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IMPEINCJIOBUE

VYuebHoe nocodbre NpeaHa3HAueHO I CTYAEHTOB BTOPOTO
kypca crnemmanbHocTed 080111 «Mapkerunry, 080301 «Kowm-
MepIys (TOProBOE JIEN0)», CTYAEHTOB TPETHEro Kypca Creluab-
Hoct 080102 «MwupoBasi S5KOHOMHKA», MPOJOJDKAIOIIMX HU3yde-
HUE aHTJIMICKOTO S3bIKA.

[TocoGue pa3paboTaHO B COOTBETCTBHM C TPEOOBAHUSIMH,
MPEeIyCMOTPEHHBIMU [ 'OCy/IapCTBEHHBIM 00pa30BaTEIbHBIM
CTaHJApTOM BBICIIEr0 MPOo(ecCHOHATBHOIO 00pa3oBaHUs IO
JcHUILIMHE «IHOCTpaHHBIN S3BIKY.

Llenp mocobusi — pa3BUTHE U COBEPLICHCTBOBAHHUE Y CTY-
JICHTOB YMEHHI U HaBBIKOB B TAKWX BUAX PEUEBOM JIESATEIBHOCTH,
KakK MPOCMOTPOBOE, TIOMCKOBOE U aHAJIMTHUECKOE YTEHHE, TOBOPE-
HHE U [TIChMO Ha 0a3e ayTEHTHYHBIX TEKCTOB, COJICP)KAILMX CIIe-
UATBbHYIO TEPMUHOJIOTHIO.

[pakTiueckas HanpaBJIEHHOCTb MOCOOMS 3aKIIIOYAETCS B
COBEpIICHCTBOBAHUM HABBIKOB YCTHOW peun Ha 0aze mpodeccu-
OHAJILHOTO SI3bIKa MAapKETHHIa, 3aKPEIUICHHH U CHCTeMaTu3aliu
CIICIUATLHON TEPMUHONIOTHHA W 0a30BOM  JIEKCHKH TpoheccHo-
HaJIbHOTO XapaKTepa.

Iocobue cocTouT M3 1mIeCTH y4eOHO - TeMaTHYeCKUX OJ10-
koB (Units). Kaxxpiii 6710k UMeET CIeTYIONIyI0 CTPYKTYpyY: 0a30-
BBl TeMaTtuueckuil TekcT A, TEKCT Ha PycCKOM si3bIke U TekeT B.

Tekct A mpenHa3HayeH [UId aHAIUTUYECKOTO YTEHHS. U
COITPOBOXKJIAETCA PAAOM YIPAKHEHUN Ha 3aKPEIUICHUE KIIFOUEBOMU
JIEKCUKH W pa3BUTHE HABBIKOB YCTHOM U MMCHbMEHHOM pey, B KO-
TOPBIX MHOTOKPATHO MOBTOPSIFOTCSI OCHOBHBIE JIEKCUYECKHE €1H-
Hunpl.  CrienyanbHbIA TEKCT, COCTABICHHLIM HAa OCHOBE 0a30BOM
JIEKCUKM TemaThdyeckoro Tekcra A, NMpeaHazHayeH Al [epeBoza
Ha aHMJIMUCKUM s3bIK. TekcT B mpenHazHaveH Jyig TOMOJTHUTEIb-
HOT'O YTEHUS 110 MPEUI0KEHHON TeMaTuke pasaena. Texer B cro-
COOCTBYET PAaCIIMPEHUIO 3HAHUW CTYJICHTOB B 00J1aCTH MapKETHH-
ra, TaK KaK MPeJOCTaBISIeT HOBYIO JOMONHUTEIBHYI HH(OpMa-



M0 K 0A30BOMY TEMaTH4YECKOMY TEKCTY U MOXKET ObITh UCTIONb-
30BaH Kak Ui ayAUTOPHOM pabOoThI CO CTyIAEHTaMH, TaK U JUIs
BHEAYUTOPHOTO YTEHMUS.

B 3akmountenbHOM 9acTh TOCOOMsS TIPEACTaBIIEH TJIoCcca-
Uil OCHOBHBIX TIOHSATUN M TEPMUHOB 110 MAapKETHHIY K TEKCTaM
Ka)XJ0T0 paszena.



UNIT1. MODERN MARKETING CONCEPT

Exercise 1. Study the active vocabulary list. Memorize the
words and expressions.

marketing concept - KOHIENIUA MapKETHHra

market share - 10J1s1 pPBIHKA

consumer n - IOTPEeOHTENH

purchasing decision - PELIECHHUE O MOKYIIKE

competitor n - KOHKYPEHT

market research - UCCIIEJOBAHNE PBhIHKA

recession n - Caj, NaJIeHNe, PEEeCCust

to pursue v - IIpeCIIE0BaTh, THATHCA

qualitative research - KAUECTBEHHOE UCCIIEIOBAHUE

quantitative research - KOJITYECTBEHHOE UCCIIEIOBAHUE

exploratory a - MCCIIEI0BATENIbCKUAN

relevant a - YMECTHBIH, OTHOCSIIUICS K JIEITy

primary data - IEPBUYHBIC JAHHBIC

secondary data - BTOPUYHBIEC JaHHBIC

advertising campaign - peKJIaMHasi KaMITaHus

merchandising n - COICUCTBHE IPOIBUIKEHUIO
TOBApa Ha PbIHKE, TOPTOBJIS

survey n - HCclenoBaHue, 0030p

to extract the information - moy4nTH(BEIYINTH) CBEACHUS

target n - LIeJ1b, 3a/IaHHE

Exercise 2. Read and try to guess the meaning of the follow-
ing phrases.

to begin with a consumer need, to influence one’s pur-
chasing decisions, to plan an advertising campaign, to gather
and analyze relevant data, product category, to promote a spe-
cific brand, the purpose of the market research, personal inter-
view, to compete effectively, areas of situation analysis.



Exercise 3. Read and translate text A.

Text A
MARKET RESEARCH

Part 1. Marketing

Marketing is all activities that move goods from pro-
ducers to consumers: production, promotion, distribution,
packaging, pricing.

Marketing begins with a consumer need. Something is
produced in response to that need. In a marketing society, the
consumer rules. Marketing societies have produced a great
abundance and variety of consumer goods. They have done this
by means of competition. Each producer competes with every
other producer for a share of the market.

The market is people who have money and are ready
to spend it. But consumers have a finite amount of money to
spend. They will buy only what they want and need. As a na-
tion becomes more developed, consumers become more de-
manding. Their needs become more specific, and they want
products that satisfy their changing needs. Only those produc-
ers who compete effectively will sell their products and sur-
vive. Successful producers are always guided by the marketing
concept: response to consumers' needs.

Marketing is a matter of communication between con-
sumers and producers. Advertising is not the producer's only
means of communication. The product itself, its packaging,
brand name, and price carry a message to the potential user. So
does the place where the product is sold.

Marketing communications, then, can be defined as
all marketing activities visible to consumers that may influence
their purchasing decisions. These activities include both adver-
tising and merchandising. Everyone involved in those activities



is a marketing communicator. The basis of all marketing com-
munication is one essential question: "How can we best inform
consumers that our product meets their needs?" The answer to
that question is what an advertising campaign is all about.

Part 2. Two sources of data

All market research begins with an analysis of the mar-
ket situation. Situation analysis moves from the general to the
specific. It begins with the broad economic picture. Is this a
time of growth, recession, inflation? Is it a time for optimism
or pessimism? Next, the company's general marketing objec-
tives must be considered. Does the company aim to increase or
maintain its market share? Is it aggressively pursuing growth?
Is it introducing a new product or promoting an established
one? Is it pioneering, or is it responding to a change in the
competition? Situation analysis ends with observations about
problems with and opportunities for promoting a specific
brand.

The purpose of market research is to solve a problem or
exploit an opportunity. Research is the gathering and analyzing
of relevant data. Facts and figures are generally abundant and
not difficult to secure. Much more difficult is selecting useful
data, those that relate to the success of a particular brand. Such
research can be time-consuming and expensive, but it is usually
worth the cost.

Two sources of data are available: primary and sec-
ondary.

Primary data are collected for the first time for a spe-
cific market research study. There are two kinds of primary re-
search: qualitative (exploratory, or subjective) and quantitative
(conclusive, or objective). The purpose of qualitative research
is to obtain a general feeling about the market, the consumer,
or the product. It is not to reach specific conclusions. An ex-



ample of qualitative research is the depth interview, in which
one consumer is questioned extensively. A disadvantage of
qualitative research is that the sampling is necessarily very
small. Quantitative primary data are gathered by three meth-
ods: experiment, observation, and survey. The consumer sur-
vey is by far the most common method used in planning an ad-
vertising campaign. A wide sampling of the population is sur-
veyed, by mail, telephone, or personal interview. The survey
will generally help to determine which advertising message to
use, and which is the likely audience for it. Quantitative re-
search aims for definite conclusions.

Secondary data are information that has already been
gathered for some other purpose. It may be internal (within the
company) or external (outside the company). A company's own
sales records and accounts are excellent sources of internal
secondary data. They are usually easy to obtain, and they can
be extremely useful. Government census figures provide exter-
nal secondary data. In some countries, there are commercial
sources of information, too. A disadvantage of secondary data
is that they may not be relevant. They tell only what happened
in the past, and they may be out of date. Secondary research
can indicate sales trends in a product category. It can tell how
many people have bought a product. But it cannot explain why
they bought it. And consumer motivation is an increasingly im-
portant consideration in advertising.

Once the data (primary or secondary, internal or exter-
nal, qualitative or quantitative) are gathered, they are analyzed.
Useful, relevant information is extracted and can be used to
solve the problem or exploit the opportunity that began the
study. With today's sophisticated computers, typical marketing
research methods are becoming obsolete. More and more com-
panies are using a computer-based marketing information sys-
tem (MIS) for help in making marketing decisions. The MIS
can overcome the disadvantages of traditional research. Proper-



ly used, it will produce only relevant data, analyze information
about recurrent problems, and encourage coordination of all re-
search activities. market research.

Part 3. Market research

Market research (situation analysis) must be done in
the following areas: market potential or industry sales, compa-
ny sales, market share, distribution, and advertising costs.

To analyze market potential is to analyze the demand
for a specific type of product at a certain time, under certain
marketing conditions. Under conditions of high unemployment
and rising prices, for example, the demand for luxury items
such as fine furniture will be low. Under opposite conditions,
the demand for the same items will increase. The market for
these items is volatile; it changes dramatically as general eco-
nomic conditions change. The market for goods in daily use,
such as bread and milk, is stable; it changes little with economic
conditions. The analysis of market potential reveals sales fig-
ures for an industry as a whole.

In analyzing the market potential, the advertiser consid-
ers broad questions such as these: Should we be pessimistic or
optimistic? Should we concentrate on existing markets or look
for new ones? Should we increase or decrease our advertising?
Should we raise or lower our prices? The study of industry
sales provides tentative answers to these questions. That's just a
start.

The next step is to study sales for individual companies.
The goal is still to isolate problems and opportunities. Current
company sales should be compared to earlier ones, to deter-
mine trends. They should also be compared to competitors’
sales, past and present.

Analysis of industry sales and company sales together
provides information about market share or brand share. Mar-



ket share indicates the performance of a specific brand in rela-
tion to a competitor's brand, and to the industry as a whole. A
major difficulty with brand share analysis is that it shows only
relative market position and changes in that position. It does
not show why those changes are taking place. Further analysis
of the figures is necessary.

Distribution is the next area of research. Four kinds of
index are used in analysis of distribution. The first two are of-
ten based on distribution by geographical area. In both, the in-
dex is based on an arbitrary scale of 100. The brand-
development index (BDI) compares sales of a specific brand
and total sales in the product category. The category-
development index (CDI) compares sales in the product cate-
gory and sales in the region.. Store-count distribution refers
to the number of stores that carry a brand. All-commodity vol-
ume (ACYV) refers to the total amount of sales in a category, for
example, sales of all cereals in all grocery stores. A few stores
have a high volume of sales. Most stores have a low sales vol-
ume. Therefore, it is possible to achieve high distribution by
selling a product in only a few stores — those with high sales
volume.

The next area for research and analysis is costs of ad-
vertising and merchandising, both for the company and for the
competition. Ideally, market share reflects advertising share.
Suppose that five companies are selling a similar product. To-
gether, they make up 100% of the market for that product.
They account for 100% of the advertising expenditure for it. If
one company spends 50% of the total advertising expenditure
but has only 10% of the market, something is wrong. That
company needs to study its advertising costs and effectiveness.

Exercise 4. Comprehension. Answer the following ques-
tions.
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1. Whatis marketing?
2. What does marketing begin with?
3. What is marketing communication?
4. What is a market?
5. How does situation analysis begin? How does it end?
6. What is the purpose of market research?
7. How does competition bring about an abundance and
variety of consumer goods?
8. What are the sources of data?
9. What are the areas of market research?
10. What is the difference between primary data and
secondary data?
11. What are some disadvantages of secondary data? Why
are primary data usually more useful?
12. What is the difference between qualitative research and
quantitative research ?

Exercise 5. Multiple choice questions. Choose the correct
variant.

1. Marketing begins with .... .
a) sellers’ needs
b) consumers’ needs
¢) revenues and costs
2. The market for goods in daily use, such as bread and
milkis .....
a) changeable
b) hesitative
c) stable
3. Marketing is a matter of communication between ...
and ... .
a) produces ... sellers
b) sellers ... buyers
c) consumers ... producers
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4. The purpose of ... research is to obtain a general feel-
ing about the market, the consumer, or the product.

a) quantitative

b) conclusive

c) qualitative

5. To analyze market potential is to analyze ... a specific
type of product at a certain time, under certain marketing con-
ditions.

a) the demand for

b) the supply of

c) the production of

Exercise 6. Match the words to make word combinations
from the text.

1. consumer a. interview
2. successful b. answers
3. potential c. research
4. advertising d. data
5. purchasing e. brand
6. specific f. campaign
7. relevant g. decisions
8. exploratory h. user
9. personal i. producers
10. tentative j. need

Exercise 7. Match the terms and their definitions.

1. advertising a. all activities that move goods from produ-
cers to consumers: production, promo-
tion, distribution, packaging, pricing

2. product b. one member of the market; the user of a
product
3. market c. people who can and will make purchases

to satisfy their needs
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4. merchandising d. in marketing, a consumer good, an in-

5. market share
6. distribution
7. store-count
distribution
8. primary data

9. marketing
concept

10. consumer

11. quantitative
research

12. qualitative
research

13. marketing

14. secondary
data

dustrial good, a service, or an idea

. the number of stores that carry a given

brand

. the idea, basic to modern marketing, that

goods are produced in response to con-
sumers’ needs

. promotion; any means of promoting the

sale and use of a product; in marketing,
paid promotion through the major media

. sales promotion; paid promotion through

minor media.

information used in a specific research
project but gathered originally for a dif-
ferent purpose

information gathered for the first time
for a specific research project

. exploratory or subjective research to ob-

tain general feelings and impressions

. conclusive or objective research to reach

definite conclusions

. one producer's percentage of the market

for a product category; brand share

. moving goods from one place to another

before their sale to consumers, e.g. from
producer to wholesaler; from wholesaler
to retailer

Exercise 8. Fill in the blanks with the appropriate words

from the text.

1. Marketing is all activities that move ... from producers to
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consumers: production, promotion, distribution, packaging,
pricing.

2. Marketing communications can be defined as all market-
ing activities visible to ... that may influence their purchasing
decisions and these activities include both advertising and mer-
chandising.

3. ... supplements advertising and takes the forms of sales
promotion and promotion in minor media.

4. Market ... (situation analysis) must be done in the follow-
ing areas: market potential or industry sales, company sales,
market share, distribution, and advertising costs.

5. Marketing societies have produced a great abundance and
variety of consumer goods, by means of ... .

6. Successful producers are guided by the marketing ... : re-
sponse to consumers' needs.

7. All market research begins with an analysis of the market

that moves from the general to the specific and begins
with the broad economic picture.

8. Research is the gathering and analyzing of ... data, they
canbe ... orsecondary.

9. Analysis of industry sales and company sales together
provides information about market ... or ... share and market
share indicates the performance of a specific brand in relation
to a competitor’s brand and to the industry as a whole.

10. To analyze market potential is to analyze the ... for a
specific type of product at a certain time, under certain market-
ing conditions.

11. A major difficulty with brand share analysis is that it
shows only relative market position and ... in that position, it
does not show why those ... are taking place.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.

1. There are two kinds of primary research: quantitative (ex-
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ploratory, or subjective) and qualitative (conclusive, or objec-
tive).

2. Secondary data can be internal or external and can indi-
cate sales trends in a product category.

3. Qualitative primary data are gathered by experiment, ob-
servation, and survey.

4. Quantitative research doesn’t aim for definite conclu-
sions.

5. The market for luxury goods is stable and the market for
goods in daily use is volatile.

6. Analysis of industry sales and company sales together
provides information about market share.

7. Current company sales should be compared to earlier
ones to determine trends, they should also be compared to
competitors' sales, past and present.

8. The brand-development index compares sales of a spe-
cific brand and total sales in the product category but the cate-
gory-development index compares sales in the product catego-
ry and sales in the region.

9. Store-count distribution refers to the number of stores that
carry a brand.

10. It is impossible to achieve high distribution by selling a
product in only a few stores — those with high sales volume.

Exercise 10. Practise your vocabulary.

1. What is the definition of a consumer?

2. Give the definition of a product.

3. Give a general definition of advertising and a specific
definition of advertising, as used in marketing.

4. Name two forms of merchandising.

5. What are five aspects of marketing?

6. What is the marketing concept?

7. What is the difference between secondary data and pri-
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mary data?

8. What is the difference between qualitative research and
quantitative research ?

9. Define market share. Give a synonym for it.

10. Give an example of distribution.

Exercise 11. Discuss some points of the text.

1. Do you agree the market is “people who have money and
are ready to spend it”?

2. The concept that marketing is a response to consumers'
needs is relatively new. What do you think marketing used to
be like?

3. What should an advertiser know about its competition's
advertising?

4. Give some examples of problems and opportunities that
situation analysis might reveal for a company. How can both
problems and opportunities give a company positive direction?

5. A company’s sales records and accounts are sources of
internal secondary data. What other sources can you think of?

6. What kinds of external secondary data are available in
your region? From what sources?

7. What are some disadvantages of secondary data? Why
are primary data usually more useful?

8. Explain market potential.
9. Name several products whose market in your region is
volatile. Name others whose market is stable.

10. How would you define marketing? What is the relation
between advertising, merchandising and marketing?

11. Find a printed advertisement and tell how it informs,
communicates and persuades.

12. Show that you understand BDI, CDI, store-count distri-
bution, and ACV by giving an example of each for another
product.
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13. How is it possible to achieve high distribution while
selling in a small number of stores? Give examples of such
stores in your region.

14. What should market share reflect?

15. Do you agree that "marketing begins with consumers’
needs" ? Give some arguments for or against the idea.

Exercise 12. Render the following text in English.
CoBpeMeHHas1 KOHLENIUSI MAPKeTHHIa

TepMUH «MapKeTHHI» MPOUCXOIUT OT AHIVIMICKOIO
«market» (ppIHOK) M O3HAYaeT AEATEIHLHOCTH B cepe phIHKA
cObITa. PRIHOK paccmaTpuBaeTcs MPEX/Ie BCETO KaK MEXaHU3M,
MO3BOJISIFOIMM  ONPEAETUTh COOTHOLICHUE CHpOca U IPEJIo-
YKEHUs Ha pa3JInuHbIe BUIbI TOBAPOB U yciuyr. OpHako Mapke-
THHT KaK CHCTeMa SKOHOMHYECKOH JesTeIbHOCTH UMEeT Ooliee
HIUPOKOE MOHATHE.

TepMUH «MapKETHHI» BO3HUK B SKOHOMHUYECKOW JIH-
teparype CIIIA B nHauvane XX cronetusa. B ocCHOBY KOHIENIINHU
MapKETHHTa MOJIOKESHBI UEH YIOBICTBOPECHUS HYX]I MOTPEOu-
TeJen.

Hcnonb3ys B ylpaBleHUN TEOPUIO MApKETHHTIA, MPE-
npusATHS U GUPMBI JOJKHBI CTPOUTH CBOIO JI€ATENBHOCTh B CO-
OTBETCTBUU C €€ KIIFOYEBBIM MPUHLUIIOM: TPOU3BOJUTH TO, YTO
MpoJIaeTcs, a He IPOJaBaTh TO, YTO IPOU3BOAUTCS.

B Hacrosiee BpeMst MApKETHHT - 3TO CUCTEMA OpPraHu-
3allMy BCEeH AeATeTbHOCTH (PUPMBI WIIM KPYMHOW KOpPHOpaIuu
o pa3paboTKe, MPOU3BOJCTBY U COBITY TOBAPOB U MPEIOCTAB-
JIEHUIO YCIIYT Ha OCHOBE KOMIUJIEKCHOT'O U3yYEHHUs PbIHKA U pe-
AJIbHBIX 3aIPOCOB IOKYIIATENIEH ¢ LENbIO MOJYYEHUSI BBICOKON
npuObuti. CoBpeMeHHasi clUcTeMa MapKeTHHra CTaBUT MPOU3-
BOJICTBO TOBAPOB B 3aBUCUMOCTH OT 3alIPOCOB MOTPEOUTEICH.

Cpenu crienuaanucToB HET OOUIETPUHSATOTO OIpesaene-
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HUS MapKeTWHra. MapKeTHHI OIpeeNsieTcss Kak cucTema
B3TJIS0B, QYHKIMSI KOOPAMHALIMU PA3TUYHBIX ACMEKTOB KOM-
MEpUECKON NIeATeNbHOCTH, KOMIUIEKC B3aUMOCBS3aHHBIX 3Jie-
MEHTOB JICJIOBOM KOMITIETEHTHOCTH, (uiocodust OuzHeca, 1eib
KOTOPOW - CMSITYEHUE KPU3UCOB IMEPENpPOU3BOACTBA, U HAKO-
Hell, IMpoliecc cOaJTaHCUPOBAHUS CIPOCA U MPEITIOKEHUS.
MapkeTHHI - 3TO CHCTEMa OpraHU3alUM BCEH Jes-
TETLHOCTH (PUPMBI WJIM KOPIOPAIMU MO pa3pabOTKe, MpPOU3-
BOJICTBY H COBITY TOBapOB U MPEAOCTABICHUIO YCIYT HA OCHO-
B€ KOMIUIEKCHOT'O M3Y4YE€HUs PhIHKA U PeajbHBIX 3aIPOCOB IO0-
Kynaresien ¢ 1eJbio MOJTy4YeHHUs] BBICOKON MPUObLIH.
CoBpeMeHHasl cucTeMa MapKeTUHTa CTaBUT MPOU3BOJ-
CTBO TOBAapOB B 3aBUCHUMOCTH OT 3aIlIPOCOB MOTPEOUTETEH.
Cucrema MapKeTHHra NpearnoiaraeT peleHue ce-
JTYIOIIUX 3a7a4:
- KOMIUIEKCHOE U3yU€HHE PBIHKA;
- BBISIBJICHHE MOTEHLUMAIBHOIO CHpPOCa U HEYJOBJIETBOPEH-
HBIX TOTPEOHOCTEN;
- IUJIAaHUPOBAHHUE TOBAPHOI'O aCCOPTUMEHTA U 1ICH;
- pa3paboTka Mep I Haubosee MOJHOTO YIOBICTBOPEHUS
CYILECTBYIOIIETO CIPOCa;
- IUTAaHMPOBAHHE U OCYIIECTBIICHUE COBITA;
- pa3paboTka Mep MO COBEPIICHCTBOBAHWIO YIIPABJICHUS U
OpraHu3aliy Mpou3BOJICTBA.
Hx pemienne MOMKHO JOCTUTAThCs MyTeM OpraHu3a-
MM CHUCTEMATHYECKUX MapKETHUHTOBBIX HCCIEIOBaHUM, I0-
MOJIHSAEMBIX B CIIyd4ae HEOOXOJAMMOCTH CIEIHATLHBIMH HCCIIe-
JOBaHMSMHM IO KOHKPETHBIM BompocaMm. B pesynbrare yero,
co3maercss nHpopmanuoHHas 0a3a Ui COCTABJIICHUS TPOTHO-
30B, KOTOpbIE SBIIAIOTCS OCHOBOM pa3pabOTKU MporpaMMm u
CTpaTeruil MpeApUsITHIA.
['maBHOE B MapKeTHHIE - ABYCAWHBIA MU B3aUMOO-
nonHsomui noaxon. C ogHOM CTOPOHBI, 3TO TIIATENBHOE U
BCECTOPOHHEE M3y4YEHHUE PBIHKA, CIIPOCa, BKYCOB U MOTPEOHO-
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CTeﬁ, OpHUCHTAallMd HAa HUX IMPOHU3BOACTBA, aAPCCHOCTL BBIIY-
ckaeMol npoaykuuu. C Apyroil - aKTUBHOE BO3ACHCTBUE HA
PBIHOK U CYIIECTBYIOLIUH crpoc, HAa (opMUpOBaHUE TOTPEO-
HOCTEW M MOKYMATEeNbCKUX MPEANOYTeHU. MapKeTUHT MTO3BO-
JseT IpeAnpusITUIM 3PPEKTUBHO YBSA3BIBATH PECYPCHI C IIeNs-
MH, a LIeJIH - C 3aIPOCaMu MOKYIaTeNeH.

Exercise 13. Give a brief retelling of the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
USING MARKET RESEARCH AS AN ACTION TOOL

Part 1. Function of research

The real function of research is to lead to better deci-

sions. Research is used to provide the facts that are necessary
to validate hypotheses, so that, before these hypotheses are
acted upon, they have the solidity of a factual base. There are a
few things needed to be aware of and to beware of whenever
research is used:
- Always appreciate the difference between research into mat-
ters of historical fact and projections into the future. Most con-
sumers are able to tell you, with reasonable accuracy what
they did. What they bought, how often, how much, what they
used it for, where they bought it, how much they paid for it.
The answers you get to these sorts of questions are fairly solid
and reliable. They do of course have the problem that by the
time the information is gathered and processed it can be a good
six months out of date. But its accuracy is not really in doubt.

However, it is much harder for people to tell what they
are going to buy and much harder still for them to express sen-
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sible preferences in purely theoretical questions. “Would you
buy a product that performed such and such?” is a question the
answers to which must be treated with considerable reserve.
- Understand the differences between statistically reliable
quantitative research and exploratory qualitative research. The
group discussion, the focus group, the random telephone inter-
view with twenty people — these things simply do not tell the
facts. They may give some interesting clues, new ways of look-
ing at a problem, some new hypotheses that are worth proper
testing but they are not in any way projectable. Not only are the
numbers simply too small and generally selected from funda-
mentally untypical people, the methodology is in itself highly
suspect as it is open to the distortion that one or two vocal and
untypical interviewees can so easily bring to it.

- All research only starts to be really useful when a lot of it has
been collected.

- Research cannot substitute for your own judgements.

- Be sure that you are actually doing the right kind of research
and investigating the relevant data.

Part 2.1 Kinds of market studies

- Retail audits. These are invaluable for giving information

about what is happening in the market. They do this by mea-
suring what is happening in retail store. By carefully auditing
the whole category, the give impersonal, factual information
about the size of the market, shares enjoyed by the various
products, divided by regions, by size and type of store and by
package size, weighted distribution, stock cover and out-of
stock levels and special features. There is also the fact that
audits only cover certain (important) types of store, so they can
give a distorted impression if your category goes through a lot
of differing outlets or if certain store groups who refuse to ad-
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mit the audit companies have a disproportionately high share of
the market in question.

- Consumer Panels. These approach the matter from a differ-
ent standpoint and attempt to tell you things from the consum-
ers’ angle. They are dependent on panels of consumers giving
details of their purchases on a regular basis. This is inherently
less accurate since, while a store is a business whose accounts
can be audited in detail, consumers generally buy in a scrappy,
disorganized way and however well policed cannot give such
precise information as to purchases. But, of course, they do not
omit whole sections of the trade as the retail audits do. A clear
statistical view of the market probably requires both and that is
a sizeable expense.

- Usage and Attitude Studies. These are fairly complex, sta-
tistically reliable studies of particular markets carried out per-
haps every five years or so. They will typically provide: a
complete demographic picture of users and potential users and
the products they prefer, attitudes towards products, frequency
of purchase and intensity of use and the benefits sought includ-
ing points of satisfaction and dissatisfaction.

- Focus Groups. A round-table discussion on a generalized
subject is held with 6-12 typical consumers. The idea is to get
broad insights into attitudes, needs, wishes. They can be sti-
mulating and very valuable and they have the advantages of be-
ing low in cost and speedy to set up. It is also comparatively
easy to put groups together that reflect the particular market
you are interested in.

But groups can only suggest points that then usually
need verifying in larger-scale research - it is fatal to assume
that because three people out of a group of six say something
that 50% of your target market is of that opinion.

- Product Tests. These are designed to test the acceptability of
new and upgraded products. They can also be carried out on a
competitive product if it is judged to present a threat to your
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business. The product is placed in a sample of homes either on
its own or in company with a major competitor (if both prod-
ucts are packaged anonymously this is a so-called blind test.)
After an appropriate period users are asked their opinions,
asked to rate various characteristics and state their buying in-
tentions, expected price and so on.

In blind tests products must be equally fresh and of
equal quality otherwise the test product can enjoy a deceptive
advantage, coming straight from the factory whereas the com-
petitor comes through the trade channel.

Part 2.2 Kinds of market studies

- Segmentation Studies. These are similar to usage and atti-
tude studies and can indeed often be combined. They aim to
give a thorough statistically reliable insight into a particular
market covering: the demographic characteristics of consu-
mers; their attitudes, particularly the pattern of attitudes to-
wards particular types of product and the leading brands; their
usage behavior - how they use the product, when, how often,
on what occasions; what benefits they seek and which brands
provide which benefits.

- Advertisement Pre-Tests. Usually carried out in personal
interviews or in small groups, rough advertisements are shown
to consumers and their opinions on key elements - picture,
headline etc. - are sought.

Quite quick and cheap, their small scale makes them
unreliable as a guide to the relative importance of different ap-
peals, but of value if they are only asked to evaluate how well
various executions transmit a particular appeal. Since the ads
are usually in rough form, it is always difficult to assess what
influence the unfinished nature of the ads has had.

- Commercial Tracking Studies. These are comparatively
large-scale studies conducted often by telephone with the aim
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of measuring the awareness of the (predominantly TV) adver-
tising of a number of brands all in the same market. Infor-
mation is usually limited to simple measures such as the brand
name, the key visual and the claim, and is sometimes tied to a
statement of buying intention.

- Test Markets. These are very costly and complex opera-

tions in which a product is marketed in a limited area of the
country (usually a TV) and this whole area is carefully meas-
ured in terms of sales result. Detailed attitudinal research may
also be carried out in the area. There can matched test mar-
kets round the country allowing certain variables (product,
advertising, pricing, promotions) to be tested against

each other. Because test markets are such public affairs they
inevitably attract the attention of the competitors who can very
easily render a test market virtually unreadable by massive
price cutting or by buying up your product. Also, if the product
is already marketed nationally and you are testing an im-
proved version, how do you allow for national advertising fall-
ing into the test Finally, test markets can take a good year to
read reliably — by which time your competitors, may well have
pre-empted your product nationally.

Exercise 15. Discuss the text in pairs. Reveal all possible
advantages and disadvantages of every kind of market
studies.

Exercise 16. Write a summary of text B making use of the
phrases “The text begins with (gives) the information on
...”%, “ It covers such problems as ...”, “Mention is made
of...” and so on.

UNIT 2. CONSUMER BEHAVIOR IN MARKETING

Exercise 1. Study the active vocabulary list. Memorize the
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words and expressions.

consumer behavior - TOBEJCHHE MOTPEeOUTENS

consumption n - noTpebiieHne

purchasing motive - MOTHUB IOKYIIKH

(un)conscious a - (bec)co3HaATENBHBIN

expensive a - Joporoi

hierarchy n - "epapxus

esteem n - YBaXKE€HUE

to determine v - ONpenesiaTh

contiguity n - accommanusi, OJIM30CTh

reward principle - IPUHIIUI BO3HATPAXKICHUS

appeal n - oOpainenue, IpusbIB,
MPUBJIEKATEILHOCTD

favorable a - OJIaronpUsTHHIN, BRITOJHBIN

attitude n - OTHOLIEHUE

frequently adv - 4aCTO, MOCTOSTHHO

reference n - CCbUIKA, OTHOLICHHE

celebrity n - 3HAMEHUTBINA YEJIOBEK

testimonial a - IPUBETCTBECHHBIH,
Oyaro1apcTBEHHBIN

testimonial n - peKOMEHIaIusl, CBUAETEIBCTBO

way of perceiving - CIIOCO0 BOCTIPUSTHUS

trait n - XapakTepHas uepra,
0COOCHHOCTh

population density - TUIOTHOCTh HACEJIEHUS

marital status
per capita income

CEMENHOE T0JIOKECHUE

JIOXOJ] Ha TyIILy HaceleHUs
solitary survivor OIMHOKHUH IOYKUJIOU YEIOBEK
to be consistent with each OBITh COBMECTHMBIM JIPYT C
other JIpYroM, COINIACOBBIBATHCS
Exercise 2. Read and try to guess the meaning of the follow-
ing phrases.
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consumer motivation, competitive marketing economy, ex-
pensive brand, effective advertising, to determine the motive,
rational and emotional motives, needs for safety and esteem, to
provide motivation, target population, internal variables, external
variables, subjective perception, product image, potential con-
sumer, changing attitudes, favorable results, film and sports ce-
lebrities, cultural traits, market segment.

Exercise 3. Read and translate text A.

Text A
THE CONCEPT OF CONSUMER

Part 1. Consumer motivation

Motivation is a moving force or a desire that induces a
consumer to act upon a need. Modern marketing begins with
the consumer. A consumer's decision to buy a product is an at-
tempt to solve a problem or satisfy a need. In a competitive
marketing economy, each manufacturer wants to inform con-
sumers about its product and motivate them to buy it. There-
fore, marketing communicators need to understand some basic
theories of consumer motivation.

One is that purchasing motives may be conscious or
unconscious. Brands in the same category are often very simi-
lar. Sometimes there is a considerable difference in price.
Many consumers will buy the more expensive brand, because it
tastes better. That is conscious motivation for the choice. But
there is often an unconscious motivation, too. It might be that
they want to impress their friends, or that it is the product their
parents used. They may not want people to think they can't af-
ford the more expensive brand. It is likely that unconscious
motives are even more important and powerful than conscious
ones. For effective advertising, it is desirable to try to deter-
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mine both kinds of motive.

Another distinction is often made between rational
and emotional motives. The advertiser might appeal to either or
both. A.H. Maslow first wrote about his theory of human needs.
He said that they form a hierarchy, or pyramid. At the bottom
of the pyramid are physical needs. Above them are social
needs; then the needs for safety and esteem; and, at the top, the
need for self-actualization. The urge to meet needs provides
motivation. According to Maslow, the basic physical needs,
such as food and drink, must be met before needs at the next
level can emerge. Furthermore, when one set of needs is satis-
fied, another must emerge; man's needs can never be fully sat-
isfied.

Maslow’s theory applies to the marketing concept. A
population whose needs are physical will not require luxury au-
tomobiles, for example. Those may satisfy the higher need for
esteem. In less developed economies, the greatest propor- tion
of needs are at the bottom of the hierarchy. In more developed
economies, those basic needs are generally satisfied. A greater
proportion of products fulfills needs toward the top of the
pyramid. Knowing the level of need of a target population
helps the advertiser in planning a motivational appeal.

Part 2. Variables of consumer behavior

There are internal and external variables of consumer
behavior according to psychological theory. Consumer be- hav-
ior is influenced by both variables. Knowledge of these varia-
bles can help marketing communicators to create suc- cessful
advertising.

Internal variables include perception, attitude, and
learning. Perception is an individual's way of interpreting what
he sees, hears, touches, smells, or tastes. His way will be very
different from another person’s. Perception is subjective, en-
tirely within one person's mind. Two people may look at the
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same car. One sees its color and style. The other sees its ca-
pacity and construction. One buys and the other doesn’t, alt-
hough both may have similar transportation requirements and
ability to pay. Perception is also selective. At any moment, we
are surrounded by hundreds of stimuli, by sights, sounds, and
other sensations. But the human mind can perceive only one
stimulus at a time. The mind selects those that are most im-
portant, or that it is most ready for. One task of advertising is to
communicate product image, that is, to have consumers per-
ceive the product, subjectively, in a certain way. Another is to
get their attention, to have them select the desired stimuli.

Attitudes have three components: feelings toward an
object (such as a product), knowledge about the object, and
readiness to behave toward the object in a certain way. The
three components are generally consistent with each other.
Someone who has favorable feelings toward a product is more
likely to learn about it and to buy it. This is an extremely im-
portant principle in advertising. If a person has unfavorable
feelings toward a product, and those can be changed to positive
feelings, his entire attitude is likely to change. The potential
consumer will be much more inclined to study and buy the
product. Similarly, increasing someone’s knowledge of the
product, or inducing one to try it for the first time, will also in-
fluence the other components of one’s attitude. Advertising
that affects all three components increases the probability of
changing attitudes. Therefore, most advertisers combine all
three approaches in their appeals. They try to create favorable
feelings, give information, and promote purchasing at the same
time.

A knowledge of learning theory can also be applied
effectively in advertising and merchandising. Four principles
are of particular importance: meaning, contiguity, reward, and
repetition. The principle of meaning is used to relate some-
thing in an advertisement to the consumer in a personal way.
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The principle of contiguity is used when, in an advertisement,
the product is pictured in a particular situation. The situation il-
lustrates a mood or quality which the producer wants the con-
sumer to associate with the product..

The reward principle is employed in an advertisement
promising favorable results from using the product. Of the four
learning principles, repetition is perhaps the most used. The
brand name might be repeated frequently in the advertisement;
the same advertisement might appear on television several
times in one evening.

External variables that influence consumer behavior
are social and cultural in nature. Man is a social being. Our
need to be accepted as a member of a group is very strong, alt-
hough often unconscious. Our values, opinions, and behavior
are heavily influenced by groups to which we belong. Because
we refer to these groups for guidance, they are called reference
groups. We are also influenced by groups to which we would
like to belong. Advertising often appeals to this characteristic.
Many food products, for example, are displayed in the setting
of a neighborhood picnic, a group of friends at the beach, or a
family reunion. Sports and film celebrities frequently act as
reference individuals in testimonial advertising; fans may buy a
particular product because they identify with the celebrity pro-
moting it.

Besides belonging, or wanting to belong to groups,
everyone is a member of both a social class and a culture. So-
cial class is generally determined by family background, occu-
pation, source (not amount) of income, location and type of
house, and education. Members of the same social class will
share similar values and spend their money in similar ways.
Advertising appeals, particularly in specialized magazines ca-
tering to wrestlers or gourmet diners, for example, are often di-
rected toward a specific social class.

Culture is the set of attitudes, customs, values, ways of
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perceiving, and behavior handed down from one generation to
another. Cultural traits include how people dress; how men and
women, children and adults, behave toward each other; what
foods are eaten and how they are prepared; which forms of en-
tertainment and recreation are favored; how a home ought to be
furnished and decorated. Many countries have a dominant cul-
ture with significant subculture populations. These sub- cul-
tures require specialized marketing communications. Where
the values of these consumers differ from those of the domi-
nant culture, communication with them must be in their own
terms.

Part 3. Market segmentation

Market segmentation is dividing the market into
homogeneous subgroups, for the purpose of making marketing
more efficient by focusing on appropriate target markets.

Market segmentation is the major instrument for
reaching the right audience. The advertising campaign is direc-
ted toward a particular market segment. “Know your prospects”
is the first cardinal rule of advertising. The “prospects” are the
target group of consumers. They are the people most likely to
buy and to be satisfied with the product.

For market segmentation, consumers are analyzed and
defined in three ways: demographically, psychographically,
and geographically. Demographic data are measurable facts;
they are generally available from census reports. Useful demo-
graphic data include information about number of total popula-
tion, rate of population growth, population density, per capita
income, marital status, spending patterns, employment, ethnic
origin, age, and education. Demographic information might,
for example, suggest an advertising campaign aimed at married
people of thirty to forty-five years of age, with a high school
education and an income of under $15,000 a year. A campaign
would be very different for single people under thirty, with a
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college education and an income over $25,000 a year. Demo-
graphic facts usually receive the most emphasis in market seg-
mentation, because they are the easiest to obtain and measure.

However, especially as people become able to spend
more on luxuries, psychographics become more important.
They deal with both the quantity and quality of prospects. The
potential market is segmented according to such factors as way
of life and personality traits. Some people like to stay at home
and watch television; others prefer more active outside enter-
tainment. Some are careful shoppers who look for bar- gains;
others buy on impulse, or because of a brand’s prestige as they
perceive it. Psychographic data cut across demographic lines.
For instance, according to income, a grocery store clerk and a
classical musician might be in the same demographic category.
Psychographically, they are likely to be very different in their
values, attitudes, and purchasing patterns. Demo- graphics
show what people do. Psychographics are concerned with why
they do it. Thus psychographics more clearly show the relation
between consumer and product.

The family life cycle combines demographic and psy-
chographic approaches to market segmentation. It identifies po-
tential consumers by age, marital status, and number and ages
of children. It also implies differences in their attitudes and
habits.

Family Life Cycle:

bachelor stage: young single individuals
full nest: young married couples with children

a. youngest child under six

b. youngest child six or over

c. older married couples with dependent children
empty nest: older married couples with no children at home
solitary survivors: older single or widowed people

Geographic analysis can reveal striking dissi- milari-

ties in consumer attitudes and patterns of consumption. In the
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United States, surveys show that certain products sell much
better in some areas than in others: dinnerware in the North-
east, fishing poles in the Midwest, home freezers in the South-
east, and sleeping bags in the Northwest. Favorite colors vary:
blue and white in the Northeast; yellow and orange in the
Southeast; yellow, orange, and pink in the West; blue, green,
and brown in the Northwest.

Some marketing communicators subscribe to the
"heavy-user" theory, which cuts across all three lines of mar-
ket segmentation. According to this theory, a relatively small
proportion of consumers use a relatively large proportion of
certain products. Advertising aimed toward the heavy users is
considered unusually efficient. A recent refinement of the
heavy-user theory is the 80/20% rule. In the United States, re-
searchers have discovered that in several product categories-
including dog food, instant coffee, and beer — 20% of the buy-
ers purchase 80% of the goods. And 20% of telephone custom-
ers make 80% of the calls. The figures are remarkably con-
sistent.

Essential to all of these theories and practices is the
marketing concept: marketing, advertising, and merchandising
begin and end with the consumer.

Exercise 4. Comprehension. Answer the following questions.

1. What is a conscious motivation to buy a product?

2. What are the unconscious motives of consumers?

3. What is consumer behavior influenced by, according to
psychological theory?

4. What do internal variables include?

5. What are three main components of attitudes?

6. Can a good knowledge of learning theory be applied ef-
fectively in advertising and merchandising?

7. What are four important principles of learning theory?
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8. What are external variables in nature?

9. By what is social class generally determined?

10. What is culture? What do cultural traits include?

11. In what ways are consumers defined and analyzed for
market segmentation?

12. What information do useful demographic data include?

13. What approaches to market segmentation does the family
life cycle combine?

14. What is the essence of the “heavy-user” theory?

Exercise 5. Multiple choice questions. Choose the correct var-
iant.

1. External variables that influence consumer behavior are
..and ... in nature.
a) social ... political
b) political ... cultural
¢) social ... cultural
2. ... is the set of attitudes, customs, values, ways of per-
ceiving, and behavior handed down from one generation to
another.
a) Motivation
b) Culture
¢) Science
3. Market segmentation is the ... instrument for reaching
the right audience.
a) insignificant
b) unnecessary
¢) major
4. Advertising aimed toward the heavy users is considered
unusually ... .
a) efficient
b) enjoyable
¢) emotional
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5. ... analysis can reveal striking dissimilarities in con-
sumer attitudes and patterns of consumption.

a) Demographic
b) Psychographic
¢) Geographic

Exercise 6. Match the words to make word combinations

from the text.

. reference

. market

. potential

. purchasing

. unconscious
. expensive

. consumer

8. internal

9. product

10. favorable
11. testimonial
12. motivational

NN Nk WIN -

a. variables
b. feelings

C. consumer
d. group

e. advertising
f. behavior

g. image

h. appeal

1. motives

j. brand

k. segmentation
1. motivation

Exercise 7. Match the terms and their definitions.

1. meaning

2. motive
3. emotional
4. attitude

5. perception

e

a. a desire that moves a consumer to act
upon a need; the motive for a purcha-
sing decision may be conscious or un-

conscious, rational or emotional

b. based on feeling

based on intellect and reason

. how aperson perceives sense stimuli;
perception is subjective and selective

. person’s opinion or feeling about some-
one or something
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6. rational f.

7. reference group g.

8. reward h.

9. contiguity 1.

10. repetition J-

11. demographics k.

12. psychographics 1.

13. culture m.

14. social class n.

15. market 0.
segmentation

a learning theory principle, used to re-
late advertising content to consumers
in a personal way
a learning theory principle, used in ad-
vertising to associate the product with
an agreeable situation
a principle of learning theory, used in
advertising that promises favorable re-
sults from product use
a principle of learning theory, in adver-
tising it is the reiteration of a brand na-
me or an advertisement
a group to which someone may or may
not belong, but to which one refers for
guidance to form his values, opinions,
and behavior
a stratum of society; one's membership
in a social class is based on such factors
as family background, occupation, and
education
the pattern of behavior, values, and atti -
tudes transmitted from one generation
to another
dividing the market into homogeneous
subgroups, for the purpose of making
marketing more efficient by focusing on
appropriate target markets
classification of consumers according to
facts about the population, such as po-
pulation density, per capita income, and
ethnic background
classification of consumers according to
such factors as way of life and persona-
lity traits
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16. heavy- user p. aconcept that identifies consumers by

theory age, marital status, and number and age

of children
17. family life g. a theory that a relatively small propor-
cycle tion of consumers use a relatively lar-

ge proportion of certain products

Exercise 8. Fill in the blanks with appropriate word from
the text.

1. Motivation is a moving force or a desire that ... a con-
sumer to act upon a need.

2. Modern marketing begins with the ... .

3. Unconscious purchasing ... are probably more im-
portant and powerful than conscious ones.

4. Perception, attitude, and learning are ... variables of
consumer behavior.

5. Perception is ... and selective.

6. A person can perceive only ... stimulus at a time.

7. The three ... of attitudes are generally consistent with
one another.

8. Most ... combine appeals to all three components in

their advertising.

9. According to Maslow theory , the basic human needs
are ... .
10. The potential market is segmented according to such
factors as way of ... and personality ... .

11. The family life ... combines demographic and psycho-
graphic approaches to market segmentation it identifies poten-
tial ... by age, marital status, and number and ages of children.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.
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1. Associating the product with an agreeable situation is
using the learning principle of meaning.

2. Consumers are always aware of their reasons for buying
a product..

3. An advertisement that promises favorable results from
using the product employs the principle of reward.

4. The principle of contiguity is probably used more than
the other three principles of learning.

5. Our values, opinions, and behavior are heavily influ-
enced by groups to which we belong but we may not belong to
a reference group to be influenced by it.

6. Social class is generally determined by family back-
ground, occupation, source of income, location and type of
house, and education and that’s why members of the same so-
cial class will not share similar values and spend their money
in similar ways.

7. There is no point in advertising to subcultures of a popu-
lation.

8. Demographic data are measurable facts about a popula-
tion they become more important as more people are able to
buy luxuries.

9. Geographic analysis can hardly reveal striking dis- simi-
larities in consumer attitudes and patterns of consumption.

10. Some marketing communicators subscribe to the
“heavy-user” theory, which cuts across all three lines of market
segmentation and according to this theory, a relatively large
proportion of consumers use a relatively small proportion of
certain products.

Exercise 10. Practise your vocabulary.

1. What is the difference between a motive and a need?
Give four words that describe consumers' purchasing motives.

2. Which is based on intellect, a rational motive or an emo-
tional motive?
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3. What kind of stimuli are subject to perception? Give
two words that describe perception.

4. What is the definition of attitude?.

5. How are four principles of learning theory ( meaning,
contiguity, reward and repetition) used in advertising ?

6. What is a reference group? What do reference groups
help to form?

7. Give at least two bases for determining social class.

8. What is the definition of culture?

9. What is the difference between demographics and psy-
chographics?

10. How does the family life cycle identify consumers?

Exercise 11. Discuss some points of the text.

1. What does a consumer’s purchasing decision try to do?

2. Why should marketing communicators understand mo-
tivation theory?

3. What are your own examples of conscious and uncon-
scious motives for buying a more expensive brand?

4. Name two other types of motives. Which do you think
is more important in advertising?

5. Find a printed advertisement that you think appeals to
both conscious and unconscious motives. Identify them.

6. Find advertisements that appeal to reason, to emotion,
and to both reason and emotion.

7. Why is the pyramidal form of Maslow’s hierarchy of
needs significant?

8. Do you agree with the order of Maslow’s hierarchy?
Do you agree that “man’s needs can never be fully satisfied”?

9. How is perception important in advertising?

10. “The three components of attitudes are generally con-
sistent with each other.” Explain.

11. Find advertisements that use the principles of meaning,
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contiguity, reward and repetition.

12. Talk about groups you (don’t) belong that influence
your values, opinions, and behavior. How does their influence
differ in nature and in strength?

13. Are there distinctions of social class in your country? If
so, on what are they based? Name some characteristics of the
different classes. Consider such factors as preferences in enter-
tainment, food, style of clothing, way of speech, educa- tional
institutions and type of housing.

14. Discuss the dominant culture of your country. Find ad-
vertising that reflects the dominant culture. Explain in what
ways it does so.

15. What are sources of demographic data ?

16. Give examples of directing an advertising campaign
toward different demographic groups. Tell how the campaigns
might be different, using your own example of the product ad-
vertised.

17. Give examples of psychographic data. Why are psy-
chographics more important as people can spend more on luxu-
ries?

18. Study the family life cycle. Talk about the kinds of
consumer goods that would most interest people at the various
stages.

19. Discuss geographical differences in consumption pat-
terns in your country.

20. Does the heavy-user theory apply to your region?

Exercise 12. Render the text in English.
IToBenenue  morpeduTesICH
CylecTBYIOT 4YeThIpe OCHOBHBIX NPHUHLHMIA (HOPMHU-

pOBaHI/I}I HpaBI/IHBHOFO HpCI[CTaB.HeHI/I}I O IIOBCIACHUU HOTp€6I/I-
TENEH:
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- TOTpeOUTeTh HE3aBUCUM;

- MOTHBAIMS U TMOBEACHUE MOTPEOUTENS MOCTUTAIOTCS C
TIOMOIIIBIO MCCIICIOBAHMUIA;

- TIOBEJEHHUE MOTpeOuTeNeH MOoaTaeTCsl BO3ACHCTBHUIO;

- MOTpeOUTENbCKOE MOBEICHUE COIIMATIBHO 3aKOHHO.

HezaBucumocTs moTpeOuTENs NpPOSBISETCS B TOM,
YTO €r0 MOBEJCHUE OPUEHTUPYETCSI HA ONPEAEICHHYIO LIETb.
ToBapbl U yciyru MOTYT UM IPUHUMATBCS WIA OTBEPraThCs B
TOW Mepe, B KAKOW OHM COOTBETCTBYIOT €ro 3ampocaM. [lpen-
MPUATHS JOCTUTAIOT yCIieXa, €CIM MPeIoCTaBIsAI0T NOTpedu-
TEeNI0 BBIOOp M peanbHylo BbIroAy. [loHMMaHue 3TOro u mo-
CTOSTHHOE TPUCITOCOOJIEHNE K TTOBEJCHUIO MTOTPEOUTENS SBIIS-
€TCsl OJJHAM W3 BaXKHBIX TPeOOBAaHWU /Il BRDKUBAHUS TIPEI-
MPUATHUSA B YCIOBHSIX KOHKYPEHIIMH.

[ToBeneHne pa3mUYHBIX MOTpeOUTENEH HAa PhIHKE pa3-
JUYHO IO MOTPEeOHOCTAM U LENSIM 3aKyIOK, XapakTepy crpoca
U TIOKYIIOK, IEMCTBUI HA PBIHKE, MOTHUBALUU U T.II. BMecTe ¢
TEM TOBeJIeHUE MOTpeOuTeNeld UMEeT U HEKOTOPOE CXOACTBO.
Ha peiHKEe MX MOBeqeHHE MOXKET OBITh BBIPAKEHO Yepe3 CH-
CTEMY JKOHOMHYECKHX, COLMAIBHBIX M ICHUXOJIOIMYECKUX
(haKkTOpOB, XapaKTEePU3YIOIMIUX HX MOTPEOHOCTH M CIOCOOBI
YAOBJIETBOPEHUS.

HezaBucumocts motpeOuteneil mpeacrtaBisieT coOoi
CJIIOKHYIO 3a7a4y, HO MapKETHHI MOYKET OKa3bIBaTh BIIMSIHUE
Ha MOTHBALIMIO U TIOBEJCHHUE NOTPEOUTENEH, ecliu mpearnoia-
raeéMplii TOBap WIM ycCiIyra JEHCTBUTENIBHO SIBISIFOTCA CpPEl-
CTBOM JIJIs Y/IOBJIETBOPEHUS MOTPEOHOCTEN MOKYIaTesl.

Ha mnoBenenne mnoTpeOuTENeil BIUSAIOT pa3IMYHbIE
(baxTopsl, mpexae Bcero (akTopbl BHEUIHEW cpenbl. BakHoe
3HaueHUe NpUoOpeTaroT (HaKTOPbl WHIAUBUAYAIbHBIX pa3iiu-
9uii moTpeOuTeNe: TOXOAbl, MOTHBAIUs, YPOBEHb 3HAHUH,
MPUCTPACTHUS U YBJICUCHHMS], TUUHBIA CTUIb JKU3HH, JEMOIpa-
¢bugeckue xapakrepuctuku. Ocoboe mecto mpu (HopMHUpOBa-
HUU TOBEACHUS OTPeOUTENsI HA PHIHKE MMEET TaK HasbIBae-
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MbIH TICUXOJOTHYECKUN IMPOLECC, XapaKTEPU3YIOIIU OTBET-
HBIE PEaKIUU MOTPEeOUTENS.

[IpenmpusTie HE MOXKET MOOUTHCS PHIHOYHOTO YCIie-
Xa, €CIIM UTHOPUPYET 3amlpoChl MOTPEOUTENCH, HECTydyaliHO B
paMKax MapKeTHUHTra IMPOBOMASTCS HCCIEAOBaHUS, IMOCBSIICH-
HBIE TIOBEICHHUIO TTOTPEOUTENICH.

Exercise 13. Give a brief retelling of the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
THE CONCEPT OF POSITIONING

Part 1. Positioning

Positioning is a concept which has led to a far deeper
understanding of the way consumer markets work.

Like so many other fruitful ideas in marketing, it
comes from looking at things from the consumer’s point of
view. The fact that we are able to look at a market like a con-
sumer allows us to devise brands and products that are better
because they satisfy the consumer’s real needs and desires.
Understanding positioning is a key step in this process.

So what, then, is a product’s position in its market?

First, what it is not. It is not the product's share of mar-
ket. It is not the way the product is priced. It is not the
product's quality (a very vague term that - the only quality
worth having in a product is a quality the consumer will pay
for).

A product’s position could be defined as that aggregate
of product qualities and attributes that the consumer perceives
the product to be. Ideally such a position should lead to the
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consumer preferring the product to its competitors.

Positions are the way the consumer perceives indi-
vidual products and the sum of these positions is the way the
consumer perceives the market.

A product’s position is essentially a subjective meas-
urement and while it is usually based on facts, those facts are
often out of date, oversimplified and incomplete.

Consider, for a moment, that there is a big difference
between the way you perceive the market in which you earn
your living and the way consumers perceive it. You know the
names of all the products and the companies that make them.
You know how they are made and how they stack up technical-
ly. You know how they do in sales, share and trade support.
You know how they advertise. You know what prices they sell
for - both in the price list and actually on the shelf.

Part 2. Consumers’ behavior

The consumer does not have this kind of information.
The consumer knows the names of one or two leading, well-
established products - and, if the brand name does not happen
to be the same as the company name, can very well not know
the name of a single company.

The consumer has tried some of the products and has
reached the conclusion that one seems to be the best - it seems
to satisfy his needs more completely and with fewer attendant
disadvantages than the others that have been tried. This trial is
haphazard and often stretches back a long way - the consumer
may still be rejecting a particular product out of hand because
of a technical problem that was solved three years ago. Or
holding true to another product in the fond belief that it is the
only one that offers a particular benefit - a benefit that may
have become generic in the entire market.

The consumer has little idea of brand shares - the con-
sumer only knows that in certain markets one brand somehow
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seems to be more in evidence than others and presumably is
the one most people use. The consumer has little or no
knowledge of which brands are growing or declining.

The consumer does not know the various advertising
stories of the brands in the market. The consumer has perhaps
absorbed the advertising of the leading brand and perhaps the
advertising of 'his' brand. (Of course, by definition, the brand
leader is also the preferred product of the largest number of
consumers, so this distinction tends to become blurred or even
superfluous.) The consumer tends to ascribe all advertising to
the preferred brand.

The consumer does not even have your detailed
knowledge of prices. The consumer is very aware of what the
preferred brand should cost and is very quick to avoid buying
if this price is not available, just as the consumer will be quick
to react to a price that seems unusually low and will stock up
on the preferred brand if such a price is offered. The consumer
is also generally aware of other prices in relation to the pre-
ferred brand - other products are lower or higher, but by how
much is not usually known.

It will be obvious from the above that, whereas you get
to know products from conscious study and detailed statistical
analysis, the consumer gets to know them in the way we all get
to know people. We know what they look like, whether they
are young or old, friendly or snooty, well-off or humble, mod-
ern or old-fashioned. But only among our true friends, as op-
posed to passing trivial acquaintances, do we have much de-
tailed information: where they live, their phone number, their
employer, their children's names and so on.

Just as we put passing acquaintances into certain sim-
ple categories based on very insufficient knowledge, the con-
sumer does this with products. But why is the consumer so lax,
you say. Why is the consumer so unconcerned with studying
the market and thus getting the best value for money?
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The consumer has better things to do. There is not time
enough to make a thorough study of all the fields in which
simple branded goods compete for our attention. Even if one
did set out to do it, it would be hard enough to do and return
very little in the way of benefit. Most of the products we are
talking about are frequently bought items of low absolute cost -
so not getting the best deal does not usually mean that much
money is wasted. Also, the iron laws of the marketplace more
or less guarantee the consumer that choosing a well-established
brand means getting quite reasonably good value for money -
in a competitive world a brand cannot survive and flourish if it
offers poor value or poor performance.

Part 3. Positions in the marketplace

The consumers’ simple classifications of products re-
sult in the positions in the marketplace. The positions occur
along the parameters that are in fact important for the particular
category. Cars, for instance, tend to be seen in terms of engi-
neering skill, manufacturing workmanship and their social di-
mensions - and an awareness of cost is high. This is why, for
instance, Mercedes can charge top prices for its middle class
entry and sell a remarkably large number of cars, because all
these three dimensions are very strongly identified with Mer-
cedes Benz. However, the social one forms a minor Achilles
heel - the Mercedes is seen as a little stodgy. And that is what
has made it possible for BMW to mount a very effective chal-
lenge by positioning its car as the German-built car for the
younger, sportier driver.

Functional products are seen in functional terms. They
may be seen as being “harsh” or “mild”, and a “harsh” product
is often a very thorough and efficient one whereas a “mild” one
can easily tail off into the “wishy washy”. Food products carry
the aura of the companies that make them. Heinz has an excel-
lent name for wholesomeness and good taste - but less of a
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reputation for light, modern, low-calorie products.

Services, in which the person who supplies the service
in many ways is the service, get most of their positioning di-
mensions through the way their people are perceived. This is
why every airline tries to convince you that they have the pret-
tiest, most obliging stewardesses. A company, through its peo-
ple, can be seen as helpful and approachable, expert and relia-
ble (the world’s most experienced airline), on your side (the
Equitable Insurance salesman).

These positions are the result of facts but of facts sim-
plified and structured by the consumer’s mind. So structured,
they help the consumer categorize and understand a market.
The facts are also carefully cultivated and formed into posi-
tions by the manufacturers. In addition to giving a household
cleaner a chemical formula that is powerful and tough, a com-
pany will also use name, package design and advertising to
stress these attributes. So, whereas positions originally “grew”,
they have for many decades now been the conscious work of
companies seeking a particular type of position and designing
products and services to fit that position.

But positions cannot be constructed out of intangibles
alone. The facts must be fundamentally correct if a particular
position is to be established. This is particularly true if the
product or service is one with which people come into frequent
contact or where a contrary position has the benefit of being
very well established.

The position the product has in its market is a key fact
about it and shows how the customers really see the product.
Understanding positioning is key to either reinforcing it and
building on it or to developing it and modifying it. All progress
in the market ultimately flows from the position the product
can occupy.

Exercise 15. Define if the following statements are true or

44



false. Correct the false statements.

1. Positioning is a concept which has led to a far deeper
understanding of the way consumer markets work.

2. Positions are the way the producer perceives individual
products and the sum of these positions is the way the producer
perceives the market.

3. A product’s position is essentially a subjective meas-
urement and while it is usually based on facts, those facts are
often out of date, oversimplified and incomplete.

4. The facts are also carefully cultivated and formed into
positions by the manufacturers.

5. The consumer is rarely aware of other prices in relation
to the preferred brand.

6. The position the product has in its market is a key fact
about it and shows how the customers really see the product.

Exercise 16. Write a summary of text B using the phrases
“The text begins with (gives) the information on ...”, “It

covers such problems as ...”, “Mention is made of ...”, “De-
tails are given of ...”, “The text concludes with ...”

UNIT 3. PRODUCT IN THE SYSTEM OF
MARKETING

Exercise 1. Study the active vocabulary list. Memorize the
words and expressions.

retail store - MarasuH pO3HUYHOW TOPTOBJIH
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loyal a
loyalty n
availability n
warranty n
effort n
claim n
tangible f
expenditures n
to increase v
maturity stage
to eliminate demand
to abandon v
retentive a
emphasis n
brand n
awareness n

to override v
consideration n
approach n
current a

- IpeAaHHbIM, JOSUIbHBIN

- MPUBEP>KEHHOCTD

- HaJIM4YuC, NOCTYITHOCTb
= rapaHTuda Ka4€CTBa U3CIUA

- yCWiIue, MOIbITKa
- TpeboBaHUE, 3asIBJICHUE

- 0Cs3aEMBblii, MaTepUAIbHBIN
- 3aTpaTsl

- YBCJIMNYHBATH

- CcTaaus 3penocTH (ToBapa)

- JIUKBUOUPOBATH CIIPOC

- OTKa3bIBaThCs, OCTABJIATh

- COXpPAaHSIOLIHUICS B MAMSATH

- 0c000e BHMMaHUE(3HaUEHNE)
- COpT, Ka4eCcTBO, MapKa

- oco3HaHwue (4-1),

OCBCAOMJICHHOCTD

- HC IpUHUMAaTb BO BHUMAaHHUEC

- paccMOTpeHue, O0CYKICHHE
- TIOJIXOJ
- TEKYLIUA

Exercise 2. Read and try to guess the meaning of the follow-

ing phrases.

subject of communication, consumer goods, particular
product, complex of consumer interests, market segmentation,
product differentiation, strategy of concentration, marketing ef-
fort, tangible product, advertising expenditures, manufactures
abandon the industry, profitable products, pioneering stage,
brand loyalty, current position, knowledge of the product.

Exercise 3. Read and translate text A.
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Text A
THE CONCEPT OF PRODUCT

Part 1. The definition of a product
Market segmentation and product differentiation

Product in marketing is a consumer good, an industrial
good, a service, or an idea. Products serve consumers and they
are advertised. They are subjects of communication between
consumers and producers. Insurance companies, banks, organi-
zations, and interest groups have images. A retail store is a
product too. Like goods, services, and ideas, a retail store has
an image in consumers’ minds. It serves consumers, it is adver-
tised, it communicates, it has an identity. Studies show that
consumers are at least as loyal to a store as they are to a partic-
ular product or brand. They choose a store for such reasons as
location, convenience, appearance, cleanliness, quality and va-
riety of goods, politeness of employees, availa- bility of desired
goods, price, and even atmosphere.

Another way of defining a product is to say that some-
one who buys a product actually buys three: the identifiable
product, the service and warranty that go with it, and the pur-
chaser’s expectations of product performance. Marketing
communicators need to be aware that they are addressing a
whole complex of consumer interests.

There are two methods of matching a product to con-
sumers’ expectations The first is market segmentation. Its
significance for the product can be seen in the two approaches
to market segments. In a strategy of concentration, the mar-
keting effort is directed toward a sizable subgroup of the popu-
lation, such as working mothers of young children. Products
are manufactured and marketed to meet their particular needs.
In a strategy of differentiation, two or more subgroups are
identified and selected. A marketing program is designed for
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each. Car manufacturers differentiate according to income lev-
el. They produce cars in several different price ranges. Cereal
boxes come in various sizes, to suit families at different stages
of the family life cycle. Shampoo is made for people with
“normal”, “dry”, and “oily” hair.

The second method of reaching target consumers is
product differentiation. Here, the marketing effort is directed
toward the total market, not just a segment of it. The difference
is in the product, not in the market. The success of this method
depends upon an appeal to consumers’ perceptions. Today’s
large supermarkets will have 25,000 different brands and prod-
ucts. A typical drugstore might have 40,000. Where competi-
tion is that intense, a number of products will be very similar,
except for brand. The consumer has no strong reason to prefer
one to another. Therefore, to compete, a product must be seen
as different in some way.

One method is to change the product visibly, so that it
is perceived as unique. The change may make no difference in
product performance. A simple change in color might be
enough. Another method is to make unique advertising
claims. These might support the physical change. When Joy
dishwashing liquid added the scent of lemons, it advertised
“new lemon-fresh Joy”.

However, a product difference means noting to con-
sumers unless they perceive it. They care about how it will af-
fect them, that it will make them look better, feel better, or live
longer. Advertisers must be sure that consumers not only un-
derstand a product difference but see it as a benefit. The differ-
ence need not be in the tangible product alone. Consumers’
perceptions of the company, the store, the brand, the price, the
package, and the advertising itself all influence their attitudes
toward a product. Changes to any of these also signal product
differentiation in their minds.
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Part 2. The product life cycle

An important use of product differentiation is to extend
the product life cycle. According to the life cycle theory, a
product goes through four stages: introduction, growth, maturi-
ty, and decline. Each stage has implications for marketing
communicators. Not only completely new products have an in-
troductory phase. A new process, such as freeze-dried coffee,
will also go through the four stages. So will an addition to a
line, such as an economy model of a major appliance, a new
flavor of ice cream, or a new form of dog biscuit. In the intro-
ductory stage, growth is slow, prices are high, and advertising
expenditures are high relative to sales - consumers must first be
made aware of the product before they can even consider trying
it for the first time.

During the growth period, sales rise quickly as some
customers buy the product for the first time, and others buy it
again. As potential competitors see the increase in profits, more
begin to enter the field. Market segmentation and product dif-
ferentiation come into use. Major improvements are made in
the product, and new forms of it appear. Merchandising activi-
ties increase. Advertising expense is still high in total volume,
but lower in relation to sales.

The maturity stage begins when most potential cus-
tomers have already tried the product. Weaker competitors dis-
appear; stronger ones survive. Growth slows, and prices and
profits decrease. Any growth in sales will come through gen-
eral population growth or at the expense of competitors. This
stage continues much longer than the earlier ones. Most prod-
ucts on the market at any one time are in the maturity stage.

A product enters the decline period when new prod-
ucts replace old ones, or changes in consumption patterns elim-
inate demand. Industry sales drop, and manufacturers abandon
the industry to look for more profitable products.
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If action is taken early enough in the maturity phase, it
is possible to extend the life of a product. One way of doing this
is product differentiation. Another method is line extension.
New products are added to an existing line to increase variety
and therefore sales. Line extension may involve market seg-
mentation, as when a bedding manufacturer adds bed linens for
children to its line. It may not involve segmentation, as when
adding a new flavor. Other ways of extending the life of a
product are to find new uses for old products and to add servic-
ing to the product. Product difference depends upon consum-
ers’ perceptions. The same is true of “new” products. Consum-
ers will perceive a product as new if changes are made in the
brand name, the package, or the price. The change must be per-
ceived by the senses; a change in advertising claim is empty
without a response in consumer perception.

The emphasis of advertising changes as a product goes
through its life cycle. Advertising has pioneering, competitive,
and retentive stages. In the pioneering stage, the product is in-
troduced as a solution to old problems. The purpose of pioneer-
ing advertising is to tell consumers that the product exists and
to make them eager to try it. In other words, it informs and cre-
ates brand awareness. In its competitive phase, advertising
emphasizes superiority to competitors’ products. The goal is
brand preference and the establishment of brand loyalty. It is
used during the growth and early maturity periods of the prod-
uct life cycle. As the maturity stage continues, retentive adver-
tising is most effective. By that time, consumers have accepted
and preferred the product. Adver- tising in this period is de-
signed chiefly to keep the brand in the public mind, to maintain
brand loyalty.

Part 3. Product analysis

Product analysis is like market analysis and consumer
analysis. It means finding out everything possible about the
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product. It is a matter of collecting and analyzing relevant data.
It involves studying the competition. To "know your product"
(and your competitor’s) is to know why people use it; how it is
different; where it fits in the product life cycle. Knowing the
product is knowing its uses and functions, quality, construction
or composition, distribution patterns, packaging, brand image,
and price. In product analysis, the overriding considerations are
how the product compares to its competition and how it is posi-
tioned in consumers’ minds.

A product has specific physical characteristics. Those
are its features. The advertiser’s job is to look for unique prod-
uct features.

But the uniqueness of a product feature is not enough,
however. Consumers must perceive it as unique. And they
must see it as a benefit. A major purpose of product analysis is
to discover and exploit product benefit. Directing the benefit
claim to consumers is the attempt to “position” the product.

Position has traditionally been defined as the product's
benefit claim. Its more modern definition centers on the con-
sumer: A product’s “position” is its place in consumers’ minds.
It is their perception of the product. This position is usually
achieved by advertising.

For a new product, correct positioning is a vital aspect
of product analysis and is basic to an advertising campaign. It
is no less vital and basic for an established product, but the ap-
proach is different. For an existing product, its current position
must first be analyzed. Then the campaign planner may decide
that the product has to be repositioned, for better sales. Adver-
tising campaign planners use the results of market analysis,
consumer analysis, and product analysis to develop a product
concept. It is their idea of the principal value of the product for
consumers, This is what they try to communicate. The product
concept is at the heart of all advertising and merchandising. It is
based on knowledge of the market, in- cluding the competition;
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understanding of the consumer; and knowledge of the product.

Exercise 4. Comprehension. Answer the following
questions.

1. What is the definition of a product?

2. How can a product best be matched to consumers’ ex-
pectations? What is market segmentation?

3. What is product differentiation?

4. What influences the consumers’ attitudes toward a
product?

5. What are the stages of a product life cycle?

6. Have only new products an introductory phase?

7. Are prices and advertising expenditures high or low in
the introductory stage?

8. What are the main features of the growth period?

9. When does the maturity stage begin?

10. When does the product enter the decline period?

11. What are the ways of extension of the life of a product?

12. When does a consumer perceive a product as new?

13. How does the emphasis of advertising change as a
product goes through its life cycle?

14. What is the essence of product analysis?

15. What is a product concept based on?

Exercise 5. Multiple choice questions. Choose the correct
variant.

1. In a strategy of concentration, the marketing effort is di-
rected toward a .... subgroup of the population.

a) sizable

b) definite

¢) small

2. In the pioneering stage, the product is introduced as a
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solution to old problems.

a) competitive

b) pioneering

c) retentive

3. The purpose of pioneering advertising is to tell ... that
the product exists and to make them eager to try it.

a) produces

b) consumers

c) retailers

4. Asthe ... stage continues, retentive advertising is most
effective.

a) decline

b) maturity

¢) introductory

5. If actions are taken early enough in the maturity phase,
it is possible to ... the life of a product.

a) reduce

b) eliminate

c) extend

Exercise 6. Match the words to make word combinations
from the text.

1. retail a competitors.
2. product b. awareness

3. line c. considerations
4. introductory d. claim

5. potential e. products

6. profitable f. value

7. brand g. store

8. overriding h. differentiation
9. Dbenefit 1. stage

10. principal j. extension
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Exercise 7. Match the terms and their definitions.

1. product
differentiation

2. product life
cycle

3. line extension

4. image

5. strategy of
concentration

6. strategy of
differentiation

7. retentive
advertising

8. brand loyalty

9. pioneering
advertising

10. product
concept

11. position

12. competitive
advertising

a.

b.

C.

g.
h.
1.

j.

k.

—

how consumers perceive a company, pro-
duct, or brand; the mental picture its name
evoke

an approach to market segmentation in
which the marketing effort is directed to-
ward one large population subgroup

an approach to market segmentation in
which two or more subgroups are iden-
tified and selected, and a marketing prog-
ram is designed for each

. a marketing strategy in which a product is

made to appear different from compete-
tive products, by a change in the product
or by advertising claim

. the four stages that a product typically

goes through: introductory growth, matu-
rity, and decline

. the addition of a new product to an exis-

ting set
advertising that introduces a product to
consumers
advertising that stresses the superiority
of one product over others in the category
advertising designed to keep the brand in
the public mind
consumers' knowledge that the brand
exists
consumers' choice of the brand over
other, similar ones

. consumers' well-established preference

for the brand, they continue to buy it
despite possible advantages of compe-
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ting brands
13. benefit claim m. a physical characteristic of a product.

14. product n. how an advertiser says that a product
feature helps a consumer

15. brand 0. the place of a product in consumers'
preference minds

16. brand p. the producer's idea of the product's con-
awareness sumers; the principal value for essential

message of an advertising campaign

Exercise 8. Fill in the blanks with appropriate words from
the text.

1. ... in marketing is a consumer good, an industrial
good, a service, or an idea.

2. Marketing communicators need to be aware that they
are addressing a whole complex of ... interests.

3. The first method of matching a product to consumers’
expectations is ... ....

4. The second method of reaching target consumers is ...

5. Advertisers must be sure that consumers not only un-
derstand a product difference but seeitasa ... .

6. Consumers’ perceptions of the company, the store, the
brand, the price, the package, and the advertising itself all in-
fluence their ... toward a product.

7. An important use of product differentiation is ... the
product life cycle.

8. According to the life cycle theory, a product goes
through four stages: introduction, ... , maturity and ...

9. During the ... ... , sales rise quickly as some customers
buy the product for the first time, and others buy it again.

10. A product enters the ... ... when new products re-
place old ones, or changes in consumption patterns eliminate
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demand.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.

1. Products serve consumers and they are advertised, they
are subjects of communication between consumers and pro-
ducers.

2. The way in which consumers perceive a product is its
image.

3. Someone who buys a product buys the identifiable
product, the service and warranty that go with it, and the pur-
chase’s expectations of product performance.

4. Two strategies of market segmentation are concentration
and differentiation.

5. A product difference means noting to consumers unless
they perceive it, they care about how it will affect them, that it
will make them look better, feel better, or live longer.

6. Two ways of reaching target consumers are market
segmentation and consumer differentiation.

7. Consumers must understand a product difference and
perceive it as a benefit.

8. In the introductory stage, growth is fast and prices are
low.

9. Most products on the market are in the decline stage.

10. One way to extend the life of a product is product dif-
ferentiation. Another way is line extension.

11. Advertising has pioneering, maturity and retentive
stages.

12. Pioneering advertising informs and creates brand
loyalty, retentive advertising is designed to maintain brand
awareness.

13. Product analysis includes studying the company's
product and the product of the competitors.
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14. Consumers' perception of a product is usually achieved
by the advertiser's idea of the principal value of the product
for consumers.

15. The product concept is at the heart of all advertising
and merchandising, it is based on knowledge of the market, in-
cluding the competition, understanding of the consumer and
knowledge of the product.

Exercise 10. Practise your vocabulary.

1. What is the definition of image?

2. What is a strategy of concentration?

3. What is a strategy of differentiation?

4. What is product differentiation? Describe two ways of
making a product appear different.

5. What are the four stages in the product life cycle?

6. Define line extension.

7. What is the function of pioneering advertising?

8. What does competitive advertising emphasize?

9. What is the purpose of retentive advertising?

10. Define brand awareness, brand preference and brand
loyalty. What are the differences among them?

11. What is a product feature?

12. What is a benefit claim?

13. What is the product concept?
Exercise 11. Discuss some points of the text.

1. Can a service and an idea be a product? Find examples
of advertising for both.

2. Can a retail store be a product? Do you use certain
stores regularly? Why?

3. What does a person buy along with an identifiable
product?

4. Why has product differentiation become important?
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What are some ways to accomplish it? Give examples of prod-
uct differentiation in your region.

5. Why isn't it enough for consumers to know about a
product difference? What are some ways of signaling product
difference to them?

6. How can product differentiation extend the product life
cycle?

7. What goes through an introductory stage besides a
completely new product? Talk about growth, prices, and adver-
tising expense in the introductory phase.

8. Tell about sales, profits, competition, market segmenta-
tion, product differentiation, merchandising, and advertising
expense during the growth period.

9. Discuss competition, growth, price, profit, and sales
changes during the maturity stage.

10. How can the decline period be recognized? How does
it affect an industry?

11. How can line extension increase the life of a product?

12. How can the product life cycle be extended besides
product differentiation and line extension?

13. Put these in the correct order and match each one with
the corresponding stage of the product life cycle: competitive
advertising, retentive advertising, and pioneering advertising.

14. Match brand loyalty, brand preference and brand
awareness with the three kinds of advertising. Name the things
an advertiser should know about a product.

15. What are the two major considerations in product
analysis?

16. Name five familiar products. Discuss their features
and their benefits as claimed in advertising.

17. Name five familiar brands. Read them to your group-
mates. Find out how each of them is positioned in your group-
mates’ minds.
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Exercise 12. Render the text in English.
OO0mas xapakTepucTuKa TOBapa

ToBap - 3TO CJIOKHOE IOHATHE, BKIIOYAIOLIEE COBO-
KYIIHOCTb MHOTHX CBOMCTB, IVIABHBIMU CpP€IH KOTOPBIX SIBIISA-
IOTCSl TIOTPEOUTENCKUE CBOMCTBA, T.€. CHOCOOHOCTH TOBapa
YIIOBJIETBOPATH MOTPEOHOCTH TOTO, KTO UM BIIa/IEET.

OO01enpuHATOE ONpENEIeHUE TOBApAa B MApPKETHHIE -
9TO MPOAYKT TpyZAa, MPOU3BEIEHHBIM I MPOJAKH C IIOMO-
IIbI0 KOTOPOIO MO>KHO YAOBJIETBOPUTH OINpPEACICHHYIO II0-
TpeOHOCTb.

[TorpeOuTenbckass IEHHOCTh TOBapa BBICTYMAET Kak
COBOKYITHOCTb CBOMCTB, CBS3aHHBIX HENOCPEICTBEHHO KAaK C
caMMM TOBapOM, TaK M COIYTCTBYIOIIMMH YyCIyramu. OTH
CBOMCTBA M ONPENEIAIOT HaMEpPEHHE MOKynaTels KyIUTb TO-
Bap M CTaTh IOCTOSHHBIM KJIMEHTOM JAHHOTO MPOU3BOAUTEIIS.
ITosToMy, 0ocoboe BHUMaHHE Ha KOHKYPEHTHOM PbIHKE MpHJa-
eTcs TaKMM KadecTBaM, Kak: IIBET, yNAaKOBKa, JAW3alH, Y100-
CTBO NOJb30BaHUSA, OOCIYKUBAHHs, PEMOHTA, COIPOBOKIA0-
mas JOKyMeHTauus (ONMCaHWe, MHCTPYKLUMHU IO SKCILIyaTa-
1IUHN).

OOBIYHO MPUHSATO ACTUTH TOBAp HA MOTPEOUTENBCKUE
(JIMYHOrO TOJIB30BaHMS) U MPOU3BOJICTBEHHOIO HAa3HAUEHMS.
Xapakrep MOTpeOJIeH!s] TOBAPOB KAXKIOH M3 3THX TPYII pas-
JIMYEH, TOKYNKa OINpelessieTcss pasHbIMH HNOTPEOHOCTAMH U
MoTuBamMH. Cpeau TOBapoOB JINYHOTO MOJIb30BAHUS MOKHO BbI-
JEJIATH TPU IPYIIIIbL:

TOBapbI JJIUTEIBHOIO MOJIb30BAHMSI, TOBapbl KPAaTKOCPOYHOTO
IIOJIB30BAHUS U YCIIYTH.

Iloxynka TOBapoB KpaTKOCPOYHOI'O IOJIb30BaHUS U
YCIIYT COIIPOBOXKIAETCSl YaCTBIMM KOHTaKTaMHU IOKYIaTelsl U
nponasia. Ilokymnarens, ya0BIETBOPEHHBIN Ka4eCTBOM TOBapa,
B JAJIbHEHIIIEM MPEANOYUTAECT MOKYNIaTh TOBAp TOM K€ TOPro-
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BOI MapKM («IpUBEPKEHHOCTh K MapKe») U CTAHOBUTCS IO-
CTOSIHHBIM KJIIMEHTOM €ro M3roToBuTels. I[IpuBepxKeHHOCTH K
MapKe BO3HHMKAET OBICTPO U TpeOyeT CPaBHUTEILHO HE3HAUH-
TEJIBHBIX YCWINHI JJIs €r0 HOAAEp/KaHMSL.

W3nenue ATUTENHHOTO MOJB30BaHUSA TpeOyeT OO0Ib-
IIUX YCWIMH KaKk B OpPraHM3allUU NpOAaxH, Tak U B (Qop-
MHUpPOBAHHUH y KJIMEHTa IpHUBEpKEHHOCTU K Mapke. Ilo oTHO-
IIEHUIO K TOBapaM IPOU3BOJCTBEHHOI'O HA3HAYEHMs IMOKYyIa-
TeJb 0COOEHHO IIEHUT HAAEKHOCTh MMOCTABIIMKA, O KOTOPOH
IIOHUMAETC YBEPEHHOCTh B TOM, YTO TOBap HaJJEKallero Ka-
yecTBa OyJIeT MOCTaBJIEH TOYHO B CPOK CO BCEl HEOOXOAMMO
JOKYMEHTAIMeH, U YTO peKjIaMe M YCTHBIM 3asBICHUSIM Ipel-
CTaBUTEJIEH MOCTABIIMKA MOXHO O€3yCIIOBHO /10BepATh. ToBa-
PBI HAJIE)KHOTO MOCTABIMKA ITOKYNAIOT HEPEJIKO M0 Ooee BbI-
COKHMM II€HaM, YE€M TOBapbl €ro KOHKYPEHTOB, U KJIMEHTHI HE
OTKa3bIBAIOTCS OT MOKYIKH JJa’Ke MPH MOBBILIEHNUH 1IEH.

7Ku3HeHHBbIH UK TOBapa

B skoHOMUKE SBIE€HHE NEPUOIUUYECKOro KoyeOaHUs
00BEMOB M TPOJIOJIKUTEIBHOCTH MPOU3BOJICTBA M COBITA TIPO-
IYKTa Ha3bIBAlOT SKOHOMHYECKUM LHUKIOM >KHU3HU MPOIYKTA.

MapkeTUHI B TIEpBYIO OuYepellb HHTEPECYET UK
JKW3HU TOBapa Ha pblHKE. JKM3HEHHBIN IIUKII TOBapa - 3TO Bpe-
Msl CYIIECTBOBAHHMsI TOBapa Ha pbiHKE. Da3bl KU3HEHHOTO ITHK-
Ja ToBapa JeniT OObIYHO Ha BHEIPEHHUE, POCT, 3pesIOCTh U
cra.

Ilens ¢a3pl BHeAPEHHS - CO31aTh PHIHOK 11 HOBOT'O
ToBapa. TemI pocTa MpoAak OOBIYHO OTHOCUTEIBHO HEBEIHK,
UX 00BbeM HE3HAUMTEJICH, TOPrOBIIS Halle yOBITOYHA, MapKe-
TUHTOBBIE PAacXoJlbl HEBEIMKHM, KOHKYPEHIUs Kak IIPaBUIIO
orpanndeHa. OHaKo, €CM CIPOC Ha JAHHYIO TPYIIY TOBapa
yCTOMUUB, TO (pa3a BBEICHHUSI MOKET NMPAKTHUUECKH OTCYTCTBO-
BaTh. ToBap nmu60 BoOOIIE HE peaTu3yercs, TM00 OH C MEePBBIX
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IIPOJaX cpa3y 3aMeIaeT TOBAP C BBICOKUM CIIPOCOM.

®da3za pocra - IpU3HAHUE TOBapa MOKYMATEISIMH U
OBICTpOE yBeNMUYeHHUE cripoca Ha Hero. OObeM IpoaaxK pacTerT,
a 3a HUM U MPUOBUIBHOCTb.

da3a 3PE€JOCTH — IOBBIIICHUEC CTCIICHU HACBIIICHHO-
CTU pBbIHKA, CHUKEHHE TEMIIOB pocTa npoaax. HoBblli ToBap
NepexXoauT B paspsald TpaJUIHUOHHBIX, JOCTUTACT MAKCUMYyMa
MPOJaX, CYIIECTBEHHO CHIKAIOTCS TEMIIbl pOCTa MPUOBLIH.
ToBap mpuoOpeTaercs MacCOBBIM MOTPEOUTENEM CO CPEAHUM
ypoBHEM 10x010B. [IpoaBkeHre ToBapa 3aTpynHAETCs, IpU-
oOpeTaeT OCTPOKOHKYPEHTHBIM XapakTep, YTO MPHBOIUT K
MpeKpalleHNe pocTa MPoJax P HEKOTOPOM poCTe MPUOBLIH.

®a3a cnaja - yCTOHYMBOE CHI)KEHHUE CIpoca, o0bema
npoaax u npuosun. [loTpeduTens TepseT HHTEPEC K TOBapy.
VY usrorosurens (MpojaaBlia) €CTh TPU BapHaHTa albTEPHATHB-
HBIX HaNpaBJICHUH JEATEIHPHOCTH Ha ATOM (ha3e: COKpaTUTh
MAapKCTHHI'OBBIC ITPOrpaMMBI; OXKUBUTL MPOAYKT, UBMCHHUB €I'0
MOJIOKEHNE Ha PBIHKE, YMaKOBKY; MPEKPATUTh BBILYCK MpO-
JYKLHH.

[Tepexon oT ogHOM (a3pl MHUKIA K APYTON MPOUCKOIUT
OGBI‘-IHO IINIaBHO U €CJIM BHUMATCIIbHO CJICAUTH 3a I[HHaMHKOﬁ
MpOoJaX U MPUOBLIM, TO MOXKHO MPOJUIUTh WJIM COKPAaTUTh Ty
WIN UHYIO a3y KU3HEHHOTO LIMKJIA TOBapa.

Exercise 13. Retell the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
PRODUCT’S TIME OF LIFE

Part 1. The concept of the product life-cycle
The concept of the product life-cycle is one that has
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become firmly set in marketing theory. Basically the concept
endows a product with an existence that is phased and de-
scribed in consciously anthropomorphic terms. The first phase
is “launch” or “introduction” , then “growth”, “maturity” and
finally “decline”.

It is clear that the life-cycle applies ultimately to all
products. However the speed with which the cycle happens
varies considerably. For a new style of high fashion dress, for
instance, launch may occur in the autumn, growth in the fol-
lowing winter and maturity in the spring. Decline has already
set in by the time the summer sales are happening. With other
products the life-cycle is certainly a lot slower. Brands of basic
supplies like tea, for instance, expect to enjoy a long maturity
of perhaps some thirty years or more.

It is also accepted that skilful re-launches and up-
grades can keep a product going much longer, each re-launch
leading to a life-cycle of its own. Constant upgrading is the se-
cret behind the contemporary success of such major brands as
Persil, Ariel, Heinz soups, Maxwell House coffee, Lux toilet
soap and so on. These are examples of the fundamental
strengths of the brand being maintained and rejuvenated while
the physical product is changed, in many cases totally. Even
so0, there seems to be something about a brand that ultimately
makes senescence unavoidable. Some brands simply cannot be
updated and relaunched any longer. Their time has passed.

If this theory simply made the observation that prod-
ucts that start out new finally become old-hat, then it would be
fairly banal. The importance of the theory for marketers
comes from the observation that different points on the life-
cycle curve have different characteristics, demand different
actions from management and finally have very different fi-
nancial implications.

Part 2. The launch and the growth phases
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Let us dissect the product life-cycle more closely.

The Launch Phase. A product in the launch phase
inevitably has low sales and high costs brought about by the
high pre-launch investments. It is usually producing negative
profits. The cash flow it demands is usually high and the over-
all risk is high. The brand will have a high promotional cost per
unit due to the low volume and heavy launch advertising. In
this phase, the skill demanded of the producer is skill in market
analysis and product development before the actual launch,
and, during the launch period, an understanding of positioning
and the development of advertising since the basic thrust of a
new product is set at this stage and cannot easily be altered
once its course is set. The marketing tasks in this phase are:

- defining the positioning;

- achieving wholesale distribution;

- achieving retail distribution;

- arousing consumer awareness;

- attracting consumer trial;

- converting consumers to the product;
- achieving buying continuity.

The Growth Phase. Sales start to expand but profits
are still low, although the brand may happily have paid out its
initial investment. The trick now is to get promotional costs per
unit down to an acceptable normal level and to improve cash
flow. Savings on packaging, keeping trade rebates under con-
trol, developing volume promotions, making small savings in
manufacturing costs - these are all activities that pay off signif-
icantly in this phase. It is worth noting that overall risk is usu-
ally minimal at this phase if the product is bounding ahead in
volume. It is much harder to go really wrong if the next sales
period almost automatically provides with a considerably
larger amount of money than the current one. The marketing
tasks in this period are:

- increasing the user base;

63



- expanding distribution;

- expanding shelf facings;

- increasing purchase frequency;
- exploring line extensions.

Part 3. The maturity, decline and rejuvenation phases

The Maturity Phase. Volume is high and profits are
consequently good, though there is a clear tendency for profits
per unit to slip. This is due to the inevitable incursion of gener-
ic brands, private labels and me-too products into what is now
a significant market. All these later arrivals build on the pio-
neer work done by others and justify their existence by a lower
price which inevitably lowers profitability throughout the mar-
ket. Promotional costs per unit should be at a level where the
contribution to company profitability is good. In this phase the
marketing tasks are:

- retaining current users;

- attracting new users;

- retaining distribution;

- optimizing product line and packaging;
- optimizing product costs.

Decline and Rejuvenation. It is at the point of ma-
turity rather than once decline has started that rejuvenation ef-
forts should begin. So, if everything is running right, the prod-
uct may come into a rejuvenation phase which hopefully
starts the brand off on a new growth and maturity curve. The
key to this is generally a major product improvement that either
leads to a new product replacing the old product or a vigorous
new line extension or flanker beside it. Such a rejuvenation
phase is a re-ran of the introductory phase but with the consid-
erable advantage that there is either a r brand with stable, prof-
itable sales and volume in the background, or a new product
that can expect to take over much of the volume of the product
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it replaces. Either way the problems of achieving distribution
and consumer awareness are often considerably eased by the
brand’s familiar background. The rejuvenation attempts will
usually eat up profit and lead to high promotional costs per
unit. The new product may well find it hard to achieve the
profitability that the product it replaces enjoyed and the need to
introduce new ideas to a wide consumer base will inevitably be
expensive. The marketing tasks in rejuvenation are:

- develop and qualify major product improvement;
reposition product via advertising;
achieve new distribution outlets;
achieve consumer trial and conviction;
attract new users and new uses.

However many rejuvenations the product goes
through, ultimately a decline phase will occur. For a product
that has been neglected it may well occur early simply because
the time for relevant rejuvenation has been missed. Once the
decline becomes evident - through falling total sales, distribu-
tion slipping, price premium slipping, consumer awareness
falling - it is generally too late to start reviving the product.
The only possibility is to give the product a nostalgic appeal or
to seek a totally new use.

During the decline phase however, good management
can generally produce good profits overall and per unit despite
falling volume. This is .achieved since manufacturing costs are
now generally well under control, the product usually has a
loyal consumer base that can be relied on to purchase with a
minimum of advertising or promotional encouragement, and
the trade accepts that the product will sell a certain volume and
is prepared to stock it at this level. There is little risk at this pe-
riod and a low promotional cost per case.

The marketing tasks in this phase are:

- retarding attrition in user base;

- attracting “bargain” buyers;
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- restricting product line;

- reducing product costs;

- retarding distribution losses;

- maximizing immediate profits.

It will be clear from the above that knowing the prod-
uct’s position in its vital part of understanding the product.
Whole product categories are also subject to a life-cycle that
runs in essentially the same form.

The first phase is the introduction of a sensationally
new product, often backed by patent protection. This is usually
high priced and has obvious strengths against the traditional
products it replaces. There is a period of frenzied activity in
which competitors struggle to emulate the new product and
bring their own version on to the market. In this period of rapid
growth, the leadership may well be held by the original pio-
neer; alternatively it may be yielded to one of the later com-
petitors who, taking longer to develop their product actually do
it better and come to market with a product that then unseats
the first in the market. In the maturity phase, the technical insu-
lation provided perhaps by patents or scarce ingredients or new
manufacturing techniques becomes generally available and
there is a flood of private label products and low-priced com-
petitors challenging the branded compe- tition for market
share. The decline period happens when the market goes in-
creasingly to the generic products and the brands either disap-
pear or lose their price premium so much that they in effect be-
come submerged in the generic market.

At any time in the market life-cycle a new and unusual
product, intelligently positioned and strongly promoted, can
start a new growth period. Naturally, developing such a prod-
uct should always be the first priority of a producer whose
product is in such a market.

Exercise 15. Dwell upon the concept of the product life-
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cycle.

Exercise 16. Dwell upon the marketing tasks in every phase
of the product life-cycle. You may support your own ideas
with the problem.

Exercise 17. Discuss in pairs the main features of launch
phase, the growth phase, the maturity phase, the decline
and rejuvenation phase of the product life cycle.

Exercise 18. Write a summary of text B making use of the
phrases “The text begins with (gives) the information on
...”%, “It covers such problems as ...”, “Mention is made of

..., “Details are given of ...”, “The text concludes with ...”
and so on.

UNIT 4. MARKETING PRICE, PACKAGE, BRAND.

Exercise 1. Study the active vocabulary list. Memorize the
words and expressions.

supply n - TMpeJUIOkKEHHUE; TOCTaBKa; 3amac
demand n - crpoc; NOTpeOHOCTh

to abandon v - OTKa3bIBATbC; OCTABJISTh
valid a - JICMCTBUTEIBHBIN; BECKUM
affluent a - Oorartslif; 6J1aronoIyYHbIH

surplus n W3JIAIIEK, H30BITOK
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to persuade v - yoexnarpb

to convey an idea - BBIpaXXaThb UJICIO

to embed in mind - BpE3aThCs B NIAMATh

inferior a - HHU3IIUH, XyAmun (1o
KAaueCTBY)

correlation n - COOTBETCTBHE

life span - NPOAOJKUTEIBHOCTD KU3HU

to discard the package - BBIOpachIBaTh yIaKOBKY

to stack v - MaKeTUPOBATh

to connote v
to redeem Vv
display rack

03HaYaTh

BBIKYIIATh, Ioramars J0JIT
CTEH]I TS BBICTaBKH
TOBapoOB

c1ab0 BBIpaXKaTh

to underplay v

Exercise 2. Read and try to guess the meaning of the follow-
ing phrases.

to abandon the product, no longer profitable, the increase
of price, valid classic view, affluent industrial society, con-
sumer-oriented production, monopolistic competition, to per-
suade consumers, to convey an idea to consumers, slow de-
mand, correlation between quality and price, significant aspect
of an advertising campaign, a very short life span, to stack the
package, to connote quality and elegance.

Exercise 3. Read and translate text A.

Text A
PRICE, PACKAGE AND BRAND NAME

Part 1. Price

The importance of price is in its relation to supply and
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demand as classic economic theory says. Price decreases, and
demand increases, as more people can buy the product. Supply
increases to meet the demand. But then, because of competi-
tion, profits also decrease. Some producers abandon the prod-
uct because it is no longer profitable. This reduces the supply
again; as a result, price increases. With the increase in price
comes an increase in profitability and therefore in production.
The cycle begins again.

But the classic view is no longer completely valid.
This is especially true in good economic times and in a more
affluent industrial society. In such a society, demand increases
for goods that were formerly luxuries. Levels of productivity
are high, so there is always a surplus of many products. Manu-
facturers have to generate demand in order to sell their goods.
In this situation, marketing must be oriented toward the con-
sumer, not the producer. Consumer-oriented production leads
to market segmentation and product differentiation. It has also
led to the development of the newer concepts of monopolistic
competition and symbolic pricing.

Monopolistic competition is a combination of “mo-
nopoly” and “competition.” In a monopoly, a single supplier
governs the total supply of a necessary product. In competition,
there are many suppliers, and all of their products are the same.
Probably neither condition exists in pure form. In monopolistic
competition, every producer has a monopoly. This is because
no two manufacturers’ products are exactly alike. Today’s
marketing communicators try to persuade consumers that their
own brands are unique. Each company tries to make it appear
that it has a monopoly. The appearance of monopoly or
uniqueness thus becomes a feature of that company’s product.

The function of symbolic pricing is to convey an idea
to consumers. The price becomes a symbol, rather than just a
reflection of supply and demand or of production costs. The
saying “You get what you pay for” is firmly embedded in con-
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sumers’ minds. A price that seems too low can actually slow
demand, because it may indicate an inferior product to the
mind of the consumer. A price that seems high can increase
demand because it suggests quality and desirability. Many
people buy expensive brands to make themselves feel im-
portant and to impress others. In reality, studies show that there
is little if any correlation between quality and price. Yet con-
sumers believe that there is; and in a marketing society, they
rule. Symbolic pricing is also effective for products whose
quality cannot easily be judged by consumers. Potential buyers
are heavily influenced by price and brand name reputation.

Part 2. Package

The styling or design of the product receives a great
deal of attention, from both producer and consumer. Equal at-
tention should be paid to the design, as well as the function, of
packages that contain goods. The original purpose of packag-
ing was simply to store and protect the contents. For
some products, such as washers and dryers, furniture, clothing,
and cars, the product itself is the package. But for many con-
sumer goods, the package has now become as important as the
product. The package may be the primary available advertising
tool. It will probably have a very short life span. In time most
packages will be discarded. Meanwhile they are perhaps the
cheapest, most visible, most efficient, and most effective form
of marketing communication.

In creating a package, three groups of requirements
are to be considered: those of the product, the distributor, and
the consumer. The product requires protection from handling
and spoilage. Distributors prefer packages that are easy to stack
and equally attractive from more than one side. For consumers,
the major requirement is convenience. The basic demand is for
a package that is easy to open. In recent years, convenience has
taken a wide variety of expanded forms. As more people de-
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mand food convenience, they also demand packaging conven-
ience.

Functional considerations are very important for good
packaging. A package must inform. It should describe the con-
tents and give any necessary instructions or warnings about
their use. The package is an advertising and merchandising tool
as well. Some supermarket shelves display many different
brands of one and the same good so in that environment the
package may make the sale. The package of a product is a con-
stant reminder of the brand name and product attributes.

The package supports the brand image and the product
concept through its design or appearance. The package materi-
al, shape, and size also carry messages. Expensive perfumes,
electric razors, and jewelry frequently come in special packag-
es that connote quality and elegance. Others, such as soft plas-
tic shampoo bottles, say “safety and convenience” in the show-
er. “Giant economy” or “family” size boxes of laundry deter-
gent appeal to consumers in the full nest stage of the family life
cycle.

Special merchandising offers appear on many packag-
es. Many products have coupons that can be redeemed for mer-
chandise. Some packages give recipes using the product and
make cookbook offers. Many products come in decorator packs
and decorator colors e.g. facial tissues, liquid soaps in their
own dispensers, and toilet articles. “Avon” products are out-
standing in this respect as their containers are so unusual and
desirable that many people buy the products because of their
packaging.

So all these increase the benefit of the product in con-
sumers’ minds. The package serves its basic function of pro-
tecting and storing the contents. It meets the requirements of
distributors. The packaging itself helps consumers to remember
the product. The package should communicate the product
concept simply, clearly and in a completely original way.
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Part 3. Brand name

Marketing communicator's most important decisions
are the choice of a brand name. An appropriate, attention-
getting memorable brand name effectively communicates the
product concept and remains in consumers' minds. Standard
Oil Company of New Jersey spent one hundred million dollars
to find a corporate name. They wanted one with no meaning,
so that they could build into the name their own meaning and
image. The winner was Exxon, one of the most successful
brand names.

So a brand can be defined as a name, sign, symbol,
design, term, or combination of those. It identifies one compa-
ny’s products and distinguishes them from a competitor’s. A
brand name is the part of the brand that can be spoken. A
brand mark is the part of the brand that can be recognized but
not spoken. The style of lettering on a Coca-Cola bottle is fa-
miliar throughout the world. That is the brand mark. The words
“Coca-Cola” are the brand name. A trade name is the name
under which a company operates: Procter and Gamble, Xerox.
In the United States a trademark is protected by law. It gives
the seller sole rights to use a brand name or a brand mark. Both
"Coca-Cola" and "Coke" are trademarks.

Some companies use the company name with identifi-
cation of the product. This strategy is used by well-established
companies. The company name gives prestige and value to the
individual products, which are of a similar type. Other manu-
facturers use the company name with a brand name e.g. Polaroid
One-Step. The brand names indicate product differentiation;
the company name ties them together. A third strategy is com-
monly employed by large corporations with several diverse
product lines. They use a brand name with product identifica-
tion. Thus Procter and Gamble (trade name) has its Duncan
Hines (brand name) cake mixes in various flavors, such as
German chocolate (product identification). These three are
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brand-extension strategies. An existing name extends to cov-
er new products. Brand extension works best if the company
has established an excellent reputation, and if the old and new
product concepts are similar. A fourth strategy is to use brand
name only. Procter and Gamble, for instance, is a highly re-
spected company that underplays its size and diversity. It mar-
kets each laundry detergent as a separate entity e.g. Tide.
In general a brand name should:

be original and distinctive
not imitate an existing name
be easy to understand, spell, recognize, pronounce, and

write
support product features and benefits

- be adaptable to advertisements of different sizes, to packag-
ing and to other products in a line

- avoid unpleasant or offensive connotations.

Selecting a name for its pleasing connotations is a
common technique. Dove soap conveys the idea of something
pure, white, soft, and gentle - attributes consumers look for in
soap. A name may convey prestige. Some names state the ac-
tual product benefit. Another strategy is to choose a word that
sounds forceful, then apply that meaning to the product.
Choosing an appropriate brand name is not easy, but the results
for the right name are worth the effort. The name carries a mes-
sage everywhere it goes. The stronger the message, the clearer
the communication.

Thus marketing price, package, and brand name are all
subjects of research and all help to communicate the product
concept.

Exercise 4. Comprehension. Answer the following ques-
tions.

1. What does classic economic theory say about the im-
portance of price?
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Why do some producers abandon the product?
What must produces do in order to sell their products?
What is a monopolistic competition?
What is the function of a symbolic pricing?
Why can a low price slow demand? Why can a high
price increase demand?

7. What was the original purpose of a package? What are
some of its other purposes today?

8. How can a package be a promotional tool? How can it
be a form of marketing communication?

9. What are the three groups of requirements in creating a
package? What are the major requirements of each group?

10. What can a package do besides satisfaction of
functional requirements?

11. Why is the choice of a brand name so important for a
marketing communicator?

12. What is a brand?

13. What does a brand identify?

14. What does a brand name indicate?

15. What are the three brand — extension strategies?

AN

Exercise 5. Multiple choice questions. Choose the correct
variant.

1. Manufacturers have to ... demand in order to sell their
goods.
a) decrease
b) eliminate
c) generate
2. ... production leads to market segmentation and prod-
uct differentiation.
a) Seller-oriented
b) Consumer-oriented
¢) Manufacturer-oriented
3. The ... becomes a symbol, rather than just a reflection
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of supply and demand or of production costs.
a) price
b) package
¢) brand name
4. Distributors prefer packages that are ... to stack and
equally attractive from more than one side.
a) difficult
b) impossible
c) easy
5. The package is a constant reminder of the brand name
and of product attributes.
a) price
b) attributes
c¢) disadvantages
Exercise 6. Match the words to make word combinations
from the text.

1. consumer-oriented a. protection
2. monopolistic b name.

3. symbolic Cc. convenience
4. single d. product

5. inferior €. span

6. life f. supplier

7. to require g. production
8. packaging h. pricing

9. product 1. attitudes
10. brand J. competition

Exercise 7. Match the terms and their definitions.

1. monopoly. a. the quantity of a product available to
consumers at a particular time

2. symbolic pricing b. the quantity of a product desired by con-
sumers at a particular time
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3. monopolistic
competition
4. supply

5. package

6. surplus

7. demand

8. competition

9. brand

C.

d.

the quantity available above that desi-
red by consumers

an economic situation in which one sup-
plier controls the total supply of a nec-
essary product

. an economic situation in which there are

many suppliers, of the same product

f. asituation in which each competing

producer has a "monopoly" because no
two products are identical

g. a price fixed to convey a particular

idea about a product to consumers and
not according to supply and demand or
production costs

h. the product itself, asin the case of

major appliances and automobiles or
container of most consumer goods

i. theuse of typography, color, photo-

graphs or illustrations on a package

10. brand-extension j. characteristics of the product strategy

strategy
11. design

12. product
attributes

both features and benefits

k. a name, sign, symbol, design, term or

combination of these that differentia-
tes one company's products from ano-
ther's; one manufacturer's product
distinguished from others in the cate-
gory

. a technique by which the names of
new products include the names of es-
tablished ones

Exercise 8. Fill in the blanks with appropriate words from

the text.
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1. The importance of ... is in its relation to supply and
demand as classic economic theory says.

2. Some producers ... the product because it is no longer
profitable, this reduces the supply again and as a result, the

price

3. With the increase in price comes an ... in profitability
and therefore in production.

4. The price becomes a ... rather than just a reflection of

supply and demand or of production costs.

5. A price that seems too low can actually ... demand, be-
cause it may indicate an inferior product to the mind of the
consumer.

6. A price that seems ... can increase demand because it
suggests quality and desirability.

7. The styling or design of the product ... a great deal of
attention, from both producer and consumer.

8. Equal attention should be paid to the design as well as
the function of ... that contain goods.

9. The original purpose of packaging was simply to ...
and protect the contents.

10. In creating a package, three groups of requirements are
to be considered: those of the product, the ... and the con-
sumer.

11. Distributors prefer packages that are ... to stack and
equally attractive from more than one side.

12. Marketing communicator's most important decisions
are the choice of a ... name.

13. An appropriate, attention-getting memorable brand
name effectively communicates the ... concept and remains in
consumers' minds.

14. The company name gives prestige and value to the in-
dividual products, which are ofa ... type.

15. Brand extension works best if the company has estab-
lished an excellent ... and if the old and new product concepts
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are similar.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.

1. Today’s marketing communicators don’t try to persuade
consumers that their own brands are unique.

2. Price decreases, and demand increases, as more people
can not buy the products thus supply increases to meet the de-
mand.

3. In unfavorable economic times and in poor industrial
societies, there is always a surplus of many products.

4. In monopolistic competition, every producer has a mo-
nopoly.

5. Studies show a definite correlation between price and
quality.

6. The only purpose of a package is to store and protect its
contents.

7. The major packaging requirement for consumers is con-
venience.

8. Convenience is a functional consideration for good
packaging.

9. Package material, shape and size help to communicate
the product concept.

10. Packaging can be a means of advertising and merchan-
dising.

11. Using a company name with a brand name is a brand-
extension strategy.

12. Choosing an appropriate brand name is very easy and
the results for the right name are worth the effort.

Exercise 10. Practise your vocabulary.

1. What is the definition of supply?
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2. What is the definition of demand?
3. What is a surplus?
4. Define a term monopoly.
5. Define a term competition.
6. How does monopolistic competition receive its name?
7. What is the purpose of symbolic pricing?
8. Give two definitions of a package.
9. Name three elements of package design.

10. Name two categories of product attributes.

11. What is the definition of a brand and what is its func-
tion?

12. Define a term brand name. Distinguish between a
brand name and a brand mark.

13. What is a trade name?

14. What is the definition of a trademark and how is it pro-
tected?

15. What is a brand-extension strategy?

Exercise 11. Discuss some points of the text.

1. Dwell upon the theory of supply and demand.

2. In what situations are the principles of supply and de-
mand less valid? Why?

3. Manufacturers may have to generate demand. What
causes this situation? What has it led to?

4. Explain the term "monopolistic competition." What ef-
fect does it have on prices?

5. Find advertising that emphasizes product uniqueness
(monopoly).

6. Give examples of the product itself as the package.

7. Give examples of convenience packaging.

8. Choose a package that you think has an effective de-
sign. Explain the reasons for your choice.

9. Choose additional packages and discuss how the mate-
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rial, shape, and size carry messages.

10. Find and discuss examples of merchandising on pack-
ages.

11. Give examples of both good and bad packaging.

12. Explain brand, brand name, and brand mark. Give ex-
amples of each.

13. Give examples of some prominent trade names in
Russia. Do you have trademarks? Are they protected by law?
How is this demonstrated?

14. Give examples of these naming strategies for your
country:

a. company name plus product identification
b. company name plus brand name

c. brand name plus product identification

d. brand name only

15. What are the characteristics of an effective brand
name, according to the text? Are they the same in Russia? If
not, how do they differ?

16. Add brand names known to you to these examples:

a. appropriate connotations: Dove, ...

b. prestige: Pall Mall, ...

c. product benefit: Hamburger Helper, ...

d. forceful word: Shout, ...

Exercise 12. Render the text in English.
Yacrs 1. ToBapHBIii 3HAK U €r0 CYLIIHOCTH

ToBapubplii 3HaK ( Mapka) - 3apeTHUCTPUPOBAHHOE B
YCTaHOBJICHHOM TIOpPSIIKE 00O3HAa4YeHUE, MPUCBOCHHOE TOBApY
IJig €ro OTIIM4YHA OT APYTUX U yKazaHHd Ha HPOU3BOIUTCIIA
(npenmpusitue, ¢dupMy) maHHoro toapa. OH TIpPEeACTABISIET
co00if pUCYHOK (CHMBOJI, 3HAK), OMpPEIEICHHOE COYCTaHHE
OykB, unceln. [loHUMaeMblii Kak CPEICTBO WHAMBHYaTH3AINA
MIPOM3BOIUTEINST TOBAPHBIA 3HAK PACCMATPUBAETCS KaK TOPTO-
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Basi Mapka WM (UPMEHHBIN 3HaK. TOBapHBIN 3HAK PETUCTPH-
pYyeTcs B TOCYJapCTBEHHBIX YUPEKACHUAX M MOJIb3YeTCd IIpa-
BOBOM 3amuTo. TakoM 3HAaK 3alMINAET UCKIIOYUTEIIBHbIC
IIpaBa U3rOTOBUTEIA - IPOJIaBLIa HA MOJIb30BAaHUE MAPKON MU
smOeMoii. ToBapHBIA 3HAK B COYETAHUU C KOMMEPUYECKOH pe-
KJIaMOM TIPEACTABIISIET COOO0M BaXKHOE CPEJICTBO KOHKYPEHITHH.

OcHoBHbIE ()yHKIIMH TOBAPHOT'O 3HAaKa — CBUJETEIb-
CTBOBAaTh O BBICOKOM KaueCTBE IPOJAaBAEMOI0 TOBapa, BBI3bI-
BaTh JOBEpHE NOKymHaress Oyiaromapsi Xopouled pemyTaiuu
BJIaJIETIb1IA TOBAPHOTO 3HAKA, OCYILECTBIISIONIETO KOHTPOJIb 3a
Ka4eCcTBOM ToBapa. ToBapHBIN 3HAK SBIIAETCS TOM OCHOBOM, Ha
KOTOPYIO OIMPAETCs pPEeKJIaMa, HO OJHOBPEMEHHO, IS PACIIo-
3HAaBaHMsI U XOPOLLIETro 3allOMMHAHUS OH CaM HYKIAeTcs B pe-
KJIaMe.

CrpemiieHHe 3aperucTpupoBaTh TOBAPHBIN 3HAK 00Y-
CIIOBJICHO M YHCTO DKOHOMHUYECKMMH [OBOJAMHU: MapOYHBIC
(¢upmenHbIe) TOBapbl OOBIYHO IIeHATCS Ha 15 % BbIIIe, yeM He
MapouHble. Perucrtpamnus TOBapHBIX 3HAKOB HeoOXoauMma He
TOJNBKO JJIs1 OOpBOBI C KOHKYPEHTaMH, peKJaMbl TOBAapOB M
O3HAKOMJICHUSI C HHMH IOKYNATEIECH, HO U Ul BO3MOXKHOCTH
IIPOJIAKU JIMLEH3UM Ha TOBapHbIE 3HaKU. B cuily yka3aHHOTO,
TOBAapHBIN 3HAaK MMeeT OOJIbIIOE SKOHOMUYECKOE 3HAYCHHE U
CTaHOBHTCS [IEHHBIM OOBEKTOM COOCTBEHHOCTH.

Uto kacaercs moKymnaressi, TO TOBApHbINA 3HAK JJIA He-
rO - 3TO M ABIKYIIUI MOTUB MOKYIIKH U CBO€OOpa3Hasi rapaH-
THS Ka4eCTBa.

CymecTByIOT YeThIpe TUIa 0003HAaUYEHUs 3HaKa (Map-
KH): (UpPMEHHOE MM - CJIIOBO, OyKBa WJIM TPyIMIa CJIOB, OYKB,
KOTOPBIE MOTYT OBITh MPOU3HECEHBI; (PUPMEHHBIN 3HAK - CHM-
BOJI, PUCYHOK WJIM OTJIMYMUTEIbHBIN LBET WM OOO3HAUCHHME;
TOProOBBI 00pa3 — MepcCOHU(HUIMPOBAHHAS TOProBas MapKa;
TOPTOBBIN 3HAK - GUPMEHHOE WM, (PUPMEHHBIN 3HAK, TOPTO-
BbIi 00pa3 WM COYETaHUS WX, 3aAIIMIICHHbIE IOPUIAUYECKH.
[Ipy ucnonp30BaHUM 3apETUCTPUPOBAHHBIA TOBAPHBINA 3HAK
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compoBoskaaercst OykBoii R B kpyre - ®.

ToBapHBIli 3HaK SBISICTCS COCTAaBHOW YacThio (up-
MEHHOro CTuisi. @UPMEHHbIH CTHJIb — 3TO COBOKYIIHOCTb
npueMoB (TpadudecKux, I[BETOBBIX, IJIACTUYECKUX, S3bIKOBBIX
U 1p.), KOTOphle, obecreunBasi ONpeeIeHHOe eINHCTBO BCel
MPOAYKIMH MPOU3BOAUTENSA-IPOJIaBLia, BOCIPUHUMAEMOE BO
BHEIIIHEH cpezie (He TOJNBKO NOTEHIIMAIbHBIMH MTOKYATENsIMH ),
OJTHOBPEMEHHO IPOTHUBOIMOCTABISAIOT MPOUZBOJUTENS M €ro
MPOAYKIMIO KOHKYPEHTaM U UX TOBAPaM.

CocTaBHBIMU D3JIEMEHTAMH CHCTEMBI (UPMEHHOTO
CTUJISl SABIISIIOTCS: TOBApHBIA 3HAK; JIOTOTUII - CIEIHAIBHO
pa3paboTaHHOe, OPUTHHAIBHOE HauepTaHHE MOJIHOTO WIIU CO-
KpallleHHOTO HAaMMEHOBaHHUsI (PMPMBI UJIM TPYIIIIBI €€ TOBAPOB;
(bupMeHHBIN 00K - 00bETUHEHHBIC B KOMITIO3HUITUIO 3HAK U JIO-
TOTHII, & TAK)KE Pa3HOT0 poja MOSCHAIOIINE HaAIUCH (CTpaHa,
MOYTOBBIN azpec, TenedoH u Tenekc); GUPMEHHBIN 1BET (coue-
TaHHE LBETOB); (GUPMEHHBII KOMIUIEKT MIPU(PTOB U (HUpPMEH-
HbI€ KOHCTaHTHI ((popMaT, CUCTEMa BEPCTKH TEKCTa U HWILIIO-
CTparuii).

B wu3BecTtHON cTemeHuW (UPMEHHBIH CTHIB - 3TO
OTpa)KeHHE cBoeoOpasusi paboThl GUPMBI, €e TOBAPHOH, TeX-
HUYECKOH, TOProBOM MOJUTHUKH, MIOPOH J1a’ke BHYTPEHHEHN Op-
raHuzauuu. Mspenust GUPMEHHOTO CTWIISI TIOMOTAroT (GupMe
3aBOEBaTh MOMYJISPHOCTh, 4, 3HAUWUT, U CTUMYJIHPOBATH €€
COBIT.

Yacrs 2. YnakoBka 1 MAapKHPOBKA TOBapa

[losiBuBIIAsiCSA B AAJIEKOM JIPEBHOCTH YIIAKOBKA HBIHE
IIPEBPATUIIACH B OHO U3 JIEHCTBEHHBIX CPEIICTB MAPKETUHIA, B
OJIMH U3 3JIEMEHTOB TOBAaPHOU MOJIUTUKHU. XOPOLIO CIPOEKTH-
pOBaHHAasT M Ka4yeCTBEHHO W3rOTOBJICHHAs YIAKOBKA CO3/1a-
eT 7151 HOoTpeOuTeNeil JOMOIHUTENbHBIE Y100CTBa, a Ui U3T0-
TOBUTEJICH -  JOIOJHMUTEIbHBIE CPEICTBA CTHUMYJIMPOBAHUS
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cObITa TOBapa.

Ha mnepBbiii B3rJIsa, ynakoBKa ToBapa HMEET BeCbMa
y3KO€ Ha3Ha4y€HHE — IPEJOXPaHUTh TOBapbl OT MOPYU U IIO-
BpeXACHUN. DTO OMMOOYHOE MPEACTABICHUE O POJU YITaKOB-
K{, OTHMpAIOIIeecss Ha TMPAaKTHKY B YCIOBUAX  JI€UIMTHOTO
ppiHKAa. B ycnoBusIX pa3sBUTOrO phIHKAa pPOJIb YIAKOBKH
MHOTOIIaHOBA.

OcCHOBHOE Ha3HAYEHHUE YIIAKOBKU COCTOUT B CIEIYIO-
IeM:

- IPelOoXpaHATh TOBAPHI OT IOPUYM U MOBPEXKICHUI;

- o0ecrneuuTh co3JaHNe PallMOHAIBHBIX eIUHUI] Tpy3a AJIs

TPaHCIIOPTHUPOBKU TOBApOB;

- obecrieunTh (POpMHPOBAHUE PALIMOHATIBLHBIX €IUHUILL JIJIS

CKJIaIUPOBAHMSI;
- o0ecreuuTh COo3/IaHue ONTUMAIBHBIX (10 BeCy U 00beMy)

€AMHMUIIL JUIs IPOJIaXKH TOBapa;

- OBITh Ba)KHBIM HOCHUTEJIEM PEKJIaMBbl.

OnHa W3 BaXHEHIIUX (QYHKIUNH YIAaKOBKH - 3TO
IIPEeIOXpaHEHNE TOBapa OT MOBPEXKIECHUH, OCKOJIbKY M3TOTO-
BUTEJIb TOJIYYUT MOJIHYIO IIPOJAXKHYIO LIEHY TOJIBKO TOTAa, KO-
r1a B PYKH TMOKYINaTells TOBAap IOCTYMHT B O€3ylpeyHOM H
HEnoBpeXAeHHOM BHe. Ha BbIOOp ynakoBKHM U yHaKOBOYHOTO
MaTepuajga BIUSAIOT: YyBCTBUTEJIBHOCTb YIAKOBAaHHOIO IIPO-
JyKTa; BUAbl BO3MOXHBIX MOBPEXKJICHUNA BO BPEMsI TPAHCIIOP-
TUPOBKHU U CKJIAAUPOBAHUS; IEHCTBYIOIINE 3aKOHBI IO TPAaHC-
MMOPTUPOBKE M CKJIAJIUPOBAHUIO KOHKPETHOTO TOBApA.

ToBapel CKIaAUPYIOTCSI HE TOJIBKO y IPOU3BOIUTENS,
ONTOBUKOB M B MarasmHax pO3HUYHOM TOPrOBIM, HO U Y
HKCHEIUTOPOB B TOPTax W y camux mnotpedureneid. [lo-
TOMY Iepea TeM KaK BbIOpaTh MNpPHUEMIIEMOE CPEICTBO
YIIAKOBKH PEKOMEHIYETCsI M3yYHTh BCE€ OOCTOSATENLCTBA, UMe-
IOIIAE HEMOCPEACTBEHHOE OTHOILIEHHWE K XPAaHEHUIO TOBAPOB,
9TOOBI C/IENIaTh YITAKOBAHHBIE TOBAPHI ONTUMAIBHO yIOOHBIMHU
JUISL  CKJIAINPOBAHUS.
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[To ToBapam mMPOKOro MOTpeONIEHUs, OCOOCHHO IO
(bUpPMEHHBIM U3JENUsAM, YIAaKOBKa BBIITOJHACT TaKkkKe (QYyHKIIUU
pexiaMbl. YIIakoBKa JOJDKHA: 00J1a1aTh YepTaMH, 3aMETHO OT-
JUYAOIIMMHA JTaHHBIM TOBAap OT TOBAPOB - KOHKYPEHTOB; I10O-
MOraTh MOKYNAaTeIsiM B IIOUCKE TOBAPA U OTOXKAECTBISATh €TI0 C
IIPOU3BOUTENIEM; NIPUAABATE TOBApy OINPEACICHHBIA HMUJK;
COOTBETCTBOBATH YPOBHIO LIEHBI TOBapa.

[Toxymarenu BUIAT B TOBApE MPEXKAE BCETO YIAKOBKY.
ITopToMy OHa sBIs€TCA HE TOJIBKO «BU3UTHOM KapTOUYKOW
IIPOU3BOJIUTEIN WX MPOJABLA, HO U BaXXHBIM HMHCTPYMEHTOM
peKJIaMBbl, CPEeICTBOM (HOPMUPOBAHMS CIIPOCA U €ro CTHMYJIU-
pOBaHMsL.

Exercise 13. Retell the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
BRANDS AND PRICES
Part 1. Understanding a brand

Making the fullest use of a brand is a matter of under-
standing the brand. This, in its turn, is largely a matter of look-
ing at things through the consumers’ eyes. Consumers make
brands. The real strengths of a brand really only exist in the
consumer's head. Certainly it is true that companies with long
experience of particular markets learn how those markets react.
They learn what characteristics the consumers value in particu-
lar product categories, they learn how to make the products,
how to package them, how to sell them, what strengths they
must have, what weaknesses they can afford. However, com-
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panies are only just beginning to learn what the brands they
own actually mean.

Brands are the names of products used by consumers
in their choice of a product. Strong brand names are brands that
are well-known, that are associated with particular types of
products and with particular characteristics in their field. There
are many types of brand names.

Some are company names. Examples are McDonalds,
Hoover, British Airways and Ford. The names of the main
General Motors car lines - Chevrolet, Buick, Cadillac, Vaux-
hall, Opel and so on - are much more real to the motorist as
manufacturing entities.

The sort of attributes that such a company brand can
have are many. Schweppes, originally a company name, means
soft drinks, but specifically comparatively upmarket, adult soft
drinks also used as mixers. Lotus is a company name that
means motor racing and race-bred cars (even though it too now
belongs to General Motors that has no such image and deliber-
ately eschews any public identification with a sport that fre-
quently costs lives).

Some very strong company brand names exist in the
retail sector ( Sainsbury’s, Habitat).

Then there are range names. These cover a compara-
tively large group of to a certain extent disparate products but
they have a more limited meaning than the company names.
Ghia is a one-time independent coach-builder whose name
Ford used to identify the luxuriously fitted out top-of-the-line
models of each car in its range. Ghia is clearly less than Ford,
but a meaningful grouping within Ford.

Often such range names started out as single products
and then slowly added flankers and line extensions till they be-
came a whole group of products. Others were planned as rang-
es simply because their product categories demanded that a se-
lection be available.
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There are brand names that mean single products.
These are legion since this has been the royal road of branding
for many years - Ariel, Ribena, Head & Shoulders, Dulux.
There are a lot of good brands around and the space for new
ones in the consumer's head is perhaps reaching its limit. It is
significant that the really new brand names are tending to occur
in totally new categories - in computers, in specialist retailing
areas and so on. Also, companies are realizing that the brands
they currently own have a goodwill and a complex of meanings
that can very well be applied to a new product and give that
new product an identity which is both stronger and clearer.

The cost (in both financial and effort terms) of estab-
lishing new brands has increased greatly. There was a flood of
new brands during the period when TV advertising was com-
paratively cheap and readily available, and before the retail
chains had developed such purchasing power that they were
able to reduce their stocks to the brand leader, one challenger
and their own private label product.

The consequence of all this is that successful new
products today are often line extensions of one kind or another.
Ariel Liquid is the leading liquid detergent in most countries,
beating P &G’s own dedicated liquid detergent, Vizir.

Finally the strengths and attributes of the brand must
be completely congruent. If you have a brand which fits in eve-
rything but its price - if it is seen as cheap whereas the new cat-
egory is seen as expensive - then it will still not function. A
very good example of exactly this problem was the introduc-
tion of an upmarket, large size version of Woodbines some
years ago. The brand had tremendous awareness and mascu-
linity but it was just too downmarket to succeed in the snobby
premium cigarette field.

There is another confusing fact: some brands stretch
further than others. The brand name Ariel has been universally
successful stretching to a liquid detergent. Funnily enough the
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equally strong brand name, Persil has been less successful.
This is not just a question of one company being smarter than
another since Persil is owned by Unilever in some countries
and by Henkel in others. Perhaps it is tied to the low-
temperature heritage of Ariel, perhaps it is due to Ariel being a
brand which housewives experience as less personal than Per-
sil, in which they are less involved, perhaps it is due to the old
fashioned, reassuring nature of the Persil brand name which
does not commend itself to a new, modern liquid product and
whose users are less likely to take such products.

Generally speaking, the more personal involvement
there is with a brand name the less it can be stretched to in-
clude other products.

A brand name can sometimes make a giant leap and
still survive it. Some conspicuous consumption brands - Guin-
ness, Camel, Marlboro - have gone into clothing and other per-
sonal items, mainly to give their brands greater currency in a
time when various advertising media are closed to them. The
name Porsche has been applied to watches with total success.
Such extreme product steps are usually better dealt with by li-
censing than by attempting to run the new business within the
company since they will usually require different trade chan-
nels, different manufacturing skills and so on but they can be
distinctly interesting options for a company that owns strong
brands but whose fundamental business is locked in an irre-
versible decline.

Part 2. How to use pricing as a marketing tool

The importance of pricing in marketing is generally
appreciated, but few people understand the subtlety with which
it can be employed. The reason for this is very simple. The
freedom of movement in pricing is generally fairly limited.
The lower level is provided by the manufacturing, distribution
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and overhead costs the product incurs.

An upper level is provided by the general price level in
the market. Even if a producer (seller) has a distinctively dif-
ferent product, he cannot ignore the market norm and hope to
get away with it.

What room for his inventiveness can a creative produc-
er (seller) find with these two obvious limits?

The first step is to realize that even the simplest prod-
uct has not one price but a range of prices. There is the price he
charges to the trade - and that, as is well known, is a negotiated
price depending, in most markets, on the volume bought and
buying clout of the trade group. There is the price at which he
expects the trade to sell to the public, and that too is very vari-
able and largely outside his control.

Between both prices there are intermediate levels in the
wholesale trade, though increasingly in the grocery field, the
supermarket chains are selling cheaper than many wholesalers.

All these prices exist for a product which is available
in only one quality and one size. If the producer has different
sizes and differing product versions then further pricing com-
plexities await him.

These can best be kept under control by asking the fol-
lowing questions:
- Is trade or consumer price more important?

Generally consumer price will be the more sensitive.
In most markets, the producer will strike a price with the trade
that they will find attractive and which will lead to them buy-
ing large volume and passing the favorable price (or at least
part of it) on to their customers. This is a very simple mecha-
nism which tends to maximize volume. However it should be
understood that this may not be what producer (seller) wants.
Just as there are markets where offering low trade prices is a
key to entry, there are markets where a high price is a vital
demonstration of high quality. Top quality service establish-
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ments of all kinds use price as a very simple method of guaran-
teeing exclusivity. Top quality cosmetics, for instance, charge
high prices and are most anxious that these should not be cut at
the consumer level.

Broadly speaking we can say that:

- If a producer (seller) wants to maximize volume at all costs,
then low trade prices with consequent reductions in consumer
price are his goal;

- If a producer (seller) is a dominant brand with a perceived
plus for which consumers are prepared to pay a premium then
he will want to maintain that premium at the consumer end. If
he wants to increase distribution and trade featuring, then this
will require favoring the trade in pricing terms but also devis-
ing mechanisms that prevent the reduction spreading through to
the consumer. If a producer (seller) has already a strong trade
position then he will want to keep his trade prices high too.

- How many ways are there of expressing the price equa-
tion?

The price the consumer pays is for a certain quantity.
Is it in fact better to give the consumer extra quantity rather
than a price reduction? Is it better to give the trade more attrac-
tive terms of payment? Or larger end of year discounts? The
answer is there are many ways of offering both trade and con-
sumer financial benefits without resorting to actual price cuts.

- How competitive is the industry environment?

Some categories of products are hypersensitive on
price. A minor move downwards by producers (sellers) on one
size may provoke mass price cutting from all competitors
which almost overnight can take all the profitability out of the
market. Such markets kill themselves, since they cut prices to
the limit of production costs and allow no reserves for market
development.

A pricing strategy, like any other strategy, must be co-
herent, simple and executable and must have the germs of inev-
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itable success in it if effectively executed.

Exercise 15. Dwell upon the problem “How to use pricing
as a marketing tool”. You may support your own ideas with
the problem.

Exercise 16. Give a summary of text B making use of the
phrases “The text gives the information on ...”, “It covers
such problems as ...”, “Mention is made of ...”, “Details

are given of ...”, “The text concludes with ...” and so on.

UNIT 5. ADVERTISING IN MARKETING

Exercise 1. Study the active vocabulary list. Memorize the
words and expressions.

measure n
length of time

Mepa, pa3mep, MacuTad
MIPOMEKYTOK BPEMEHH

goal n - Ieab, 3aJa4a
target market - LIEJIEBOU PBIHOK
shift n - mepeMeleHue; paboyas CMeHa

framework n
to set objectives
to purchase v
evaluation n
survey n

CTPYKTYypa, OCHOBA, paMKH
CTaBUTb LI€JH, 331a4U

IOKyIHaTh

OLICHKa; OIpeJieJIeHHEe KauecTBa
0CMOTp; 0030p

questionnaire n AHKETa; ONPOCHBIN JTUCT
redemption n BO3BpaT, BBIILIATA, BEIKYII

to attain v - JOCTWUTaTh
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to delineate the effects - ONUCKHIBATh BIUAHUE

to capture the attention - npuBJIeKaTh BHUMaHHUE

to stir to action - moOyXIaTh K JEHCTBUIO

to tie together - COEIWHHUTEL BMECTE

to persuade v - yoexnarh

to spring from - BO3HHMKATh B PE3YyJIbTATE U-JI
indefinable inspiration - HeoOBsiCHHMOE BHOXHOBEHHE

Exercise 2. Read and try to guess the meaning of the follow-
ing phrases.

an advertising plan, objectives and strategies, to state
goals, to increase the sales force, to change the product, adver-
tising strategies, advertising objectives, product category, ad-
vertising effectiveness, to provide a theoretical framework,
target audience, to attain the goal, hierarchy of effects, to fail to
advertise

Exercise 3. Read and translate text A.
Text A
OBJECTIVES AND STRATEGIES OF ADVERTISING
Part 1. Marketing objectives and strategies

An effective advertising campaign begins with a sound
advertising plan. The plan includes three groups of objectives
and strategies: those for marketing, advertising, and copy. The
three groups are interrelated and interdependent.

Marketing objectives can be either short-term (one
year) or long-term (three to five years). They should be ex-
pressed quantitatively, so as to be measurable. Marketing
strategies follow, spelling out a plan to reach the stated goals.
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Possible strategies include increasing the sales force, changing
the product, and increasing advertising. Marketing strategies
might mention advertising, but they do not tell how advertising
will be increased.

Part 2. Advertising objectives

Advertising is communication, so advertising objec-
tives are expressed as communication goals. They are also
measurable, and limited to a certain length of time, usually one
year. The objectives are not stated in terms of sales. Tradition-
ally, sales have been the only measurement of advertising ef-
fectiveness. But in recent years, marketers have realized that
sales are a result of many factors, not of advertising alone. The
emphasis has therefore shifted to communication goals, quanti-
fiably expressed. .This shift is due largely to the work of Rus-
sell Colley, who provided a theoretical framework for setting
advertising objectives. Colley developed his DAGMAR ap-
proach (Defining Advertising Goals for Measured Advertising
Results). Colley said that the only function of advertising was
to communicate to a target audience. It should communicate in-
formation about the company and the product. It should create
an attitude -readiness to buy the product - that would lead to
purchase. Colley used six principles in his approach to adver-
tising goals:

- advertising goals state the communication components
of the total marketing effort;

- they are stated in writing, in measurable terms;

- planners and creative people (copywriters, designers)
agree upon them, they agree on the nature of the message and
of the target audience before they agree on exactly how to de-
liver the message;

- they are based on real problems and opportunities dis-
covered by careful research, not by intuition or guess;

- they establish a basis for later evaluation, e.g. consumer
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awareness of the brand is tested before and after the advertising
campaign;

- they are stated, the specific means of later evaluation
are also stated (survey, questionnaire, redemption of coupons,
etc.).

The final goal of all advertising is to encourage con-
sumers to use the goods or the service. Russell Colley's model
for attaining that goal names three stages that precede action.
First is awareness that the product exists. Second is under-
standing of what the product is and what benefits it offers.
Third is the decision to use the product. Then comes the actual
purchase of the product or use the service.

This is a model of the "hierarchy of effects." These
are steps that a consumer takes toward purchase. They also de-
lineate the effects of advertising at the various stages.

Robert J. Lavidge and Gary A. Steiner in their theoret-
ical model named five steps in the movement toward purchase.
They also outlined how the emphasis of advertising changes to
expedite the process. They said that a consumer moves from
awareness to knowledge, then liking. During this time, adver-
tising gives factual information. Next the consumer reaches the
level of preference, then conviction. At this point, consumers
prefer the brand over all others, they want to buy it, and they
are convinced that the purchase would be a wise one. Advertis-
ing in this period aims to change feelings and attitudes. It ap-
peals to the emotions. As the consumer draws closer to pur-
chase, advertising is directed at motives. It seeks to stimulate
action.

A third model of the hierarchy of effects is AIDA. It
stands for Attention, Interest, Desire, and Action. This familiar
formula suggests that one good advertisement can move con-
sumers through all four steps. First, it captures the attention;
something it catches the eye or the ear. Then there must be
something that holds the interest of the reader, watcher or lis-
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tener. The advertisement should stimulate the consumer's de-
sire to have the product. Finally, it should stir him to action.

The buyer behavior model uses the language of com-
puters to summarize the decision process. It begins with recog-
nition by the consumer of an unsatisfied need. The need moti-
vates action, the search for ways to satisfy that need. The
search narrows to a specific product. The consumer is aware of
its existence, but lacks - and looks for - information about it.
Next, he evaluates the information and considers the risks of
purchase. Then the consumer decides whether to buy the
product. If the consumer buys it, he decides whether he is sat-
1sfied or dissatisfied with it. If dissatisfied, the consumer be-
gins the search again. If satisfied, he may decide to use it regu-
larly.

All four models illustrate a process, that happens in the
minds of consumers as they move toward purchase. The mod-
els provide a theoretical foundation for establishing advertising
objectives. In the advertising plan, these lead to advertising
strategy. Objectives always tell what will be done, and strate-
gy tells how. The advertising strategy is the main idea of the
message that goes to consumers.

Part 3. Advertising strategies

Probably the most prominent advertising strategy is
the Unique Selling Proposition (USP). The USP may be the
unique product feature or benefit. Today's market is highly
competitive. Products in the same category are likely to be very
similar. In order to sell the product, it may be necessary to cre-
ate a difference. To create a difference, or a benefit, simply
means to capitalize on a feature that will sell the product. Dis-
covering the USP is a matter of discovering the product's con-
sumer strength. Research should reveal why people like a par-
ticular brand, or what they look for in that product category.
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Then advertising can be built around that idea. Advertising
built around the USP must show benefit to the consumer. It
should also be a benefit that competitors cannot offer, or that
they have failed to advertise. And it must be a very strong, per-
suasive idea.

The USP is not the only possible advertising strategy.
Some advertisers use motivation as a strategy. They look for
the real reasons, conscious or unconscious, that consumers buy
certain products. Others stress image. Still others believe it is
the form of the advertisement itself, its execution, that provides
the best strategy.

Martin Mayer proposed his value-added theory. It is
consistent with all of these strategies. Mayer said that advertis-
ing doesn't just inform and persuade. Advertising itself adds
value to the product. Mayer saw that a new package or a new
brand name changed the product in consumers' view. Advertis-
ing did the same. Whether the advertising strategy is based on
USP, motivation, image, or execution, it translates the product
concept into a consumer benefit. It supports the advertising ob-
jective of turning potential consumers into actual purchasers.

Advertising objectives and strategies define what will
be done by advertising and how. Their foundation is in re-
search. Market research tells what competitors are doing.
Along with product research, it leads to the discovery of prod-
uct features and benefits. Consumer research underlies the
models of the hierarchy of effects and the value-added theory.
Effective advertising depends on thorough research. It also de-
pends on the creative aspect of advertising.

Part 4. Copy objective and strategy
The advertising plan contains the copy objective, also

known as the creative objective. It focuses upon a copy prob-
lem where the “big idea” is needed.
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The big idea gives the product concept in capsule
form. It ties together all of the elements in an advertising cam-
paign. It is often summarized in a slogan. Slogans need to say
something about product uniqueness or value. They should
command attention, be memorable, and be brief. Slogans fre-
quently use a play on words. These slogans are memorable and
sales-producing, e.g. Maxwell House coffee: “Good to the last
drop.”

Creative professional and the public seem to recognize
the big idea when they see or hear it. The big idea is generally
the result of working through hundreds of lesser ideas, the re-
sult of brainstorming and testing. Information supports analysis
and analysis supports ideas. Still all of the available methods of
scientific research cannot replace creative observation. Market-
ing communicators need to use their own experience too. They
need to handle the product, talk to consumers, and study com-
petitors’ advertisements themselves.

Creative people describe the creative process in vari-
ous ways. They say that big ideas spring from an indefinable
inspiration. However inspiration must be checked. To be suc-
cessful, an idea has to be practical for execution. Copy strategy
should clearly tell what the product is and how it is used. It
should describe what the product does, and how that benefits
consumers. An excellent copy strategy positions the product
clearly in consumers’ minds.

Exercise 4. Comprehension. Answer the following ques-
tions.

1. What does an effective advertising campaign begin
with?

2. The plan includes three groups of objectives and strate-
gies: those for marketing, advertising, and copy, doesn’t it?

3. What do possible marketing strategies include?

4. How are advertising objectives expressed?
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5. Why are sales no longer the only measurement of adver-
tising effectiveness?

6. What are six principles Colley used in his approach to
advertising goals?

7. What are three stages that precede the action of actual
purchase of the product, named in Russell Colley's model?

8. What are five steps in the movement toward purchase
named by Robert J. Lavidge and Gary A. Steiner in their theo-
retical model?

9. What does a third model of the hierarchy of effects
AIDA stand for?

10. What is the most prominent advertising strategy now?

11. What must advertising built around the USP show to
the consumer?

12. What is the essence of value-added theory proposed by
Martin Mayer?

13. What does the creative objective focus upon?

14. What is the big idea?

15. Should the copy strategy clearly tell and describe what
the product is, how it is used and how it benefits consumers?

Exercise 5. Multiple choice questions. Choose the correct
variant.

1. An effective advertising campaign begins with a sound
advertising ... .

a) plan

b) claim

c) announcement

2. The plan includes ... groups of objectives and strategies.

a) six

b) three

c) five

3. Advertising goals state the communication components
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of the total marketing ... .

a) behavior

b) effort

c) strength

4. The final goal of all advertising is to encourage con-
sumers ... the goods or the services.

a) touse

b) to produce

c) tosell

5. Advertising objectives and strategies ... what will be
done by advertising and how.

a) indicate

b) show

c) define
Exercise 6. Match the words to make word combinations
from the text.

1. interrelated a. goals

2. advertising b. inspiration
3. communication c. theory

4. theoretical d. slogans

5. indefinable e. group

6. copy strategy f. framework
7. creative g. strategies
8. value-added h. positions
9. marketing 1. objectives
10. memorable J. observation

Exercise 7. Match the terms and their definitions.

1. unit sales a. aim or goal; what one wishes to ac-
complish

2. survey b. plan; the means of reaching a goal

3. slogan c. the words written for a print adver-
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tisement or broadcast commercial

4. objective d. product sales, expressed in whole
numbers
5. questionnaire e. the consumers toward whom adver-

tising is directed; the segment of
the population most likely to use
the product

6. hierarchy of effects  f. the people toward whom the adver-
tising message is directed; those
expected to see or hear it

7. strategy g. means of questioning consumers
about their attitudes and opinions

8. target market h. asurvey in writing

9. target audience 1. stepsin a consumer’s mental pro-

cess before purchase based on the
effects of advertising

10. copy k. a unique phrase identified with a
company or brand

Exercise 8. Fill in the gaps with the appropriate words from
the text.

1. Marketing objectives can be either short-term (one year)
or long-term (three to five years) and should be expressed ...
s0 as to be measurable.

2. Possible strategies include ... the sales force, changing
the product, and increasing advertising.

3. Colley said that the only function of advertising was to
communicate to a ... audience.

4. As the consumer draws closer to purchase, advertising is
directed at ... and seeks to stimulate action.

5. To create a difference, or a benefit, simply means to
capitalize ona ... that will sell the product.

6. Discovering the USP is a matter of discovering the

99



product's consumer ... .

7. Mayer said that advertising doesn't just inform and per-
suade, advertising itself adds ... to the product.

8. Consumer research underlies the models of the ... of ef-
fects and the value-added theory.

9. Effective advertising depends on thorough ... and also
depends on the creative aspect of advertising.

10. The advertising plan contains the ... objective, also

known as the creative objective.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.

1. An effective advertising campaign begins with a sound
advertising plan which includes three groups of objectives and
strategies: those for marketing, advertising, and copy.

2. None of advertisers use motivation as a strategy. They
look for the real reasons, conscious or unconscious, that con-
sumers buy certain products.

3. Mayer saw that a new package or a new brand name
didn’t change the product in consumers' view.

4. Whether the advertising strategy is based on USP, moti-
vation, image, or execution, it translates the product concept in-
to a consumer benefit.

5. Market research can hardly tell what competitors are
doing.

6. Slogans needn’t say anything about product uniqueness
or value, they should only command attention, be memorable
and be brief.

7. Creative professional and the public seem to recognize
the big idea when they see or hear it.

8. The big idea is generally the result of working through
hundreds of lesser ideas, the result of brainstorming and test-
ing.
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9. Marketing communicators need to use only their own
experience, they needn’t handle the product, talk to consumers,
or study competitors' advertisements.

10. An excellent copy strategy positions the product clearly
in consumers' minds.

Exercise 10. Practise your vocabulary.

1. What is the definition of an objective?

2. What is the definition of a strategy?

3. What is the relationship between an objective and a
strategy?

4. Whatis a copy?

5. How are unit sales expressed?

6. How does a target market get its name?

7. What does DAGMAR stand for? Who originated the
theory? What is its purpose?

8. How does a target audience differ from a target

market?

9. What is a consumer survey?

10. What is the difference between a questionnaire and a
survey?

11. What do you know about the hierarchy of effects?

12. What does the USP mean?

13. Who originated the value-added theory? Explain the
essence of this theory.

14. What is a slogan?

Exercise 11. Discuss some points of the text.
1. An advertising plan includes three groups of objectives
and strategies. What are they? What is the relationship among

the three groups? What is the difference between an objective
and a strategy?
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2. The advertising plan usually contains two kinds of mar-
keting objectives. What are they? How should they be ex-
pressed?

3. Are there any additional examples of marketing strate-
gies?

4. Whose work was instrumental in the shift to communi-
cation goals? What was his contribution?

5. What did he say advertising should do? Enumerate the
six principles underlying advertising goals.

6. Name the steps in Colley's hierarchy of effects model.

7. Name the five steps in Lavidge and Steiner's model.
Describe how the emphasis of advertising changes during the
process.

8. What is the difference between two models. How are
they similar?

9. Name and describe the four steps in AIDA.

10. Why is the language of computers used for the buyer
behavior model?

11. Does that model differ from Colley's and Lavidge and
Steiner's models?

12. How can purchase be a risk? What may result from the
consumer's satisfaction with the product? His dissatisfaction?

13. Explain advertising strategy. Find examples of USP’s
in advertising.

14. What can a marketing communicator do if there is no
USP?

15. Name three other advertising strategies.

16. Elaborate on the value-added theory. How is it con-
sistent with the theories behind USP, motivation, image, and
execution as advertising strategies?

17. Why does an advertising plan contain a copy objec-
tive?

18. Explain the big idea. What is it? Where does it come
from? How do people recognize it? What restrictions are there
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on its use?
19. Give the examples of slogans that are successful in
Russia. Why do you think they work?

Exercise 12. Render the text in English.
ToBapHasi pekJiama

s ycnemHoro BbIXOJAa Ha PBIHOK IPEAIPUITHE,
OPUEHTHPYSICh Ha BBIOpAHHBIN IIEJIEBOM PBIHOK, a TOYHEE,
HpeI[HO‘ITHTCHBHBIﬁ AJI1 HCTO CCIMCHT HLECJICBOI'0 PBbIHKA (B
peKJIaMHON TMpaKTHKE - LeleBast ayAuTOpHsl), AOJDKHO Mpei-
JIO)KUTH CBOHUM IIOTCHIUAJIBHBIM ITOKYIIATCIISIM (HOTpCGI/ITG-
J5IM) TIPUBJIEKAaTEIbHBIN U1 HUX TOBAp PHIHOYHON HOBU3HHBI.
B cootBercTBUH C 9TUM, IUIAHUPYCTCA MPOBCACHHUEC MCPO-
NpUATHIA C LeTbl0 (GOPMUPOBAHUS CIpoca Ha TOBap, IJIaB-
HBIM U3 KOTOPBIX ABJIACTCA TOPTOBasA pCKiiama.

CyliecTByeT MHOXKECTBO ONPEACICHUN MOHSITUS TO-
BAPHOH PEKJIAMBI.

ToBapHasi pexjiama - yr06as ¢popmMa HEIUYHOTO 00-
paleHusi K MOTEHIMAIbHBIM MOKYyHaTe s M (IOTPeOUTENsIM) C
LEeJbI0 UX YOeXKIeHUs MPHUOOPECTH TOBAPHL, YCIYTH U T.II.

ToBapHasi pekjama - KOMMEpUYECKasi, T.€. OOCITYKH-
Baromiasi cdepy pPHIHOYHBIX OTHOIIEHUH peKjIamMa MOTpeOu-
TEJIbCKUX CBOMCTB TOBAPOB U YCIIYT.

['maBHOE oOTIMYME  KOMMEpPYECKOHM  pEeKJIamMbl OT
Apyrux €€ BUA0B 3aKJIIOYACTCA B TOM, UTO OHA CTPCMUTCA TaK
M3MEHUTH TOBEJCHHE CBOETO ajpecara, YTOObl OH M3 MAacCHUB-
HOTO ¥ PaBHOAYILIHOIO K JaHHOMY TOBapy WIH Yyciyre
MPEeBpaTUiICS B aKTUBHOTO, ACMCTBYIOUIETO MOKymnarens (Io-
TpeOUTENs) U B UTOTE OTAAJ MPOJABIY CBOU JIEHBIH.

3amaua pEeKIaMHBIX MEPONPHUATUHN - JTOOUTHCS, YTOOBI
HOTCHHHaﬂbHBIﬁ MOKynaTeJjib CyaAusl O TOBApC HAa OCHOBC TOY-
HBIX 3HAHUHA O TOTPEOUTENHCKUX CBOWCTBAX MpPEIaraeMoro
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TOBapa, MecTax MPOJAXH, LEHaX, CKUIKAX M YCJIOBHUIX OIUIa-
Thl. [lokynaTento cieayer coo0marh O CyleCTBOBaHUHM TOBapa
Ha PBIHKE, O MOTPEOHOCTAX, KOTOPhIE 3TOT TOBAp YAOBJIETBO-
psier. HeoOxonumMo mpencTaBuTh MOTEHIMATILHOMY MOKYTIaTe-
JII0 JI0Ka3aTeNbCTBA BBICOKOTO KauyecTBa TOBapa M €ro Ipe-
MMYILECTB NEpe]] APYTUMHU TOBApaMH TOH K€ IPYTIIIbL.

Jns npuBiieyeHUss BHUMAHMS IIOKYIIaTeled TOBApOB
WHJIMBUIYAIBHOTO MOTPEOJICHHs, OCOOCHHO €CITM 3TO TOBaphI
MaccoBOTO TIIOJIb30BaHUSI WJIM JUIMTENIBHOTO TI0JIb30BaHMUS,
HanOosiee 3O PEKTUBHBIMU SBISIIOTCS CIAEAYIOIINE KaHAIIBI:
npecca, ayauo - BHU3YaJIbHbIE CpPEACTBA, PEKJIAMHBIC ILIUTHI,
IUTaKaThl, peKjiaMa Ha TpaHCIOopTe U Ap.

['maBHBIM 37IEMEHTOM peKJaMbl TOBApOB, KOTOPHIE OT-
HOCSITCSI K TOBapaM MHAMBUAYAIbHOIO MOTPeOIeHHUs, JOIKHO
OBITh TOJIOKHUTEIHHOE SMOLMOHAIBHOE BO3JEHCTBHE HILIIO-
CTpallii U TEKCTa, CO3JAIOUIETr0 MpUBIIEKATEIbHBIA A IO-
TEHIMAJILHOTO TIOKYIaTeNs «o0pa3» ToBapa.

Exercise 13. Retell the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
GETTING OUTSTANDING ADVERTISING
Part 1. Media Planning
The execution of an advertising idea depends upon the
medium, that will be used. The major media are magazines
and newspapers (print media) and radio and television (broad-

cast media). The Minor media include outdoor advertising,
point-of-purchase advertising, and direct mail. The media mix
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is a manipulation of these variables: which media will be used,
how, and to what extent. The media planner's task is to match
the product concept and its market requirements with appropri-
ate media, so that the right message will reach consumers in the
most effective and efficient way. There is no formula for the
ideal media mix. The mix selected depends on a number of fac-
tors.

The first consideration might be how much money is
available for advertising and merchandising. While television,
for example, might be ideal for the message, TV advertising is
very expensive. The cost may be prohibitive.

Another consideration is the product's stage in the life
cycle. The aim of advertising in the introductory stage is brand
recognition. Wide media coverage, though expensive, may be
necessary at that point. Price of the product influences the me-
dia mix. New products are often introduced at a premium price,
in the hope of quickly recovering" the expenses of introducing
them. When the price is high, prestige is part of the product
concept. The use of more prestigious media supports the mes-
sage. Market segmentation is another important factor. Based
upon demographic, psychographic, or geographic data, an ef-
fective media effort concentrates on the target market. Some
media are more appropriate than others for certain products.
Quality magazines, for example, are best suited to expressing
the concept of a grand piano. Mass circulation magazines are
better suited for products of general use. A final consideration
is distribution. If the product is not distributed in a certain part
of the country, there may be no point in advertising there. On
the other hand, the product may be advertised there to encour-
age new distributors.

Part 2. Television advertising

Television is probably the most potent of all advertising
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media. Unlike any other, it combines sight and sound. It shows
real action, it is personal, and it is true to life. In many coun-
tries, the television audience is larger than that for any other
form of mass communication.

In the United States, there are three major commercial
television networks. Usually the networks require advertisers to
buy time on a minimum number of station affiliates. In effect,
this method provides national coverage, since the stations are
scattered throughout the country. Network scheduling is one of
the advertiser's geographical choices. The other is local sched-
uling. Rather than having one contract that covers many sta-
tions, the advertiser signs a separate contract with each local
station. For advertisers who want national coverage, this is a
less desirable method. Most national advertisers use network
scheduling, perhaps supplementing it with local spots.

Spot announcements are one of the ways that advertis-
ers can buy time. They are available only from local stations.
They appear between programs, not within them. Since several
spots often run consecutively, advertising clutter results, and
spots receive little attention. The other ways to buy time are
sponsorship and participation.

Sponsorship means complete responsibility for produc-
tion costs and for advertising on the program. Sponsorship is
extremely expensive, but it offers advantages to the advertiser,
such as control over the type of program to be sponsored.
Sponsorship also gives opportunities for extensive merchandis-
ing and for commercials longer than sixty seconds.

Participation is joining with other advertisers to buy
commercial time on one or more programs. Participating ad-
vertisers have no financial responsibility for program produc-
tion.

Guidelines for writing outstanding TV advertisements
are similar to those for writing other types of ads. The televi-
sion commercial also begins with an idea, which provides the
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focus. All elements of the commercial, both audio and visual,
reinforce each other and relate to the basic idea. The marketing
communicator who writes for television should capitalize on its
visual aspects. The video carries the message, with the audio
interpreting when necessary. Writers of television advertising
should also take advantage of TV's ability to show action. Ac-
tion holds viewers' attention and keeps the commercial moving
forward.

Television lends itself to product demonstration better
than any other medium. Demonstration is a popular "story-
telling" technique on television commercials. Although the
writer must think of commercials as idea-carrying messages,
viewers feel that they are watching a story.

But there is a major problem to be sure that you really
understand the proposals of the writer in detail. While layouts
of ads usually look pretty much like the final ad, storyboards of
TV commercials give, at best, a very crude and incomplete im-
pression of the finished film and sometimes they can be abso-
lutely misleading. While lots of people complain at the slick-
ness and skill with which agency presenters put their work
across to unsuspecting clients there are at least as many agency
people who are such bad presenters that they give a misleading,
incomplete, confusing impression.

So the first task is to elicit, by careful questioning, ex-
actly what is intended. It is important to do this without show-
ing sympathies or preferences. Careful questioning helps to
find out the important facts the bad presenter has forgotten to
mention and will give you the distance to distinguish between
the rhetoric of the brilliant showman and what the advertising
itself actually says and shows.

When you really understand what the agency wants to
do, then attempt to evaluate the proposals against the strategy.
The simple question if it fulfils the strategy is the most im-
portant of all.
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Suppose you decide it does not. In this case you have
to ask the agency to relate the advertising to the strategy. Insist
that the agency either shows the relevance of the work or with-
draws it and resist suggestions that we might change the strate-
gy to fit the execution.

Strategy is a matter of fact and it is usually clear if
the advertising fulfils the strategic requirement. Execution is
much more a matter of individual aesthetic reactions. But what
you are looking for in the initial look at the execution after
checking the strategic rightness of the advertising, is a selling
idea. A selling idea is an overall concept that informs the
whole advertising and not for one ad, but a long-term idea that
can give many advertising campaigns.

The strategy is: Lux soap makes you beautiful. The
selling idea is: Lux soap is used by film stars.

The strategy is: Marlboro is a man’s cigarette. The
selling idea is: the cowboy world of Marlboro Country.

Look at the advertising ideas and you will often find
they are not the glamorous, award-winning commercials.
Mostly they are mundane campaigns that have been going on
for years - and they have been going on for years because they
have found and exploited powerful, simple selling ideas.

Part 3. The structural logic of the advertising

If your initial reaction is positive and strong, then it is
well to check out what can best called the structural logic of
the advertising. This comes under a number of headings.

- Clarity. Is it immediately clear what type of product and
what brand is being advertised?

- Consumer empathy. Does it approach the matter from a
company viewpoint or from a consumer viewpoint? Needless
to say, advertising should always be written from the point of
view of the consumer.
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- Distinctiveness. Is the advertising distinctive or is it readily
confuse with other campaigns in the same field.

- Logic. Is the argumentation such that if believed it leads log-
ically to the reader buying the product?

- Visual - verbal coherence. Do the words and pictures fit to-
gether and form a coherent whole?

- Interest. Is the advertising interesting, does it actively grab
the attention of the target consumer?

Finally, you should realize that communication is a
subtle and difficult thing. The best advertisements have a qual-
ity that can best be called wholeness: they are complete and
logical in themselves. Only such pieces of advertising can
communicate from one brain to another.

Exercise 15. Define if the following statements are true or
false. Correct the false statements.

1. The major media are outdoor advertising, point-of-
purchase advertising, and direct mail.

2. Minor media include magazines and newspapers (print
media) and radio and television (broadcast media).

3. The media planner's task is to match the product con-
cept and its market requirements with appropriate media, so
that the right message will reach consumers in the most effec-
tive and efficient way.

4. Participating advertisers have financial responsibility
for program production.

5. Demonstration is a popular "story-telling" technique on
television commercials, although the writer must not think of
commercials as idea-carrying messages, viewers feel that they
are watching a story.

6. Careful questioning helps to find out the important facts
the bad presenter has forgotten to mention and will give you
the distance to distinguish between the rhetoric of the brilliant
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showman and what the advertising itself actually says and
shows.

7. The aim of advertising in the introductory stage is brand
recognition.

8. Your first task is to elicit, by careful questioning, exact-
ly what is intended and it is important to do this without
showing sympathies or preferences.

9. Careful questioning will enable you to find out the im-
portant facts the bad presenter forgot to mention and will give
you the distance to distinguish between the rhetoric of the bril-
liant showman and what the advertising itself actually says and
shows.

10. When you do not really understand what the agency
wants to do, then attempt to evaluate the proposals against the
strategy.

11. Strategy is a matter of fact but it is not clear if the
advertising fulfils the strategic requirement.

12. The best advertisements have a quality that can best be
called wholeness: they are complete and logical in themselves.

Exercise 16. Dwell upon the problem of structural logic
of the advertising.

Exercise 17. Discuss the following statement with your
groupmates. Give your arguments for and against.

If you have provided a product with a clear appeal and
clear superiority, expressed in a clear positioning, then the
fundamental content of the advertising will be right.

Exercise 18. Write a summary of text B making use of the

phrases “The text begins with (gives) the information on
..., “It covers such problems as ...”, “Mention is made of
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...”%, “Details are given of ...”, “The text concludes with ...”

and so on.

UNIT 6. MERCHANDISING IN MARKETING

Exercise 1. Study the active vocabulary list. Memorize the

words and expressions.

promotion n

to supplement v
resistant a

to reverse v

to induce consumers
to encourage v
to offset v
manual n
allowance n
loading n
leasing n
tourge v

to push v

CTUMYJIUpOBaHUE (COBITA,
TOPTrOBJIN)

JOTIOTHEHHE, IPUIIOKEHUE
CONIPOTUBJIISFOLIUKCS
MOJIHOCTHIO U3MEHSTh
no0yX/1aTh MoTpeduTenen
MOOUIPATH, CTUMYJIHPOBATh
BO3MeEIIaTh, KOMIIEHCHPOBATH
PYKOBOJCTBO, MHCTPYKLIUS
CKUJIKA

Hax0aBKa

apeH/a, TU3UHT

nmoOy»X1aTh, yOexaaTh
MIPOJIBUTATh, OKA3HIBATh
MOJIEPKKY (MaTepUaIbHYIO)
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restrictions n - OIpaHHUYECHUS

sweepstake n - JoTepesi, TOTaau3aTop
refund n - BO3MELICHUE, BO3BPAT
sample n - mpoba, odpazery
wrapping n - yIIaKoBKa, 00epTKa
special sleeve - CHEUUAJIbHBIN KOHBEPT
to create excitement - TpoOyIUTH UHTEPEC

Exercise 2. Read and try to guess the meaning of the follow-
ing phrases.

sales promotion, to give added incentive to buy something,
an attractive differentiation of a product, beyond the advertised
benefits, to bring vitality to the product at any stage of its life
cycle, to build brand loyalty, to induce consumers to try a
product, to increase consumption, to offset a move by a com-
petitor, to create excitement, a proof of purchase.

Exercise 3. Read and translate text A.

Text A
MERCHANDISING

Part 1. Sales promotion

Merchandising supplements advertising. It takes two
broad forms - sales promotion and promotion through minor
media.

Advertising and sales promotion differ in several re-
spects. A merchandising effort is usually of very short dura-
tion. Advertising generally continues over a much longer peri-
od. Advertising creates an attitude that may lead to sales. Mer-
chandising gives added incentive to buy. It calls for immediate
action. Merchandising always supplements advertising; it can-
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not replace it. Many consumers have become cynical about ad-
vertising and resistant to it. They see little difference between
brands in a product category. Sales promotion provides a clear,
attractive differentiation. It offers something beyond the adver-
tised benefits of a product. Sales promotion has a specific, nar-
row objective.

Some experts say that merchandising is most effective
for new products and for major changes in old ones. Others say
that it works best when a product nears the end of its life cycle.
Both views have research support and both are logical. Because
of its immediacy, sales promotion can bring vitality to a prod-
uct at any stage. But it can’t reverse declining sales figures by
itself. It can’t influence the acceptance of a product by con-
sumers. Nor can sales promotion build brand loyalty. Brand
loyalty comes about after a long period of many trials. Mer-
chandising efforts are brief and seldom repeated.

Merchandising best serves to induce consumers to try
a product. For sales over the long term, the product must then
deliver the promised benefit. If the product does deliver its
promise, merchandising can encourage people to try the prod-
uct again, In this way, it can aid in establishing patterns of pur-
chase. Sales promotion can often increase consumption of a
product, especially if it emphasizes new uses. Finally, mer-
chandising is effective in offsetting a move by a competitor, ei-
ther by holding current customers or by drawing new ones
away from the competition.

As part of an advertising campaign, merchandising is
directed at three groups: the sales force, the trade, and the con-
sumer. The first task is to be sure that people on the sales force
are informed about the campaign. Like everything else in ad-
vertising and merchandising, this is a matter of communication.
Salespeople might be informed through sales meetings in
which the campaign is presented; sales manuals, which will
help the salespeople do a better job of selling; and sales portfo-
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lios to be left with prospects. Companies often add induce-
ments for the sales force, to encourage their support and enthu-
siasm. Special commissions for the duration of the campaign
are one way of doing this. Another is a contest for members of
the sales force, which often ties in with a contest for consum-
ers.

Part 2. Trade Promotion

The purposes of trade promotion are to obtain retailers'
support for advertising and merchandising activities, to achieve
new distribution, to increase inventories, and to improve rela-
tions. Retail support is crucial for the success of other activi-
ties. If a special offer is advertised through the media; retailers
must have sufficient quantities of the product available and on
display. Merchandising activity also encourages distributors.
Advertisers always benefit from full store inventories and good
relations with the trade.

A number of merchandising devices are used to
achieve these objectives. For gaining distribution and increas-
ing inventories, the most common is the stocking allowance.
The retailer receives an allowance, on either first orders or all
orders, for a given time. When the stocking allowance is used
to increase the existing inventory of a brand, it is called load-
ing. Another form of stocking allowance is leasing, in which a
company leases part of a store for a short time. Still another
variation is the free goods offer. The retailer might receive one
free case for every six sold.

To gain cooperation from retail sales personnel, such
techniques as special training seminars, contests, and push
money (PM) are used. PM is a commission for urging (push-
ing) consumers to buy the specific brand.

Another group of techniques is employed to encourage
retailers' own advertising activity. By mentioning the merchan-
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dising effort in their store advertisements, retailers support the
larger campaign. An allowance given to the retailer for adver-
tising the product in local media is an advertising allowance.
Retailers who arrange their in-store displays of the product
receive a display allowance. POP (point-of-purchase) material
is another advertising device. These materials, such as posters
and shelf-talkers, are sent to the retailer at no charge and with
few restrictions. In a typical cooperative advertising agreement,
the advertiser and the retailer share local advertising costs
equally. Properly used, all of these techniques can benefit both
retailer and advertiser.

Consumer promotions have such major goals as: to
draw new customers, to retain current ones, to load present cus-
tomers (encourage them to buy a larger supply of the product
than usual), to increase use of the product, and to support ad-
vertising. The most common forms of consumer promotion are
contests and sweepstakes, refunds, samples, premiums, price-
offs, and coupons.

Both contests and sweepstakes offer prizes, usually
generous ones. The difference between them is that contests
depend on skill, and sweepstakes depend on luck. To win a
contest requires the ability to solve a puzzle or finish a sen-
tence about the product. To win a sweepstakes requires luck in
having one's name drawn. The disadvantage of both for mer-
chandising purposes is that the contest or sweepstakes itself
may draw attention away from the product. An advantage is
that they can create excitement about it.

A refund is the return of all or part of the purchase
price. Refund offers usually appear in two different places, for
two separate purposes. In newspapers and magazines, their
purpose is to gain new users. On or in the package, their pur-
pose is to reward present users and instill loyalty to the brand.
A relatively new form of refund offer, available in retail stores,
is pads of tear-off sheets. In each case, the consumer has to buy
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the product in order to receive the refund. He sends the refund
offer to the advertiser with a proof of purchase, such as the box
top. For the advertiser, an advantage of refunds is that many
people buy the product and fail to send for the refund. A disad-
vantage is that the refund is really a discount, so that the adver-
tiser loses some profit.

Free samples seem to work best for new products.
They are certainly a strong inducement to try the product at
least once. They generally appear as special miniature forms of
the regular package. Samples are distributed in several ways:
by direct mail, by hand delivery door to door, at retail stores, in
shopping malls. In stores, they may be attached to existing
packages. For food products in particular, the in-store demon-
stration has become popular. The demonstrator prepares the
product, often talks about it and offers passersby a taste. All
forms of sampling are expensive for the advertiser, but results
can be incredible and well worth the cost.

Premiums are gifts. Those found inside a package are
in-pack premiums. Their primary advantage for the advertiser
is that consumers have to buy the product in order to get the
premium. Offering a series of premiums over a longer period
of time is a continuity campaign. Near-pack premiums are
found in stores near the product. Self-liquidating premiums re-
ceive their name because they pay for themselves. Free premi-
ums are generally attached to the product and are related in
some way to its use. Premiums of this kind often bear the name
of the company or the brand.

The two most common types of price-offs are cents-
off labels and two-for-one offers. Their appearance is usually
confined to a certain production period. For that time, the offer
may be printed directly on the label or on a special sleeve
wrapped around the package. There are advantages to price-
offs for both consumer and manufacturer. For the consumer,
the difference in price is appreciable. Savings are direct and
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immediate. For the manufacturer, the package becomes an even
more effective promotional tool than usual.

A final form of consumer promotion is the coupon.
Coupons are distributed by the manufacturer or by the retail
store. Manufacturer - distributed coupons can be redeemed at
most stores that carry the product; store coupons, only at the
store offering them. Like the other forms of consumer promo-
tion, coupons are most effective in inducing trial of a new or
improved product. They are also a reward to repeat users.

Part 3. Promotion through minor media

The second broad form of merchandising is promotion
through minor media. Any audible or visible means of persua-
sion paid for by advertisers and directed toward consumers, is
considered a medium. Scores of minor media exist. The fol-
lowing is an outline of some of the more prominent and effec-
tive ones:

- in-store: interior display, on-shelf display, public address,
checkout counter display, shopping carts;

- outside-of-store: window display, exterior display, handbills
and fliers, wrappings and shopping bags;

- outdoor: billboards, sound trucks, aerial advertising, park
benches posters;

- public-gathering: theater programs and ticket envelopes,
trade shows and exhibits, sports stadiums, fairs, hotel lobbies;

- transportation: car cards in buses and subways, posters in or
outside of transit stations and terminals, exterior displays on
buses;

- direct: direct mail, mail order, hand delivery to the door,
telephone;

- film: for the trade, commercial,

- specialty: calendars, pens, and matches;

- newspaper supplements and inserts.
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Exercise 4. Comprehension. Answer the following
questions.

1. Does merchandising supplement advertising?
2. What are the two main forms of merchandising?
3. What is the difference between merchandising and ad-
vertising?
4. How can merchandising be effective for a product at
both the beginning and the end of its life cycle?
5. Are merchandising efforts brief and seldom repeated?
6. Does merchandising best serve to induce consumers to
try a product?
7. What are the main purposes of trade promotion?
8. What are the major merchandising devices used to
achieve the objectives of trade promotion?
9. What techniques are used to gain cooperation from
retail sales personnel?
10. What are the major goals of consumer promotions?
11. What are the most common forms of consumer promo-
tion?
12. What do both contests and sweepstakes offer? What is
the difference between them?
13. What is a refund? What does it offer?
14. How are free samples distributed?
15. How can a promotion through minor media be made?

Exercise 5. Multiple choice questions. Choose the correct
variant.

1. Merchandising gives added incentive ... a product and
calls for immediate action.

a) to sell

b) to buy

¢) to advertise

118



2. Sales promotion provides a clear, attractive ... and of-
fers something beyond the advertised benefits of a product.
a) specialization
b) segmentation
c¢) differentiation
3. To gain cooperation from retail sales ... such techniques
as special training seminars, contests, and push money are
used.
a) promotion
b) personnel
c) production
4. Free samples seem to work best for ... products and
they are certainly a strong inducement to try the product at
least once.
a) new
b) old
¢) delicious
5. Manufacturer - distributed ... can be redeemed at most
stores that carry the product but store coupons, only at the
store offering them.
a) coupons
b) samples
¢) goods

Exercise 6. Match the words to make word combinations
from the text.

1. sales a. inducement
2. merchandising b. coupons

3 promotional c. price

4. refund d. allowance
5. primary e. advantage
6. stocking f. offer

7. purchase g. tool
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8. strong
9. advertised
10. store

h. promotion
1. benefits
j. effort

Exercise 7. Match the words and their definitions.

1. commission

. concerted, short - term efforts aimed
at encouraging sales, merchandising,
directed at three groups: the sales
force, the trade and the consumer

2. stocking allowance b. company's own salespeople

[98)

. sales promotion

4. inventory

5. sales force

6. leasing

7. free goods offer

8. loading

9. trade promotion

10. shelf-talker

11. Push Money

d.
e.

c. extra payment to the sales force,

usually a percentage of the sales
sales promotion directed to retailers
method of trade promotion by which
retailers are rewarded for buying the
product

f. a form of stocking allowance in

which retailers receive a commission
for increasing their inventories

. the amount of a product that a retailer
has in stock, either on shelves or in
storage

h.a form of stocking allowance in

which a company rents a section of
a retail store for a short time

i. a form of stocking allowance when
the retailer might receive one case
of free goods for every five bought

j. a commission to retailers for encou-
raging consumers to buy a product

k. a strip of paper along the front edge
of a store's display shelf, which ad-
vertises the product behind it
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12. premium 1. the return of all or part of a purchase

price

13. price-off m. a small amount of the product given
to consumers to encourage them to
buy the product

14. coupon n. a gift offered for using the product

15. sample 0. a discount, usually in the form of a

cents - off label or atwo — for - the
price — of —one offer

16. refund p. apiece of paper distributed by a ma-
nufacturer or by a store; upon re-
demption, it returns part of the pur-
chase price to the buyer

Exercise 8. Fill in the blanks with appropriate words from

the text.

1. Advertising creates an ... that may lead to sales, mer-

chandising gives added ... to buy, it calls for immediate ac-
tion.
2. The purposes of ... ... are to obtain retailers' support

for advertising and merchandising activities, to achieve new
distribution, to increase inventories, and to improve relations.

3. An allowance given to the retailer for advertising the
product in local ... is an advertising allowance.

4. The most common ... of consumer promotion are con-
tests and sweepstakes, refunds, samples, premiums, price-offs
and coupons.

5. Free ... seem to work best for new products, they are
certainly a strong inducement to try the product at least once.

6. Free premiums are generally attached to the product and

are related in some way to its ... , premiums of this kind often
bear the ... of the company or the brand.
7. The two most common types of ... are cents-off labels

and two-for-one offers, their appearance is usually confined to
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a certain production period.

8. Manufacturer - distributed coupons can be ... at most
stores that carry the product; store coupons, only at the store
offering them.

9. Any audible or visible means of ... paid for by adver-
tisers and directed toward consumers is considered a medium.

10. Like the other forms of consumer promotion, coupons
are most effective in inducing ... of a new or improved pro-
duct.

11. Coupons are distributed by the manufacturer or by the

. store.

Exercise 9. Define if the following statements are true or
false. Correct the false statements.

1. Sales promotion can hardly provide a clear, attractive
differentiation, it offers something beyond the advertised bene-
fits of a product and has a specific, narrow objective.

2. As part of an advertising campaign, merchandising is
directed at three groups: the sales force, the trade, and the con-
sumer.

3. Advertisers never benefit from full store inventories
and good relations with the trade.

4. When the stocking allowance is used to increase the ex-
isting inventory of a brand, it is called loading.

5. To gain cooperation from retail sales personnel, such
techniques as special training seminars, contests, and push
money (PM) are used.

6. Both contests and sweepstakes offer prizes, usually
generous ones. The difference between them is that contests
depend on, luck and sweepstakes depend on skill.

7. To win a contest requires the ability to solve a puzzle
or finish a sentence about the product. To win a sweepstakes
requires luck in having one's name drawn.
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8. The advantage of the contests or sweepstakes for mer-
chandising purposes is that they may draw attention away from
the product.

9. The disadvantage is that contests or sweepstakes can
create excitement about the product.

10. Samples are distributed in several ways: by direct mail,
by hand delivery door to door, at retail stores, in shopping
malls and in stores, they may be attached to existing packages.

11. For food products the in - store demonstration has be-
come popular, the demonstrator prepares the product, often
talks about it but never offers passersby a taste.

Exercise 10. Practise your vocabulary.

1. Give the definition of sales promotion. Name three
groups toward which it is directed.
2. Who are the members of a sales force?
What is a commission? What is it usually based on?
What is a stocking allowance? Name three kinds.
What does loading mean?
What is a retailer's inventory?
Describe leasing.
Give an example of a free goods offer. To whom is it

PN W

made?

9. Who receives push money? For what?

10. What is a shelf-talker?. Where is it found?

11. Define these forms of consumer promotion: contest,
sweepstakes, refund, sample, premium, price-off, coupon.

Exercise 11. Discuss some points of the text.
1. Dwell upon sales promotion. What is the meaning of

sales promotion? What does it provide?
2. How does sales promotion relate to brands?
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3. What does merchandising serve best?

4. What are three groups toward whom merchandising is
directed?

5. Who are the sales force? List several means of sales
promotion to them.

6. What are three goals of trade promotion?

7. What are some inducements given by companies to the
sales force?

8. What merchandising devices are used to achieve the
goals of trade promotion?

9. Dwell upon the stocking allowance. How does it work?
What are its purposes?

10. Describe such forms of stocking allowance as loading,
leasing and free goods offer. Do you think these are legitimate
sales techniques?

11. What are some methods for gaining the support of retail
salespeople? How else is retailers’ advertising activity encour-
aged?

12. What are the goals of consumer promotion? Name the
most common forms of it.

13. How are contests and sweepstakes the same? How are
they different? Give an advantage and a disadvantage of both.

14. In what two places do refund offers appear? What is
the purpose of each? Name an advantage and a disadvantage of
refunds for the advertiser.

15. When do free samples work best? How are they distrib-
uted? What is an in-store demonstration?

16. Who distributes coupons? Who redeems them? What
are cross-ruff and self-destruct coupons? What is the purpose
of each?

17. Dwell upon the promotion through minor media.

Exercise 12. Render the text in English.
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IIpoaBu:KeHNEe TOBAPOB U yIPaBJIeHHE CIIPOCOM
B MapKeTHHIe

B Hacrosiiee Bpemst 3ampockl notpedureneii ObICTpo
pacTyT U CTAHOBSITCS WHIMBUAYATH3UPOBAHHBIMH, a PHIHKH —
pa3HOO0pa3HBIMU MO CTPYKTYPE.

['maBHas 1ieb MapKETHHTA - OPUEHTAIMS HA TTOTPEOu-
tens. KoMmanuum nocturaror ycrnexa B XO35MCTBEHHOW U KOM-
MEpUECKOH J1eATeIbHOCTH TOJIBKO TOT/A, KOT/Ia UX LIEJbI0 CTa-
HOBUTCS YAOBIETBOPEHUE HYXJ NoTpedburens. Bmecte ¢ Tem
3a/laya MapKETUHTa - HE TOJIbKO YBEJIHMYUTH CIPOC, HO U TbI-
TaThCsl BO3/EUCTBOBATh HA HETO TaK, YTOOBI OH COOTBETCTBO-
BaJI IPEIJIOKEHHUIO.

[IpenBuaeTh, MPOTHO3UPOBATH CIPOC MOXKHO JIHIIb
IIPH TOCTOSIHHOM H3y4YEHHUH 3aIPOCOB MOTpeOUTENEH.

VYrpaBieHrue cnpocoM BKIIOYAeT CTHMYJIMPOBAHHE
(mpoaBH:KeHHE), COIEIICTBHE U PeryJIUpPOBaHue.

CTuMynupoBaTh - 3HAYUT BBI3BIBATH y MOTpeOUTENeH
CTpEeMJICHHE K TOMY, 4TO Tpejyiaraetr Gupma, mpuBIEKaTEIHHO
o opMIISISI MPOJTYKT, UHTEHCUBHO €T0 PEKIaMHUpYs.

CopneiicTBue mpeArnonaraer, yTo ¢pupMa jaeiaeT CBOH
MPOJYKT JIETKOJOCTYMHBIM (U3HUYECKU, T00MBaeTCs XOpouIeit
WH()OPMHUPOBAHHOCTH MPOJIABIIOB U T.I.

PerynupoBanue HeoOXOqUMO, KOIJa CYIIECTBYIOT
CKauKH B CIPOCE Ha MPOTSIKEHUU OIPEACIICHHOI0 Mepuoja
WIM €CIM CIpOC MpeBbIIIaeT NpeasiokeHne. B atom ciydae
1eNb - CHeNaTh CIpoc 0ojee paBHOMEPHBIM B TEUEHUHU TOfa
WIN OCYILIECTBUThH AEMApPKETUHT TOBapa WIM YCIyTd. Y OBIe-
TBOpPEHHUE CIIpoca TMOJpPa3yMeBaeT HE TOJIBKO HOPMallbHOE
(YHKIIMOHUpOBAHWE TOBapa WM YCIyTH, HO M HX Oe3omac-
HOCTbh, JIOCTYITHOCTh DPAa3JIMYHBIX BAPUAHTOB, OOCITYXKHBAHHE
MOCJIE OCYIIECTBICHUS MPOIaXK.

MapkeTHHTOBasI AESITETbHOCTh MOXKET OBITh HampaB-
JIeHa KaK Ha OTJENbHBIX MMOTpeOuTeNel, Tak U Ha BCE Hacele-
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Hue B 11e5oM. [ToTpeOuTeNnbekmii cripoc KacaeTcsl XapaKTepuc-
TUK U HYXX]] KOHEYHBIX IMOTpeOHUTENeH, MoTpeOuTeNeld ToBapOB
MIPOM3BOJICTBEHHOTO Ha3HAYEHUs, KaHAJIOB cObITa (ONTOBAas U
PO3HUYHAs TOPTOBIISA), TOCYJAPCTBEHHBIX YUPEKIACHUN, MEXK-
JYHAPOAHOT'O PBIHKA U HEKOMMeEpYeCKUX opranusauuii. IIpen-
MIPUSATHE TOPTOBJIM MOXET OPUEHTHPOBATH CBOE MPEIIOKEHUE
Ha BCEX WJIM HEKOTOPbIX M3 HHUX. OOILIECTBEHHBIH MOTpeOU-
TEJIBCKUHN CIIPOC OMpenensieTcs XapakTepUCTUKaMHu U MOTpeo-
HOCTSIMH CIIY)KaIllUX, MPO(COI030B, aKIHMOHEPOB, OObEIHHE-
HUN ToTpeduTeneil u APYruMH BHEIIHUMHU U BHYTPEHHUMU
¢dakTopamu, BO3AECHCTBYIOUIMMH Ha JESTEIBHOCTH MPENIpHUs-
THSI TOPTOBJIN.

Exercise 13. Retell the translated text.

Exercise 14. Read and translate text B making use of the
dictionary.

Text B
HOW TO USE PROMOTIONS EFFECTIVELY

Part 1. What is promotion?

Too much top marketing concern with product and
advertising tends to push them out into the field of promotions
which, ultimately, is much less important for the overall suc-
cess of their brand. This seems like a recommendation to use
promotions only on brands that are stable or growing, since
they clearly produce little effect on declining brands where
they tend - through the frustration that arises when nothing
seems to work - to be used most heavily. However even this is
a deceptive conclusion. The pre-promotion, promotional, and
post-promotion periods can well add up to something close to a
year. This is a long time in the life of a dynamically growing
product and it may very well have achieved the same growth in
this period without any promotional activity.
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The overall conclusion (reached by analyzing a large
number of cases mainly in the US but also in many other mar-
kets) is that promotions do not usually change long-term trends
or long-term volumes and that they are very often dispropor-
tionately costly for the very small shifts they do produce.

This is mainly because promotions do not usually
achieve the large and important aims they are supposed to
achieve. Manufacturers use promotions to help in very im-
portant jobs such as:

- attracting new users;
- containing competitive attacks;
- increasing distribution.

However, the evidence is that these major aims are
very rarely achieved to any significant degree. What promo-
tions can do and do well is usually much more modest. They
are an excellent tool to grab sales force attention, they result in
increasing your stock levels at your present dealers, and they
often provide a way of carrying an advertising theme into the
stores.

Part 2. Sampling promotions

Defining promotions as any activity designed to
provide an additional and temporary business-building fillip
to a product’s marketing, there are many kinds of promotion
with different degrees of expected effectiveness and each
with their own special wrinkles. These kinds of promotion are:

Sampling promotions. These are promotions that
aim to get consumers to try a product in the expectation that,
after trying, they can perhaps be persuaded to become regular
customers. An important condition that should limit their use is
that the product should be either new or have some significant
improvement, since otherwise the trial can hardly be expected
to produce loyalty. Some people even run sampling promotions
on products that are noticeably inferior to their competitors.
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That this is a waste of money should be obvious. Examples of
sampling promotions are:

- Door-to-door sampling. This is a very expensive form of
distribution and often involves further high costs for its effec-
tive exploitation. However, such sampling is, in combination
with a product that is really convincing, an excellent way to get
a high level of initial trial and subsequent use. Since it is so ef-
fective it should not be used before a high distribution level
(typically about 50%) has been achieved, otherwise the de-
mand created will be dissipated because the product is unob-
tainable;

- Direct mail sampling. This is often used as an alternative to
house to house distribution and is broadly equally effective, so
the decision is mainly one of cost. Obviously direct mail can be
sensibly used if the product is only appropriate for a specific
and identifiable consumer group where address lists can be
bought;

- Media-delivered sampling. This is often an effective way
to deliver a sample to a selected audience (readers of a particu-
lar magazine) and in conjunction with an advertisement, which
usually benefits from the high attention value that such media
samples inevitably possess. There are of course many products
which simply cannot be sampled in this way but the same fun-
damental mechanism can be employed by offering a sample to
people who write in for it. This has the further
advantage of limiting costly distribution to those people who
are genuinely interested,

- On-pack sampling. This is used mainly by multi-brand
companies and can be an effective and low-cost method. Obvi-
ously the carrier brand has to have a high correlation with the
sampled brand for this method to be effective (e.g. a fabric sof-
tener sampled on a detergent). This is an important considera-
tion if one is negotiating a deal with another company;

- In-store sampling. This can vary from the distribution of
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samples by a demonstrator who also demonstrates the product,
to the actual sale of small sample sizes at either reduced or
normal prices. Since this method usually involves a strong fea-
turing of the product at the point of sale, it is this effect which
is often the most significant.

Part3. Couponing, premiums, price and bonus packs

Couponing is used essentially to reduce the cost of
distributing actual samples and can also enable the consumer
to choose the flavor, size or style he wants. It provides a signif-
icant cost-saving in that an unused coupon costs almost nothing
whereas an unused sample costs just as much as one that
reaches its target. Couponing generally attracts a higher con-
version rate than sampling, which is surprising since sampling
is generally considered more effective. The reason lies in the
heavy usage of coupons by committed users, whereas samples
are usually not passed on in the same way, nor are they gener-
ally so indiscriminately available.

Couponing will often be preferred to sampling when
the aim is to get product trial, but it is generally less successful
for the reasons mentioned above. It is an effective way of load-
ing your current users with product, thus insulating them when
a competitor is making a major push. However, to do this, a
price-off pack is probably even more effective, so the benefit of
couponing probably lies in its more selective cost factor and its
cash-flow advantages.

There are a number of wrinkles that manufacturers
have learnt to increase their couponing effectiveness. For in-
stance, the group mailing can increase efficiency without great-
ly increasing costs; the actual price reduction offered can be
varied depending on what one wants to achieve - a high reduc-
tion being required to lure a user of a competitive product away
and a much lower saving sufficing to get a loyal user to buy.
Most coupon-users used to give long expiration dates with the
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aim of increasing redemption. The latest experience is that
short expiration dates actually increase the use of the offer.
Additional premium and contest offers can often increase cou-
poning effectiveness if they are added to the basic coupon.

Premiums are used frequently and provide some mi-
nor promotional push at low cost. They will rarely achieve ma-
jor marketing aims but can generate perhaps a little display, a
few impulse purchases and coupon redemptions that otherwise
might not have happened. Since their actual sales-making im-
pact is small and largely limited to current users, they should
do something for the product’s image or, in some way, carry its
advertising theme into the store. Adults are attracted by the ac-
tual or apparent value involved (which makes affording an at-
tractive premium difficult) whereas for children the uniqueness
of the item is generally more important. Premium promotions
will not usually get trade support without the benefit of deal
pricing.

Types of premium promotion are the free in- or on-
pack, the near pack (when the pack itself is not large enough to
accommodate the premium item - this placement, however, is
liable to heavy pilferage rates), the mail in either free or partial-
ly or totally self-liquidating. In this variant the customer is
asked to pay a small sum for the premium (it really must be
less than half the price you might expect to pay in a shop)
which covers or at least makes a worthwhile contribution to the
cost of the item.

A particular variant is the container pack in which the
product is packed, for a limited time, in a container which has a
re-use value. These lend themselves to adaptation for collector
items. Since they have a display attractiveness, stores often
give these deals good display.

Prize Promotions. This covers all those types of
promotion in which a prize or prizes are offered for participa-
tion. There are a number of variants, with different entry re-
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quirements brought about by legal restrictions: lotteries,
sweepstakes, contests, games. Today quite a lot of marketers
are using the free variants of these promotions - the sweepstake
and the game. Since the aim of increasing sales is not served,
why should they do this? In most cases the reasoning goes as
follows. The promotion as such has a low cost and a limited
appeal. Very little extra merchandise is sold by it. Trade sup-
port is likely to be better if participation is higher, and partici-
pation can be increased by making it free and free of skill ele-
ments. A final point on prize promotions is that there is a size-
able group of people who enter a large number of contests on
an almost professional basis. They have, obviously, little inter-
est in the products that sponsor the events.

Price and Bonus Packs. This is a very popular cate-
gory of promotion, not least because it is assured of a good re-
ception by the trade. The appeal is very largely to current users
and does little to attract new users. If a product is constantly on
offer in one way or other, then it can make it very hard to sell
the normal price pack and to maintain an image of quality. The
variants include:

- Price-off pack. This is simply a package which is flashed
with a cash saving (e.g. 5 p. OFF!). It is simple and quick to
mount but indistinctive and fairly costly;

- Bonus pack. Instead of offering money off, a certain
amount more product is offered (e.g. 25% more FREE). This
has the benefit of being cheaper than money savings and re-
quiring the customer to actually use more. However, the
amount offered needs to be fairly significant (25% is at the
lower limit of impact) and the extra manufacturing costs can be
quite high unless a standard size pack can be used.

Refunds. In this promotion type, consumers are of-
fered a refund of all or part of the purchase price to encourage
purchase now. This can be a way of offering a comparatively
large value sum without having to pay much out. The number
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of purchasers who actually claim the refund (particularly if it is
staggered on the number of proofs of purchase sent in) is fairly
small.

Personality Promotions. These go in and out of fa-
vor but can be quite effective ways of giving a product a cer-
tain excitement and newsworthiness. The technique is that a
personality calls on homes in a particular area and gives a prize
to those who can answer a simple question and at the same
time demonstrate the product. It requires heavy support on TV
and a great expenditure on making the personality visible and
noticeable. Trade support is usually good as the personality is
usually scheduled to spend time in shopping precincts at peak
times. Because of its high cost and the strong, detailed organi-
zation required, it can really only be used by a major brand.

Publications. They can be very valuable for compa-
nies selling to specific markets where there is a need for infor-
mation and a willingness to acquire it. The quality of the com-
mercial publication must be high. This means that it must also
be readable and impartial. If it is simply a disguised advertise-
ment it will not be useful. The commercial message should be
clearly identifiable as such.

Exhibitions. The use of exhibitions is essentially de-
pendent on the nature and numbers of the visitors. If they are
mainly people from trade journals and your own competitors,
then this activity is a waste of time. If they are genuine cus-
tomers and if their numbers are large enough to make the cost
of approaching them sensible, then the exhibition can be a sen-
sible promotional stage. An exhibition is an ideal place to
demonstrate the product in action. It is also a place where or-
ders can be taken both from the trade and from consumers.

Part 4. Rules for using sales promotion effectively

There are five main rules for using sales promotion
effectively:
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1. Strategy.  Getting the strategy of promotion clear is vital.
Because it is called sales promotion, most people assume it is
to promote sales. This is far too general an aim. You need to
know whether you are aiming to build distribution, to gain con-
sumer trial, to get more facings in the store, to get broader
awareness...or what? If you have a very clear aim for a promo-
tion, then you can be likely to achieve what you want.

2. Cost effectiveness. Cost your promotion very carefully and
make sure that it does not contain any incalculable cost run-
ons. The aim is to make sure that the expected results bear a
sensible relationship to the expenditure.

3. Test. Most of the variables in promotions can be tested in
advance. Premiums, for instance, can be subjected to low-cost
mail tests to assess their appeal. Constant testing makes the
chance of financial disasters much smaller.

4. Use promotions to strengthen advertising. Since the
plus in actual business is usually small, make sure that your
promotion does something to increase the currency of the im-
age and positioning formed by your advertising. Ideally a pro-
motion can pull your advertising right into the store.

5. Look for the creative edge. The basic techniques of sales
promotion are known. However, a creative difference applied
to one of the basic techniques can give it much greater effec-
tiveness, often at no significant expense product is in such a
market.

Exercise 15. Dwell upon the types of promotion. Which of
them do you like and which do not? Why? Give your rea-
sons for and against.

Exercise 16. Write a summary of text B making use of the
phrases “The text begins with (gives) the information on
...”%, “It covers such problems as ...”, “Mention is made of
..., “Details are given of ...”, “The text concludes with ...”
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and so on.

GLOSSARY
UNIT 1.

Advertising

Promotion; any means of promoting the sale and use of a prod-
uct. In marketing, paid promotion through the major media.
Consumer

One member of the market; the user of a product.

Distribution

Moving goods from one place to another before their sale to
consumers, for example, from producer to wholesaler; from
wholesaler to retailer.

Market

People who can and will make purchases to satisfy  their
needs.

Market share

One producer’s percentage of the market for a product catego-
ry; brand share.

Marketing

All activities that move goods from producers to consumers:
production, promotion, distribution, packaging, pricing.
Marketing concept

The idea, basic to modern marketing, that goods produced are
in response to consumers' needs.
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Merchandising

Sales promotion; paid promotion through minor media.
Product

In marketing, a consumer good, an industrial good, a service,
or an idea. One specific product in a category; a brand.
Qualitative research

Exploratory or subjective research. Its purpose is to obtain gen-
eral feelings and impressions.

Quantitative research

Conclusive or objective research. Its purpose is to reach defi-
nite conclusions.

UNIT 2.
Attitude
A person’s opinion or feeling about someone or something.
Contiguity

Another learning theory principle. In advertising, it is used to
associate the product with an agreeable situation.

Culture

The pattern of behavior, values, and attitudes transmitted from
one generation to another.

Demographics

Classification of consumers according to facts about the popu-
lation, such as population density, per capita income, and eth-
nic background.

Family life cycle

A concept that identifies consumers by age, marital status, and
number and ages of children.

Heavy-user theory

The theory that a relatively small proportion of consumers use
a relatively large proportion of certain products.

Market segmentation

Dividing the market into homogeneous subgroups, for the pur-
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pose of making marketing more efficient by focusing on ap-
propriate target markets.

Meaning

A learning theory principle, used to relate advertising content
to consumers in a personal way.

Motive

A desire that moves a consumer to act upon a need. The motive
for a purchasing decision may be conscious or unconscious, ra-
tional or emotional.

Perception

How a person perceives sense stimuli. Perception is subjective
and selective.

Psychographics

Classification of consumers according to such factors as way of
life and personality traits.

Reference group

A group to which someone may or may not belong, but to
which one refers for guidance. It helps to form one’s values,
opinions, and behavior.

Repetition

A fourth principle of learning theory. In advertising, it is the re-
iteration of a brand name or an advertisement.

Reward

Another principle of learning theory. It is used in advertising
that promises favorable results from product use.

Social class

A stratum of society. One’s membership in a social class is
based on such factors as family background, occupation, and
education.

UNIT 3.

Brand loyalty
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Consumers’ well-established preference for the brand. They
continue to buy it despite possible advantages of competing
brands.

Brand preference

Consumers’ choice of the brand over other, similar ones.
Competitive advertising

Advertising that stresses the superiority of one product over
others in the category.

Image

How consumers perceive a company, product, or brand; the
mental picture its name evokes.

Line extension

The addition of a new product to an existing set.

Pioneering advertising

Adpvertising that introduces a product to consumers.

Product concept

The producer’s idea of the product’s principal value for con-
sumers; the essential message of an advertising campaign.
Product differentiation

A marketing strategy in which a product is made to appear dif-
ferent from competitive products, by a change in the product or
by advertising claim.

Product life cycle

The four stages that a product typically goes through: introduc-
tory, growth, maturity, and decline.

Retentive advertising

Advertising designed to keep the brand in the public mind.
Strategy of concentration

An approach to market segmentation in which the marketing
effort is directed toward one large population subgroup.
Strategy of differentiation

An approach to market segmentation in which two or more
subgroups are identified and selected, and a marketing program
is designed for each.
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UNIT 4.

Brand

A name, sign, symbol, design, term, or combination of these
that differentiates one company's products from another's. One
manufacturer's product, so distinguished from others in the cat-
egory.

Brand-extension strategy

A technique by which the names of new products include the
names of established ones.

Brand mark

The part of the brand that can be recognized but not spoken.
Brand name

The part of the brand that can be spoken.

Competition

An economic situation in which there are many suppliers, of
the same product.

Demand

The quantity of a product desired by consumers at a particular
time.

Design

The use of typography, color, and photographs or illustrations
on a package.

Monopoly

An economic situation in which one supplier controls the total
supply of a necessary product.

Package

The product itself, as in the case of major appliances and auto-
mobiles. In the case of most consumer goods, the container.
Product attributes

Characteristics of the product; both features and benefits.
Supply

The quantity of a product available to consumers at a particular
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time.

Surplus

The quantity available above that desired by consumers.
Symbolic pricing

A price fixed to convey a particular idea about a product to
consumers, and not according to supply and demand or produc-
tion costs.

Trademark

Any word or symbol that identifies the maker of a product. It is
protected by law.

Trade name

The name under which a company operates.

UNIT S.

Copy
The words written for a print advertisement or broadcast com-

mercial.

Fiscal year

The financial year of a company. It is usually different from the
calendar year. Example: September 1 to August 31.

Hierarchy of effects

Steps in a consumer’s mental process before purchase based on
the effects of advertising.

Objective

Aim or goal; what one wishes to accomplish.

Strategy

Plan; the means of reaching a goal.

Survey

Means of questioning consumers about their attitudes and opin-
ions, usually in person.

Target audience

The people toward whom the advertising message is directed,
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those expected to see or hear it.

Target market

The consumers toward whom advertising is directed; the seg-
ment of the population most likely to use the product.

UNIT 6.
Commission
Extra payment to the sales force, for example, as a reward for
sales. Usually a percentage of the sales.
Free goods offer
A form of stocking allowance. The retailer might, for example,
receive one case of free goods for every five he or she buys.
Inventory
The amount of a product that a retailer has in stock, either on
shelves or in storage.
Leasing
A form of stocking allowance, in which a company rents a sec-
tion of a retail store for a short time.
Loading
A form of stocking allowance in which retailers receive a com-
mission for increasing their inventories.
PM (Push Money)
A commission to retail salespeople for personally encouraging
consumers to buy a product.
Sales promotion
Concerted, short - term efforts aimed at encouraging sales.
Merchandising, directed at three groups: the sales force, the
trade, and the consumer.
Sample
A small amount of the product given to consumers to encour-
age them to buy the product.
Shelf - talker
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A strip of paper along the front edge of a store's display shelf,
which advertises the product behind it.
Stocking allowance
A method of trade promotion by which retailers are rewarded
for buying the product.
Trade promotion
Sales promotion directed to retailers.
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	Focus on Marketing

	                               MARKET  RESEARCH    

	              

	                                   Part 1.  Marketing 

	          

	             Marketing is all activities that move goods from producers to consumers: production, promotion, distribution, packaging, pricing. 

	                  Part 2. Two sources of data 

	            All market research begins with an analysis of the market situation. Situation analysis moves from the general to the specific. It begins with the broad economic picture. Is this a time of growth, recession, inflation? Is it a time for optimism or pessimism? Next, the company's general marketing objectives must be considered. Does the company aim to increase or maintain its market share? Is it aggressively pursuing growth? Is it introducing a new product or promoting an established one? Is it pioneering, or is it responding to a change in the competition? Situation analysis ends with observations about problems with and opportunities for promoting a specific brand.

	           Two sources of data are available: primary and secondary. 

	1.  advertising         a. all activities that move goods from produ-

	                                   cers  to  consumers:  production,   promo-

	                                   tion,  distribution,   packaging,  pricing

	2.  product              b.  one member of the market; the user of  a                                       

	                                    product             

	12. qualitative         l.  conclusive or objective research to reach 

	      research                 definite conclusions

	     1.   Marketing is all activities that move  ...  from producers to consumers: production, promotion, distribution, packaging, pricing. 

	Exercise 10.  Practise your vocabulary.

	expensive   a                          -  дорогой

	hierarchy  n                           -  иерархия

	esteem n                                 -  уважение

	to determine  v                      -  определять

	contiguity  n                           -  ассоциация, близость

	reward principle                    - принцип вознаграждения

	appeal   n                                - обращение, призыв,    

	                                                   привлекательность

	favorable  a                            - благоприятный, выгодный

	attitude  n                               - отношение

	frequently  adv                       - часто, постоянно

	reference  n                             - ссылка, отношение

	celebrity  n                              - знаменитый человек

	testimonial   a                         - приветственный, 

	                                                   благодарственный

	testimonial   n                         - рекомендация, свидетельство

	way of perceiving                   - способ восприятия

	trait  n                                     - характерная черта, 

	                                                   особенность

	population density                 -  плотность населения

	marital status                         -  семейное положение

	per capita income                  -  доход на душу населения

	solitary survivor                    -  одинокий  пожилой человек                                             

	to be consistent with each     -  быть совместимым друг с

	other                                           другом, согласовываться

	Exercise 2. Read and try to guess the meaning of the following phrases.

	 

	       consumer motivation, competitive marketing economy,  expensive brand, effective advertising, to determine the motive,

	rational and emotional motives, needs for safety and esteem, to provide motivation, target population, internal variables, external variables, subjective perception, product image, potential consumer, changing attitudes, favorable results, film and sports celebrities, cultural traits, market segment.

	Exercise 3. Read and translate text A.

	                               Text A

	                     THE CONCEPT OF CONSUMER

	               Part 1. Consumer motivation

	  There are internal and external  variables of consumer behavior according to psychological theory. Consumer be- havior is influenced by both variables. Knowledge of these variables can help marketing communicators to create suc- cessful advertising.

	              External variables that influence consumer behavior are social and cultural in nature. Man is a social being. Our need to be accepted as a member of a group is very strong, although often unconscious. Our values, opinions, and behavior are heavily influenced by groups to which we belong. Because we refer to these groups for guidance, they are called reference groups. We are also influenced by groups to which we would like to belong. Advertising often appeals to this characteristic. Many food products, for example, are displayed in the setting of a neighborhood picnic, a group of friends at the beach, or a family reunion. Sports and film celebrities frequently act as reference individuals in testimonial advertising; fans may buy a particular product because they identify with the celebrity promoting it.

	              Part 3.  Market segmentation

	Exercise 4. Comprehension. Answer the following questions.

	       1. What is a conscious motivation to buy a product?

	       2. What are  the unconscious motives of consumers?

	       3. What is consumer behavior influenced by, according to psychological theory?

	       4. What do internal variables include?

	       5. What are  three main components of attitudes?

	       6. Can a good knowledge of learning theory  be applied effectively in advertising and merchandising?

	       7. What are four important principles of learning theory?

	       8. What are external variables in nature?

	       9.  By what is social class generally determined?

	      10. What is culture? What do cultural traits include?

	      11. In what ways are consumers defined and analyzed for market segmentation? 

	      12. What information  do useful demographic data include?  

	      13. What approaches to market segmentation  does the family life cycle combine?

	      14. What is the essence of  the “heavy-user” theory?

	Exercise 5. Multiple choice questions. Choose the correct variant.

	       1. External variables that influence consumer behavior are … and …  in nature.

	       a)   social … political

	       b)   political … cultural

	       c)   social … cultural

	       2. … is the set of attitudes, customs, values, ways of perceiving, and  behavior handed  down from one generation to another.

	       a)  Motivation

	       b)  Culture

	       c)  Science

	       3. Market segmentation is the … instrument for reaching the right audience.

	        a)  insignificant

	        b)  unnecessary        

	        c)  major

	        4.  Advertising aimed toward the heavy users is considered unusually  …  .

	         a) efficient 

	         b) enjoyable

	         c) emotional

	         5. … analysis can reveal striking dissimilarities in consumer  attitudes and patterns of consumption.

	         a) Demographic

	         b) Psychographic

	         c) Geographic

	Exercise 6.  Match the words to make word combinations from the text.

	1. reference                            a. variables

	2. market                                b. feelings

	3. potential                             c. consumer

	4. purchasing                         d. group

	5. unconscious                       e. advertising

	6. expensive                           f. behavior

	7. consumer                           g. image

	8. internal                               h. appeal

	9. product                               i. motives

	10. favorable                          j. brand

	11. testimonial                       k. segmentation

	12. motivational                     l. motivation 

	Exercise 7.  Match the terms and their definitions.

	6. rational                f.  a  learning  theory   principle, used to re-

	                                     late advertising    content   to consumers 

	                                     in a  personal way 

	7. reference group   g. a learning  theory   principle, used in ad-

	                                    vertising to associate   the product   with 

	                                    an agreeable situation 

	8. reward                 h. a principle   of learning   theory, used  in

	                                    advertising   that   promises favorable re-

	                                    sults from product use

	10. repetition           j.  a group to which   someone may or may 

	                                    not   belong, but   to which one refers for 

	                                    guidance  to form  his  values,   opinions, 

	                                    and behavior

	11. demographics    k.  a  stratum of society; one's membership 

	                                     in a social class is based on such factors   

	                                     as  family background, occupation,  and 

	                                     education

	12. psychographics   l.  the pattern of behavior, values, and atti -    

	                                     tudes  transmitted  from   one generation

	                                     to another 

	13. culture                m. dividing   the market into  homogeneous 

	                                     subgroups, for   the purpose of   making 

	                                     marketing more efficient by focusing on 

	                                     appropriate  target  markets 

	15. market               o.   classification of consumers according to        

	     segmentation            such factors as way of  life and persona-

	                                      lity traits 

	16. heavy- user        p.   a concept that  identifies consumers  by 

	      theory                      age, marital status, and number and age 

	                                      of children 

	17. family life          q.   a  theory that a relatively small propor-

	      cycle                        tion of  consumers  use a  relatively lar-

	                                      ge proportion of certain products

	     10. Some marketing communicators subscribe to the “heavy-user” theory, which cuts across all three lines of market segmentation and  according to this theory, a relatively large proportion of consumers use a relatively small proportion of certain products.

	Exercise 10.  Practise your vocabulary.

	 

	Exercise 15. Define if the following statements are true or false.  Correct the false statements.

	                                      MARKETING          

	Exercise 1. Study the active vocabulary list. Memorize the words and expressions.

	retail store                            - магазин розничной торговли       

	loyal   a                                 -  преданный, лояльный

	                                 Text A

	            THE CONCEPT OF  PRODUCT

	           Part 1.  The definition of a product

	                        Part 2. The product life cycle   

	             An important use of product differentiation is to extend

	                    Part 3.  Product analysis

	       a)   reduce

	       b)   eliminate

	       c)   extend

	Exercise  6.  Match the words  to  make word combinations from the text.

	1.  retail                                a   competitors.                               

	2.  product                            b.  awareness

	3.  line                                  c.   considerations

	4.  introductory                    d.   claim

	5.   potential                         e.   products

	6.   profitable                        f.  value 

	7.   brand                              g.  store

	8.   overriding                       h. differentiation

	9.   benefit                             i.  stage 

	10. principal                          j.  extension

	Exercise 7.  Match the terms and their definitions.

	1. product              a. how consumers perceive a  company, pro-  

	   differentiation        duct, or brand; the mental picture its name

	                                  evoke

	2. product life        b. an   approach   to market   segmentation in     

	    cycle                      which the marketing effort is   directed to-

	                                  ward one large population subgroup 

	3. line extension     c. an   approach to market   segmentation in   

	                                   which two or more   subgroups are   iden- 

	                                   tified and selected, and a marketing prog-

	                                   ram is designed for each

	 4. image                d. a marketing strategy in which a product is  

	                                   made to appear  different   from compete-

	                                   tive products, by a change in  the product

	                                   or by advertising claim

	5. strategy of          e. the four  stages   that a product   typically

	    concentration         goes through: introductory growth, matu-                                  

	                                   rity, and decline

	6.  strategy of         f.  the  addition of a new product to an  exis-

	     differentiation       ting set                            

	7.  retentive            g. advertising   that  introduces a product to     

	     advertising            consumers

	8.  brand loyalty     h. advertising that   stresses the  superiority 

	                                   of one product over others in the category

	10. product              j.  consumers'    knowledge   that  the brand   

	      concept                  exists

	11. position             k. consumers'   choice of   the  brand   over 

	                                    other, similar ones

	12. competitive       l.  consumers'   well-established  preference

	      advertising             for  the brand,  they  continue  to buy  it

	                                    despite  possible  advantages  of  compe-

	                                    ting brands

	16. brand                p.  the producer's idea of the product's  con- 

	      awareness              sumers; the principal value for essential

	                                    message of an advertising campaign

	                                     

	       4.  The second method of reaching target consumers is  … 

	 …   .

	       5. Advertisers must be sure that consumers  not only understand a product difference but see it as a  …  . 

	       6.  Consumers’ perceptions of the company, the store, the brand, the price, the package, and the advertising itself all influence their  …   toward a product.

	       7.  An important use of product differentiation is  …  the product life cycle. 

	       8. According to the life cycle theory, a product goes through four stages: introduction,  …  , maturity and  …   .

	       9.  During the …  … , sales rise quickly as some customers buy the product for the first time, and others buy it again.

	      10. A product enters the  …  …  when new products replace old ones, or changes in consumption patterns eliminate demand.

	Exercise 9. Define if the following statements are true or false.  Correct the false statements.

	Exercise 10.  Practise your vocabulary.

	  

	 

	   UNIT  4.  MARKETING  PRICE, PACKAGE, BRAND.

	demand   n                             -  спрос; потребность

	to abandon    v                       -  отказываться; оставлять                           

	                                          Text  A

	               PRICE, PACKAGE AND BRAND NAME

	                                

	                           Part 1. Price

	                                    Part 2.  Package

	       1. What does classic economic theory say about the importance of price?

	       2.  Why do some producers abandon the product? 

	       3.  What must produces do  in order to sell their products?

	       4.  What is a monopolistic competition?

	       5.  What is the function of a symbolic pricing?

	       6. Why can a low price slow demand? Why can a high price increase demand?

	       7.  What was the original purpose of a package? What are some of its other purposes today?

	      10. What  can  a  package  do  besides  satisfaction  of 

	functional  requirements?

	      11. Why is the choice of  a brand name so important for a marketing communicator?

	      12. What is a brand? 

	      13. What does a brand identify? 

	      14. What does a brand name indicate?

	      15. What are the  three brand – extension strategies?

	Exercise 5. Multiple choice questions. Choose the correct variant.

	       

	       1.  Manufacturers have to … demand in order to sell their goods. 

	         a)  decrease

	         b)  eliminate 

	         c)   generate

	       2.  …  production leads to market segmentation and product differentiation.

	         a)  Seller-oriented

	         b)  Consumer-oriented

	         c)  Manufacturer-oriented

	       3.  The  …  becomes a symbol, rather than just a reflection of supply and demand or of production costs.

	         a)  price

	         b)  package

	         c)  brand name

	       4.  Distributors prefer packages that are … to stack and equally attractive from more than one side.

	         a)  difficult

	         b)  impossible

	         c)  easy

	       5.   The package is a constant reminder of the brand name and of product attributes.

	          a)   price          

	         b)  attributes

	         c)  disadvantages

	Exercise 6. Match the words to make word combinations from the text.

	1.  consumer-oriented                 a. protection

	2.  monopolistic                          b name. 

	3.  symbolic                                c. convenience

	4.  single                                     d. product  

	5.  inferior                                   e. span 

	6.  life                                          f. supplier

	7.  to require                                g. production 

	8.  packaging                               h. pricing  

	9.  product                                    i. attitudes

	10. brand                                      j. competition

	Exercise 7. Match the terms and their definitions.

	1. monopoly.            a. the quantity   of  a   product  available to 

	                                     consumers at a particular time 

	2. symbolic pricing  b. the quantity of a product desired by con-

	                                     sumers at a particular time 

	3. monopolistic        c.  the quantity   available above that  desi-                    

	    competition              red by consumers

	4. supply                  d. an economic situation in which one sup-

	                                     plier controls the total supply of a nec-                         

	                                     essary product

	5. package                e. an economic situation in which there are

	                                     many suppliers, of the same product 

	6. surplus                  f.  a situation   in   which  each  competing 

	                                      producer has a "monopoly"  because no 

	                                      two products are identical 

	7. demand                 g.  a   price  fixed  to  convey  a  particular 

	                                      idea  about a product  to consumers and 

	                                      not  according to supply and demand or   

	                                      production costs

	8. competition           h.  the   product  itself,    as in  the case of 

	                                       major   appliances  and  automobiles or 

	                                       container of  most consumer goods

	9. brand                      i.  the use   of   typography,  color, photo-

	                                       graphs or illustrations on a package

	10. brand-extension   j.  characteristics  of  the product  strategy 

	      strategy                     both features and benefits

	11. design                   k. a name,  sign, symbol,  design, term or 

	                                        combination  of these that  differentia-

	                                        tes one company's products  from ano-

	                                        ther's;   one   manufacturer's    product

	                                        distinguished   from others in the cate-

	                                        gory 

	12. product                  l.  a   technique  by which  the  names of

	      attributes                   new products include the names of es-

	                                        tablished ones

	Exercise 8. Fill in the blanks with appropriate words from the text.

	       1.  The importance of … is in  its relation to supply and demand as classic economic theory says.

	       2.  Some producers … the product because it is no longer profitable, this  reduces  the  supply  again and as a result,  the

	 price    …  . 

	       3. With the increase in price comes an  …  in profitability and therefore in production.

	       4.  The price becomes a  …  rather than just a reflection of supply and demand or of production costs.

	       5.  A price that seems too low can actually … demand, because it may indicate an inferior product to the mind of the consumer. 

	       6.  A price that seems … can increase demand because it suggests quality and desirability.

	       7.  The styling or design of the product  … a great deal of attention, from both producer and consumer. 

	       8.  Equal attention should be paid to the design as well as the function of …  that contain goods. 

	       9.  The original purpose of packaging was simply to … and protect the contents.

	      10.  In creating a package, three groups of requirements are  to be  considered: those of the product, the  …  and the consumer. 

	      11. Distributors prefer packages that are … to stack and equally attractive from more than one side.

	      12. Marketing communicator's most important decisions are the choice of a   …  name.

	      13. An appropriate, attention-getting memorable brand name effectively communicates  the … concept and remains in consumers' minds.

	      14. The company name gives prestige and value to the individual products, which are of a   …   type.

	      15. Brand extension works best if the company has established an excellent  … and if the old and new product concepts are similar.

	Exercise 9. Define if the following statements are true or false. Correct the false statements.

	Exercise 10.  Practise  your  vocabulary. 

	        1.  Dwell upon  the theory of supply and demand. 

	        2. In what situations are the principles of supply and demand less valid? Why?

	              Part 1. Marketing objectives and strategies

	                An effective advertising campaign begins with a sound advertising plan. The plan includes three groups of objectives and strategies: those for marketing, advertising, and copy. The three  groups are interrelated and interdependent.

	                         Part 2.  Advertising objectives

	          Part 4. Copy objective and strategy

	       5. Why are sales no longer the only measurement of advertising effectiveness?

	       6.  What are six principles Colley used in his approach to advertising goals? 

	       7.  What are three stages that precede the action  of  actual purchase of the product, named  in Russell Colley's model?

	       8.  What are five steps in the movement toward purchase named by Robert J. Lavidge and Gary A. Steiner in their theoretical model?

	       9.  What does a third model of the hierarchy of effects  AIDA  stand for? 

	      10.  What  is the most prominent advertising strategy now? 

	      11. What must advertising built around the USP show to the consumer?

	      12.  What is the essence of value-added theory proposed by Martin Mayer?

	      13.  What does  the creative objective focus upon?

	      14.  What is the big idea?

	      15.  Should the copy strategy clearly tell and describe what the product is,  how it is used and how  it benefits consumers? 

	Exercise 5. Multiple choice questions. Choose the correct variant.

	       1. An effective advertising campaign begins with a sound advertising  …  . 

	        a)   plan

	        b)   claim

	        c)   announcement

	       2. The plan includes … groups of objectives and strategies.

	        a)   six

	        b)   three

	        c)   five

	        a)   behavior

	        b)   effort

	        c)   strength

	       4. The final goal of all advertising is  to encourage  consumers  …   the goods or the services.

	        a)   to use

	        b)   to  produce

	        c)   to sell

	        5.   Advertising objectives and strategies … what will be done by advertising  and how.

	        a)   indicate

	        b)   show

	        c)   define

	Exercise 6.  Match the words to make word combinations from the text.

	1.  interrelated                               a.  goals

	2.  advertising                               b. inspiration

	3.  communication                        c.  theory

	4.  theoretical                                d.  slogans 

	5.  indefinable                               e.  group  

	6.   copy strategy                           f.   framework   

	7.   creative                                   g.  strategies

	8.   value-added                              h. positions

	9.   marketing                                i.   objectives

	10. memorable                              j. observation

	Exercise 7.  Match the terms and their definitions.

	1.  unit sales                    a.  aim or goal; what one wishes to ac-    

	                                             complish

	Exercise 10. Practise your vocabulary.

	      14.  What is a slogan?

	Exercise 11. Discuss some points of the text.

	to induce consumers            -  побуждать потребителей

	to encourage    v                   -  поощрять, стимулировать

	to offset   v                       -   возмещать,   компенсировать   manual    n                            -  руководство, инструкция

	allowance    n                        -   cкидка

	loading  n                              -   надбавка

	leasing   n                              -   аренда, лизинг

	to urge    v                             -   побуждать, убеждать

	to push    v                            -   продвигать, оказывать   

	                                                   поддержку (материальную)

	restrictions  n                       -   ограничения

	sweepstake   n                      -   лотерея, тотализатор

	refund  n                               -   возмещение, возврат

	sample   n                              -   проба, образец

	wrapping     n                       -   упаковка, обертка

	special sleeve                        -   cпециальный конверт

	to create  excitement            -   пробудить интерес

	Exercise 2. Read and try to guess the meaning of the following phrases.

	  

	       sales promotion, to give added incentive to buy something, an attractive differentiation of a product,  beyond the advertised benefits, to bring vitality to the product at any stage of its life cycle, to build brand loyalty, to induce consumers to try a product, to increase consumption, to offset a move  by a competitor, to create excitement, a proof of purchase.  

	Exercise 3. Read and translate text A.

	 

	                                                   Text A

	                                MERCHANDISING

	                            

	                             Part 1. Sales promotion

	Exercise 12. Render the text in English.

	        HOW TO USE PROMOTIONS EFFECTIVELY

	                             Part 1. What is promotion?

	              Too much top marketing concern with product and advertising tends to push them out into the field of promotions which, ultimately, is much less important for the overall success of their brand. This seems like a recommendation to use promotions only on brands that are stable or growing, since they clearly produce little effect on declining brands where they tend - through the frustration that arises when nothing seems to work - to be used most heavily. However even this is a deceptive conclusion. The pre-promotion, promotional, and post-promotion periods can well add up to something close to a year. This is a long time in the life of a dynamically growing product and it may very well have achieved the same growth in this period without any promotional activity.
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