tickets to shows and other wl

43.2 Read the information about a product launch and select the two objectives from the
PowerPoint slide that best describe the campaign. Look at B opposite to help you.

Objectives
1 Establish a dialogue with potential
consumers
2 Build awareness amongst seniors
3 Create a buzz about a new energy drink
4 Use celebrities to build the credibility of
the brand |
5 Increase purchase consideration
amongst housewives under 50 years '|

We launched a street marketing campaign to reach the elusive youth market. The campaign
targeted 18 to 25-year-old customers at home, at work and in the street. The goal was to create a I
fun environment where trendsetters and influencers could talk about and taste the new products.
Street marketing was used 1o creafe a buzz about our new range of energy drinks, A bus, decorated

in the iogos and colours of the brand, traveiled along the French Riviera communicating brand
messages. We distributed samples in nightclubs, in fashionable bars and in stylish locations on the |
Bay of Angels.

= T —— E——— . = - - —

43.3 Choose the correct words from the brackets to complete the sentences. Look at A, B and
C opposite to help you.

1 We’ll have street teams at all this summer’s festivals, to help build the {credibility / dialogue)
of the brand.

2 Costumed actors will be handing out free (goodies / samples) of the product.

3 We'll also be giving out {leaflets / flyers) with information about the range.

4 We'll have a (wrapped / costumed) vehicle — probably a bus — clearly visible at all the festivals.

Over 4o you '

Design a street marketing campaign for a product or service of your choice,
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Logos

Types of logo
The best corporate logo design or company logo design is simple (not complicated) and
memorable (easy to remember). An eye-catching, or attractive and noticeable, image will

be remembered and recognized regardless of size.

'm lovin’ it

m A descriptive design uses an image to depict, or represent,
the company’s name or business. The Batman logo is a good
example of a descriptive design.

® An abstract design is a symbolic representation and doesn’t show
a product or service. The Nike Swoosh is a good example.

@ A typographic design uses the company’s name or initials. This
kind of design is also called a logotype. Good examples are the
Ford Motor Company or the Golden Arches of McDonalds®,

S Jp—

A design brief for a logo might include:

Name of company | Nolting Garden Supplies & Design
Company activity Garden supplies and landscaping

Current symbol NGS&D 4

‘Down to earth’

Several years ago they adopted a logo that isn't bold or distinctive
enough. They now want something fresh and sensitive to cultural
norms concerning gardening and leisure activities. They want to ,
convey the idea that they are a relaxed and friendly company. ‘

Client preferences: | Green, brown, yellow, and perhaps some red
colours Natural colours
Multicoloured

Client preferences: | Curved shapes, for example circles
shapes No straight lines (squares, rectangles, etc.) )

Tagline / slogan

Client request

Main competitors National garden centre distribution networks
Homebase, B&Q
Local hypermarkets

Stationery, shop front, shopping bags, fleet vehicles, staff uniforms | |

Logo usage

—— -

L- Typeface

94

The typeface is the design of the letters used. A typeface may have a number of fonts
with different weights and styles, such as roman, italic and bold. Times and Helvetica are
names of popular typefaces, and Times Roman, Times Italic and Helvetica Narrow are
names of some of their fonts. The font can be a serif type or sans serif type. A serif is a
small line that gives a decorative finish to the main lines of a letter.

UPPER CASE
lower case

sans serif type

serif tmp

Times Roman
Times Italic
Times Bold
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44.1  Are the logos below descriptive, abstract or typographic designs?

o= i€l
4' Hillsgy's

YaHoO!

 RENAULT

44.2 Replace the underlined words and expressions with alternative words and expressions
from A and B opposite.

1 This logo is very attractive and noticeable.

2 The Yahoo! logo is a logotype.

3 Last year we started to use a new logo.

4 The logo for the Olympic Games is very colourful.

5 We need a new logo that is easy to remember.

6 Our new logo needs to be different from the others.

7 The Olympic logo has lots of lines that are not straight.

8 The Apple logo is not complicated.
9 We want the new logo to represent the company name.

44.3 Match the font types in the box with the typefaces below. Each typeface has more than
one font type. Look at C opposite to help you.

B)ld italic lower case

sans serif type serif type upper case

1 name of company lower case, bold, sans serif type
2 NAME OF COMPANY

3 name of company

4 name of company

5 NAME OF COMPANY

6 name of company

Over 4o You

How many logos can you draw from memory? Why are they so memorable?
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Describing packaging

96

Materials and containers

i out
At an international packaging fair, you see these products and hear these comments ab

what the packaging is made of and how it opens.

e manufacture trigger sproy
bottles. All ow- sprays are wade
of plastic.

which are usually used for
water.

We manufacture the
machinery that wraps Chewing
qum in aluminium foil. The
packa’cs are then wrapped in

We make clear plastic bo{{\es,]

Our drinks cans are
marufactured in aluminiom.
\We can personalize the ring]-
pull, or Eab, in you- brands
colours.

cellophane.. The packet has a

tear opening.

Gur— Lubes come with screw- ==

top lids or fip-top lids. The ”

flip-tops are wore and wore 4

fopeer. : : We produce blister packs. ForJ

non-medical ProduC’Ls there is
wsually o card backing. For
{ablets, pills and medicine there

is ahoavs o foll backing.

\We. make nosgles for aerosol
cans and trigger spraus. The
aercsols ore manufactured in
aluwminium,

We [JroduCe, cartons in coated W
paper or waxed paper in & J

range 0f colours and sizes.

We make PO‘LS for yoghurt and
tubs for ice Cream. The ice-
cream tuos have snap-on lids
and the 1305'r\ur{ pots have Pee'l-
back_lids, or Pae\ab]a lids, made

from foil or plastic.

\We make childresistant
Ckaging for medicines and for
Ef:’.ahing Produ.c’f_s that wight be

dangerous.

Cerea) boxes are eco-friendly,
mode out of recyclable card
that can be treated and used

aggin, SO theire better for
the environment. Sample-size

packets are also available.

You just shake the pouch, tear
it open and pour cut the feood.

1
We Speciallae in 3\0\55 bottles Loen
' i il ——————————
::i‘ic;r;{:‘-h: ;)‘;:;'bo - l BrE: aluminium; AmE: aluminum |

un structure is very commeon in package descriptions. The. first noun is us?ualh,f
y a trigger spray, two trigger sprays, jam jar,
drinks cans.

Note: A noun + no
singular, even if the meaning is piural: we sa :
two jam jars. There is an exception: we can say o drm_ks can and two
An ice-cream tub or a tub of ice eream? See Appendix 1 on page 108.
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45.1

Complete the newspaper article. Look at A opposite to help you.

Wrapping rage

Do you remember when champagne bottles
were the only difficult or dangerous packaging?
A national packaging survey among the over-
50s shows that nearly 70% of consutners have
hurt themselves while opening a product and
75% have stopped buying products due to the
packaging.

The items that caused most opening problems
were ring- (1) iiccnn, c2ns, pills in
(2) o TeSISANE bottles and of course
jars with screw- (3) c.veeneneen.. 1ids that refuse
to open. Sixty percent of the respondents said
they had tried to open flip-top (4) .

and juice (5) .o, With a knife: not the
safest opening option,

The products that consumers had stopped
buying incloded trigger (6) oo and
tubs with (7) e -back lids. But more
surprisingly, wine bottles with (8) . oeeoccersees
that are difficult to remove are also being
boycotied.

The (9) .. Wrap on cigarette
packets has inadvertently helped some people
to cut down their smoking. The aluminium
(10) i inside the packet is also
improving the nation’s health.

And the safest, easiest packaging for the over-
50s? The paper bag is still the nation’s favourite.

45.2 Which cartoon best illustrates the article in 45.1 above?
1

45.3

rE B

www.cartoonstock.com

"I hate the amount of packaging that food
comes wrapped in these days"

www.cartoonstock.com

Match the description of the packaging (1-6) with the type of product (a—f). Look at A

opposite to help you.

1 a plastic trigger spray bottle
2 a plastic tube with a flip-top lid
3 a coated paper carton

4 a plastic pot with a snap-on lid and a peel-back lid

5 a blister pack with foil backing
6 an aluminium can with a nozzle

Over 4o You \t

a orange juice

b aspirin

¢ hair spray

d window cleaner
e toothpaste

f fresh cream

Describe the packaging of three products that you have at home.
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Corporate communications

The goals of corporate communications

Corporate communications aims to maintain and build the reputation of an organization,
whether it is a company, an institution or a non-profit organization. The director of
corporate communications, or corporate communications officer, defines, develops and
assesses the corporate communications strategy with the corporate communications team.

The corporate communications strategy involves:

® defining the organization’s values and identity. For example, Vodafone Ireland lists
customer orientation and discipline as two of its values

@ identifying and monitoring / tracking issues or potential problems — for example, rumours
that mobile phones may cause health problems — which might hurt or damage the
organization’s reputation (see Unit 49)

@ communicating with the media, with public officials (for example, government
representatives) and with stakeholders. Stakeholders are people who have an interest
in the company, such as shareholders, employees, suppliers and the local community.
Employees are known as internal publics, whilst suppliers, investors and the media are
examples of external publics.

Corporate values and identity

The mission statement, or statement of purpose and values, is a public declaration of the way the
organization conducts its business, and expresses a commitment to being responsible corporate
citizens with high standards of corporate governance — the processes by which an organization is
directed and controlled. (See Unit 5 for more on corporate social responsibility.)

Tools of corporate communications

@ Corporate advertising is advertising about the organization rather than its products or
services.

® Media relations involves developing relationships with journalists m order to get the
company’s stories published or broadcast. This includes organizing media tours ~ gnided
visits for journalists around a factory, shop or hotel; preparing media kits — documents
presenting information or products to journalists; and drafting press releases — information
sent to the media to inform them of company developments. Companies often make this
information available on the media centre of their websites {see Unit 49).

@ Financial communications includes mvestor relations — maintaining relationships with
people who have invested money in the company — and analyst relations — maintaining
relationships with people who analyse the financial performance of the company, such as
journalists or financial analysts.

® Companies often have an investor relations centre on their corporate website, a website
designed for corporate communications and not for communication to the consumer. To
announce an Initial Public Offering, the first time the company offers shares for sale to the
public, a roadshow can present the company to investors and analysts.

B Internal communications informs employees, creates understanding, and aims to change
behaviour within the organization (see Unit 22). Managers can act as ambassadors to
pass on internal messages to their teams. QOrganizations have a range of channels to
deliver messages, such as in-house newsletters (news and information for the people who
work in the organization). More recently, internal communicators — that is, the corporate
communications team — have started to exploit social media (web-based communications
tools) to engage in a two-way exchange with employees. For example, internal discussion
forums on intranets (internal internets).
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46.1

46.2

Match the two parts of the sentences to complete the job advertisement. Look at A, B
and C opposite to help you.

Director of Corporate Communications
Responsibilities:

1 The Director of Corporate [

2 Actively participate in building the company’s reputation among internal and external
3 Assist the VP of Corporate Communications in deﬁnmg the company s values and Identlfymg
4 Develop and maintain l’"

5 Oversee a wide range of media relatmns act1v1t1es 1nclud1ng preparing medla kits i
coordinating media [T

6 Manage employee commumcanons and manage our in- house

7 Superv:semvestor P e e it

a  mewsletter and intranet. | e | relationships with journalists. |
1
b Communications will be responsible for deﬁnmg f key issues. l
and developing the corporate communications ' e

| strategy. , s .

iR tagene o o g tours and writing press releases.
c | publics. |

-

d | relations. l

Complete the web page using words from the box. Look at B and C opposite to help you.

citizens media purpose stakeholders
comymitted press relations standards
[aa)
T 1 ; Click
, Qurg) .o & values eptiiaticd
releases more on
e (2. ... TopHat Offices is (4) i ta the highest © ocur brands
kit ) T of corporate governance © Investor
© Other news throughout the group. We act as responsible |
COrpOrate (6} ..rmrrericrsen . centre
€ Mudia FAQs P ©)

We respect our (7) ... and recognize
we have cbligations to the local communities in
which we work.

Over 4o You ‘t

Write a mission st.m’rmnl for a company, that you would like Lo work lor,

Professional English in Use Marketing




100

Public relations and lobbying

Public relations

Public relations (PR) involves establishing and maintaining goodwill (a good reputation}
and understanding between an organization and its publics. Public relations firms

are experts in media relations (working with journalists, see B below), public affairs
(lobbying, see C-E below), and advising on strategy towards public authorities.

Media relations
Public relations firms and agencies can:

® advise clients on media relations, giving advice on how to build good working
relationships with journalists

® provide media training, teaching people how to wark effectively with the media

design media kits to give journalists background information on the organization

® organize press conferences or media briefings to answer questions from journalists
(see Unit 46)

® write fact sheets with information about a specific topic

® prepare news releases or press releases — written or recorded statements given to the
press (see Unit 49).

Lobbying

Lobbying is the process of seeking to influence policy-makers, the people who decide
government legislation, and to influence voting. Lobbying is the business of professional
lobbyists or public affairs consultants — often former ministers who have contacts with
politicians. Many private sector companies, non-profit organizations or ever overseas
governments employ public relations firms to lobby on their behalf — that is, to promote
their interests — to maintain relationships with policy-makers and to influence the decision-
making process (how people make decisions). For example, the smoking lobby promotes
the interests of tobacco companies.

Inside lobbying
The American Democracy Center defines inside lobbying as making a direct appeal to
legislators to support your cause. The objective is to convince policy-makers to speak on
your behalf or to be an advocate for your cause — that is, a supporter of your cause. Inside
lobbying tools include influencing politicians through campaign contributions (donations

to political parties), supplying research and information to support your arguments, and
giving testimony (for example, a doctor or other medical expert may give a formal statement
about the health dangers of smoking in front of a :
government committee).

Critics argue that lobbying seeks to corrupt the
political process by putting private interests (what’s
best for individuals or corporations) above the
public interest (what’s best for the general public).

Outside lobbying

QOutside lobbying aims to influence policy by
mobilizing public opinion (getting the public
behind a cause) or getting activists (members of the
public or non-governmental organizations involved
in political activity) to put pressure on legislators
through letter-writing campaigns or rallies.
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- C mp ere t}le £xtracts us1 . .
4] ' 0 I t T t llg W()l‘dS flOI'n E}le 1)( 5.4 ()Ile WOId can be llSEd twice ()k at

lobbied lobby lobbying lobbyists
Labour and the nuclear (1) ...
How much influence do (2) ................ on both sides of the nuclear debate

actually have on government policy?

Most industries and large organizations use (B s awho have
contacts with policy-makers.
Thel{Z) e S industry has tried to clean up its image following a series

of scandals involving government ministers and their advisers,

* French energy giant EDF campaigned to change perceptions of nuclear power.
It has successfully (5 ................... ministers to build new plants.

47.2  Match the two parts of the sentences. Look at A and B opposite to help you.

1 Monsanto used a public relations company to promote their

2 The report .conﬁrmed that lobbying does influence the political decision-making
3 An opposition party spokesman fears that campaign

4 The oil industry is lobbying government to influence

a pohcy_—makers concerning regulations for exploiting reserves in Antarctica.
b donations from big business influence government policy.

C interests in the EU. The firm organized a visit to the headquarters in the United States
d process in the UK, '

47.3  Choose the correct words from the brackets to complete the report from a pressure
group. Look at B and E opposite to help you.

We are contmmng our campaign to (1) ... (mobilize / advise / corrupt}
Pubhc opinion. Following the (2) ............... (fact sheet / rally / outside lobbying)

in the town centre, we are organizing a further letter-writing (3) ... .
{conference / campaign / release) to keep up pressure on our local politicians. Our press
G (release / contributions / code) generated three articles in the local
newspapers. We are getting advice on media (5) {training / bribing /
testimony) so that we will be more convincing when speaking to the press.

Over to you :

A government report concluded that lobbying is part of a healthy democracy,
Do you agree? Find three reasons for or against to support your point of view
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Event and sports sponsorship

Sponsorship

The website marketingprofs.com says the following about sponsorship:

el all a—r
nlnt

| Sponsorship is a type of partnership, where two or more organizations join together in a common venture.
| Companies sponsor all kinds of events. Corporate sponsors provide financial support and other resources

in exchange for the right to associate their brand with the event.

3§

% Sponsorships provide effective targeting. For example, UBRS Financial Services Group has built a long-
standing relationship with the Zurich Opera House over the vears. This enables UBS to reach

wealthy customers and prospects.

# Sponsorships associate a brand with the culture, image and attitude of an event, team or personality
(often referred to as a property). The sponsor can leverage, or use to maximum advantage, the
i qualities and characteristics of the property.

% Sponsorships are interactive - the brand and the consumer can meet. Official sponsors can set up
hospitality packages. For example, sponsors of Formula One and other motor races often organize
YIP receptions for the most important guests in the hospitality tent.

The success of the sponsarship depends on the strength and integrity of the sponsored organization, or
sponsee. There are some risk factors, such as the potential negative impact on your brand. For example,
sponsoring a football event could have a negative impact on the brand image if fans behave badly. You may
need to sever relationships — stop your partnership — with the sponsee.

What to spend en sponsorship |

Global sponsorship spending (or expenditure) is now over $20 billion. Sponsorship spending includes
both buying rights (acquiring or securing sponsorship rights) and also exploiting the rights (getting
the most out of owning the rights by developing exploitation activities, such as producing adverts or
manufacturing gifts). Being a unique (or exclusive) sponsor, where the sponsor has the exclusive rights,
costs mere than being a joint sponsor, where the rights are shared with another brand. .l

m Types of sponsorship

Art sponsorship: some companies choose to be patrons of the arts and sponsor an artist

or artistic event.

Educational sponsorship: a company sponsors a school, university or educational
programme,

Sports sponsorship: the brand sponsors a sports team or event (see Unit 27 on
merchandising). Worldwide events, such as the Olympic Games or the FIFA World Cup, have
often been victims of ambush marketing, where a company that is not an official sponsor or
partner tries to associate irself in the consumers’ minds with the event. They can then give the
impression of being a worldwide partner, without paying sponsorship fees.

Cause related sponsorship: this is a sponsorship deal berween a company and a good
cause or charity (see Unit 5 for more details on cause related marketing).

Word combinations with ‘sponsor’

= companies that choose to sponsor

corporate
official
unofficial

= companies that have paid to be a sponsor

SpONSors - - .
= companies that have not paid, but act like a sponsor |

worldwide = companies that are sponsors for the same event all over the world |
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48.1

Choos,.e the correct words from the brackets to complete the sentences. Look at A
opposite to help you.

T Sports (sponsor / sponsorship / sponsee / s I ing i i
ponsoring) spending is set to rise next vear.
2 The England football team sold their (s ip / )t
ponsor / sponsorship / i
for the fa mootbaltea p 1p / sponsee / sponsoring) rights
3 Today Nationwide, a British building society, 1s the offici i
. , j al (sponsor / sponsorship /
sponsoring) of the English Football Association, the FA. P d 0 eponsee!
g II:ITat}onw_lje began (sfponsor / sponsorship / sponsee / sponsoring) the FA in 1999
ationwide is one of several partners (sponsor / sponsorship / i
Posjomyide s D 1p / sponsee / sponsoring) the
6 Nat.lonw{de is a joint {sponsor / sponsorship / sponsee / sponsoring} of the England team.
7 Nationwide pays {sponso.r / sponsorship / sponsee / sponsoring) fees to the FA.
8 The (sponsor / sponsorship / sponsee / sponsoring) deal includes branding on the trainin
kits and advertising ar home games. i
9 In 2003 Nationwide announced it would be the exclusi i
‘ stve (sponsor /
sponsoring) of women’s football, * wponsorship fsponsee
10 The Women’s FA Cup, the {sponsor / s i i i
X ponsorship / sponsee / spons i
each year from Natjonwide. Pensoringl, teceives fanding

48.2  Complete the article usig words from the box. Look at A opposite to help you.

deal impact leveraged long-standing relationships risk
ans - E ™ ——_
| — Lo —_ — — l
Boxfield Toys to Stop Sponsorship (1) e with Barbara Gasson mn

As a result of comments made by Barbara Gasson, the children’s illustrator, on her blog site, Boxfield
Toys has §evered all .(2} e Wt MS Gasson. A spokesperson from the company said ‘We
regret having to terminate our (3) ., relationship with Ms Gasson.’

Although Boxfield has (1-1) e M8 Gasson’s qualities over the years, they may now be
| cgncerned about negaiive (5) .., on their brand. The {(8) .o factors involved
with s Gasson may be too high for this brand. v

48.3 Read the texts about British companies and decide if they are examples of art sponsorship
educational sponsorship, or cause related sponsorship. Look at B opposite to help you. ,

1 Samsbury_’s will support Red Nose Day and Sport Relief campaigns as part of a new deal. In
March this year Sainsbury’s sold over 4 million red noses and donated over £6.5 million t
the charity. . ’

2 In the UK Tesco is partnering I CAN, a UK charity that helps children with speech and
language difficulties, to sponsor the Chatterbox Challenge. Children across the UK choose
a song or story while family and friends sponsor them to perform it aloud. This vear,
Chatterbox Challenge raised over £150,000 for I CAN. . ¢

3 Thfe BT Series is a unique initiative for Tate Online which lets you explore works by selected
artists and ask about their work. As exclusive sponsor of Tate Online. BT provides Tate with
creative design services and technical support, ,

Over to You i

Look at the website of a large company in your country. What kind of events, charities or
sports do they sponsor? What does Lhis say about the target market? .
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Crisis communication

What is crisis communication? | ,

Whether a crisis is caused by a defective product (a product which doe.s; t :v(});l; amole
properly), an Act of God (such as a tornado or an earthquake), an acct e}la (for ex ple,
4 fire at a company facility} or a scandal (_"‘§ happened to the American oil company
Enron), the company must manage the crisis. | |

Beyond tackling the problem — that is, dealing with the problem using talc:'m;:jC ?Ef,zljzsa
product recall {removing defective prod‘ucts from s_h'ops) — crisis manageme oS
establishing effective crisis communicaan‘. The crisis communication teamn mu

the company’s image against the negative impact of the crisis. . o .
Most big corporations already have a crisis cox‘nmunication plan in dpla;e wtlﬁg::a ﬁizl;;ﬁes
potential crisis situations and how to communicate to sta.keholders uring tt i .
Srakeholders include external audiences (snc}} as the mecha3 local COIl’lI‘nu:ll’lltleS e
government authorities) and the internal audiences or publics (for example, employ
compary). |

A strategic reaction 1s to g0 public by communicating honestly and quilckly 0 t}lgdg;neral
public. Refusing to comment will encourage the spread of rumours (vslz e;e unot_ aal
versions of the story pass from person to person) and leaks (unofficial information g

by someone inside the organization). . o
A designated spokesman represents the company in frqnt of the med1a.ﬂ;F heloiifslf:;ign s
public relations (PR) department, media centre or mecha desk mgkesso Glg Z atements
{either verbally or in writing) and momnitors reactions the media. {See Unit

on press relations.)

Effectjve crisis communication can:
@ minimize the damage caused by the crisis
@ preserve and protect the reputation and credibility of the company and its brands
@ rebuild public confidence in a company and its brands.

isis is @ si ; lural is erises.
Note: Crisis is a singular noun; the p
The plural of spokesman is spokesmen; spokesperson and spokeswoman are also used.

A crisis communication case study

In 1989, Perrier was the market leader in bottled minergl water, Derrier
claimed the water was naturally sparkling. T-he brand’s image was r
built around the concepts of purity and quality.

A US health authority detected traces of a chemical cglled benzene ina |
shipment of Perrier water from France. leferer}t Perrier spokesmen in =
the US and France made statements 1o the media before the company
had established the facts — that is, discovered what thp facts really
were. These statements were later shown by the rr:edla to be false. This
immediately tarnished, or damaged, the company’s reputation and
credibility - how much they could be trusted. | .
During the crisis it was revealed that the water was not naturally spa;khﬂg,fas ciilr?:ti
in the advertising. The company’s image was also ?dversely affected by the fact tha e
no time did the company apologize (say sorry) to its CUStomers, of t?xp;les; concclzem. u
to the negative fallout, or reaction, in the media, public confidence in the brand was
destroyed. - =

As a result, 160 million bottles of Perrier had to be regalled. Ultimatgly the midint 'lchd
to the purchase of the company by Nestlé, and the arrival of competitors on the bottle
water market.
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Purochit, head of marketing for Cadbury India. apologize the facts
: establish concern
express a statement
49.3 Make word combinations using a word or phrase from make to customers
each box. Look at A and B opposite to help you. minimize the reputation
tarnish damage

49.1 Complete the sentences. Look at A opposite to help you.
1 Accidents, scandals and .........ccoco..coo....... products are common causes of crises.
2 As soon as the crisis hits, activate the company’s .. COMMUNICALION oo
3 One person should be selected as the designated ... to represent the company
throughout the crisis. This person should make ... statements about the situation.
4 Make sure internal ... are informed before or at the same time as you
SOOI » 11151} o
5 Organize ..o briefings to stop the spread of ..
6 Restore consumer confidence by recalling ... products.
49.2

Label each section of the article with a heading from the box, then put the five sections in
the correct order. Look at A opposite to help you.

Going public

Iuternal audiences

Negative fallout

Rebuilding public confidence

The crisis

1
As the MD toured the country, employees were kept informed by senior managers and regular email
updates from Mr Puri.

2
Media coverage was immediate and very hostile, with 120 mentions on TV news.

3
I 2004, the Indian Food and Drug Administration announced that worms had been found in two
bars of Cadbury’s Dairy Milk chocolate, Although the problem was linked to improper storage at the
distributors, there was an immediate negative impact on sales and the company’s reputation was
tarnished.

4
To minimize the damage, Cadbury set up a media desk and Bharat Puri, Cadbury’s MD, went around
the country making statements, meeting reporters and establishing the facts about the case.

5

Within 90 days, Cadbury introduced new packaging to protect against possible infection. They
engaged Indian film star Amitabh Bachchan as brand ambassador. One of the ads showed Bachchan
visiting a Cadbury plant and consuming a bar of chocolate.

'Consumer confidence in the product is back,’ says Sanjay

Over 4o You ".

Select a company or brand that you know well. ldentify the risks for this brand. Write a
short crisis communication plan.
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Corporate blogging
I Blogging basics

Technorati.com is a real-time search engine that monitors the world of weblogs, the
blogosphere. It is an enormous blog directory that lists blog addresses. Read these extracts

from their blogging basics help page.

|« » 1 el +] nttp://www.techorati.com - __D.vﬁ — 4
i L, =%
What is a weblog? ?
A weblog, or ‘blog, is a personal joumal an the Weh, Some bioes are highly influental and have
enarmious readership, Some hloggers wiits, or blog, for thizir family. and friends.
|
| t
| ] t
What is a weblog post or entry? ,
An entry,  post, or a posting js a specific article or commentary wiitten by the biogger on the weblig
Blngs are Updated frequently and are interactive. Many weblogs aliow readers o wrile a feaction to
'l'lE".-l'-ll“--' o {0 post a comment. at (he end It iz alsa possibie to link one biog to ancther blog. Linking L
is jmportant because a link from one weblog 10 another helps provide contest around an arguiment
o ooirt Inbound links refer to nyperlinks from other sources ciling ihal weliog. Quthound links refal
| 1o hyperfinks from the weblog o culside Sources. A hlogroll s a list of blogs ant Dloggers that aty a
‘ particular blog authar finds infiuential o inkzresting ke
m Blogs as a marketing tool
Parsi Krakoff and Denise Wakeman are both experienced marketing bloggers. Thgy advise
on how to write a successful business blog on your company website, to communicate
with an online audience:
aon . T e
[ a4 F []?I [+ 1 http://www.buildabetterblog.com ¥ "1;____ ;
= — = = == __;
] Secrefs fo.a Successiul Business -
» - — k1
L

1 \Write valuable content that pecple wil; want to read and share stories to present or
showcase your knowledge and expertise.

2 Write 2-3 times a week, short articles of 250-350 words each time. Regular posting builds

{he conversation with readers.

Submit to blog diractories and ping (tell the biog directory) each time you post.

4 Linking is essential for building traffic and enlarging your reading audience. i

5 Track and monitor your visitor stats (statistics). Install a counter on your blog so you
know which posts are the most popular (the sticky posts).

& List all your products and make sure you link the landing pages properly so that readers go

el

to the right page.
Ensure the anchor text, the main article, contains keywords for search engine -
optimization {see Unit 39).
In six months of regular blogging, assuming you are providing valuable content, you should
see an increase in your website traffic, the dlient leads, and overall total revenue for your
Ii\business.

b |

—— i - = _\r/‘l l'l-
{ If not, youw're not blogaing smart! | ly
S
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50.1

Complete the table with words from A and B opposite and related forms.

Noun for action Noun for object Noun for person

linking

posting

50.2 Choose the correct words from the brackets to complete the text. Look at A opposite and
50.1 above to help you.

aYeral — = ST 1 7,
[« ~I[c ][+ hitp://www.blogorama.com ~a- )
| —
ShouldYou (1) (Blog / Blogging [/ Blogger) in Your Business? o
| Although (2) .o (Dlog  blogging / blogger) did not begin as a business activity, it

did not take the business sector very long to begin using (3) e (blOGS / bloggings f
bloggers) too. As a marketing professional, you may wonder if you should begin a company

(4) oo (BlOG [ Dlogging [ blogger) or not. Here are some ideas about business

(I it Tt {blog / blogging / blogger) that may belp you make up your mind.

@ Busingss (8) v {blog / blogging / blogger) is rapidly spreading throughout
companies with an online presence. Every company with any Internet presence should consider
| the idea of starting a company (7} e (blog / blogging / blogger).

L] T o et e R {blog { blogging / blogger) may be free, but you still need an ermnployee to
| write the blog. Finding the right (9) ., (blog / blogging / blogger) is often the most
© difficult part. =

50.3 Complete the rest of the blog extract from 50.2 above. Look at A opposite to help vou.

s

s Don't start blogging unless you are willing to be completely honest to your {1} .. )

e Think carefully before you let people post (2) . to your blog entries. Unfortunately,
you may find that some readers (3} ... derogatory comments or ask difficult
questions.

| ® Keep in mind that a blog entry doesn't have a spacified length. Include (4) e to
‘ other blogs, articles or pages in your website to illustrate a point.

e Search engines index blogs, so it will show up in search results and people will find it on their
oW, These (B) e links drive traffic and brand awareness.

& Finally, if you are thinking about joining the {8} ... NEVEF fOrget that it is just another
business tool. Plan a blog carefully and, with any luck, word will spread and you will see more
traffic to your website.

e

Over 4o You ‘l

Past a reply to this comment on a marketing forum:

1 keep hearing about blogs and how good they will be for my company.
Please give me some good examples of companies using blogging as a
marketing tool.
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Confusing words

Customer or client?

A customer or a client is a person who buys goods or a service. The term ‘client” is mainly
used for service industries, and implies a regular contact between the seller and the buyer. A
consumer is a person who buys goods or services for their personal use. The term is also used
to talk about someone who uses the product or service. For food, the customer is the person
who buys it and the consumer is the person who eats it. However, the two terms are often
used interchangeably without particular attention to che difference in meaning,

Stock or inventory?

In British and American English, inventory refers to the complete list of goods in stock

— We have thirty types of paper in our inventory, However, in American English, the
word also means the amount of goods in stock — Qur inventtory of paper is the largest in
the state.

Salesperson or sales rep?

| works in a shop or store shop assistant or sales assistant, salesperson

works for a company that sells to another salesperson or sales executive, working under
company a sales manager, who reports to the sales
director

sells door-to-door or travels from company sales rep (or sales representative), salesperson
to company
sells insurance Lsales agent
sells property estate agent

Eells cars car dealer J

Trade show, trade exhibition or trade fair? Seminar, conference or

congress?

The terms trade show, trade exhibition and trade fair are interchangeable. FHowever,
seminar, conference and congress are not. A seminar is a class on a particular subject,
usually given as a form of training; a conference is a larger event, where there are a
number of talks on a particular subject; a congress is a large formal meeting of different
groups to discuss ideas and exchange information.

Leaflet or flyer?

A leaflet advertises a product or a service; a flyer ususally advertises an event,

An ice-cream tub or a tub of ice cream?

There is a difference between an ice-cream tub (the container
itself, without the contents) and a tub of ice cream (the

product in its container). So a jam jar is the container, §._
and a jar of jam refers to the jam in the jar.

A jam jar A jar of Jam
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Preparing a marketing plan

A marketing manager has made notes while preparing a marketing plan:

QUELTIONS TO A<k

How can | best define my business? What kind of Company are we?
Are my objectives SMARTZ (See Unit 4)

Showld | foeus on repeat business, thereby keeping the customers we've
4ot, or should | fows on gaining new customers?

Do my Customers share any patterss, habits or repetitive behaviowrs ¢
For example, do they all shop in the same kinds of shops ¢

Are there any market seqments (See Unit 19) or 4roups of consumers
that are uaderserved ~ not provided for anowjln or at ah?

ls the preduct or service viable? Will it make 4 profit ¢
Is it accessible? ls it easy for the audience to get or start using 4
How well did previous warketing wmethods work 2

Which marketing mediums, or communication chaanels, are best for mMy
audience 7

Showld | wse a cross-section of media or should | just focus on one
weditim 2

Do | have a clear marketing Messxxaje? One that is easy for the
andience. to understand ¢

How can | ensure the same lock and feel across all my adverts and
Mmrketima efforts?

Can | time my marketing campaigns to coincide with seasonal sales or
product launches ¢

How much is the cost compared to sales? Are we wmaking o_r\oucjh MORLY
to cover owr costs?

How much is the cost per customer? (See Unit 24)

Do | have clear objectives so that | can measure +he results?

How can | get feedback from my audience? Which kind of wmarket
research should | carry out? {See Unit 8-9)
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MTalking about numbers
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Movements
Downward movement Upward movement
Verb Noun Verb Noun
to fall a fall o rise a rise
to go down - to 2O up -
to decrease a decrease to increase an increase
to drop a drop
to reduce a reduction
double
The number of satisfied consumers in 2005 was triple / three times thar in 1995.
quadruple / four times
twofold increase in the number of intentions to buy between

There was a threefold

1995 and 2005.

fourfold
[ | twofold

Approval ratings increased threefold

fourfold

our between 1995 and 2005.

doubled
Approval ratings trebled

quadrupled ]

Percentages, fractions and proportions

Percentage

Fraction

Proportion

one out of four

twenty-five percent {25%) a quarter

thircy-three percent (33%) a third one out of three

fifty percent (50%) a half one out of two '
two thirds two out of three

sixty-six percent (66%)

Lseventy—ﬁve percent (75%)

three quarters

three out of four

Presenting a pie chart

The pie chart shows the split (or breakdown)
of our annual marketing budget. We have just
over £7.5m. Of this we will spend roughly half
a million on advertising, and approximately
£1m on promotions. We will use almost £3m
on direct mail, and postage and handling
charges will represent exactly 71% of that
£3m. We will spend £1m on merchandising, up
on last year’s figure of £0.8m. Research, trade
fairs, PR and conferences / exhibitions will cost

£2m.
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B Advertising

I Promotions
Direct mail

B Merchandising

M Research

" Trade fairs

[ Rad

B conferences

B 1

Describing brand values

Some common adjectives and nouns use
other words to describe brand values to

meanings and find related adjectives and nou

caring

[ dependable dependability
Lhonest honesty T
fair fairness '
l diverse diversity 1
Linclusive inclusivity 1
independent independence
luxury luxury

active activity

dynamic dynamism

vibrant vibrancy
\ispirational mspiration q
passionate passion

fun fun
i discovery
pleasurable pleasure

modern modernity
innovative innovation
technological technology

classic

! | heritage

authentic authenticity
original originaliry T

d to describe brand values are shown below. Add
mpty table. Use a dictionary to check their

—

Th

L]

HEENEENEN
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Market segments Indirect distribution methods

i t ies Most manufacturers use indirect distribution channels; some examples are shown below.
Socio-economic categor
Marketers use socio-economic categories to describe segments. Distributor or  Description
distribution
intermediary

= : ial. administrative or professional vending Used to buy small items such as
A upper middle class higher managerial, machine chocolate or soft drinks, b i
- : . — , by paying
B middle class intermediate managerial, administrative of with coins. Vending machines can be
professional : . refrigerated to allow for the storage
C1 lower middle class junior managerial, administrative or pr ofessional of perishable items, such as fresh fruit
clerical and sandwiches.
2 skilled working class skilled manual workers
D working class semi-skilled and unskilled manual workers franchise The franchisee buys the right to sell
E those at lowest level of | state pensioners or widows (no other earner); a ComP?ﬂY;;PdeUCfS iﬂ, a particular
. sual or lowest grade workers area using the company § name,
subsistence | == & _ - _ McDonald’s is a good example of a
Note: The head of household is usualfy the person in the household with the highest income. franchise.
Profession, lifestyle and age group ‘
Market segments may also be divided according to professions, lifestyles or age groups. shops and s department store is a Jarge shop
Some of these are shown below. stores that is divided into different sections,
— i hat such as shoes, furniture and books.
- kers cople who have the power to decide w : .
Eﬁgfﬁ:lonal decision ma Eo buy in a company or family Each department sells different things.
: ioh i A corner shop is usually small, opens
ments ti eople who are high in the management : ,
seg) C-level executives Struiture of 2 company (CFO, CEO, CMO) long hours (sometimes 24 hours a
. day), and sells everyday foods and
lifestyle market | metrosexuals men concerned with self image and §t?lf- ggg)dsa; t;?: focj?ei;boﬁr; ;(? d
segn?;nts indulgence, living in large modern cities A el Gl g
: supermarket is larger and sells most
the gay and lesbian market homosexuals types of food and goods needed in the
the pink market ' = - home.
age group  the silver market seniors over 70 yeas s A specialist shop sells goods that
market baby boomers born between 1946 and 1964 are useful for people with a certain
segments [ Generation X born after baby boomers interest ?f need, Examples are a
CeTation born after Generation X cycling shop or a pharmacy.
twentysomethings twenty to twenty-nine years old
teens thirteen to nineteen years old
tweens eight to twelve years old

BrE: corner shop; AmE: convenience store

Note: Although shop and store mean the same and are often interchangeable, store is more
comman in American English. However, it is also used in some combinations - we don't say
‘department shop’ or ‘convenience shop'
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Advertising techniques

Common techniques that advertisers use to appeal to consumers include:

Pester power
Pester power encourages children to ask their parents to buy a specific brand or product.

Beauty appeal or sex appeal

Beauty appeal or sex appeal suggests that consumers who use the product will be more
attractive,

Peer approval
Peer approval associates the product with social acceptance by friends or peers.

Scientific claim or statistical claim
Scientific claim or statistical claim uses research or statistics to convinee consumers.

Lifestyle advertising

Lifestyle advertising suggests that buying the brand will give access to an inspirational or more
attractive lifestyle.

Rebel advertising
Rebel advertising goes against social norms and may appeal to teenagers.

Escape advertising
Escape advertising makes the consumer imagine he or she is living a very different life.

Celebrity endorsement

Celebrity endorsement uses a famous person, such as a footballer or film star, to recommend the
product.

Puffing

Puffing uses a message that is so exaggerated that consumers will not believe it to be true — for
example, “The Ultimate Driving Machine’ by BMW, or ‘Get your teeth cleaner than clean’,
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Dayparts and programmes

Dayparts

TV and radio dayparts and their audiences are shown below.

6am- 12 pm

morning

housewives, the unemployed, students,

12 pm - 4.30 pm | afternoon daytime retired people

4.30 pm - 7 pm fringe children, retired people

7 pm - 8 pm prime access wide audience, nearly everyone
8 pm - 11 pm prime time wide audience, nearly everyone
11 pm -1 am late night young people, the unemployed

Radio dayparts

6 am — 10 am

| AM drive time

Audience

workers driving to work

10 am - 3 pm daytime housewives, the unemployed, students, retired people
3 pm-7 pm PM drive time | workers driving home

7pm-12 am night young people

12 am -6 am overnight young people

Types of TV programme

The news gives national and international information.

At the end of the news there is often a weather forecast.

A documentary is a factual programme on a particular subject - for example, wildlife.

A film may be a feature film originally made for cinema, or a film made for TV.

A series is a set of programmes on the same subject or using the same characters.

A serial is a story that is broadcast in several parts.

A soap opera is a series of programmes about the lives and problems of a particular

group of characters,

Reality TV is where members of the general public are filmed in dramatic or funny

situations.

A game show is an unscripted TV programme where ordinary people compete to win

prizes.

A variety show consists of several short performances by different artists.

There are also sports programmes, music programmes and children’s programmes.
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Types of out-of-home advertising

Some common types of out-of-home advertising are shown below.

- ! : : & —
—— !E = |
. —— T —e—

—— __.'_ _P- - ;e_. -F-"l'_:,_k ‘.

An ad inside a train

A bench
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Types of magazine

Magazines can be divided into the following categories:

Category

glossy magazines
{also known as
glossies)

Description of content
Printed on high quality paper, lots of
photos and adverts

Example titles
Elle, Red, GQ

special interest

Articles that appeal to a small group of
people with similar interests

Inside Soap, PC Answers

current affairs
and news

Articles about what is happening in the
world, offering analysis

The Economist,
Time Magazine

men’s magazines

Articles that appeal to men

FHM (For Him
Magazine}, GQ

women’s Aurticles that appeal to women Sugar, Red, Good
magazines Housekeeping

children’s Articles that appeal to children National Geographic Kids
magazines

home and garden

Articles about home decoration and
gardening

The English Garden,
Elle Decoration

customer
magazines

Some supermarkets produce in-store
magazines, often cookery magazines,
designed to sell their products.

Sainsbury’s Magazine,
Waitrose Food llustrated

Some department stores publish lifestyle

Harrods’ Omnia

magazines or fashion and beauty magazine

magazines.

Most airlines produce in-flight magazines High Life from British
for their passengers. They contain articles Alrways

abour destinations and travel tips.

Car manufacturers publish titles about their | BMW Magazine,
cars. Volvo’s LIV Magazine

o pekayr]

&
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A newspaper rate card

The rate card for a local British newspaper is shown below.

piece of paper and put inside the magazine,

Price
Position Description Colour Mono
(black and
white)
SCC - specified | Single column centimetre (SCC): the advertiser | £12 £8
positions pays for the length of column needed for the
ad. For example, a colour advert measuring
5 cm by two columns would cost £120.
The advertiser requests a specific page in the
newspaper.
SCC —run of Single column centimetre which can be placed | £2.40 £7
paper in any convenient place — the newspaper
decides where
full page The advert takes up an entire page. £240 £160
DPS Double page spread: the advert runs across two | £450 £300
consecutive pages.
Special positions Price
Pages that are popular with readers are more expensive,
centre spread The two pages in the middle of the newspaper | £515
front page solus | The only advert on the front page (7cm x 8cm) | £240
back page solus | The only advert on the last page £240
Sunday magazine Price
half page The advert rakes up 50% of the page. £330
IFC Inside front cover, the first left hand page of the | £710
magazine
OBC Outside back cover, the last page of the £710
magazine
IBC Inside back cover, the last right hand page of £590
the magazine
facing matter The advert is opposite a page that contains £310
editorial content, such as articles and
photographs from the magazine.
half pages next | The advert is 50% of the page and is above, £390
to / under below or at the side of articles.
matter
insert An advert is printed on a separate, smaller £355

Prafessional English in Use Marketing

Mailshot items

There are many items that can be included as part of a mailshot; some are shown below.

. covering letter
gimmicky &

envelope

% | catalogue

March 2008

=y @m"h'i

Dear Mr willis

As oot of gur

regular custo
10 see our new mers, we

. ke s

spring catalogue, 0% you'll wany
We've gotlots of

o 2real new producys -

(ljf_;uu ordet before 31 March you'll nz,(li 9}'31:41 i
elvery but alsg g fantustic 1% dJ‘scmmn Iy get free

Don't forger Youean call our he|

Wl frcephane FURTbEr, or arder PO e sty S UL

rect on gur websile,
We hope you enjay looking ag our latest prodyces

Yours sincerely

promotional
video

1 TFetaphene
L

% Cuntomar Yignatire T
Cuntomar §
I

1} Foster i 4§ Fraio e, Eainrgh 02 (€5 Compry f}“inq, . for
| SnESEEmes Bl
roapulalty el B 2 gy YA | ek Ko el
g i 1o gt s e relh st
e m
e .y e =t s, 10
e e .
§ orpareate o rpoma plase % = ‘ -
Star Systemsg _:
e Street = Star Systems
COUPOH Newark = _ . s
‘ . - i Ve T S iy
response device Lincs LN? 255 T e o
— ey s s
e i
il O
. - S R, _
reply-paid envelope — - B~ |

postcard

I_HrE: reply-paid; AmE: [:II‘{:‘DE'IiEjJ
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1.1

1.2
1.3

2.1

2.2

2.3

2.4

3.1
3.2

3.3

120

Answer key

1 staff, employees {people)

2 range (product)

3 advertising (promotion)

4 accessibility, outlets, locations {place)

5 expensive, competitors, deals (price)

5 products

2 advertising 3 mix 4 price

1 promotional

Promotion

Product
branding

discounts accessibility direct marketing competitors

launch special deals delivery customers
quality distribution sales force
reputation location

support

Product: acceptability, customer needs, objects
Price: affordability, cost to user, objectives

Place: accessibility, convenience, organization
Promotion: awareness, communication, operations
3 meet 5 awareness
4 promotional

1 customers
2 identified

5 convenient
6 Revenue objectives

3 price
4 afford

1 socially acceptable
2 high quality

1 We must attract attention to the product.

2 People will become aware of the brand.

3 We need to create an interest in the product.

4 We want customers to develop an interest in the product.
5 We must develop a desire to own our product.

6 People will take steps to try it.

7 We must prompt action to buy it.

1 threats 2 weaknesses 3 opportunities 4 strengths
opportunity opportune
strengthen strength strong
threaten threat threatening
weaken weakness weak
1 threat 2 opportunities, strengths 3 weaknesses, threats 4 chreats

1 The brand is very strong.

2 Today, consumner fears about health are one of the biggest threats to the processed food sector.
3 An undifferentiated offer will weaken the company in the short term.

4 A clear opportunity is a gap in the market.

5 We may be threatened by the emerging trend rowards online shopping.

6 A price war has weakened our profitability.
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4.1

4.2
5.1

5.2

5.3

6.1

6.2

6.3

¥
el

73

8.1

1 market segments
2 target market
3 marketing strategy

4 marketing plan

5 marketing methods

6 marketing mix

1 USP 2 Competitor Analysis 3 Target Market
animal testing

donate money
environmental problems
environmental sustainability

mutually beneficial
responsible purchasing
social problems
socially responsible

1 partnership 5 socially 9 beneficial

2 charity 6 convinced 10 purchasing
3 donate 7 social 11 sustainability
4 donation 8 friendly

a CRM b social marketing ¢ green marketing

en'vironment environ'mental

environ'mentally

responsi'bility re'sponsible re'sponsibly

so'ciety 'social

‘socially

sustaina’bility su'stainable

su'stainably

1 macro 4 macro 7 macro

2 macro 5 micro

3 micro 6 micro

1 satisfy e 3 consumer d 5 differentiate a

2 understand b 4 relations f 6 development ¢

1 agreements 4 gender 7 communication
2 rates 5 religion
3 birth 6 distribution

1 registered 2 copyright 3 permission

1 Patent protection gives a company the exclusive right to market a product.
2 A granted patent must be renewed regularly.

3 Wilful trademark infringement may lead to a lawsuit.

4 Visitors to the website must read and agree to the terms and conditions.

5

Material that is subject to copyright cannot be used without permission.

1 product 4 standards 7 satisfacrory
2 damage 5 enforcement
3 personal 6 entitled

aiii, bi, cii

1 motivation + primary
2 qualitative + field

3 desktop + secondary
4 quantitative + primary
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8.2

8.3

9.1

9.2
10.1

10.2

10.3

11.1

11.3

12.1

12,2
123

122

4 respondent, interviewer-administered
5 Mystery shopper
6 package, taste

1 telephone
2 focus group, moderator
3 mail, omnibus

1c, 2b, 3a, 4b, 5a

1 correct

2 Owver half of their news consumption is online.

3 79% of respondents are male.

4 correct

5 The survey suggests that nearly two thirds of bloggers are over 30.
1 over 2 rose 3 significantly 4 stable 5 period 6 plummeted
niche market

mass market

penetrate the market

route to market

product development phase
product idea

product improvement

product innovation

product modification

1 limited / special 3 new 5 viable
2 customer 4 technically

1 gap 3 successful
2 market

5 development
4 penetrate 6 route

1 We should carry out some sensory research.

2 We have completed the alpha test and are now ready for beta testing.

3 The results will allow us to fine-tune our marketing plan.

4 We have planned the marker rollout across Europe.

5 We have set a launch date and now need to prepare the distribution network.

1¢, 2¢, 3a, 4b, 5b

1 resources 5 success 9 forecast
2 product 6 representations 10 launch
3 prototype 7 time 11 date

4 flaws 8 manage

1 PS3 spent a long time in the development pipeline.
2 The market introduction stage did not go smoothly for PS3.
3 The original launch date for P53 was in the spring.
4 The market rollout in Europe for PS3 was delayed.

5 The launch event in France was a failure because the marketing communications action plan

was poorly prepared.
6 Sony is also launching an international e-distribution network to provide online content.

1 brainstorming, generate
2 criticize

3 modify

4 on, out of
1 gotc, 2 backa,3 downb, 4 ona

1e, 24, 3f, 4a, 5¢, 6b
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12.4

13.1

13.2

14.1

14.2
14.3

15.1
15.2
15.3

16.1

16.2

171

1 ground 4 about 7 combine

2 juices 5 suggestion

3 Couldn’t / Could 6 makes

1 raw materials 3 product type 5 product class

manufacture 4 manufacturers

g%

5 white goods
6 brown goods
7 healthcare products

1 hard goods

2 perishable goods / perishable products
3 convenience goods

4 nondurable goods

The Boston Consulting Group Matrix is used as a planning tool.

It concerns the product life cyvcle.

A product with a high relative market share and low market growth rate is a cash cow.
4 Cash cows can be used to fund research and development for new products.

5 Stars may generate high cash flows but are not always profirable.

6 Dogs may generate negative cash flow.

7 It may be necessary to drop the line.

8 Question marks will consume resources before giving a return on investment.

WO =

1 star 2 cashcow 3 dog 4 question mark / problem child
market growth
market share
market growth rate

generate profit
generate cash flow

1 force 2 rep, pitch 3 agent 4 make

1 shelf space 2 alisting 3 retail buyer 4 outlets

1d, 2a, 3e, 4g, 5b, 6f, 7¢

B
Fol[elelelrle[n]r]i[a]r]e]
A
ol w|n P |
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D
‘elcfo[n]o]mv]
7 |

3 brand image
4 brand vision

1 brand essence
2 brand promise

3 brand tone of voice
4 brand mission

1 brand personality
2 brand values
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17.2 ¢, 2b, 3d, 4a 222 3,2,56,1,4
a false b false ¢ true

17.3 1 An advertising campaign is an example of brand behaviour.
2 The brand personality is a statement of the human characteristics of a brand. 22.3 1 scheme, membership, welcome, earned
3 true _ 2 encourage, qualifiving
4 You stretch a brand when you increase the range of products in the brand. 3 force
5 true
6 Brand tone of voice, brand values, brand mission, brand vision and brand personality are all 23.1  differentiate between customers analyse data mine data
part of the brand platform. identify customers disclose data process data
interact with customers gather data store data
17.4 1 brand awareness 3 brand preference
2 brand consideration 4 brand loyaley / brand retention 23,2 1 disclose (CRM marketer)
) 2 stored (representative of a consumer watchdog)
18.1 1 Freshness 2 Modernity 3 Naturalness 4 Pleasure 3 gathers (consumer)
S 4 differentiate (a CRM marketer)
18.2 1 flexibility 2 simplicicy 3 easytouse 4 knowledgeable 5 money
_ ‘ o 23.3 1 relationships 6 record 11 gathered
18.3 1 innovative 3 Inspirational 2 CRM 7 differentiate 12 database
2 Respected 4 Luxury 3 identify 8 interacting 13 data mining
4 store 9 dialogue
19.1 b, 2¢, 31,42 5 database 10 customization
1 Early adoprers 2 silver market 3 late majority 4 customer profile
24,1 14, 2¢, 3a, 4c¢, 5b
19.2 1 market 2 targeted 3 power 4 appeal 5 boomer 6 tweens
24,2 1 Setting 5 cost 9 match
19.3 1 lifecycle b 3 appeal a 5 income ¢ 2 thumb 6 afford 10 allocate
2 lifestyle d 4 affluent e 3 task 7 respect 11 percent
4 objectives 8 cut

20.1 1d, 2a, 3¢, 4e, 5b ChamberE mentions both objective-and-task and affordable

MattAp mentions competitive parity

Z like to maintain a certain lifestyle. _
A%k 1 Customers CathE mentions percentage of sales

2 A major customer concern is how to provide for the immediate family.

3 Buying food and drink is an example of satisfying a physiological need. 25.1
4 Some service sectors are highly attuned to customer needs, :
5 The Consumer Life Cycle shows how consumer needs change over a period of time.

1 captive product pricing 3 penetration pricing
2 psychological pricing 4 product bundle pricing

_ 25.2 1d 7
20.3 1 final purchasing decision s 2¢, 3b, 4e, 5a, 6g, 7f

2 persc;lnal ipvolv‘?ment 25.3 1 unique 4 costs 7 points
3 purchase 1nt;nt10ns 2 solutions 5 sensitive 8 fair
4 routme purchases , 3 significance 6 premium 9 bargain
5 purchasing behaviour / purchasing pattern
6 impulse purchasing ' 26.1 1 road haulage 4 air freight 7 aload
y 2 rail freight 5 delivery service
21.1 1 loyal > carn 3 redeem . . 3 container ship 6 warehouse
2 repurchase 6 implement 10 redemption options
3 reward 7 Tran‘sacpion records 26.2 Order: 6,2, 5,4, 3, 1
4 loyalty 8 application form
21.2 1 card 4 special offers 7 eam 26.3 direce distribution distribution chain
2 preferred 5 build 8 retain indirect distribution distribution costs
3 points 6 programmes distribution channel distribution intermediary
. 1 Distribution costs 4 indirect distribution
221 1 build 3 turnover 5 1nter1:1a1 2 distribution chain 5 distribution intermediary
2 recognizing 4 sales 6 reaction 3 direct distribution
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27.1

27.2

27.3

28.1

28.2

28.3

29.1

29.2

29.3

126

1 core brand 3 gifts
2 merchandise 4 cross-marketing

1c This on-pack offer really captures the spirit of the promoted brand.

2a There is a small freebie inside the pack. This kind of promotional gift is ideal for children.

3b These promotional items are an off-the-shelf solution for your corporate gifts.

1 licensing deals 3 team products

2 commercial partners

1 public trade show 3 trade show display
2 horizontal trade show 4 vertical trade show

increase booth traffic
participate in trade shows

allocate stand placement
attend trade shows
book a stand

1 trade 4 venue
2 seminars 5 stands
3 showcase 6 network

a false b true ¢ false

o] Lfolw
U
’5 B
elale[r]i]v]e] 8| |[of
R H 0 0 L
o] “[nsfofuln]D
P N c N
1] [e] [i]elalo] [o]
|
v |
"ie|clofr|o][e]D]
Objective

3 Use direct marketing to increase the number of subscribers to the newspaper.

Action plan

1 We decided to use outbound telemarketing,

4 We bought a qualified list from a list broker.

5 Telemarketing operators received special training to deal with objections.
6 We created a new script with our telemarketing firm.

Resulis
2 We met our subscription target at an acceptable cost per acquisition.

1 Hello, my name is John. I'm calling on behalf of Jupiter Software.

2 Are you aware of the company at all?

3 Are you the person in charge of this?

4 The reason for my call is to find out if you are interested in our [atest products.
5 Are you/ Would you be available for an appointment?
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30.1

30.2

30.3

31.2

321

32.2

32.3

33.1

3 product categories
4 bundles of items

1 payment options
2 delivery costs

3 a baby registry
4 a wish list

1 a wedding list
2 next day delivery

1 Customers can place an order 24 hours a day.

2 No need for prepaid envelopes.

3 We can still have a telephone hotline,

4 The ordering process will be much quicker.

5 The order form must be simplified for older users.

6 Older customers may prefer using mail order to ordering online.

L] i

1] A

Pk | T F L
M| plEr]s]o|n]alt
LT R R
A c T
Rl A L6 [
u R

— il

MlE[s][s[als]€E]s]

ask for referrals
close a deal
malke cold calls

place an order
spot buying signals
trade concessions

1 make cold calls 2 spot buying signals

a Press magazines are media vehicles.
b Media planners work in media agencies.

1
1
2 a Ad avoiders zap during advertising breaks.
2 b Blended markering uses TTL techniques.
3
3

a Normally, advertisers brief advertising agencies.
b Interactive TV is an emerging media.

4 a Advertising agencies develop advertising strategy.

4 b BTL campaigns don’t run in mainstream media,
1 strategy 5 above-the-line

2 attention 6 frapmented

3 below-the-line 7 avoid

4 media 8 blended

Te, 2¢, 3d, 4a, 5b
1 false 2 false 3 false 4 true 5 false

3 trade concessions

9 ATL
10 BTL
11 adverts
12 tactics

1 objectives 6 Core 11 objectives
2 Media 7 habits 12 reach

3 target B research 13 impressions
4 Demographics 9 light

5 Lifestyle 10 plan
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33.2

33.3

34.1

34.2

34.3

35.1

35.2

36.1
36.2

36.3

3741

128

1 patterns, strategy
3 budget, mind, commercials
1c, 2d, 3a, 4e, 5b

1c, 2b, 3e, 4d, 5a

1 channels 4 reaching
2 programines 5 listeners
3 station

prime time
radio show
radio station
reality show
reality TV

commercial break
commercial channel
commercial station
game show
listening habits

F
sl L]slo]a R|D|
i3 c
A | Ful Pslrle]le

4 optimize
2 Cost, vehicles 5 audit

A R
BEERE 0
T G BREEER E
E H D H
“TlR|Aa|N[S 15 To] |w
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1 hung 4 catching
2 wrapped 5 coverage
3 shelters 6 graphics

11, 2d, 3e, 4b, 5a, B¢

1 circulation figures are / readership is
2 advertising positions / advertising space

centre spread full page
facing matter half page
front page solus

1 set a deadline 5 proof OK
2 job completion 6 press check
3 graphic designer 7 long run

4 printed material
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remote control
soap opera
TV channel
TV show

weather forecast

3 media pack / rate card
4 technical data / advertising rates

37.2

38.1

38.2

39.1

39.2

39.3

394
40.1

40.2
41.1

41.2

41.3

1 Marketing collateral
2 copywriting
3 print job

1 commissioned, co-produced, branded

4 four colour / full colour /f CMYK
5 final proofing, signs off the job

entertainment

2 branded content, mobile content, experience

3 Product placement, engage with

1 standout
2 airtime, barter

search box
search engine

paid search
unpaid search

search listings

search terms

SEO = search engine optimization
SEM = search engine marketing
SERP = search engine results page

1 engine 3 listings
2 ranking 4 SEO
1 rank 2 ranking 3 ranking

chat room social netwo
general public

live up to the hype
pass along

peer to peer

stealth mark

1 word of mouth
2 spread the word

1e, 2g, 3f, 4d, 5b, 8a, 7c, 8h

an element of skill
money-off coupons
no purchase necessary
online coupons

1 money-off coupons, online coupons
2 seasonal promotions
3 no purchase necessary

1 point of purchase / point of sale
2 window displays

3 basket liner

4 banners

5 gondolas

1 a prize draw

2 money-off coupons

3 shelf wobblers

4 a gondola / a dump bin

3 communication, exposure
4 generated, share, connects

search engine marketing
search engine optimization
search engine results page

5 rank
6 SERP

4 rank

rks

spread the word

eting

target audience
word of mouth

3 lives up to the hype
4 social networks

seascnal promotions
special offer
three for two

4 an element of skill
5 Three for two, special offer

6 Dump bins

7 floor standing

8 Counter-top displays
9 Wall-mounted
10 shelf talkers
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42.1

42.2

42.3

43.1

43.2

43.3

44.1

44.2

44.3

45.1

45.2
45.3
46.1

130

list broker
mailing list
prospecting list

junk mail
mail piece

cost-etfective
cost per conversion
COSt per response

4 campaign, effective
5 customer
6 entice / encourage

1 samiple, call
2 targeted, audience, measurable, response, cost
3 response

Order: 4, 2,5, 1,6, 3

What makes you open direct mail?
I don’t. All the junk mail I get goes into the recycling bin.

What makes you reply?
I only answer if there is an incentive like a free gift.

Do you talk to your friends and family about mailshots you receive?
I give the money-off vouchers to my friends, if I don’t use them myself.
g I gave the sample of face cream to my mother and she told all her neighbours.

STWrr R N O -

4 What kind of information do you expect in the covering letter?
¢ Details about the product, special offers, and perhaps the order form.
5 word of mouth 8 swag

1 grassroots 2 word 3 posters 4 flyers

Objectives 1 and 3

1 credibility 2 samples 3 leaflets 4 wrapped
4 Renault — abstract (and typographic)
5 Penguin — descriptive

6 Kellogg’s - typographic

1 CB - typographic
2 Yahoo! - typographic
3 Olympic Games — abstract

1 eye-catching 4 multicoloured 7 curved
2 rypographic 5 memorable 8 simple
3 adopted 6 distinctive 9 depict

1 lower case, bold, sans serif type

2 upper case, bold, serif type 5 upper case, serif type

3 Jower case, italic, sans serif type 6 lower case, bold, serif type
1 pull 5 cartons 9 cellophane

2 child 6 sprays 10 foil

3 top 7 peel

4 lids 8 corks

Carroon 1

1d, 2e, 3a, 4f, 5b, B¢

1b, 2¢, 3f, 4e, 5¢g, 6a, 7d
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I rarely pay attention to mailshots but sometimes a gimmicky envelope catches my eye.

[ sent off a reply-paid card the other day. It was easy — I didn* have to lock for a stamp.

4 lower case, bold, italic, sans serif type

46.2

47.1

47.2
47.3

48.1

48.2

48.3

49.1

49.2

49.3

50.2

50.3

1 press
2 media
3 purpose

1 lobby
2 lobbyists

1c, 2d, 3b, 4a

1 mobilize
2 rally

sponsorship
sponsorship
sponsor
$ponsoring

LN —

[y

deal
relationships

o

4 committed
5 standards
6 citizens

3 lobbyists
4 lobbying

3 campaign
release

~

sponsorng
sponsor
sponsorship
sponsorship

0~ @,

(8]

4 leveraged

1 cause related sponsorship
2 educational sponsorship / cause related sponsorship

3 art sponsorship

1 defective
2 crisis, plan

3 spokesman / spokesperson, official

3 The crisis

2 Negative falloue

4 Going public

1 Internal audiences

5 Rebuilding public confidence

apologize to customers
establish the facts
express concern

Noun for action

long-standing

7 stakeholders
8 relations

5 lobbied

5 training

9 sponsor

10 sponsee

5 impact
6 risk

4 audiences / publics, go
5 media, rumours
6 defective

make a statement
minimize damage
tarnish the reputation

MNoun for object

Noun for person

blog blogging blog blogger
link linking link

post posting post

1 Blog 4 blog 7 blog

2 blogging 5 blogging 8 Blogging

3 blogs 6 blogging 9 blogger

1 readers 3 post 5 inbound

2 comments 4 links 6 blogosphere
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Index

The rupmbers i the mdex are Unit munbers, not page numbers.

360 degree branding
/. 8rir siksti di,grir 'breendim/ 32
3D representation
/ iz di: reprizen'tefon/ 11
ABC socio-econormic categories
fe1 big,siz soufisu itka,npmik
‘keetagariz/ 19
above-the-line (ATL) /3'bav da lamn/
32
ABs/ei'biiz/ 19
abstract /‘zbstrakt/ 44
acceptability /ak septo'bilati/ 2
acceptable /ok'septabal/ 2
accessibility /ok sesa'bilati/ 1, 2
accessible /ak’sesabal/ 2, 18
accident /'&ksidant/ 49
accountable for /o'kauntabal foif 24
accountable to /a'kauntobal tuy/ 33
achievable /'t[irvebal/ 4
ACORN /'etkom/ 19
acquire sponsorship rights
fakwara 'spontsafip raits/ 48
Act of God / 2kt av 'god/ 49
acrion /'ek[an/ 2
action plan /'&k[on ,plen/ 11
actively want /zktrvli 'wont/ 2
activist Ma@ktivist/ 47
actual deliverables
/,&ktfual dr'lrvarabalz/ 15
ad /ed/ 32, 34
ad agency /'=ed erdzansi/ 32
ad avoidance /,&d 9'vordans/ 32
add items to /'&ed ,artamz tuy 30
address customers by name
fadres kastomaz bat 'nemny 42
address weaknesses
fa,dres 'witknostz/ 3
*add to basker’ butten
f2ed ta 'baiskit \batan/ 30
adopted /a'doptid/ 44
advergame /&dva,geim/ 38
adversely affected / edvsishi afektid/
49
advert fedvait/ 32
advertise on /'@dvataiz on/ 34
advertisement /ad'vartismoant/ 32
advertiser 'edvatarza’/ 32
advertiser-funded programme {AFP}
fedvetaiza fandid \pravgrem/
34,38
advertising /'dvatarzin/ 1
agency /erdzonsi/ 34
brief / brisf/ 32
campaign /keem,peiry/ 32
department /dr,partmant/ 32
rates /rerts/ 36
space / spels/ 36
sirategy / straetadzif 32
advertising / edvatarziy/
messages /'mesidziz/ 32
objectives /ab'dzektivz/ 32
policy /'polasi/ 36
positions /pa'z1fenz/ 36
sales /'se1lz/ 36
sales house /'se1lz haus/ 32
advertorial /,&dva'tauriall 38

advise clients on
fad*vaiz. klaranis pn/ 47
advocate for edvakat fo:/ 47
aerosol can fearasol ken/ 45
affluent Pzflusnt/ 19
afford fa'fard/ 2, 24
affordability /a,fa:da'bilstis 2
affordable approach
/2'fordabal o, prootf/ 24
after-sales service
farfta sendz 'sarvis/ 31
age bracker /'e1dz braekit/ 19
age group /'erd3 gru:p/ 19
agree to /a'griz tuy/ 7
AIDA 2
air /ea’/ 34
air a commercial /ear 3 ka'maifal/ 33
air freight /'ea freit/ 26
airtime /'eatarmy/ 33, 3§
aliocate /felokert/ 24, 28
allocate resources
/@lakert vr'zomsiz/ 11
almost [*ailmauvst/ 9
alpha test /zlfs test/ 11
alrernative solution
fol tamativ sa'luifan/ 25
aluminium / zljs' miniamy/ 45
ambassador /em'besada’ 46
ambient media /,z2mbiant ‘miidis/ 35
ambush marketing
Membuf mazkitim/ 48
analyse data / @naslaiz ‘deita/ 8, 23
analysis /o'nalasis/ 4, 8
analyst relations /,@nalist ri'letfanz/
46
anchor text M'zegks tekst/ 50
ancillary rights /&n'silori rarts/ 27
animal testing /enimal testiy/ §
announce /2'naons/ 46
annual marketing budget
{@njual ‘'mazkitig badzit/ 24
anticipate a threat
f&n,tisipert 2 'Oret/ 3
anticipated sales /een trsipertid 'serlz/
24
AQSTC 4
apologize /3'poladzarz/ 49
appeal to singles /3,pi:l ta 'sipglz/ 19
application form /epli'ketfaun form/
8
appointment setting
fa'pomntmant setiy/ 29
approach /e'prautf/ 35
approved by /o'pruzvd bar/ 33
atea of expertise
f,earia ov ekspar'tizz/ 18
art sponsotship "u:t spontsafip/ 48
article "otikal/ 36
artwork aitwak/ 37
ask novel questions
/iaisk noval kwest [anz/ 12
associate a brand with
fa'saufiat 2 brend wid/ 48
attend an event /a,tend an I'vent/ 28
attendee foten'diz/ 28
attentive /a'tentov/ 33
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attitude S&titjuid/ 6, 19
attract attentron to
fatrackt o'tenfon tu/ 2
artractive /a'traektiv/ 2
artuned te /2'tjuind tuy 20
audience /awdians/ 33
audience profile /,o:dians 'provfail/
34
audience share /,o:dions 'fea 34
average life expectancy
/aevarids 'laif ik spektonsi/ 6
aware of /a'wear nv/ 2
awareness /a'weanas/ 2
B2B/ bi: to'bix/ 15
B2C /bi: ta'sit/ 15
baby registry /'berbi redzistri/ 30
backlit /bazklit/ 35
back office system
f baek ,of1s 'sistom/ 23
banner /'bzeng’/ 39
bargain price /'burgin prars/ 25
barter /'ba:ta’/ 3§
baskert jiner /‘bazskit Jamna® 41
beat the competitors to market /,bitt
3z kam,petitaz tur 'maozkie/ 11
beat the investment
/birt i mn'vesmant/ 24
become aware of /brkam 2'wesr ov/
2
behaviour changes
fbi'hervis tfeindziz/ 22
behaviour patterns
/br'hervja petsnz/ 8
below-the-line (BTL) /br'lau da | lain/
32
benchmark #benfmazk/ 33
Berliner /bar'lma’ 36
bera testing /bists testuy/ 11
big ticket giveaway
/big tikit 'grvawer/ 22
billboard /bslbo:d/ 35
birth rate /'baif reit/ 6
black and whire (bfw)
/ bleek and 'wait/ 37
black hat / blek 'heat/ 39
blended marketing
/"blendid ;mazkitig/ 32
blister pack /'blista peek/ 43
blog /blog/ 50
blog directory /'blog dr,rektari/ 50
blogger /'blnga’f 40, 50
blogosphere /blpgasfia’/ 50
blogroll /"blograul/ 50
BOGOF /'bogof/ 41
bold /bauld/ 44, 44
baok a stand / buk 2 ‘stzend/ 28
bock space / buk 'spers/ 36
hoost /,buzst/
market penetration /,maskrt
pent'trelfany/ 22
morale /ma‘rail/ 22
response rates /r1'spons reits/ 42
the image /81 'tmidz/ 38
boath /,buid/ 28
staffer /,sta:fa’ 28
trafhc / trefik/ 28

bottom end /'butom end/ 2
brainstorming /'breinstommug/ 12
session /,sefan/ 12
ream / tirm/ 12
brand /braznd/ 16
brand /,breend/
ambassador /em'bzsada’/ 43
awareness /3'weanas/ 17
behavicur /bi'hezvjs' 17
consideration /kansidar'erfan/ 17
equity /'ekwiti/ 17
essence /'esans/ 16
experience /1k'spiarions/ 17, 38
extension /ik'stenfan/ 17
image /'imidz/ 16
leader /'lizda' 16
leverage /'lizvorids/ 17
loyalty Moialti/ 17
management /‘manid3mont/ 17
manager /'menidza¥ 16
messages /'mesidziz/ 38
platform /'pletfarm/ 17
positicning /pa'zifanm/ 17
preference /'prefarans/ 17
promise /'promis/ 16
retention /ri'tenfan/ 17
strategy /'strzetadsi/ 17
values /'vaeljuiz/ 16, 18, 38
vision /'vizor/ 16
brand name /brend nemy 16
branded content /, braendid ‘kontent/
38
branding /breenchy/ 1, 16
brief an advertising agency
/\brisf an '®dvataizig erdzensi/ 32
broadcast /"broidkazst/ 34
broadsheet /brozdfizt/ 36
brown goods /'braun ,gudz/ 13
browse /bravz/ 30
bugs bagz/ 11
build / brld/
a reputation /2 repja‘terfan/ 3, 46
a leng-standing relationship with
/3 logsteendry ri'lerfan[1p widy 48
awarerness /2'weangs/ 43
brands /,breendz/ 32
credibility /kreda'bilsti/ 43
long-term relationships
/optamm rrtletfanps/ 31
on ideas /on ar'diaz/ 12
on strengths /on 'stregds/ 3
relationships /r1'le1fan[1ps/ 21
staff loyalty / sta:f Umalti/ 22
traffic /'trasfik/ 50
bundle "bandal/ 15
burst /ba:st/ 33
bus shelter /bas 'felta’ 35
business event /biznis 1,vent/ 28
button /batan/ 39
‘buy now” butten /,bar ‘nau batan/ 30
buy one get one free (BOGOE)
fbar wan get wan riz/ 41
buzz /'baz/
agents / exdzonts/ 40
efforts / efats/ 40
marketing /,mazkitig/ 40
campaign /kem,pemn/ 40
buzzworthy /baz, w38 / 40
C2C /,si: ta'siy/ 15

cable TV / kerbal tir'viy/ 34
CAD /kad/ 11
call on custorners /,ka:l on 'kastamaz/
31
call to acrion / ko:l tur '&kJan/ 42
campaign contribution /kezm,pem
kontri'bju:fan/ 47
captive /'kaeptrv/ 33
captive audience / keptv 'ardions/ 29
captive audience network / keptiv
,oudians ‘netwsik/ 38
captive product pricing
/\kaptv 'prodakt \praisig/ 25
capture the spirit /,Kaptfa &a 'spirit/
27
card backing /'kard bk 45
carry advertising / keeri "edvataizigy/
36
carry out / keeri 'avt/ 3, 8, 11
carton /'kartan/ 43
cash cow ke[ kav/ 14
cash substitate / kae| ‘sabstitjurt/ 22
catch on / ket ] 'on/ 40
catchment zone /'kest /mant ,zoun/ 35
carchy jingle / keet [i 'dzmgal/ 34
cater for /keits far'/ 34
cater to /'kerta tui/ 15
cause related marketing (CRM)
{koiz rilertrd 'mazkitim/ 5
cause related sponsorship
/\karz rilertid 'spontsafip/ 48
cellophane /'selsfern/ 45
cereal box /'starial hoks/ 45
change behaviour /.t [etndz br'heivja'/
46
charity /'tferti/ §
chat room /'t feet ;rummy/ 40
checkout /'tfekaut/ 30
child labour Mt[aild |leiba’/ 5
child-resistant packaging
/\tfarld ri,zistant ‘pekidzin/ 45
churn /t[am/ 22
cingma-goer /'sinama ,gauad'’ 33
circulation figures
fsatkjatlerfan figaz/ 36
ciig /sait/ 9
city dweller /'stti ,dwela'/ 19
clear plastic /,klia 'plestik/ 45
click-through rate /'klik Bruz xeit/ 40
clickable link / klikabal 'link/ 40
close a deal / klouz 2 'dizl/ 185, 29, 31
club card /klab kaid/ 21
CMYK 37
CMYKOG 37
co-branding /'keu,breendig/ 16
co-created / kav'kriertid/ 38
co-produced / ksupra'djuist/ 38
coated paper / kautid "peipa’’ 45
code of conduct / kaud av kondakt/
47
cald calling / kauld 'ka:lmy/ 29
cold list /kauld hist/ 29
cold prospect / kauld 'prospekt/ 29
collateral distribution
/ka letoral distri'bjuifan/ 43
collecr dzara /,kplekt ‘deria/ §
collect points / kolekt 'pomts/ 22
colour /'kala'/ 44
colour correction /kals ka,rek[an/ 37

combination /,kombi‘nerfan/ 12
combinatory play / kombinatari 'pler/
12
combine /kam'bain/ 12
combine services /kam,barn 's3:visiz/
15
come up with /kam ‘ap wid / 34
commercial /ka'ms:fal/ 32, 34
commercial break /ka,ma:[a] 'breik/
34
commercial partner
/ka,maifal ‘partna/ 27
commercialization
Jka,ma:falar'zes[an/ 11
commercialization date
/kamazfolar'zeifon deit/ 11
comnussion /ka'mifan/ 32
commission a film /ka,mifan 2 filmy
38
comminmnent to /ka'mitmsnt tuy/ 46
communicate /ko'mjuintkert/ 2, 46,
49
communication /ka,mjuini‘kelfan/
2,36
channel /,t [enal/ 33
objectives /ab,dzektivz/ 33
sirategy / stretadsi/ 34
commuter /ka'mjusta’ 19
company logo / kampeni 'leogai/ 44
competitive /kam, pettiv/
marketplace "ma:kitplers/ 4
parity Mparsti/ 24
set /'set/ 16
campetitor /kam'petita’’ 1, 6
competitor analysis
fkam,petitor analasis/ 4
complementary costs
fknmpli,mentari 'kosts/ 25
complete /kam’plizt/ 8, 21
composition / kompa'zi [an/ 37
concept festing /'konsept testin/ 10
congert /‘konsat/ 43
conducr research /kan,dakt ri'sarcf/ 8
conference /'konfarans/ 28
confidential / konfr'den[al/ 23
congress /'kopgres/ 28
connect /ka'nekt/ 26
connect with consumers
/kanekt wid kon'sjurmoz/ 38
consumable supplies
/kan’sjuimabal so,platz/ 13
COnSuIne resources
/kansjuimri'zoisiz/ 14
consumer /kan'sjuima’/ &
ragazine /mega, zim/ 6, 38
programme /,praugramn/ 6
consumer /kan,sjurma’/
acceprance /ak’septans/ 10
fears /'f1az/ 3
life cycle (CLC) Maif satkal/ 20
needs /'nizdz/ 10
packaged goods {CPG)
/pekidzd 'gudz/ 13
Protection Act /pra‘tekfan ,ekt/ 7
protection group
fpra‘tek[an grup/ 23
research /or'saitf/ 8
container ship /ken'teina fp/ 26
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contextual technology /kan,tekstjual
tek'noladzi/ 39
continuity strategies /kont1'nju:sti
streetedsiz/ 33
contract publishing / kontraks
'pablifin/ 38
control /kan'travl/ 4
conurbatrion / konai'berfon/ 19
convenience /kan'vimjans/ 2
convenience goods /kan'viinians
.qudz/ 13
convert a lead / konvait 3 'lisd/ 29, 31
convince fkan'vins/ 47
copy /'kop¥/ 36, 37
copy deadline /'kppi ,dedlain/ 36
copyright /'kopirart/ 7
holder /, hautda"™ 7
information /infa,me1fen/ 7
owner /,auna% 7
copyright protected work
/ kopirait pratektid 'watk/ 7
copywriter /'kopiraita’/ 37
core brand / ko: 'braend/ 27
core target /kor 'taigit/ 33
corporate / korparat/
advertising /'edvatatziy/ 46
COMMUNICATions
fxamjunt'keifenz/ 46
officer /,vfisa’/ 46
strategy /,straetadzl/ 46
team / thim/ 46
gifts /'gifes/ 27
governance /'gavanans/ 46
logo /'laugau/ 44
partner /'partna’/ §
social responsibility (CSR)
{590l nisponsa’bilati/ 5
sponsor /'sponsa’/ 48
website /'websart/ 46
corrupt the political process
/karapt 8a pa'litikal ‘prouses/ 47
corruption /ka'rapfan/ 47
cost /kpst/ 24
cost out / kost 'aut/ 24
cost per / kost pai’/ 24
acquisition /ekwr'zifan/ 29
conversion / kan'vaifon/ 42
inquiry (CPI} in'kwarari/ 29
order /'a:da'/ 29
response /r1'spons/ 42
thousand (CPM) /"Bavzand/ 33
to the user / tuz 82 'juiza’/ 2
cost-effective / kostr'fektrv/ 24, 42
cost-effectiveness 7, kostr'fektivnas/ 24
costs fkpsts/ 11
costumed acror / kostjuimd 'aekta”/
43 _
connter /'kaunta” 50
counter-top display
/ kaunts top di'spley/ 41
counterfeiting /'kavntafitig/ 7
country dweller /kantri dwela 19
coupon /'kuipon/ 21
coverage /'kavarids/ 33, 34, 35
create fkri est/
a buzz /o 'baz/ 43
a dialogue /o 'daralpg/ 38
a new offering /o nju: 'nfarm/ 15
a prototype /a 'prautatarp/ 11

an interest in /an 'tntrast m/ 2
an opportunity /on ppa‘tjuinati/ 3
buzz /'baz/ 40
needs /mirdz/ 20
relationships /ri'leifan[ips/ 23
understanding /anda'stzndsy/ 46
creative answers /kiieitiv ‘amtsaz/ 12
credibility / kreda'bilati/ 49
crisis /'krarsis/ 49
crisis / krarss/
communication fkamjumrkerfan/
49
plan /,plen/ 49
team /,tirmy/ 49
management /menidzmant/ 49
criticize ideas / krrtisarz ar'drez/ 12
crop /krop/ 37
crop marks /'krop ,matks/ 37
cross-marketing / kros 'matkrtin/ 27
current client perception / karant
Jklatant pa'sepJon/ 28
current market situation / karant
ma;zkit sitju'erfon/ 4
curved /karvd/ 44
customer /'kastama'/ 1
-driven /,drivan/ 10
group /,grusp/ 4
-oriented /oirientid/ 31
custoner / Kastoma’/
feedback loop /'fizdbzk lump/ 23
interaction /mto'reek[on/ 42
loyalty /'loralty/ 21
needs /‘nizdz/ 2, 8, 20
order /'0:da" 26
profile /praufail/ 19
Relationship Management {CRM)
/m'lerfanfip ,menidzmant/ 23
response /ri'spons/ 10
satisfaction /satis'feekfen/ 18, 31
segment /'segmant/ 4, 19
services /'s31visiz/ 29
customize marketing efforis
! kastomarz 'mazkitry efots/ 23
customize the sales message
/ kastomaiz 0s 'seilz mesidz/ 31
dailies /'deiliz/ 36
damage /'demuds/ 7, 49
damage the reputation
/,demudz 62 repja'teifan/ 46
damaged reputation
{ deernidzd repjo'terfan/ 3
data /'derta/ 8
data mining /'desta ;marny/ 23
dara warehouse /,derta 'weshaus/ 23
database /dertabets/ 23, 42
daypart /'des pait/ 34
deadline /'dedlain/ 42
deal with objections
/ dird wib ab'dzek[anz/ 29
decimated /'desimentid/ 49
decline /dr'klamn/ 14
defecrive praduce /d1,fektiv 'prodakt/
7,49
defend the image /di fend 61 'tmidz/
49
defend their credibility
fd1,fend des kreda'bilaty 49
defining values and identity /di,fainiy
wveeljuiz ond a)r'dentati/ 46
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delivery /di'lsvari/ |
costs /,kosts/ 30
options /,np[anz/ 30
service /,831v1s/ 26
demand /dr'ma:nd/ 25
demographics /, dema'greefiks/ 19, 33
demonstrare technical products
/. demanstreit 'teknikat prodakts/
31
dependable /dr'pendabal/ 18
depict /dr'pikt/ 44
descriptive /dr'skripttv/ 44
designated spokesman / dezxgnettid
‘spavksmen/ 49
desire /dr'zara’/ 2
desk research /'desk r1,s3:t]/ 8
deskrop research /‘desktop rsa:t[/ 8
destroy public confidence
/dr,stror ,pablik 'konfidans/ 49
develop /dr,velap/
a desire /o dr'za1a¥ 2
a marketing plan
/o 'mazkitig plen/ 4
an interest in /on 'ntrast m/ 2
developing market
fd1,velapiy 'mazkit/ 3
differentiate a brand
/difs'renfiet a brand/ 6, 16
differentiate berween customers
/difarenfiert brtwitn 'kastamoz/
23
digital / didzital/
media network /,mi:dia 'netwatk/
38
outdoor advertising /,avtdar
‘mdvatarzip/ 35
elevision /'telivizan/ 34
video billboard /,vidiau 'bilbasd/
35
direct /d1,rekt/
disteibution /distrr’bjuifan/ 26
mail /'me1l/ 42
campaign /k&m,pemn 42
marketing /'mazkit/ 1, 29
disclose data /dis klauz 'derta/ 23
disclosure of informarion /dis klauzar
ov infa'meifan/ 23
discount /diskavnt/ 42
discussion board /di'ska[an boid/ 40
discussion forum /di'skafan farram/
46
disloyal /di'slorel/ 21
display /de'spler/ 41
ad /ed/ 32
unit / juinit/ 41
dissatisfaction with
/dis,setrs'fekfan wid/ 9
distinctive /di'stiptrv/ 44
distribution /distrr'bjuifan/ 1, 6
chain /,tJein/ 26
costs / kosts/ 26
figures /,f1gaz/ 36
inrermediary /inta,mirdiori/ 26
methods / meBadz/ 2
network /,netwatk/ 11
distributor /dr'stribjata’/ 26
diverse /dar'vas/ 18
dog /dog/ 14
donate money /da,neit ‘mani/ §

donation /ds'neifsn/ §
double "dabal/ 9
download / daun'loud/ 7
downward trend /,daunwad "trend/ 9
draw attention to /,drot a'tenfan tui/
32
drinks can /drigks ken/ 45
drip strategies /'drp stretadsiz/ 33
drop the line /drop 85 Jam/ 14
dummy /dami/ 37
dump bin /'damp ,bin/ 41
durable goods f'djusrabal ,gudz/ 13
durables /'djuarobalz/ 13
e-coupon /', kuzpon/ 41
e-voucher /it ,vaut a7 21
early adopter /,3:li 9'dopta’/ 19
early majority / 31li ma'dzorati/ 19
eacn and burn /,3:n and 'bam/ 21
earn points /,3:n 'pomnts/ 21
ease of comparison
/irz av kam'parissn/ 25
easy 1o access / 1izi tu: 'skses/ 2
eco-friendly itk frendli/ 5
economic factors
fizka'nomik 'fektaz/ 6
econgmy brand /1'konami braend/ 16
economy pricing /1'konami ,prarsiy/

education /,edzu'keifan/ 19
educational sponsorship
fedzu ke1[anal 'spontsafip/ 48
element of skill /eltmant av ‘skil’ 41
eliminate the middleman
/limmert da ‘midalmen/ 26
‘ernail this page’ / irmeil &1s 'pelds/
40
embed brand values
/im,bed \breend 'veljurz/ 38
embossing /im'bosig/ 37
emerging media /1, m3:dzig 'mizdia/
32
emerging trend /1, m3:d31p 'trend/ 3
employee /im'platii/ 1, 6
encrypr Information
An kript nfa‘merfan/ 23
enforce the copyright
/i, fa1s 8o 'kopirart/ 7
enforce the trademark
/m,fors &3 trevdmaik/ 7
enforcement /m'farsmant/ 7
engage with consumers
/in,getds wid ken'sjuimaz/ 38
enhance a brand /in'hoins 9 brend/
17
cntertainment / enta'ternmant/ 38
enterrainment property
/entatemnmsant ‘propati/ 38
entice 1o respond /mtars tuz r1'spond/
42
entrant /‘entrant/ 41
environmental /invalirsn,mental/
concerns /kan'samnz/ 5
protection /pra'tek[en/ 5
sustainability /sastemna'bilati/ §
environmentally-friendly
/m,vaiersnmentali 'frendli/ 5
equivalent airtime /1 kwivalont
‘eatarm/ 38
establish /1 stabli[/

a brand /a2 'breend/ 17
a dialogue /2 'daislng/ 43
goodwill /gud'wil/ 47
the facts /82 ‘feekts/ 49
established /r'stablit/ 14
esteemn need /1'stin  nid/ 20
estimate /'estimat/ 37
ethical /'ebikal/ 3
ethnicity /e@'nisati/ 19
evaluate ideas /1, veljuert ar'diaz/ 12
event /'vent/ 22
event profile /1,vent ‘provfail/ 28
exclusive /iks kluistv/
right /'rait/ 7, 48
sponsor /'sponsa’/ 48
terrirory /terrtari/ 31
executive summary
hgzekjativ 'samoari/ 4
exhibitor /1g'zibrta’/ 28
expenditure /ik'spendit [27/ 48
exploit strengths fek, sploit 'strends/ 3
exploit the rights /ek,splort 82 'rats/
48
exploitation activities
/eksploi'terfan ek trvotiz/ 48
express concern /tk,spres kan'sam/ 49
external /1k,st3mal/
audiences /'s:diantsiz/ 49
publics /'pabliks/ 46
external factors /ik'stamal fektaz / 3
eye-carching /a1 ket fip/ 35, 44
fact sheet /'feekt it/ 47
fair /ffea" 18
fair price / fea 'praws/ 25
fall /fa:lf 9
fast moving consumer goods (FMCG)
/ fuist ;mu:vig kan'sjurms gudz/
L3
fast-growing / fa:st 'gravig/ 14
fatigue /fa'tizg/ 21
feedback /fi:dbak/ 8
feel strongly about
/ fizl *stropli 9,bawut/ 9
festival /'festrval/ 43
fAickle Mikal/ 21
field research /'fizld r1,sa:t[/ §
ficld salespeople /fi:ld serlzpizpal/ 31
fll in /,f11 '/ 8
final / famnsl/
proofing Mpruifiy/ 37
purchasing decision
/*part[asig drsizon/ 20
run 'gan/ 37
financial analyst /fa1nznfal ,enalist/
46
financial communicarions
/far,nenfal kamjuini'kerfanz/ 46
fine-tune / famn 'tjumn/ 11
fnishing /'finifm/ 37
fix a deadline / fiks 5 'dedlay/ 37
fix a price /,f1ks 2 'pra1s/ 25
flagship brand /fleg[1p bread/ 16
flexible /"flekstbat/ 42
flighting patrerns /‘fiatny paetonz/ 33
flip~top /flip top/ 45
floor graphics /flor grefiks/ 35
floor space /'flor \spers/ 28
floor-standing display
/ flor steendig di'spler/ 41

flver /flais™/ 43
focus /'faukas / 12
focus group /'faukes ,gruzp/ 8, 10
focus on /'faukas on/ 12
foil backing /ol bakin/ 43
folding /'fauldin/ 37
follow-up call /folau ap kol 29, 31
font /font/ 44
forecast revenues
/ forkasst 'revanjurz/ 24
forecast sales /,fotka:st 'serlz/ 11
formal statement /,fa:mal 'steitmant/
47
format Aformat/ 36, 42
forenightly /Mfostnaitli/ 36
four As / foir 'erz/ 2
four colour process
ffor kala ‘provses/ 37
four Cs /for 'sitzz. / 2
four Os / four 'auz/ 2
fragmented /freeg'mentid/ 32
free / friz /
gift Agift/ 42
sample /'sarmpal/ 42, 43
to enter /tus ‘enta’’ 41
-to-air /tuz 'ea’’ 34
freebie /frithi/ 27
Freephone number
fridfaun namba’ 30
freesheet /"fri:fitt/ 36
freight /freit/ 26
frequency /"fritkwantsi/ 33
fresh /fref/ 18, 44
front office systems
ffrant ofis 'sistamz/ 23
fulfil needs /ful f1l 'ni:dz/ 20
fulfil safety regulations
/ol fil 'sedfti regja,letfanz/ 7
full /,ful/
colour Mkala”/ 37
launch /lamf/ 11
price /'prarsf 25
service marketing agency
{satvis 'mazkitip erdzensi/ 32
services /'sa1visiz/ 32
funding /'fandin/ 5
gap in the market
/,gep 1n &2 'makit/ 3
gather data /,gedo 'deita/ 8, 23
gender roles /'dzends rovlz/ 6
general public / dzenaral 'pablik/ 40
generate /,dzenare1t/
buzz /'baz/ 40
cash flow /'kee[ [flau/ 14
ideas fay'dwz/ 12
leads /lizdz/ 28
profit /'profit/ 14
repeat business / r1,pitt 'brzmis/ 31
generic brand /dzanenk ‘brend/ 16
generic products
/dzanertk ‘prodakts/ 13
get /,get/
a product listed /o prodakt 'hstid/
15
feedback /'fiidbak/ 22
in your face /in ja 'fers/ 35, 43
the best deal /32 best 'dizl/ 15
the creative juices flowing
/33 kn,etrv 'dzwsiz flavim/ 12
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the word our /83 'waid aut/ 43
you talked about /ju ‘toikt 3,bavt/
40
giant banner /,dzaant 'bens’/ 35
gift with purchase /,gift wid ‘pait[as/
27,41
give approval /,grv a'pruzval/ 24
give out free samples
/. g1v avt frit 'saimpalz/ 43, 43
give testimony /,g1v 'testimeni/ 47
giveaway /'grvewel/ 43
global brand /'glaubst brend/ 3
go over budget /,gau auva 'badzit/ 24
go public /,gau 'pablik/ 49
goal /gaul/ 4
gondola /gondala/ 41
good relations with
/.gud r'lerfanz wid/ 6
goodies /'gudiz/ 27, 31, 43
granted patent /,gramtid ‘pertant/ 7
graph /gra:f/ 9
graphic /,grefik/
chain /'t[ein/ 37
designer /dr'zama’f 37
guidelines /'gardlamz/ 37
graphic studio /greefik stjudisu/ 37
graphical search inventory
/ greefikal ‘st mvantri/ 39
grassroots /,grazs‘raits/ 43
green marketing /,grizn ‘maikitin/ 5
green product £ grim "prodakt/ 13
Gross Domestic Product {(GDP)
/,graus da mestik 'prodakt/ 6
gross rating point (GRP)
/,graus 'tertig ,pomt/ 34
growth /gravd/ 14
guerrilla marketing /go,rils 'maskitip/
43
guesstimare /'gestimat/ 9
hand cut / hzend 'avt/ 43
hand-to-hand / hendts'hend/ 43
hang /hen/ 35
hanging banner / hani 'bana’/ 41
hard goods haid gudz/ 13
harvest /"harvist/ 14
head of household
{ hed av 'haushauld/ 19
healtheare product
/'helfkes ,prodaki/ 13
heavy TV viewer /hevi tiz'viz ,vijua®
33
Hexachrome /'hekss kraum / 37
high disposable income
/ hai di,spavzabal 'ipkam/ 1
high quality / har "kwolati/ 2
high traffic /,har 'treefik/ 43
high-end package /\ha1 ,end 'packidsz/
15
highlight (v) /hatlart/ 2
highly interactive /,hatli mta'rektiv/
39
highly trusted /,haili ‘trastid/ 40
‘hitchhike’ on ideas
/ hit[hatk oo ar'disz/ 12
hoarding /"hordm/ 35
holistic marketing
/ha listik 'maikstig/ 32
home page /'"houm perdz/ 30
home test /'haum test/ 8

henesty /'omsti/ 18
hopes and desires
/havups and dr'zalaz/ 20
horizontal trade show
/horrzontal 'treid | [au/ 28
hospitality package
/hospr'telati pazkidz/ 48
hospirality tent /hospr'tzlati tent/ 48
host {v) fhavust/ 28
hot contact / hot 'kontekt/ 29
hot stamping /,hnt 'stempig/ 37
household #haushauld/ 19
housewife /hauswarf/ 19
human righis /,bjuimon 'rarts/ §
idea generation /a1'dia dzens,veifan/
16
ident /'ardent/ 34
identify /a1, dentifar/
a gap in the market
/2 ,g&p 10 0 ‘mazkit/ 10
customer demards
/ kastama dr'ma:ndz/ 10
customer needs / kastoms 'midz/ 2
customers /'kastomaz/ 23
issues f'1fuiz/ 46
preferred customers
/pri,faid 'kastomaz/ 21
strengths /'stregs/ 3
immediate feedback
/rmizdiat 'firdbak/ 29
immediate response
/1mizdiat r1'spons/ 29
impetsonal selling /im’pasansl seliy/
31
implement /tmplimant/ 21, 23
impression /im'prefon/ 33, 39
improve /im'pru:v/ 24, 28
improved performance
/i, pruzvd pe'formans/ 22
improved productivity
fim, prusvd prodak'trvati/ 22
impulse purchasing
fMimipals pattfesin/ 20
in affinity wich /in a'fimati wid/ 38
in the development pipeline /in 8a
dr,velapmant 'parplarn/ 11
in-depth interview
fan depB 'mtavjui/ 8
in-house newsletrer
/1 haus 'njuizleta™ 46
in-pack offer /1 peek 'ofa’/ 27
in~store promotion
/I \sto: pra‘maufan/ 41
inbound links /'inbaund Jigks/ 50
inbound telemarketing /,mbaund
teli'markrtin/ 29
incentive /in’sentrv/ 22, 31
incentive programme
hn'senttv praugraem/ 22
inclusive Ain'klusiv/ 18
income {'1igkamy/ 19
increase retail sales
fnkrits ritter! 'seilz/ 27
independent /,indr'pendant/ 18
indicate /'mdikert/ 9
indirect distribution channel
fndrekt dister'bjuifan tf2nal 26
individua! needs /,1ndrvidzusl ‘nizdz/
23
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industrial property
/in,dastrial 'propati/ 7
influence /,influans/
policy /'polasi/ 47
policy-makers /'polesi meikaz/ 47
politicians /poli'tifanz/ 47
the decision-making process
/B2 di'stizen ;metkig prouses/ 47
vating /'vautig/ 47
infarm An'fomy/ 3, 31, 46
infringer /m'frindza’/ 7
injured /mdzad/ 7
ink /ipk/ 37
innovative {'mavativ/ 3, 18
innovarive thinking
{mavatsv 'Bipkiy/ 12
innovator /mavverta’ 19
inside /,m'said/ 35
inside lobbying /,msaid "Ipbig/ 47
inside salespeople
/ymsard 'seilzpiipal/ 31
insights into /1nsarts ,intuy 33
intangible /in'teendzsbal/ 15
integrity /m'tegroti/ 18
intellectual property (IP)
/intal,ektjual 'propaty 7
crime / kramm/ 7
owner /auna" 7
nreract /imta‘rakt/ 35
interact with customers
/intaraekt wid 'kastamaz/ 23
interactive /,mta'reektiv/ 33, 48
imteractive ad /inta,rektiv ‘ed/ 34
interactive Flash game
finta reektry 'flef ,geim/ 40
interest /mntrast/ 2
inferest rate /'intrast rest/ 6
internal /i, tamal/
audience /'ordiants/ 49
communications
fkamjuinr'keifanz/ 46
COMMUILCATOT
/ka'mjuintkerta’/ 46
messages /'mes1dziz/ 46
publics /'pabliks/ 46
staff /'sta:f/ 22
internal facrors /in'tainal feektaz/ 3
internatienal outlock
/mta,nefanal ‘avtlok/ 18
international trade agreement
finta,nzfansl 'frerd 9, grirmant/ 6
interruptive /,Inta'raptivi 32
interpuptive advertising
finta raptiv 'edvotalzig/ 38
interviewer-administered
questionmaire /,Intaviar
ad,mmistad kwest [a'nes" 8
intraner /'Intronet/ 46
inventory /'mvantri/ 26
investor relations /in,vesta
r1'letfanz/ 46
centre / senta’’ 46
issue /tfui 36
issue a press release
/1fuz o 'pres ry lizs/ 49
ialic /r'telk/ 44
job satisfaction /,dznb set1s'fak [an/
a2
joint spansor /,d3o1mt 'sponsa’/ 48

junk mail /'dzapk meil/ 42
justify a budget /, d3astifar 2 "badznt/
24
keep track of inventory
£ kitp trak ov 'invantri/ 26
key activities / kiz k'tivatiz/ 11
key findings / kit 'famndigz/ 9
key to success /\kiz t2 sok'ses/ 22
keyword /'kirwzid/ 39, 50
keyword stuffing /'kirwaid stafig/ 39
lack of ek ov/ 3
laggards /Magadz/ 19
land (v /lend/ 26
landing pages /leendiy \perdziz/ 30
late majority /,le1t ma'dzorati/ 19
latest figures / leitist 'figaz/ 9
lavnch Az:mnf/ 1
launch a brand /ImnJ 2 'breend/ 17
launch date Mam][ dert/ 11
lawsuit /losuit/ 7
layout /'letavt/ 37
lead conversion /'lixd kan,vai[an/ 29
lead generation /'lixd dzens reifan/ 29
leader /'lizda"/ 12
leadership qualities
flizdafip kwolatiz/ 18
leaflet /'lizflat/ 43
leak (n} /lizk/ 49
learning relationship
Mazniy rrleifanfip/ 23
LED screen feliz,dir 'skriin/ 35
legally acceptabie / lizgsli ok’septabal/
2

legally entitled to
flirgeli m'tartald tui/ 7
legislation /Jeds1'sler[an/ 6
leisure acrivity /'lezar &k trvati/ 6
lenticular poster Jen'tikjala ,pausta’
35
letter-writing campaign
/'leta rartg kem,pem/ 47
leverage /'lirvaridz/ 48
liable for Marabal to:'/ 7
license (v} /'larsans/ 27
license a product /Jassens 2 ‘prodakt/
10
licensing deal /'latsontsig ditl/ 27
life cycle Maif satkal/ 19
lifestyle /'larfstad/ 19, 33
light TV viewer / lart tir'vir vjue?
33
lightbox /'lartboks / 35
likelihoad of success
flaiklihud av sok'ses/ 11
limited edirion /,limitd r'difan/ 10
link /Migk/ 30
list {v) Aist/ 39
list /'list/
broker /,bravka’ 29, 42
supplier /sa,plara’/ 42
listener /'tisana’/ 33, 34
listening figures “lisanip figaz/ 34
listening habics /'bsaniy hebrts/ 34
lithographic / l18a'grefik/ 37
live buzz / larv 'baz/ 40
live operator / Jarv ‘pparerta’s 29
live up to the hype
f v ap ta 8o haip/ 40
load /loud/ 26

lobby /'Iobi/ 47
lobbyist /'Inbihist/ 47
lobbysquatter /lobiskwota’/ 28
local press / loukal *pres/ 36
local radio station
l'lavkal ‘rexdiao sterfan/ 34
location Aa'ke1fan/ 1
logical grouping /,lixdz1kal ‘gruipin/
13
logistics /la'dz1stiks/ 26
logo usage /'lougau juisids/ 44
logotype /'lpgatarp/ 44
long run /'log ran/ 37
Long Tail /,log 'te1l/ 32
low cost /,1au 'kost/ 18
low-end package / lau ,end 'pakidsy/
15
loyal /lotal/ 21
loyal customer /latal 'kastama® 21
loyaley /'aralti/ 20, 21
card / ka:d/ 21
programme / praugremny 21
scheme / skitm/ 21
macro /'makrau/ 6
made of plastic /,meid av 'plastik/ 45
mail piece /‘meil \pits/ 42
mailsheot /'metl[ot/ 42
mail survey /'meil saver/ 8
mailer /'me1la’/ 42
mailing /meslin/ 42
mailing list “merlig Jist/ 42
main competitor / mein kom'petita’s
3
main shopper / mein ‘[opa% 19
mainsiream /‘metnstrimy 32
media / mi:dia/ 34
maintain /mern,temn/
a lifestyle /5 'larfstarl/ 20
a reputation /2 repja'teifan/ 3, 46
current client perception
/ karont klatant pa'sepfon/ 28
goodwill /gud'wil/ 47
relationships /r1'letfanfips/ 47
Major customiet concern
/merdzo kastama kan'sain/ 20
make /,me1k/
a direct appeal to
fa drrekt a'pitl tuy/ 47
a judgement /3 'dzad3zment/ 12
a loss /2 'los/ 14
an amendment /2 9'mendmant/ 37
an effort /an ‘efat/ 2
an official statement
/on g f1fal 'stertmant/ 49
a reservation /3 reza'verfan/ 29
a sale /o 'sell/ 15, 31
a sales call /a 'setlz ko:l/ 31
a sales visit /o 'se1lz \vizit/ 31
criticisms /'kritisizamez/ 12
unaurhorized use of
/an,a0arazzd 'juis ov/ 7
male / female splic
/me1l fizmel 'split/ 19
manage risk /maemds sk/ 11
manage a crisis /meaen:dz a 'krarsis/
49
manufacture /, menja'feekt oY
2,13, 45
manufacrurer / menja'faektfarsY 13

market /,mazkt/
a brand /2 *braznd/ 1, 17
growth rate /'grau® rert/ 14
introduction /mtra'dak fan/ 11
knowledge /nolidz/ 31
penetration /penr'trefan/ 22
research /ri'sast[7 8
rollour /'ravlavt / 11
segment /'segmant/ 4, 19
segmentation /segmen'teifan/ 19
marketing /'ma:kitm/
activity /eek tivati/ 4
budget / badzit/ 24
efforts / efats/ 23
methods /,me8adz/ 4
mix /,miks/ 1
objectives fab,dzektive/ 4, 24
plan / plen/ 4
strategy / stractadzi/ 4
marketing /,mazkity/
actions /'ak [onz/ 4, 24
collateral /ka'letaral/ 31, 37
COMMUNICAtions
/kemjuinr'kerfanz/ 11
metrics /'metriks/ 24
partnership /'paitnafp/ 5
research /frr'sait[/ 8
services agency
fsarvisiz erdzantsi/ 32
married with kids /,meerid w10 'kidz/
19
mass / mas/
customization /kastamar'zei[an/ 23
marker /'makit/ 10
media /mizdia/ 32
match the investment
/met[ & m'vesmont/ 24
maturity /ma't juarati/ 14
maximize customer loyalty
/maksimaiz kastams 'loralti/ 21
measurable /'mezarabal/ 4, 42
meda /'mirdia/ 6, 33, 46
agency /.erdzansi/ 32
booking / bukiy/ 33
briefing / brizfrg/ 47, 49
budget /,badzrt/ 33
buyer / bais'/ 32, 33
centre /,senta’/ 46, 49
desk / desk/ 49
mix /,miks/ 33
kic / kit/ 46, 47
objectives foh dzektivzs 33
owner /,auna% 38
pack /,p=k/ 36
plan /,pleen/ 32, 33
planner /,plena’/ 32, 33
schedule / fedju:l/ 32, 33
space /,spers/ 32
strategy / strietadzl/ 32, 33
tour /tua'/ 46, 49
vehicle / viakal/ 32, 33
media /,midia/
attention /a'tenfan/ 6
audir /'oxdit/ 33
consumption habits
/kan'samfan habits/ 33
exposure /1k'spauza’/ 38
fragmentarion /freegman'telfan/
32,38
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investment /In‘vesmant/ 32
pressure /'prefa7/ 33
relations fri'te1fonz/ 46, 47
research /ri’sait[/ 33
splic /'split/ 33
standout /steendaut/ 38
training /tremuy/ 47
media-saturated world
{mirdia set[srertid 'wa:ld/ 33
mediate /mizdiat/ §
medium /mirdiam/ 33
meet needs /,mi:t ‘nitdz/ 2, 31
membership card /'memba[1p ka:d/
22
mmemorable /'memarsbal/ 44
merchandise /'mait[andars/ 27, 43
merchandising /'ma:t fondaisin/ 27
deal /,di;lV 27
nghts / raits/ 27
mere /mIa’/ 3
metropolis /ma'tropalis/ 19
micro environment
f'markrau 1n,varanmant/ 6
microsite Amartkrau,sart / 39
mine data /,;main ‘derta/ 8, 23
minimize /'mmimarz/ 10
minimize /,rmmrmarz/
customer defection
/ kastama di'fek[en/ 21
the damage /03 'deemridz/ 49
weaknesses /'witknasiz/ 3
mission /'mifary 46
statement /,stertmoant/ 46
mobile content /,maubarl 'kontent/ 38
mobilize public opinion /,maubilarz
pablik 2'pinjen/ 47
mock-up /'mokap/ 11, 37
moderator /'mpdare1ta’ §
modify a budget /;modifai 2 "badzit/
24
monetary significance /,manrtari
sig'miftkons/ 25
money-off coupon
/mani 'of kuippn/ 41
monitor /,mpnita’/
issues /"1Juizf 46
reactions /ri‘&@k [onz/ 49
visitor stats /'vizita stets/ 50
mono /'maunawy 37
monthly /'mant8li/ 36
motivated /'moutivertrd/ 22
motivation /mavti,verfan/
marketing /‘markitip/ 22
research /ri'satf/ §
move through the sales process
/v Oru: 82 'serlz pravses/ 30
multi-channel marketing
/malti tJenal 'matkitig/ 32
multicoloured / malti'kalad/ 44
mutually beneficial .
/mjutfuali bent'frfal/ 5
mutually beneficial relationship
/mjust fusli benr, fif2l ri'lerfanfip/
23
mystery shopping /‘misteri ,[opir/ 8
national advertising
/naefanal ‘wdvatarziy/ 34
national daily press
/nefanal deili 'pres/ 36

nearly /'nrali/ 9
negative fallout / negativ 'fo:laut/ 49
negative impact /,negativ 'tnpaekt/
48, 49
negotiate /i'gaufient/ 31
network (n) /Mnetwazk/ 40
network (v) /'netwak/ 28
nerwork of sites / netwaik ov 'saits/
35
new product development (NPD}
{mjuz 'prodakt di,velopmant/ 10
new producr idea
/njus "prodakt ay,dia/ 10
new recipe /,njuz ‘resipi/ 10
news release /'njusz i fizs/ 47, 49
next day delivery
/ nekst dei di'liveri/ 30
niche market /'nizf makit/ 10
online /,on'laimn/ 38
no brand /'nav brend/ 16
no purchase necessary
/nau p3ttfas 'nesasari/ 41
nominate /nominert/ 22
non-profit crganization
/mon profrt sigenai'zeifan/ 5
noncash award / nonka| a'word/ 22
nondurable goods
/npndjuerebal ,gudz/ 13
note down / naut 'davn/ 12
nozzle /'nozal/ 45
objective-and-task approach
fob,dzektiv and 'ta:sk o, praut[/ 24
objective fab'dzektiv/ 2, 4
object /'obdzekt/ 2
off-ajr event /,of ear r'vent/ 38
off-the-shelf / pf da'felf/ 27
offer /'vfa"/ 6, 30
official sponsor /a,f1al 'sponsa’/ 48
omnibus survey /'omnibas saiver §
on budget /,on 'badzit/ 24
on-pack offer /,on pEk 'ofo’/ 27
oue colour /,wan 'kala" 37
one-to-one markering
{wan ta ,wan ‘matkitig/ 23
online /,onlarn/
ad unit '&d jumit/ 39
advertising vehicle
Medvatatzy viskal/ 39
audience /'o:dians/ 39
coupon /'kuipot/ 41
loyalty programme
Maialti pravgrem/ 21
survey /'satver/ §
open an email /,aupan an 'irmerl/ 40
operations /,ppar'e1fanz/ 2
apinion /a'pinjan/ 6, 19
opportunities /,ppa'tjuinatiz/ 3
opportunities to see (OTS)
/opa tjunatiz ta 'sii/ 35
opt out /,opt "aut/ 42
optimize plans /,optimaiz 'plenz/ 33
order form /‘oide form/ 30, 31
order online /,0:dsr pn'lasn/ 30
organic listing /r'gentk listig/ 39
organization / 5rganar'zerfan/ 2
organize /‘organajz/ 2
organizer /'o:ganaiza’/ 28
out-of-home {OOH) advertising
faut av haum ‘edvataizig/ 35
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outhound link /'autbaund ligk/ 50
outbound telemarkering /,avtbaund
‘telimazkriig/ 29
autdoor advertising
{autdowr ‘edvataizig/ 35
outlet Fautlet/ 1
ourside lobhying /avtsaid ‘lobim/ 47
over ['auvat 9
overall demand /suveral di'maind/
10
own brand /'aun brend/ 16
own-label brand /son 'letbal brand/
16
ownership of ideas
/aunafip av ar'diaz/ 12
package test /'paekidz test/ 8
paid search /perd s3:tf/ 39
listings /Iistinz/ 39
panel of respondents
/. peensl av re'spondants/ 8
participare in an event
/pa:trsipett 1n on 'vent/ 28
partner /'paztna’/ 21, 48
partnership /'paitna[1p/ 48
pass on brand messages
/pazs on 'breend ,mestdziz/ 43
pass-along event / pa:s 3 log r'vent/

paste /perst/ 35
patent /'pertant/ 7
patent protection
/ peitant pra‘tek[sn/ 7
patron of the arts
/,periran av &i 'nits/ 48
pay compensation
/,pe1 kompan'serfan/ 7
pay damages / per 'demidziz/ 7
payment information
/peimant wnfs,mefan/ 30
payment options /'peimant ,opfanz/
30
pedestrian panel /pr'destrian ,peenal/
35
peel-back lid /'pizl bk lid/ 43
peelable lid #piilabal lid/ 45
peer members /pla membaz/ 43
peer to peer site /,pra t2 'pra sart/ 40
penetrare the market
/penitreit 83 ‘mazkrt/ 10
penetration pricing
/penr'trerfan ‘praisip/ 25
people /'pitpal/ 1
perceive the cost /pa,sirv da 'kost/ 2
percent of net sales
/pa,sent av net 'seilz/ 24
percentage of sales approaclt
/pa,sentidz ov 'sellz o praut[/ 24
perfect binding /,parfikt ‘baindmy/ 37
perforating /'pa:farertin/ 37
perform in the marketplace
/pa,form m ds ‘mazkatplews/ 11
performance against budget
fpa,formans 3,genst 'badzit/ 24
performer /pa'farma’ 40
pertod /*prariad/ 9
perishable goods /'perifabal gudz/ 13
perishable products
/'pertfobal prodakts/ 13
personal /'pasanal/ 42

selling /,seliny/ 31

personal /,paisanal/
injury /ndzeri/ 7
involvement /in"volvmant/ 20
sales techniques #sellz tek,nitks/ 31

PEST analysis /'pest a,nzlasis/ 6

phone sales /'faun ,seilz/ 29

physical evidence / frzikal 'evidans/ 1

physical presence / fizikal 'prezons/ 1

physiological needs
Mizia'lpdziksl nixdz/ 20

ping /pig/ 50

piracy /'parrasi/ 7

place /plexs/ 1

place an order /,pless an ‘arda’/ 29,
30, 31

planning tool /pleenip tul/ 14

plummer /plamut/ 9

points /pamts/ 21

poinis card /'pomts kasd/ 21

points catalogue /'pomts katalpg/ 22

political factor /pa'litikal fakta® 6

political stability /pa,litikal sta'bilati/
6

pop-under /'pop ,anda/ 39

pop-up /'popap/ 39

pose a serious threat
/ pauz o s1arias ‘Oret/ 3

positicning /pa'z1fanm/ 4

post (v) /pavst! 7, 38

post a comment /,paust 2 'koment/ 50

post stickers /,pavst 'stikaz/ 43

posting /"paustmy 50

pot fpot/ 45

potential for growth
/patensl fa 'grave) 3

potentially successful product
/pau.tent [sli sak sesfal 'prodakt/
10

pouch /paut[/ 45

PR /pii'a:’/ 47

PR department /,pir'a: di,paztmant/
49

praise a brand /,pre1z 2 'breend/ 40

premium brand /prizmiam breend/
16

premium pricing /,prizmiam 'praisig/
1,25

prepaid envelope / prizpeld ‘envalaup/
30

prepaid package / prirperd ‘pakidsz/
15

prepress /'priz,pres/ 37
preserve the reputation
/pr,zaiv da repjo'terfon/ 49
press /'pres/ 37
check /tJek/ 37
conference / konfarans/ 47, 49
release /r1,lizs/ 40, 46, 47
ptice /'prais/ 1
list / list/ 31
objectives fab,dzektivz/ 2
points /,pomts/ 25
sensitive / sensitrv/ 235
skimming /,skmmin/ 25
test / test/ 25
war /,wai/ 3
pricing considerations
/'praisin kansider,e1fanz/ 25

primary research /'pravmeri r,s3:t [/ 8
print /'print/
job /,d3ob/ 37
run /,ran/ 37
specifications /spesif1 ketfanz/ 37
printed document
/printid 'dokjamant/ 37
printed material /,printid ma'tiarial/
37
printer /printa‘/ 37
privacy policy /'privesi polasi/ 23
private /,prarvit/
interests /'mntrosts/ 47
label brand /'leibal \breend/ 16
property ['propati/ 7
prize draw /,praiz 'droy/ 41
problem child /problam tfand/ 14
problem statement
/'problam ,steitmoant/ 12
process /'pravses/ 1, 23
procurement department
/pra'kjuamant dr,patmant/ 15
produce an ad /pra,djus an 'zd/ 34
product /'prodakt/ 1, 4, 15
Taunch / lam[/ 14
line /lam/ 13
placernent /,pleismant/ 38
sample /,sammpal/ 31
sampling / saimplip/ 43
sheec / Jist/ 31
rype /,taip/ 13
product /,prodakt/
benefit /bensfit/ 31
bundle pricing /,bandal ‘praisig/ 25
class /'klars/ 13
development /di'velapmant/ 12
phase / ferz/ 10
feature /'fist[a" 31
flaw /Mlosf 11
idea far'dra/ 10
improvernent /im’pruivmant/ 10
innovation /ma'veifan/ 10
integration /,intr'greifarn/ 38
knowledge /'nolids/ 31
lability /Jaia'bilsti/ 7
life cycle (PLC) /Maif satksl/ 14
modelling /mpdalig/ 11
modification / modift'kei[sn/ 10
naming /"neimiy/ 12
optimization study
/optimar‘ze1fan stadi/ 11
recall ir'kazl/ 49
reference /'refarsns/ 38
production /pra‘dakfen/ 6
profitability / profrta’biiti/ 14, 24
profitable /'profitebal/ 3, 10, 14
programme /'prauvgrem/’ 34
project leader /'prodzekt Jlirda™ 11
project team /'prodzekt tiim/ 11
projected results /pra‘dzektad r1'zalts/
24
promote interests /pra'mout 'mtrasts/
47
promotion /pra‘mavfan/ 1
promotional /pra,maufanal/
item /'artam/ 27
merchandise project
/'ma:t fandais prodzekt/ 27
mix /'miks/ 1

aperations fopar'erfonz/ 2
taol tul/ 1
prosmpt action /,promt '&k[en/ 2
proof of purchase /,pruif av 'past Jas/
41
proof OK / pru:f su'ker 37
proofread /'prusfriid/ 37
property /'propsti/ 48
propose tailored solurions
/pra,pavz terlad sa'lu:fanz/ 31
prospect {n) /'prospekt/ 31
prospect (v} /pra‘spekt/ 31
prospecting list /pra'spekiin list/ 42
pratect /pra'tekt/ 23
protect /pra tekt/
the credibility /03 kreda'bilati/ 49
the environment
/31 m“valranmant/ §
privacy /'privasi/ 23
prototype /'prauiataip/ 11
prove negligent /,pruzv ‘neglidzant/ 7
provide a service /pra,vaid 2 's3:vis/
4,13
psychographics / satka'grafrks/ 19
psychological pricing
fsatkal,nd3ztkal 'praisiy/ 25
public /,pablik/
affairs fa'feaz/ 47
consultant /kan saltant/ 47
interest /'tntrast/ 47
official /a'fifsl/ 46
relations {PR) A1'leifanz/ 47
department /dr,paitmant/ 49
firm / fay/ 47
trade show /'treid [au/ 28
publics /'pabliks/ 49
purchase consideration
/'pa:tfas kanstda rerfan/ 43
purchase intention
/'pait[as m tenfan/ 20
purchaser /'p3:t[asa’/ 15
purchasing /'pa:tfasi/
behaviour /brhervja” 20
patterns /,p&tonz/ 20
process /,pravses/ 30
purpose and values
/ paipas and 'veljuiz/ 46
push back arguments
/ puf bak 'argjemonts/ 15
put pressure on /,put ‘prefar on/ 47
pur up posters /,put ap 'paustaz/ 43,
43
qualified telemarkering list
/kwolfard 'telimarkstig list/ 29
qualify a lead / kwolifar 2 1ird/ 31
qualifying period
fkwolifauy proriad/ 22
qualirative rescarch
Mkwolttatrv ri,s3itf7 8
quality /'kwolati/ 1, 12
quality brand /'kwnlati breend/ 3
quantify /'kwontifay/ 24
quantitative research
Mkwontitattv risaitf/ §
query /'kwiari/ 39
question mark /'kwest[an ma:k/ 14
questionnaire / kwest[a'nea’’ 8
rail freighr /'retl frest/ 26
vally (n) /'reeli/ 47
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random word /,rendsm 'waid/ 12
generator /,dzenareita’/ 12
range /remd3/ 1, 16
rank high /rznk 'hay 39
rate frert/ 9
rate card /'reit ka:d/ 36
raw marerials /,rar ma'tiorislz/ 6, 13
reach /istJ/ 33
reach a targer /ristf o ‘targrt/ 31
reader /'rizda’ 33
readership /'rizdafip/ 50
readership figures /'rirdafip figez/ 36
real performance /'rial pafoimons/ 24
realistic /,r1a'listik/ 4
rebrand / ri:‘breend/ 17
rebuild public confidence
friz,bild ,pablik "konfidans / 49
recall /rrkotl/ 49
recognizable brand
/'rekagnaizabal brend/ 3
recognize staff efforts
{rekagnaiz staif 'efats/ 22
record information
/rekoid mfa'merfan/ 21
recorded message /11 kowdid 'mesidz/
29
recyclable / riz'satklobal/ 45
redeem fr'dizm/ 21
redemption option /rt'dem[an ,opfon/
21
referral fri'faral/ 31
regional advertising
{ rizdzanal ‘wdvatarziy/ 34
regional press /,ri:dzonol 'pres/ 36
register a trademark
/redzistar o 'treidmazk/ 7
registration mark
fredsi'streifan ;ma:k/ 37
regular posting /,regjala ‘paustin/ 50
relationship with /rr'letfenfip wid/ 46
relative market share
{relatty mokit '[ea’/ 14
religion /11'lidzan/ 6, 19
remote control /rimaut kan'trovl 34
renew a patent /t1,nju: 9 'pertant/ 7
repro house /'rizprou havs/ 37
reproduce copyrighted work
/rizpra,djuis kopiraitid 'wark/ 7
repurchase / rit‘partfas/ 21
reputation /,repja'teifan/ 1, 49
research and development (R&D)
fr1saitf and di'velepmant/ 10, 14
resources /1'zais12/ 4
respect /11,5pekt/
a budget /o 'badzit/ 24
a deadline /2 'dedlamn/ 37
respected /er'spekiid/ 18
respondent /r1'spondant/ 8
responsibility /rr,sponsa'bilati/ 18
responsible corporate citizen /
r1,sponsabal Kotparat ‘sitrzan/ 46
responsible purchasing
/r1,sponsabal 'pait fasin/ §
retail /'risterl/
buyer / ba 15
listing /J1strg/ 15
outlet /,autlet/ 15
retail loyalty programme
{rittel 'Iorsltl pravgrem/ 21

retailer /'risteila’f 26
retain /T1'tein/ 21
return on investrment (ROI)

/r1,tam on n'vesmoant/ 14, 24
reveal m'vizl/ 9
revenue expectations

frevanju: ekspek'teifanz/ 10
reveoue objectrives

{/revanju: ob'dzektivz/ 2
revisit /,rir*vizrt{ 21
revitalize a brand

/riz'vartelaiz o breend/ 17
reward purchase /ri'word 'partfas/ 21
reward /r1,word/

staff effores / staif ‘efots/ 22

with discounts fwd 'diskaunts/ 21
rewards card Ar'woidz kaid/ 21
rich media formats

frit] misdia ‘formaets/ 39
ring-pull /'rmpul/ 45
rise to /ratz tuy 9
rising star /,rarziy ‘sta:/ 14
risk /risk/ 11
risk factors /'risk faektoz/ 48
risk-taking /'risk terkig/ 12
road haulage /'ravd ho:hids/ 26
road show /'raud | Jow/ 46
roadside panel /,raudsard 'penal/ 35
roman /'taumsan/ 44
roure o market /,rust ta 'mazkit/ 10
rouring purchase /,rustim 'part [as/ 20
rule of thumb /,rusl av '0amy/ 24
run a campaign /,ran 9 kem'pein/ 32
run in the press /,ran m da 'pres/ 33
safety needs /'serfti ,nizdz/ 20
sales /'serlz/

aid /,e1d/ 31

argument /,q:gjemant/ 31

force /. fors/ 1, 15, 31

incentive /1o sentiv/ 22

kit / kit/ 31

ligerature / Iitrat 3"/ 31

pitch /,prtf/ 15

promotion /pra,mavfan/ 41

guota / kwauta/ 31

representative /repri,zentativ/ 31

sheet /,Jizt/ 31

volume /,voljuim/ 10
sales force effectiveness

/setlz. fais 1'fektrvnas/
salespeople /'se1lz, piipal/ 31
salesperson /'setlz,paisar/ 15
sample-size packet

Msaxmpal saiz pakit/ 45
samples of data / soimpalz av

'derta/ §
sans serif type /,s@nz 'sertf tarp/ 44
satellite TV / seetalart tiz'viy/ 34
satisfaction with

/.seetis'fekfon wid/ 9
satisfactory quality

{ satisfeektori 'kwolati/ 7
satisly shareholders’ needs

/,seetisfar | [eshsuldaz 'nidz/ 6
saturated market

/\s&t [orertid 'matkit/ 14
scandal /'skaendal/ 49
screen /skritn/ 10
screw-top lid /'skrut top lid/ 45
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scribe /skratb/ 12
scroller /'skraula’/ 35
sealed with a cork /,sitld wid a ‘ka:k/
45
search by product category
/s3:t] bar 'prodakt katagari/ 30
search engine /'s3:tf endzmn/ 39
search enging /,s3:t[ ,endzm/
marketing (SEM) /'mazkitiy/ 39
optimization (SEQ)
/optimar'zeifan/ 39
results page (SERP} /ri'zalts peids/
39
search listings /'sait] listigz/ 39
search rerm /'s3:tf taun/ 39
seasonal promotion
/siizanal pra'mavfen/ 41
secondary research
I'sekandari rz,s3:6(7 8
secure a listing /s1,kjuar 2 ‘listin/ 15
secure sponsorship rights
/8r'kjua 'spontsafip raits/ 48
seize opportunities
/siz ppa'tjumotiz/ 3
selection process /s1'lek[an pravses/
30
self-administered questionnaire
/ self od mmirstad kwest[a'nea” §
self-fulfilment needs
/,self fol'filmoant nidz/ 20
sell /,sel/
an idea /sn a1'dia/ 10
a produect /3 'prodakt/ 4, 15
a service /o 'saivis/ 15
directly /di'rektli/ 26
selling price /'selmy ,prais/ 10
seminar /'semina:’/ 28
sensitive to culural norms
/sensitv ta kalt[oral 'noimz/ 44
sensory research /,sensari ri'satt[/ 11
serif type ‘senif tamp/ 44
service /'s3vis/ 4, 13
level /teval/ 15
provider /pra,varda’/ 26
ser /,set/
a deadline /2 'dedlain/ 37
a marketing budget
fa 'maskitiy badzrt/ 24
the ground rules /02 'graund ru:lz/
12
sever relationships with
/seva ri'letfan[ips wid/ 48
shape /Jerp/ 44
share {v) /[ea'/ 40
share / [ea"/
content ~kontent/ 38
customer records
! kastama 'rekoaidz/ 23
principles and values
/,printsapalz and 'veeljuiz/ §
shareholder /'[ea haulda/ 6
sheet /[itt/ 35
shelf /' [elf/
life / larf/ 13
space /,spews/ 15
talker / tatka’/ 41
wobbler /, wobla'/ 41
ship /[ip/ 26
shipment /*[1pmant/ 26

shipping method /' [1p1g "mefad/ 26
shipping options /'Jip1y 'op[onz/ 26
shopping /' [opin/
basket /,ba:skit/ 30
cart / ka:t/ 30
centre /,senta'/ 43
short run / [2:t 'ran/ 37
show (v) /Jau/ 9
showease /*favkeis/ 50
showcase product /' [aukers prodakt/
28
sign off the job /,sam ,of 82 ‘dznl/ 37
signed deal /,saind ‘di:l/ 31
significantly /sig'mifikantli/ 9
silk screen /,silk 'skrim/ 37
simple /'simpal/ 44
six colour process
/stks kala ‘pravses/ 37
skyscraper /'skar skrerpa’/ 39
slight /slart/ 9
slogan /'slougan/ 34
slow-growing / slets 'gravig/ 14
SMART /smazt/ 4
smelly poster /'smeli ,pausta’/ 35
snap-on lid /'sn@p on bd/ 45
soap opera /'saup,oparay/ 38
social /'saual/
marketing / ma:kitip/ 5
media /,mi:dia/ 46
needs / ni:dz/ 20
problems / problamz/ 5
social /,saufal/
nerwork /'netwaik/ 40
status /'stettas/ 19, 20
socially acceprable
/,sau]ali ok'septabal/ 2
socially responsible
/ saufali ri'sponsabal/ §
sociological factor
fsaufis’'Indzikal fakta'/ 6
saft poods /'soft ,gudz/ 13
sonic poster /'sonik pausta’/ 35
space /speis/ 33
spam fspem/ 42
special /,spefal/
deal dizl/ 1
edition /1'drfan/ 10
fearure /firt[a7 36
offer /'ofa’/ 21, 41
specialist /'spefalist/ 3
specific /spa'sifik/ 4
specific /spa siftk/
audience /'a:dions/ 42
demographic /dema'graefik/ 43
taste /'teast/ 19
spend on advertising
/,spend on ‘edvaiaizig/ 24
spin-off /'spin \pf/ 27
spokesman /'spavksman/ 49
spokesperson /'spavuks paisan/ 49
spokeswoman /'spaoks,woman/ 49
sponsee /spon'siy/ 48
sponsor /'sponsa’f 27, 48
sponsored programme
/'sponsad pravgrem/ 34
sponsorship /'sponsafip/ 48
deal / di:l/ 48
fees / firz/ 48
sponsorship speading

/.sponsafip 'spendin/ 48
sports sponsorship
f'spats sponsafip/ 48
spot buying signals
/,spot 'bany 'signalz/ 31
spot colour /spot \kala'/ 37
spread /,spred/
rumours /rummaz/ 49
the word /82 ‘'ward/ 40, 43
stable /'sterbalf ©
stalf /sta:f/ 1
staff /,sta:f/
absentecism /ebsan'tinizam/ 22
incentive scheme /n'sent1v skizm/
22
reaction /ri'mk[an/ 22
turnover /t3mauvall 22
stakeholder /sterk hovlda"/ 6, 46, 49
stand /stand/ 28
stand out / stend 'aot/ 33
stand placement
/'steend | pleismant/ 28
star /star’/ 14
statement of purpose and values
{ stertmant av ,p3:pas and 'veeijuiz/
46
statistical analysis
/sta,tistikal o'neelosis/ 8
stay competitive
/ ster kem'petitrv/ 10
stealth marketing /'stelf mokitip/
40
STEP analysis /'step a,nzlosis/ &
sticky post /'stiki ,paust/ 50
stimulate /'stimjaleit/ 12
stock level /'stok leval/ 26
store card /'stor ka:d/ 21
store data /stor ‘derfol 23
strategy /'streetadzi/ 4
street furniture /'strirt famrtfa'/ 35
street marketing /'strist \matkrtig/ 43
street marketing group
f,stritt ‘markitig grup/ 43
street team f'strizt titm/ 43
strength /strend/ 3
stretch a brand *stret[ 5 breend/ 17
SErong eCONOMmIc power
{strog itko,nomik ‘pava’/ 19
strong heritage /,strog ‘herttrdz/ 18
subject to copyright
/sabdzikt ta "kopirart/ 7
submit to blog directories
/sob,mit t2 'blng di rektariz/ 50
successful product laonch
/sak sesfal 'prodakt lomf/ 11
sue /suif 7
suggest /sa'd3est/ 2
superior fsu:'praria’/ 3
supermarket listing
Mswipama:krt lhistig/ 15
supplier /sa'plaia’’ 6
support fsa'poit/ 1
surfer /'safa’f 33
sustainable development
/sastemnabal dr'velopmant/ 5
sustainable purchasing
{sa,stemabal 'pattfasig/ 5
swag /sweg/ 43
swirch fswit]/ 21

SWOT analysis /'swot a,nzlosis/ 3
symbol /'simbal/ 44
symbalic representation
/st bolik reprizen'terfan/ 44
tah /tcb/ 45
tabloid /teblaid/ 36
tabloid press /tablard 'pres/ 36
tackle a problem /takal 5 'problom/
49
tactic Mtaktik/ 4
tailor marketing efforts
fterla 'mazkitig efats/ 23
tailor the message / teila 82 'mesidz/
40
take steps / teik 'steps/ 2
tangible /‘taendzabsl/ 1, 15, 42
tap into / teep ‘mtuy 32
rarget /'tazgr/
audience /,a:dians/ 33, 40
group /, grup/
market /,ma:kit/ 4
target a segment /,ta:grt 2 'segmant/
19
rargeted / tagrtid/ 42
message /mesidz/ 42
traffic /'trcfik/ 39
rargenng /'ta:gitm/ 48
tarnish the reputation
/taintf da repja‘terfan/ 49
taste test /'terst test/ §
team building /'tizm bildig/ 22
team products / tirm 'prodakes/ 27
reamwork /titmwaik/ 22
tear opening /'tear aupaniy/ 43
technical data /'teknikal (dertof 36
technically feasible
/teknrkoli 'fizzabal/ 10
technological factor
/teknoa,lodsikal ‘fakta’/ 6
relemarkerer /'tell,mazkrta’/ 29
relemarketing /'telrmarkitg/ 29
operator /,opareita’/ 29
seripe /,skript/ 29
telephone hotline / telefaun thotlam/
30
telephone survey /telifoun s3iver/ 8
television household (TVH / TVHH)
/ telivizan "havsauld/ 34
television rating (TVR)
/telivizen reitiy/ 34
“tell a friend” / tel a 'frend/ 40
tent card /"tent kod/ 41
terms and conditions
/taimz and kan'difanz/ 7
terrestrial TV fta'restrial tizviy/ 34
test marker /'test ;mazkit/ 11
testimonial / testr'maonial/ 31, 40
think our of the box /,01gk ,aut av 83
'boks/ 12
threat Brets/ 3
three for rwo /,6ri: fa ‘tur/ 41
thraugh-the-line (TTL) /,68rus 0o ‘lam/
32
tie-in /'tar my 27
time span /'taim ,spaen/ 33
time to market / tamm ta 'mazkit/ 11
tirned /tarmd/ 4
top of mind /,top av 'maind/ 33
total branding /,tauts] 'braendip/ 17
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roral value / tavtal ‘veeljuz/ 15
totem /'teutom/ 41
touchpoint /"tat[pomt/ 17, 33
track ftreek/ 4, 42
track / traeek/
competitor investment
/kam,petitor m'vesmaont/ 24
issues f"tfuiz/ 46
visitor stats /'vizita staets/ 50
trade concessions /,treid ken'sefanz/
31
trade exhibition /'trerd eksi,brfan/ 28
trade fair ftrerd fea'/ 28, 43
wrade only / treid 'sunli/ 28
trade show /'trerd [au/ 28
trade show display
{trerd fov di'spler/ 28
trademark /'trexdmazk/ 7
trading standards officer
/ trerdy 'stzndadz pfisa¥ 7
rraining and development
/itremniyg ond dr'velopmant/ 6
transacrion record
ftreen'zeek[on rekowd/ 21
transit advertising
Mraensit edvatarzig/ 35
travel incentive /'trazval mn,sentrv/ 22
travelling salespeople
/treevaly 'serlzpitpal/ 31
trend /trend/ ¢
iri-face billboard /,trar feis 'bilboid/
35
trigger spray /'trige spret/ 435
bottle / botal/ 45
trustworthy /'trast, waidi/ 18
tub /tab/ 45
tabe /tjuib/ 45
fune in to /,tjuin 'm tuy 34
TV channe) /tiz'viz tfanal/ 34
TV licence fee / tizviz 'laisons fii/ 34
two-way dialogue /,tu: ,wer 'darslog/
23
two-way exchange
{ tur ,wel 1ks'tfemndz/ 46

typeface /"aipfers/ 44
typesetting /'tarp,setin/ 37
typographic / tarps'grefik/ 44
uncover problems
/an kavo 'problamz/ 11
under budget /,anda ‘badzit/ 24
understand consumer needs
/anda steend kon, sjurms 'nirdz/ 6
under threat from /,anda 'fret from/
3
undifferentiated offer
/andifs renfieitid 'ofs’/ 3
unemployment rate
/anim'plommant reit/ 6
unique /jui'nick/ 3
unique benefit /ju:, nitk 'benfrt/ 10,
25
unique selling point (USP)
fjur,nizk 'selig pornt/ 4, 25, 31
unofficial sponsor /,anafifal ‘sponsa’/
48
unpaid search listings
fanpexrd 'sait] listigz/ 39
upload /ap'laud/ 7
upward trend /,apwad 'trend/ ¢
urbanire /'3:banait/ 19
user /juiza'/ 33
user-generated content
/,jurza dsenarertid 'kontent/ 38
valuable content
{valjusbal 'kontent/ 50
value for money /,veelju: fa 'mani/ 18
venue /'venjui/ 28
vertical trade show
Mvastikal trewd | Jau/ 28
viable /'vaiabal/ 10
video clip /"vidiau klip/ 40
viewer /'vjura®/ 33
viewing figures /'vjury ,figaz/ 34
viewing habirts /'vjuy heebris/ 34
vinyl /'vamal/ 35
VIP reception fvial,pit ri'sepfon/ 48
viral commercial /, vairal ka‘ma:fal/
40
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viral marketing /,vairsl ‘mazkrtig/ 40
virrual shopkeeper

/vart[usal ‘fop kimpa¥ 30
visitor profile /'vizita provfarl/ 28
voice broadcasting

/vais brordkarstig/ 29
voucher Mvaut[a/ 21
wall-mounred holder

/,wail mauntid ‘haulda'/ 41
wallet space /*wolit spets/ 21
wallscape /'woilskerp/ 35
warehouse /'weshaus/ 26
waste of money / weist av ‘mani/ 24
wasted /'weistid/ 24
watchdog /wot [dog/ 23
waxed paper / wzkst 'peipa’/ 43
weakness /witknas/ 3
weblog /'weblog/ 50

entry / entri/ 50

post /,paust/ 50
websire traffic /, websait "treefik/ 50
wedding list /'wedig list/ 30
weekly /'wizkli/ 36
welcome pack /'welkam pak/ 22
white goods /'wart ,gudz/ 13
white hat /,wait ‘heet/ 39
wholesaler /'haul, setla’ 26
wilful infringement

/owilfal im'frindzmant/ 7
window display /windau ds,spler/ 41
wireless contenr /,waralas ‘kontent/

38
wish list /wr) list/ 30
word of mouth (WOM)}

fowaid ov 'maub/ 40, 43
workflow /"watkflau/ 11
worldwide /,wa:idward/

events /1'vents/ 48

partner /'pastna’/ 48
worldwide sponsorship

/waildwasd 'spontsafip/ 48
wrap (v) /reep/ 35, 45
wrapped vehicle / reept ‘viokal/ 43
zap fzap/ 32
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