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Introduction

Dear Learner,

If you are reading this we have to congratulate you on purchasing this book
and understanding the importance of constantly improving your English
knowledge and skills.

We have the pleasure of taking you on a journey into the world of marketing.
The journey you will take with this book will bring you closer to marketing
history, thought-provoking campaigns and the understanding of what the fu-
ture may bring for the industry.

The time spent reading, learning and creating will be challenging, but we
know that challenges bring the best out of a person and if the challenges
are met they will bring exceptional rewards.

There is nothing more for us to say but to ask you to sit back and begin your
journey into the insightful world of marketing.

Best wishes

The Authors



Wprowadzenie

Droga Studentko, Drogi Studencie,

jesli czytasz ten tekst, to musimy pogratulowac Ci zakupu tej ksigzki oraz
zrozumienia ogromnego znaczenia potrzeby ciggtego doskonalenia wiedzy
i umiejetnosci z zakresu jezyka angielskiego.

Mamy przyjemnos¢ zabrac Cie w podréz do Swiata marketingu. Podréz, ktéra
rozpoczniesz z tg ksiazka, przyblizy Ci historie marketingu, inspirujgce kam-
panie oraz utatwi zrozumienie kierunkéw dalszego rozwoju tej branzy.

Czas spedzony na czytaniu, uczeniu sie i kreatywnym dziataniu bedzie wy-
zwaniem, ale wiemy, ze wyzwania wyzwalajg to, co w nas najlepsze, a jesli
im sprostamy, czekajg nas wyjatkowe nagrody.

Na koniec chcemy jedynie poprosi¢ Cie, aby$ usiadt i rozpoczat podréz do pet-
nego odkry¢ Swiata marketingu.

Z najlepszymi zyczeniami,

Autorki



6 Chapter

ALL FOR ONE AND ONE FOR ALL

LEARN

READING COMPREHENSION

In 1967 Fiskars, a Finish company, launched the world's first plastic-handled
scissors recognizable today by their distinctive orange handle. Despite ha-
ving an innovative and ground-breaking product the company met with fierce
competition. To show its product's dominance on the market Fiskars decided
to launch a revolutionary marketing campaign. In 2006 it hired consultants
Brains on Fire, who interviewed crafting groups on Yahoo and selected four
women and called them “The Fiskateers". These women travelled around Fin-
land building relationships with store owners and hobbyists. What's more
they started a crafting blog to help answer queries and trade crafting tips,
especially in relation to scrapbooking. The orange-handled scissors became
a highly sought after product and an integral part of any hobbyist's project.
The blog's popularity grew and with it the online crafting community, which
had a sense of belonging and fulfilment. With a budget just under $500K,
Fiskars's fan community increased sales by 300% and generated a large num-
ber of new products.' Fiskars social media marketing campaign is a classic
success story of generating brand loyalty and profits through an online media
channel. In this chapter we'll take a look at other online community succes-
ses and the power of social media portals to socialize, connect and influence
consumers.
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August 6, 1991 is the date when the World Wide Web went live and at that
moment only a few, including its founder Tim Berners-Lee, knew of its exi-
stence. Today the ubiquity of the Internet has brought about the ubiquity of
social media platforms, which in turn has created new social forms such as
online communities. The first social network site was called SixDegrees.com
and was launched in 1997 by Andrew Weinreich. The name of the site came
from the “six degrees of separation” theory which claims that anyone on
the planet can be connected to any other person through a chain of no more
than five acquaintances.? The site attracted many users yet failed to attract
enough advertising funding and had to be shut down in 2000, however the
site paved the way for such giants as Facebook and LinkedIn and opened
a world of brand communities.

There are two types of brand communities, depending on the community
host. One type is a consumer-initiated community, voluntarily formed, in-
teracting with members on a specific site, sharing valuable knowledge and
experiences, highlighting the strengths and weaknesses of the product or
service and not appealing strongly to other consumers in making purcha-
ses. The other type is a company-initiated brand community, which provides
detailed insight of its products, gives sneak previews of new products and
encourages consumer feedback to co-design and implement new ideas.?
Brand communities create a participatory experience for the customer. The
outbound marketing techniques, or interrupting marketing, may soon be long
gone. The customer no longer wishes to be interrupted by fliers, billboards
or TV commercials. Permission marketing, or inbound marketing, is the way
forward. It's the consumer who needs to give his permission to receive mar-
keting material and who voluntarily joins, for example, a brand community,
which in return provides space for interacting with like-m-+inded individuals.
In today's digital world marketing is becoming increasingly customer-centric
and brand communities are thriving interactive environments that build loy-
alty and commitment.

In 1970 the owners of Harley Davidson decided to sell the famous Milwaukee
brand, endorsed by Marlon Brando and James Dean, as the American mo-
torcycle market began to be flooded with Asian brands like Honda whose
bikes were lighter and more efficient compared to the heavy and big mo-
dels of Harley. Unfortunately, there were not many buyers and the company
was on the brink of bankruptcy. A buyer finally appeared in 1981 and it was
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the management of Harley backed by Citibank. The company was sold for
81.5 million dollars.* The new owners had to make the company successful
again in a short period of time. One of the things the management did was
to reformulate the competitive business strategy and business model aro-
und a brand community philosophy. The “brotherhood of riders", known also
as HOG (Harley Owners Group) are joined together by an ethos, culture and
lifestyle. There are over 1 million members who are not only highly passio-
nate about their bikes but also share a need to serve their local communi-
ties. The company's turnaround was based on reinforcing the community-
-centric positioning and acknowledging the fact that the community is the
rightful owner of the brand.’

Another successful brand community story comes from Procter and Gamble.
In 2000 BeingGirl was created to unite young women all over the world to
share stories of growing up. The informative website is a valuable source of
answers to all those difficult questions about topics like menstruation, acne,
eating disorders and dating. With the help of Anne, a resident expert, young
women have a forum where they can exchange ideas and be heard. BeingGirl
is like a digital big sister with whom you talk about things you would be too
shy to talk about with parents. The site has also links to articles, videos and
age-appropriate products. Some criticize Procter and Gamble, for taking ad-
vantage of young consumers by encouraging them to purchase their brand
products, others claim that the site is very helpful and shows concern for
that sensitive and vulnerable part of a girl's life.® No doubt Procter and Gam-
ble, thanks to the content and global reach of the site, builds brand loyalty
among young girls.

Building a business and marketing strategy around a community brings
a multitude of benefits for the brand. To name but a few, consumers are given
a voice to express their satisfaction or dissatisfaction, which becomes a so-
urce for future product improvements or new designs; furthermore, opening
a channel through which products are presented gives them credibility and
lets them be easily sold without the actual selling. Engaging the customer
heightens loyalty and retention.” However, online communities value transpa-
rency and the lack of censorship, therefore trust is of paramount importan-
ce. Every social media interaction is a marketing event, therefore companies
need to know how to delicately balance the sales transactions with helping
consumers meet their needs. For members, brand communities are a means
to an end, not an end in themselves.®
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MANAGE

COMPREHENSION CHECK

Decide if the sentences are True or False.

1
2.

Facebook was not the first social networking site. T F

Consumers prefer outbound marketing to inbound marketing
techniques.

. To keep the company from going bankrupt, Harley decided

to reformulate its business model around a brand community T F
of bikers.

. Brand communities are sources of valuable information for

product improvements and designs.

Procter & Gamble's BeingGirl brand community is strongly
criticised for making young girls buy only their products.

VOCABULARY CHECK

I. Read the definition and write the correct word from the article. Focus on
the words in bold.

1.

L

10.

something which is highly desirable, worth having, looked for — .....c.ccouevvnenen.

2. the quality of being trusted, believed in — ......cceovcvvivvrercnnnnnnn,
3.
4. the practice of prohibiting parts of books, films, news, etc. from being

being close to having one's company shut down — ...,

read or viewed due to being immoral, politically inappropriate or a threat
10 SECUNTY — s
the fact of appearing everywhere or being common — .......cninenneinnnenn,

the financial recovery of a business that has been performing poorly over
a period of time — ..

very Strong rivalry — ..

the continuous possession of something — ...

to promote a product or service using a known celebrity — .......ccovvviirirninne,
In need of special care and SUPPOrt — .....cocvvvenerneneeenenieeinens
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Il. Read the sentence and write the correct word from the article. Focus on
the words in bold.

1. If a company wants to have a product .....ccovcvevvecneirninnnne. it should give it
careful thought, as not every celebrity has a good reputation and could
tarnish the product's brand image.

2. CUStOMEr .o is quite low, as the company has failed to
come up with a loyalty scheme, so customers look elsewhere to make
their purchases.

3. The s of online purchases has unfortunately opened the
door for fraudsters who take every opportunity to deceive customers into
purchasing items from false online shops.

4. The start-up company, after a bad fiscal year, Was .......covvivenniinnicennnns
when unexpectedly it received a substantial cash injection from an un-
known business angel.

5. The company came under ........covnevvenmnenennens from a rival company that
sold its products below production costs. Fortunately, the low quality of
those products drove customers away.

SUMMARY CHECK (LisTENING)

Summarize the article by including the words below. The mind map may
help you to structure your summary. We advise you to record the summary
or note it down. To compare your answer with that of the author’s listen to
the recording or read the answer key.

: (ﬁerce competition j
retention

\ X / ( sought after
credibility 7

brand
communities on the brink

( company's turnaround j/ of bankruptcy

censorship vulnerable
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MARKETING QUIZ

1. What are the two types of brand communities?

2. What is the difference between inbound and outbound marketing?

3. Name three benefits for a company who creates online brand communi-
ties?

4. Why is it easier to sell products through a brand community?

5. What is important for a brand community?

CREATE

POWERPOINT PRESENTATION

BACKGROUND

You work as a marketing consultant in a well-known advertising agency. Your
clients are key market players who offer well-known brands. You and your
team were recently approached by a new client, who has decided to build
a brand community around its business and marketing strategy.

SITUATION

The new client is a successful start-up company, Watch For Me, which sells
custom-made watches. The company is a click-and-mortar business founded
by four young entrepreneurs, whose mission statement is: “We provide what
you've always desired in a watch, with the highest quality and a personal
touch.”

The founders would like to create a company-initiated brand community
where customers will become involved in the design making, comment on
the day to day usage of their watches and share their personal stories.

TASK

Prepare a 10-slide PowerPoint presentation which will show your ideas on
the content of the company-initiated brand community platform and aid your
pitch to the client. With regards to the content of the platform consider the
following:
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How products will be presented.
How consumers can give feedback and co-design.

How consumers can share their experiences and stories.

. Whether to include expert opinions.

Whether to include articles and what type.

POWERPOINT CHECKLIST

N oUW

9.

. When preparing the slides remember:

The 6-6-6 rule (six bullet points per slide, six words in a bullet point, six
bullet-point slides in a row).

If you use one-word bullet points, use nouns as they are more memorable.
Graphs need to be self-explanatory.

Consider including infographics.

Work with images.

Consider type and size of font.

Use one font size for all your slides and no more than two complementary
fonts.

Choose an appropriate background color that works well with the text.

You can view a model answer at http://www.alfalang.pl/marketing-insights-,62.html.

MINI GLOSSARY

censorship, noun cenzura

(company’s) turnaround, noun collocation poprawa finansowa firmy

credibility, noun wiarygodnos¢
endorse, verb popiera¢, zachwalac
(fierce) competition, noun collocation zazarta konkurencja

on the brink of bankruptcy, expression na skraju bankructwa

retention, noun zatrzymywanie
sought after, phrasal verb poszukiwany, rozchwytywany
ubiquity, noun wszechobecnosé

vulnerable, adj bezbronny, podatny
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