Unit 7

Task 8

0 First complete the table with the infinitive verb. Then continue the list with as

many irregular verbs as you know. Get help from your classmates.

1 had__;/zgfue i 21dd do 41 went go

2 said LR L wrgte drove

3308 o _ ; bought found

4 ate <l

S
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@ Marketing

Time to read!

Match the following passages and their functions.

TO AVOID DANGER OF SUFFOCATION,
KEEP THIS PLASTIC BAG AWAY
FROM BABIES AND CHILDREN.

DO NOT USE THIS BAG IN CRIBS,
BEDS, CARRIAGES, OR PLAYPENS.
THIS BAG IS NOT A TOY.

A >

bleach hand wash only
@)
Request By
dry low heat cold wash

Warning

Giving direction

Invitation , E ®

;s iron low setting dry clean
Persuasion

7S

do not press

&

no bleach

wash warm

ALL DELICATE THINGS COME WITH
WASHING INSTRUCTIONS
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Marketing is the process companies use to satisfy their

customers’ needs and to make a profit.

Advertising is considered nonpersonal selling.
Product; price, place and promotion are elements of advertising.
Advertising is concerned with getting products into the

customers’ hands.

Marketing begins and ends with the seller.

Marketing means to promote a product among consumers.
Compare your answers with a partner.

The following text will probably tell you some of the things you wish to know

about marketing. Check your answers. -

JL

Chapter 4 n Advertising and the Marketing Mix

Summary

aimed at: (1) finding out wﬁb quswmers are md
what they want, (2) developing products-to satisfy
those customers’'needs and desires, and (3) getting
those products into the customers’hands. In its
simplest terms, marketing is the process
companies use to satisfy their cqstgme'r s npeds and
make a profit.

Advertising is concerned with Lhe thx step
mentioned above. It is one tool marketers ¢ an use
to inform, persuade, and remind custome;s about
their products or services, To be mcce:sfql though,
advertising depends on the adequale per{q;mgnpe of
the other marketing activities,

A market is a group of people gg,ho shgre a
common need for a product or service and ) ‘who can
afford it. There are several classifications of
markets: consumer, producer, resgller, government,
and international.

T locate and measure potential markets,
companies use market research and .market
scgmentation. Based on common characteristics of
customers, large markets are divided mto smallet,
more meaningful groups. Companws can then
select from these groups a target market at which
they will aim all their marketing activities.

Every company can add, subtract, or modlfy four
elements in its marketing program (o achieve a
desired mukeung mix. The elements of the
marketing mix are referred to as the four Ps:
product, price, place and promotion.

Product, as a marketing term, refers to the bundle
of values offered o the customer. These values may
encompass functional, social, psychological,
economic,or other consumer satisfactions.

Marketing-oriented companies first try to
determine what needs will be satisfied by their
product. They then carry that concept into the
product’s design.

Thus, to satisfy their customer's needs and
desires, marketers build differences into their
products. Even the product’s package is part of the
product concept. The product concept may also be
developed through unique positioning against
compelitive products in the consumer’s mind.

Just as humans go through a life cycle, so Jo
products. The location of a product in its life cycle
determines to a great extent how it is advertised.

rice refers to what and how a customer pays
for a product. There are many common pricing
strategies. Some products compete on the basis of .
price, but many do not.

The term place refers to how and where the
product is distributed, bought, and sold.Companies
may use either direct or indirect methods of
distribution. Consumer goods manufacturers use
several types of distribution strategies.

Promotion refers to the marketing-related
communication between the seller and the buyer.
Elements of the promotional mix include personal
selling, advertising public relations, sales
promotion, and collateral.

Advertising is considered nonpersonal selling
and is most effective when there is a high demand
for the product, a chance for significant product
differentiation, an importance to the consumer of
hidden product qualities, the opportunity to use
strong emotional appeals, and substantial sums to
support an advertising program.




Unit 8

Task 2

= According to the text complete the table.

Marketing mix

Place

Refers to :
what and how |
a costumer }
pays for al}

i Consumer

Q Select 5 ads of any products or services (from TV, magazines, newspapers,
etc.) and reach consensus about the most remarkable. List 3 features that
make it so convincing.

192

Marketing

Time to read!,,

These are titles of short articles. What do you think each text would be about.

1
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Unit 8

Task 1

Match the titles to the texts.

AU DENTISTS CHALR
Y can now be amovie :h.u.xxln-i
In recent weeks Vit l.l\;I‘l Viston
Ine. of Redmond, \\.lxmnf.ﬂ{tm.,t
has been marketing its Proe 1
to tooth drillers with squca‘mk—.

ish patients: go;_r:g'lcs that make
a large-screen TV appear to,
float before the viewers €y€s-

S while other virtual-

reality devices ar¢
far too bulky by use
jenis,

ty of room to work.

San Francisco den-

tist Frank Grimaldi  Dental
says his patiemts love gaggles
the device: “%he two

hours tha{g; t?kézsltg g{;;e ::ss)l

al really go mst. ;

f:tl\ choose FV or hiwech anl-
mation —or bring thewr own
tapes. Cost: $845.

Econy, ,

JTY RESIDENTS FED UP
cu" blaring car alarms that
" go off at all hours of the might
will love this: an auto-security
system that uses smoke, not
noise. Called the Dragon Vehi-
cle Defense Machine, it foils
break-ins by filling the car with
a cloud of white smoke so dense
that a thief can't see, thus mak-
ing it impossible te tear the ra-
dio out of the dashboard or
drive away. The maker claims
that after the alarm is triggered
it talges just five seeonds for the
car fo All with smoke; once the
intruyder leaves, the smoke
slawly dissipates. If he doesn't,
the-device will continue to emit
smpke. California-bgsed maker
Technology Source says smoke
from the Dragon is harmless,
odorless, nonstainigg and has
been approved by the U.S.
Foed and Drug Administration.
The device's replaceable car-
tridge earTies enough smoke for
a 200 activatiops. -
Cost:$350.

ED SiLVER and JOHN WOINO

Task 2
Do these texts appeal mainly to the reader’s...

D emotions?
D feeling of insecurity?

intelligence?

0
D admiration for technology?
O

comfort?

Why?

Would you buy any of those products?

Why?




Unit 8

Time to read! s

B New York hotels excel in

variety, diversity and numbers.

New York, the World Capital of Excitement.
Naturally, it's where you'll find some of the world's
most axd'ling and renowned hotels.

Share elegant suites where Presidents and
movie stars have stayed.Visit classic landmark
hotels that are part of New York's history. Thrill to
modem multi-story hotels that soar high into the
skyline. In variety, dlverdg: and numbers, New Yok
hotels offer guests the c.:l'lodtc':s1 o sl This

Guid a selection
- Woe Wm vacationers, whgirnossi "t?nm
and convention delegates than any ot n
world. So whatever your needs or budgat.dme Big
Apple can accommodate you.

B There’s room to do so much
in the Big Apple.

No matter what your Interests, New York has
the world-class aitractions o kmlnvolved.
Sample the spec altastesofowl ppeﬂm -
restaurants. Sat cultural a| C]
drodsoinwsaunsltsyary?d"gallanes' , as well as the

entertainment found on Broadway, at
Lincoin Cnm;f. Cag:ogie Hall and countless other
i e city.
mgh%aym rﬁnd tchgywo:t!‘s most fabulous
display of stores starts right outside your door. Make
time for all the different parts of the Big Apple.

B Endliess meeting possibilities.

Look into all the resources and facilities that
make New York the world’s Meeting and Convention
headquarters. Our superb mesting hotels. The
Jacob K. Javits Convention Center. And the most
experienced meeting planners anywhere.

B The first place to visit.

To get the most out of , begin
stopping gtheNawYorkCony\%'rm?ft;a}\y& |sitot:ys
Bureau at Two Columbus Circle for our free bro-
chures. You'll meet our helpful personnel who'll
gjda you to New York's finest attractions. You'll also
nd plenty of addilional brochures, covering every-
ﬂingﬁommstmmmsmsportmshzﬁglng.nfsa
here. And it's free. And It gives us a chance o per-
sonallywebomegy;outo York, the Big Apple. Or
call us at (212) 397-8222.

Marketing

Read the text and decide which of the statements is the best title for the article.

Check title with your teacher.

HUMAN TOUCH

Brrore making Sony one of the most
consistently inventive companies in the
world, founder Masaru Ibuka suffered
a number of setbacks. Remember the
clectronic seat warmer? Or the first elec-
tronic rice cooker? Probably not. These
were from the same mind that'dreamed
up the pocket-size transistor radio,
the VCR and the Walkman. But even
Ibuka recognizes the limits of high
technology:

We will learn that computers, amaz-
ing as they are, still cannot come close
to being as effective as human beings.
A computer isn’t creative on ifs own
because it is programmed to behave in
a predictable way. Creativity comes from
looking for the unexpected and step-
ping outside your own experience. Com-
puters simply cannot do that.

—Brenton R. Schicnder in Fortune

&

Read the text again and underline the paragraph that contains the main idea.




