UNIT 6

1)  Key concepts:  Marketing Brands  
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2)  p.50 questions in order
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Are we being manipulated into buying brands?

* BRANDS are accused of all sorts of
evils, from threatening our health and
destroying our environment to_corrupt-
ing our children! Brands are s powerfuly
it is said, that they force us fo look alike,
eat alike and be alike.
* This grim picture has been made
popular by many recent antibranding
books. The argument has been most
forcefully stated in Naomi Klein's book
No Logo: Taking Aim at the Brand
Bullies. lis argument runs something
like_this. In_the new global cconomy,
braiids répreSentla huge portion of the
value of a company and, increasingly, its
biggest source of profits. $0 companies
are swiiching fom showeasing product
features to (markeling. aspirations ancl
the dream of a more exciting lifestyle:
+ (istorically, building a brand was
rather Simple, A logo was a straightfor-
ard guaraniee of quality and consisten-
ey, or it was a signal that a product was
something new. For that, consumers were
prepared 10 pay a premium.  Building a
brand) narionally required litle more

than an occasional advertisement on a
handful of television or radio stations
showing how the product tasted better or
drove faster. There was litle regulation. 1t
was easy for brands such as Coca-Cola,
Kodak and Marlboro to become hugely
powerful. Because shopping was still a
local business and Competition limited)a
successful brand could maintain its lead
and high prices for years. A strong brand
acted as an effective barrier to entry for
competing producs

+Consumers are;now bombarded with
choices. They are also harder to reach.
They are busier, more disiracted and
have_more. media to choose from. They
are ‘commercials veterans” experiencing
up to 1500 pitches a day. They are more
cynical than ever about marketing and
Iessy sesponsive o messages to.buy.
Jonathan ~Bond.._and - Richard
Kirshenbaum, authors of Under The
Radar - Talking To Today’s Cymical
Consumers, say “some of the most cyn-
ical consumers are the young” Nearly
half of all US (college’ students have
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corrupt make morally bad
aspirations hopes and wishes
bombarded repeatedly attacked
veterans very experienced people

taken (marketing courses and “know the
enemy’". For them, “shooting down adver-
ing has become a kind of sport’
5 Marketers have (o take some of the
blame. While consumers have changed
beyond recognition, marketing has not.
Even in the USA, home to nine of the
world's ten most valuable brands, it can
be a shockingly old-fashioned business
Marketing theory is still largely based on
the days when Procter & Gamble's
brands _dominated the USA, and its
advertising _agencies_wrote the _rules
Those rulesfoeused o the product and
where to sell 11, ot the customer. The
new marketing approach is-to develop a
brand not a product - to sell a lifestyle
&4 personality, to appeal to emotions,
(it is a much harder task than describing
the features and benefits of a product]
However, brands of the future will have
10 stand for all of this and more. Not
only will they need o be a stamp of prod-
uet quality and a promisg,of a more desir-
able lifesiyle_but_they will_akso_have t©
project an image of social responsibility
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corporate identity consultant.
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Marketing brands
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[l Read the text on the opposite page and decide which of the
above views is closest to that of the author.

&

{71 Read the text again and match the headings a-f with paragraphs
1-5. There is one extra heading.
a  Brands past

b Advertising brands

¢ The new consumers

d Guilty

e The case against brands

£ The importance of brands

P[]

Read paragraph three ag:
1 It was relatively easy in the past to create a new brand.

Are the statements true or false?

Buying a branded product did not cost customers more.
Brands were developed for the international market.

The government closely controlled the markets at home.
Brands deterred other companies from entering the market.
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Speaking  The author suggests young people no longer believe advertisements.
Do you agree? What does influence young people’s buying decisions?
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