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Teaching objectives

Upon completion of this unit, Ss are expected to accomplish the following objectives:

e  Know the marketing theory of 4 Ps and its application
. *  Recognize the five Ps in action

Professional knowledge . . o
e  Get acquainted with some specialized vocabulary of

marketing

e  (ritical reading and thinking
1) Understand the structure of business writing (e.g.,
looking for listed patterns, subheadings in a text)
2) Analyze difficult sentences
3) Think about issues critically
e Language building-up
Reading 1) Learn the specialized vocabulary of marketing
2) Practice vocabulary and collocations in academic
contexts
3) Study some formal language use
e Researching
Do group research to learn how companies promote their

products through advertising

Viewing Use clues to anticipate upcoming major points in a lecture

Speaking Have clear objectives for a presentation

e Learn how to shape an academic essay and write an
Writing outline

e Learn how to write a good research question
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Suggested teaching plans

Overview

This unit is designed for six periods of classroom activities. In each of the periods, certain tasks
are to be completed. Generally speaking, there may be several different ways to explore this

unit. Here is a suggested teaching plan.

Periods 1-2 Periods 3-4 Periods 5-6
Lead-in Reading Speaking: having a
Reading e (Critical reading and thinking of Text clear objective for a
e (ritical reading and thinking of B presentation

Text A e Researching: Ss present the Writing
e Points for discussion research findings. e shaping an essay
After-class tasks = Viewing: finding major points = and writing an
e Ssreview what they have After-class tasks outline

learned in the two periods e Ssreview what they have learned e writing a good

by completing the Language in the two periods by completing research question

building-up tasks. the Language building-up tasks. Summary of the unit
e Ss preview Text B and prepare e Ss prepare for the Speaking and

for the research project. Writing tasks.

Teaching guides for each part

Text A

/A Teaching steps

Lead-in

1 Divide the class into groups of 4-5 to discuss the two lead-in questions before reading Text A.

2 Have each group summarize their viewpoints and invite some to share their ideas with the
whole class.

3 T may lead Ss into Text A by saying, “Your interpretations of marketing are based on your
perceptions in your daily life. Do your views coincide with the professionals’? Let’s look at the
definitions presented in Text A.”

4 Ask Ss to scan the text and locate the definitions of marketing given by three professional
marketing organizations in paras. 2-4. T may invite some Ss to translate them into Chinese

orally. Ask Ss to pay attention to the language used in the definitions.
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Critical reading and thinking

1

Overview

1) Give Ss a few seconds to scan all the subheadings in Text A and then decide how to divide
the text into two parts: the definition of marketing and the exposition of the 5 Ps of
marketing.

2) Ask Ss to read the text quickly and complete Task 1.

3) Give Ss additional information on marketing theories. The Supplementary information
may be of help.

Points for discussion

1) Put Ssinto groups of 4-5 to brainstorm answers to questions in Task 2.

2) Invite some groups to share their views with the class.

3) Encourage other groups to feed back once the presenting groups have finished their reports.

Language building-up

1

Specialized vocabulary

1) Ask Ss to work through Task 1 to review the specialized vocabulary used in the text.

2) Check Ss’ answers.

3) Draw Ss’ attention to Key terms for further study at the end of the unit.

Academic vocabulary

1) Ask Ss to practice the words in the box in the academic context by completing Task 2.

2) Check Ss’ answers.

Collocations

1) Guide Ss through Task 3 to help them grasp the frequent and useful collocations which
occur in academic contexts.

2) Check Ss’ answers.

Formal English

1) Ask Ssto look up the underlined words in Task 4 in a thesaurus and find their synonyms.

2) Restate the differences between formal and informal English as has been expounded
in Unit 1. Remind Ss that phrasal verbs are used more commonly in informal situations,
while avoided in formal writing.

3) Ask Ss to complete the task and check their answers.

/A Supplementary information

1

Jerome McCarthy

Jerome McCarthy (1928-2015) is an American marketing professor and a pivotal figure in
the development of marketing thinking. In one of his most famous books Basic Marketing: A
Managerial Approach (1960), Jerome proposed the concept of the 4 Ps of marketing (product,

price, place, promotion).

FAREERE BAH



2 The 4 Ps of marketing
An organization’s 4 Ps marketing mix (i Ei41%) is the combination of strategies and
tactics used to implement a marketing plan. Due to the changes in customer behavior and
their expectations, the proliferation of marketing channels, etc., this classic business /
product-oriented model became inadequate and ineffective in providing solutions to
customers’ problems, and was thus replaced by the 4Cs (consumer, cost, convenience and
communication) model proposed by Robert F. Lauter. The 4Cs of marketing mix is a more
customer-oriented model and is easier to adapt to certain changes in the market. Today in
the era of big data, the marketing mix has evolved to 4Vs (volume, variety, velocity, veracity)

to better serve digital marketing.

/A Language support

1 Manipulation is a charged word, especially when we talk about manipulating people. (Para. 7)
charged: filled with a strong emotion such as indignation or nervousness i - Flv 25 1Y
e.g. He tried to abandon the negatively charged belief about what it means to miss out on

something.

2 | manipulate tools in my promotion tool kit in hopes of enticing consumers to buy my
product. (Para. 8)
1) tool kit: a set of tools —& T . H
e.g. A competitive currency is one element in the government’s policy tool kit to manage
the economy.
2) in hopes of: wanting sth. to happen &+ YA B
e.g. When the seller was in a dialog with his potential client, he wanted to keep the
discussion alive in hopes of closing the deal.
Paraphrase: | skillfully use the tools from my promotion tool kit in order to persuade

consumers to buy my product.

3 Sometimes the need is sociological, such as the need to fit into a culture, or the need to
stand out. (Para. 10)
1) fitinto: to become assimilated into and accepted by a group i i/
e.g. The HR manager selected three candidates who have the right background that may
fit into the company.
2) stand out: to be much more impressive or important than others #7#gkff; A kD

e.g. One way to stand out in an interview is to ask questions.

4 Similarly when the Porsche 914 became known as the “poor man’s Porsche” (due in part to
its low entry-level price) the brand was doomed to failure. (Para. 15)

entry-level: appropriate for a beginner; basic A J9¢H]
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e.g. Living in the big city on her entry-level salary could be a tough go.

Will you make it widely available or in a select few stores? (Para. 16)
a select few: a small number of; a handful of #%2/>%%
e.g. Organizations should be aware that creativity and innovation is no longer only needed in

a select few industries.

Some products start with very exclusive distribution, establish a reputation for their brand
and then expand distribution. (Para. 17)
exclusive distribution: available only at particular stores 7l 52 £5 43

e.g. The two companies sign an exclusive distribution agreement last month.

Text B

/A Teaching steps

Critical reading and thinking

1 T may lead in by saying, “With the knowledge of the 5 Ps of marketing obtained from Text A,

let’s examine how the marketing model is applied in real life by looking at the examples in
Text B.”

For the part about “people,” ask Ss to look at two successful and two failed examples given in
paras. 3-6 to better understand the importance of knowing the wants, needs and desires of
“people” in marketing.

For the part about “product,” ask Ss to identify how P&G and Unilever achieve product
superiority with their marketing efforts.

¢ Be the first to reach a market.

e Eliminate small or unprofitable businesses or brands.

¢ Achieve a high degree of market penetration.

For the part about “price,” ask Ss to analyze the case of Wal-Mart to comprehend how
its low-price strategy (achieved by the ability to lower the operational costs) helps boost
customer loyalty.

For the part about “place,” ask Ss to study the example of Tampax to learn how one can get
the place right for a product.

For the part about “promotion,” ask Ss to compare European carmakers with American and
Japanese car companies to see in what way advertising works best as a form of marketing
communication.

Ask Ss to complete Task 1 and check their answers.

Divide the class into groups of 4-5 and discuss the questions in Task 2. If time is limited, T may
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assign different questions to different groups. Make sure that every question is covered.

Ask some groups to report their answers to Task 2 to the class.

Language building-up

1 Academic vocabulary
1) Ask Ss to practice the words in the box in the academic context by completing Task 1.

2) Check Ss’ answers.

2 Collocations
1) Familiarize Ss with the common collocations from the text by completing Task 2.

2) Check Ss’ answers.

Researching

1 Guide Ss through the directions of the task.

2 Explain to Ss that “advertising media” refers to the means or vehicles through which
advertiser communicates his message to prospective customers to influence their behavior.
Major advertising media include:

e press media (newspapers, magazines, etc.)

e direct advertising (sales letters, e-mails, short mobile messages, catalogs, brochures, etc.)

e outdoor media (banners, special signboards, billboards, station posters, neon signs,
vehicle advertising, etc.)

e audio-visual media (radio, TV, cinema houses, elevator, Internet, moving slides, etc.)

e advertising specialties (free-of-charge items offered to customers with logo or company
names stamped or inscribed |54 )

e window display

e trade fair and exhibition, etc.

3 Divide the class into groups of 4-5 and ask them to do the research task by following the
steps provided in Researching.

4 Invite some groups to present their research findings to the class.

/A Supplementary information

1

Consumer Reports

Consumer Reports (CR) is a magazine released by an American nonprofit organization that
provides unbiased product ratings and reviews for more than 9,000 products and services,
along with trusted advice and in-depth reporting. It’s a useful source of information that
helps consumers make more informed purchase.

Wal-Mart

Wal-Mart, by its development of more than 50 years, is now the largest retailer in the world,

with over 2.2 million employees and 11,300 stores under 58 banners in 27 countries and
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e-commerce websites. Its revenue of the fiscal year 2019 is $514.4 billion. Wal-Mart operates
in different business models, including Supercenter, Discount Store and Neighborhood
Market.

Wal-Mart’s controversy

The controversy around Wal-Mart revolves around the company’s policies and business
practices and their effects. Charges against this world’s largest retailer include racial and
gender discrimination, the corporation’s foreign product sourcing, treatment of product
suppliers, environmental practices, the use of public subsidies, and the company’s security
policies. Wal-Mart denies doing anything wrong and insists that low prices are the result of
efficiency. Wal-Mart proponents hold that the company’s success lies in its commitment to
low prices of products that customers want and need. However, Wal-Mart critics argue that

Wal-Mart’s low prices absorb sales from other stores and kill off local small businesses.

/A Language support

1

In hindsight, it seems even more ridiculous that anyone ever thought it would work. (Para. 3)

hindsight: the ability to understand and judge an event or experience after it has occurred f&

L2z

e.g. Future earnings and price appreciation can make those formerly costly-looking stocks
seem cheap in hindsight.

Paraphrase: When looking back, we can see how ridiculous it is to think that selling pet food

and accessories over the Internet would work.

Is that content? Sure, but it’s also one of the most amazing in-depth ads you’ve ever seen.

(Para. 6)

1) The word “content” here refers to the information contained in the website, considered
separately from the advertisement elements that persuade people to buy the product or
service.

2) in-depth ads: advertisements which are made carefully and in great detail, thus thorough

and complete HIRE K] 45

At P&G, iconic brands such as Duncan Hines, Jif peanut butter, Folgers Coffee and Pert Plus
shampoo were all sold off. (Para. 10)
sell off: to sell sth. especially at a low price, in order to get rid of it 3z45i; BE AL FE i

e.g. The company would have to sell off some of its assets to raise money.

After bouncing around the Midwest from retail job to retail job, he bought a small store in
Bentonwville ... (Para. 12)
bounce around: to move or change between several different things, such as jobs or places

Bkt
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e.g. He has bounced around several jobs since graduation.

Those savings were passed along to customers in the form of some of the lowest prices

offered anywhere. (Para. 14)

pass along to ...: to deliver sth. to an intended recipient after having received it from sb. else

et FelR

e.g. The massive taxes on insurance companies will undoubtedly be passed along to the
insured.

Paraphrase: With the money saved, Wal-Mart benefited customers by offering the lowest

prices in the market.

Manufacturers were then left trying to figure out how they could make the goods for the
price Wal-Mart was willing to pay. (Para. 15)
Paraphrase: Then manufacturers had to work by themselves and find out how they could

produce the goods within Wal-Mart’s price limit.

General Motors has eight brands broken down into nearly 100 sub-brands. (Para. 21)
break down into: to divide sth. into (parts or groups) #---+-- iy 3T RREEE

e.g. Your goals should be broken down into concrete actions.

/A Teaching steps

1
2
3
4

Guide Ss to learn the way to find major points in a speech / lecture.

Draw Ss’ attention to the Word bank before watching the video clip.

Play the video clip and ask Ss to complete the tasks. Then check Ss’ answers to the two tasks.
T may also guide Ss to discuss the strengths and weaknesses of sub-brands by drawing their
attention to the first lesson that the speaker has learned about marketing: The bigger the
brand, the more difficult it is to reposition it; and therefore building a brand with sub-brands
is a better strategy. Ask Ss to compare it with the view on sub-brands expressed in Text B.
(Text B points out the problem of sub-branding by referring to the troubles that US and

Japanese car companies have had to promote their cars because they’re over-branded.)

/A Supplementary information

1

Hoover

When the Hoover company was first founded in Ohio in the US, it sold vacuum cleaner. Later
its business expanded to floor-care products, laundry products and domestic appliances
such as washing machines and tumble dryers. Mostly in the 20th century, Hoover dominated

the electric vacuum cleaner industry to the extent that “Hoover” became colloquially
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synonymous with “vacuum cleaners” in the UK and Ireland.

2 Heisenberg’s Uncertainty Principle
It is known as one of the cornerstones of quantum physics, Heisenberg’s Uncertainty
Principle expresses a limitation of operational possibilities imposed by quantum mechanics.
The Uncertainty Principle, discovered by Werner Heisenberg in 1927, states that for certain

value pairs of quantum objects both values cannot be exactly defined at the same time.

/A Teaching steps

1 Tell Ss that the questions listed in the note can serve as guidelines to help them set a clear
objective for their presentation.
2 Ask Ss to refer back to the presentations they have done in Researching and clarify the goals

of their presentations.

/A Teaching steps

Guide Ss to learn how to structure an academic essay and write an outline.
Explain to Ss the two steps of developing a good research question.

Let Ss complete the tasks.

A W N

Divide the class into groups of 4-5 and tell Ss to share the cover page and outline of their own
essay within their groups.

5 Walk around the class to learn more about Ss’ progress before making comments.
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Answer keys and scripts

Reading

Text A

Lead-in

Task

1

Marketing means putting the right product in the right place, at the right price, at the right

time.

Answers may vary. Here are some useful points for reference.

e Marketing guides us to the current and latest trend in the market. When we pass by a
billboard in the street or watch the commercials on the small screen in the elevator, we
keep updating information in the market, such as new high-tech gadgets, healthier food,
new season clothes, etc.

e Marketing influences the way we perceive things. For instance, the way that Apple users
view their life has something to do with the way that Apple has led its users to experience
with its products: stay simple and think different.

e Marketing also has a way to make us want to pay for the newest products. For instance,
that Pepsi keeps adding new products or variants to their existing product line and shifts
its focus from sugary soft drinks to healthy drinks fosters curiosity of Pepsi drinkers and

arouses their interest in having a try.

Critical reading and thinking

Task 1 / Overview

1)

2)

3)

4)

Marketing is an organizational function and a set of processes for creating, communicating
and delivering value to customers and for managing customer relationships in ways that
benefit the organization and its stakeholders.

Marketing refers to the core business philosophy that directs the processes of identifying
and fulfilling the needs of individuals and organizations through exchanges which create
superior value for all parties.

Marketing is the management process for identifying, anticipating and satisfying consumer
requirements profitably.

Marketing is: a) discovering and giving consumers what they want and need, and b) doing

this at a profit.
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) the wants, needs and desires of people
) understanding of the consumer
7) sale or use
) tangible or intangible object
) setting quality expectations
10) segmenting the consumers
11) you distribute your product
12) advertising
13) public relations
14) sales promotion

15) event marketing

Task 2 / Points for discussion

Answers may vary. Here are some useful points for reference.

1 VYes, | agree with the author. People are key to all the economic activities. Without people,
there is no point in marketing. Moreover, no matter what business people do, what product
they produce, and what service they provide, the ultimate goal is to satisfy the needs and
desires of people. Business would not be successful if people don’t like it.

2 Yes, | agree.

e Profit is the ultimate goal of capitalism. It is the motivation of profit that drives capitalists
toward starting a business in the first place.

e Unless a business can make profits, it is likely to close down due to lack of funds.

e If a capitalist investor or owner of a business cannot make a profit, he / she will soon stop
investing.

e The prime consideration in capitalism is profit. Profit is the vital current of the capitalist
system, and when it ceases to flow the system will be dead.

No, | don’t agree.

e Although profits may be the lifeblood of capitalism, making the maximization top priority
regardless of societal consequences violates the spirit of our laws. It should first be
determined how best to minimize a business venture’s potential risks of damage to the
general public and the environment. It is from that paradigm that profitable projections

and targets should be formulated.

Language building-up

Task 1 / Specialized vocabulary

1 #HETHN
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PZYE hen
1 s RS
Hiris
i

B
144 it it

public relations

O 00 N O U b W N

exclusive boutique

=
o

event marketing

11 personal one-on-one selling
12 marketing communication
1 business philosophy

3 Strategic decisions

5 sales promotion

Task 2 / Academic vocabulary
1 exclusive

3 maximize
5 convinced
7

identify

Task 3 / Collocations

1 inessence

3 satisfy consumer requirements

5 entice consumers to buy a product
7

doomed to failure

Task 4 / Formal English
1 expecting
3 persuading

5 indicates

Text B

Critical reading and thinking

Task / Overview

co oo B~ N

o oo B~ N

target market
established brand

event marketing

highlighted
manipulating
infinite

defined

manage your customer relationships
increase profitability
delivering brand value to your customers

Expanding distribution

control
divides

considered / viewed

1) Understand people’s needs and desires and make it useful.

2) Procter & Gamble and Unilever
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3) Single-minded focus on low prices.

4) Tampax

5) It takes a lot of advertising to sell a car; focuses on parent brands instead of sub-brands.

Task 2

1

Because they don’t understand people’s needs and desires and don’t know how to make the
content useful to them.

Good location and a tremendous amount of information about the sales of every brand they handle.
Because the American and Japanese auto businesses are overly branded. For example,
General Motors has eight brands broken down into nearly 100 sub-brands. Advertising for
a Chevrolet Corvette has no impact on a Chevrolet Impala and vice versa. BMW, however,
simply adds a number to their brand name. Thus, advertising for one BMW has impact across

the entire brand.

Language building-up

Task 1 / Academic vocabulary

1 option 2 vision

3 potential 4 controversial

5 intelligence 6 majority

7 dominate 8 expansion

9 virtual 10 investments

Task 2 / Collocations

1 has come along way 2 have many things in common
3 onaverage 4 In hindsight

5 inpart 6 to say the least
Researching

Answers may vary. Here are some useful points for reference.

Nike is known as one of the world leading designers and distributors of sports shoes, quality
sportswear, and equipment and accessories for a wide variety of sports and fitness activities.
The advertising media Nike has employed include TV commercials, billboards, station posters,
magazine print ads, window display, social networking advertising, etc.

Nike’s “Just Do It” advertising campaign, usually featuring famous sports persons, is potently
formulated not only to highlight the functional properties of its product but also to appeal to
the emotional needs of consumers.

The target audience of Nike ads includes both sportsmen and people who become more

preferred to the sports world. The ads seek to show people a new way to set goals and
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encourage them to exploit their own athletic potential, and then inspire them in their
personal achievement through Nike products.

o Nike’s advertising practice is a resounding success. The implementation of the “Just Do It”
campaign boosted the sales in 2015, increasing the revenues and the operating profit. The
success lies in Nike’s focus not only on the product, but on the person who wears the product

in the ads as well, which captures the confidence of consumers toward the brand itself.

Viewing
Task 1
1F 2T 3F 4T 5T

Task 2
1 physics can teach us something about marketing
2 a It's the same with brands.

b It’s the same in marketing.

Scripts

So | work in marketing, which | love, but my first passion was physics, a passion brought
to me by a wonderful school teacher. So he taught me that physics is cool because it teaches
us so much about the world around us. And I’'m going to spend the next few minutes trying to

convince you that physics can teach us something about marketing.

So, physics and marketing. We'll start with something very simple, Newton’s law: “The
force equals mass times acceleration.” But if we rearrange this formula quickly, we can get
to acceleration equals force over mass, which means that for a larger particle, a larger mass,
it requires more force to change its direction. It’s the same with brands. The more massive a
brand, the more baggage it has, the more force is needed to change its positioning. It explains
why Hoover found it very difficult to persuade the world that it was more than vacuum cleaners,
and why companies like Unilever and P&G keep brands separate, like Ariel and Pringles and
Dove, rather than having one giant parent brand. So the physics is that the bigger the mass of
an object, the more force is needed to change its direction. The marketing is, the bigger a brand,
the more difficult it’s to reposition it. So think about a portfolio of brands or maybe new brands

for new ventures.

Now, who remembers Heisenberg’s Uncertainty Principle? Getting a little more technical
now. So this says that it's impossible, by definition, to measure exactly the state, i.e., the
position, and the momentum of a particle, because the act of measuring it, by definition,
changes it. So to explain that — if you’ve got an elementary particle and you shine a light on it,

then the photon of light has momentum, which knocks the particle, so you don’t know where
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it was before you looked at it. By measuring it, the act of measurement changes it. The act of
observation changes it. It’s the same in marketing. So the act of observing consumers changes
their behavior. Think about the group of moms who are talking about their wonderful children
in a focus group, and almost none of them buy lots of junk food. And yet, McDonald’s sells
hundreds of millions of burgers every year. Think about the people who are accompanied shop
in supermarkets, who stuff their trolleys full of fresh green vegetables and fruit, but don’t shop
like that any other day. So luckily, the science — no, sorry — the marketing is getting easier.
Luckily, with now better point-of-sale tracking, more digital media consumption, you can
measure more what consumers actually do, rather than what they say they do. So the physics
is, you can never accurately and exactly measure a particle, because the observation changes it.
The marketing is — the message for marketing is — that try to measure what consumers actually

do, rather than what they say they’ll do or anticipate they’ll do.

Speaking

Task
Answers may vary. Here is a suggested answer.
The goal of my presentation is to demonstrate the importance of advertising in marketing

communication.

Translation of texts

Text A

HiAEH

FEf RS, b2 RS, B IURiR, EEHe SR XEEARBH,
(HEHAMUOUREAT Y, MORA o FRAT w2 2B S R AR, mFA 1A
#LELL A 2 i 7 SOTREE

Ll NS CT B s e RET I E WA, T E O — A ZUR
e, dE—Eute, MTAEFQE . BRASSA i, ERE PR, JFELAS R
AN

AT E S e B E O RO E IS, eI E PR 2 AR 8
T, SN A 2 50T i A

BRJE, SERFRFER A T E RN A R S K, I Al AR
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Text B
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