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Loi gioi thiéu

uoc ta dang bwcéc vao thoi ky cong nghiép héa, hién
dai héa nham dua Viét Nam tré thanh nuéc cong
nghiép van minh, hién dai.

Trong sy nghiép cdch mang to lon dé, cong tdc dao tao
nhan lyc luon giit vai tré quan trong. Bdo cdo Chinh tri cia
Ban Chdp hanh Trung wong Bdng Céng sdn Viét Nam tai
Dai hoi Ddng toan qudc lan thir IX dd chi ré: “Phat trién
gido duc va dao tao 1a mot trong nhitng dong luc quan trong
thiic ddy su nghiép cong nghiép héa, hién dai héa, 1a diéu
kién d€ phat trién nguén Iuc con ngudi - y&u t6 co ban dé
phét tri€n xa hoi, tang trudng kinh t€ nhanh va bén vitng”.

Qudn triét chu truong, Nghi quyét ciia Pdng va Nha nuoc
va nhdn thicc diing ddn vé tdm quan trong cia chiong trinh,
gido trinh doi voi viéc ndang cao chdt lugng dao tao, theo dé
nghi ciia S6 Gido duc va Pao tao Ha Noi, ngay 23/9/2003,
Uyban nhdn dan thanh phd Ha Nt dd ra Quyét dinh sé
3620/QD-UB cho phép SJ Gido duc va Pao tao thuc hién dé
dn bién soan chuong trinh, gido trinh trong cdc truong Trung
hoc chuyén nghiép (THCN) Ha Noi. Quyét dinh nay thé hién
Sy quan tdm sdu sdc ciha Thanh iy, UBND thanh phd trong
viéc ndng cao chdt luong dao tao va phdt trién ngudn nhan
Iwe Thu do.

Trén co so chuwong trinh khung cia Bo Gido duc va Pao
tao ban hanh va nhitng kinh nghiém rit ra tir thue t¢ dao tao,
8 Gido duc va Pao tao dd chi dao cdc truomg THCN 16 chiic
bién soan chuong trinh, gido trinh mét cdch khoa hoc, hé



théng va cdp nhdat nhitng kién thitc thyc tién phit hop voi doi
twgng hoc sinh THCN Ha Noi.

Bo gido trinh nay la tai liéu gidng day va hoc tdp trong
cdc truomg THCN & Ha Néi, dong thoi la tai liéu tham khdo
hitu ich cho cdc truong cé dao tgo cdc nganh ky thudt - nghiép
vy va.déng ddo ban doc quan tdm dén van dé huong nghiép,
day nghé.

Viéc t6 chitc bién soan bé chuong trinh, gido trinh nay
Ia mot trong nhiéu hoat dong thiét thuc cua nganh gido duc
va dao tao Thit d6 dé ky niém “50 ndm gidi phéng Thii dé ",
“50 nam thanh ldp nganh” va huong téi ky niém 1000 nam
Thdng Long - Ha N6i™”.

So Gido duc va Pado tao Ha Noi chdn thanh cam on Thanh
iy, UBND, cdc 53, ban, nganh cia Thanh phd, Vu Gido duc
chuyén nghiép B Gido duc va Pao tao, cdc nha khoa hoc, cdc
chuyén gia dau nganh, cdc gidng vién, cde nha qudn 1y, cdc
nha doanh nghiép dd tao diéu kién ginp dd, dong gép y kién,
tham gia H6i dong phdn bién, H6i dong thdm dinh va Hoi
dong nghiém thu cdc chuong trinh, gido trinh.

BPdy la ldn ddu tién S6 Gido duc va Dao tao Ha Néi 16
chitc bién soan chuong trinh, gido trinh. D dd hét sic c6
gdng nhiung chdc chdan khéng trénh khdi thiéu sét, bdt cdp.
Chiing 16i mong nhan duwoc nhitmg ¥ kién déng gép cua ban
doc dé ning budc hoan thién bo gido trinh trong cdc ldn 1di
bdn sau.

GIAM BOC 83 GIAO DUC VA DPAO TAO



Introduction

The art of business is how to do business effectively. Nowadays, some
businessman just think about the quality of a product, not customers’ servic-
es. It, in fact, is proved obviously that enterprises do not pay much attention
to aftersales services, they will get difficulties in developing new products and
holding market share. Therefore, the question is how to attract new customers
and keep loayl ones.

With such expectations, the book aims at supplying readers with further
knowledge, which helps to estimate customers’ need or expectation from busi-
nesses, to understand producers’ duties and consumers’ interests. In addition,
it gives out some suggestions and techniques to conquer customers.

The course is compelted in 30 periods being divided into 9 units, each unit
includes 3 main sections.

1. Reading comprehension: Aiming at equiping to students necessary
knowledge according to the topics. At the end of each reading comprehension,
there are questions to test students.

2. Discussion: Giving out the topics to discuss in pairs, in team in order
to shape stable professional knowledge and working rechniqites.

3. Case study: Including situation exercises to help students recognize
appearing situations and analyze right/wrong problems.

New words: At the end of each unit is a list of ‘core vocabulary of the
course. It helps students and teachers to prepare the lessons easily.

Glossary: It includes variety of words in business field.



BUSINESS ETHICS

¢ Objectives

- Mastering:
+ The definition of moral in business
+ The roles of it

- How to deal well in your own business

- Having good behavior

e Contents

- The definition of moral in business
- The roles of moral in business
- The objects in business

- How to gain success in business




I. READING COMPREHENSION
What is business ethics?

Which of the views expressed in the illustration do you agree with?

$3 the lowest
prices in town.

(2)

Business is
business.

1)

All you have to do is
adhere to
conventional
standards of
morality.

(4)

Companies have an obligation to
maximize profits because shareholders
expect the maximum return on their

investments.
3)
You should always apply your own personal ethical

Your only standards when doing business.

ethical (6)

obligation

is to act

within the

law . A company has responsibilities to its suppliers, its

customers, its employees, the local community and
) society in general as well as to its shareholders.

M-




* Definition: Ethics is the name for the right action. We not only consid-
er the advantages for ourselves but also for the others and society in general.

For example: “giving gift to the partner” may be an ethical action but
sometimes 1t will be considered bribery.

e What is the others?

- Customers /consumers: persons who buy or use your goods or services.
They decide to buy this or that product according to the reliable information
from you,

- Employees: they will be loyalty to the company when they have good
salary and safety working condition

- Stockholders/owners: people who own part of the business.

- Suppliers/distributors: people who supply/ distribute goods to the buyer.
- Local/society/government: The place where you carry on your business.
e The roles of moral in business

- Attract and keep customers

- Encourage employees’ working spirit

- Reduce the checking and controlling of government

- Reduce unexpected fees

- Attract the capital or investment

¢ What should you do?

- Have moral in business

- Know the conflicts about the right and profit

- Have good relationship with the partners, employees, ect.

- Keep the company's information secret

- How to use your asset effectively

e Answer the following questions

. What is moral in business?

2. Why must you have moral in business?

3. What must you do to have moral in business?



II. DISCUSSION

Milton Friedman, while dismissing the notion of “social responsibili-
ty” still agues that a business must conform to the basic rules of society.
In your opinion, do the following activities, several of which are not ille-
gal, conform to the basic rules of society, or not?

. Bnibing corrupt foreign officials in order to win foreigners orders, on
the ground where bribery is a way of life, you have no alternative if you want
to win a contract. '

2. Industrnial espionage - spying on compelitors’ R&D departments with
concealed cameras and microphones, bribing their employees, etc rather than
doing your own expensive research and development.

3. Selling supposedly durable goods with “built-in obsolescence”, i.e.
which you know will not last more than a few years.

4. Spending money on lobbying, i.e. trying to persuade politicians to pass
laws favorable to your particular industry.

5. Telling only half the truth in advertisements, or exaggerating a great
deal, or keeping quiet about the bad aspects of a product.

6. Undertaking “profit smoothing”, i.e. using all the techniques of “cre-
ative accounting” to hide big variations in profit figurcs from year to year, and
threatening to replace the auditors if they object.

III. CASE STUDY

Work 1n groups and find out the mistakes of Light - up company and give
the comments.

Light - up. a company of a light device, is a just merged company in the
market economy. It was in a ficrcely competition to win the market with a big
company called Glico. At their effort to attract customers with lower price,
Mr. Vladimir, the Sales Manager of the company, surveyed many potential
conducting - wire producers to find way to reduce the price. One of those pro-
ducers developed an advanced technique to produce the wire; thercfore, they
can reduce the price not change the quality of the product.

Before giving the contract to the new supplier, Vladimir decided to give
onc more chance of competing to his existing one. Tomas, his younger
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brother, 1s the representative of his existing supplier. In fact, Vladimir took
advantage of his refation with the supplier to win that position for Tomas.

Vladimir told Tomas that his company received the promotion letter of
other company at lower price. Then. to survive, Tomas had to compete at the
same lower price. Vladimir explained with the appcarance of a new producer.
Tomas in order to show his gratefulness, he bribed Vladimir and Viadimir
accepted.

All the senior managers of Light - up were so eager with the amount of
money they could save that they decided to produce the big amount of lower
price lamps. Moreover, it is certain that they overtook the checking of new
wire products.

At first, Light - up seemed to succeed with their low - price new products
but later they gradually go many complaints about the lamp's bad quality. It
is easy to understand that Tomas's company did not understand carefully the
production procedure so the shortcomings were inecvitable. Unfortunately,
Light - up produced some thousands of lamps which were in store only.

IV. NEW WORDS

Accounting (n)
Act (n)
Adhere (v)
Alternative (n)
Asset (n)
Attract
Auditor (n)
Basic rules {n)
Behavior (h)
Bribery (n)
Capital (n)
Challenge (n)

Competition {n)

Tinh todn

Hanh dong, hanh vi

Tham gia, gta nhép, gii¥ viing
Su lua chon giita nhiéu kha ning
Tai san, cha cai

Thu hat

Ki¢m todn vién

Nhitng quy tac ¢o ban

Hanh vi

Su diit 161, hoi 16

Von dau

Khé khin, thir thach

Canh tranh

11
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Conceal (v)
Conflict (v)
Conform (v)

Contract (n)

Conventional (adj)

Corrupt (v)
Creative (adj)

Customers' services (n)

Device (n)
Dismiss (v)
Distributor (n)

Durable goods (n)

Effective (adj)
Employee (n)
Espionage (n)
Ethics (n)

Exaggerate (v) .

Existing (adj)
Favorable (adj)
Fee (n)
Gratefulness (n)
Illustrate (v)
Investment (n)
Merge (v)
Moral (adj, n)
Morality (n)
Notion (n)
Objective (n)
Obligation (n)

Gidu gi€ém

Mau thuan

Lam theo, tuén theo. 1am cho hop véi
Hop dong

Quy wdc, tip qudn, tuc 1é

Héi 1§, tham nhiing

Sdng tao

Dich vu cham séc khidch hang
Thiét bi, dung cu, mdy méc

Sa thai

Nha phan phoi

Hing ding 1au bén

Cé higu qua

Nhén vién, nguoi lam thué

Viéc do thdm, hoat dong gian diép
Dao dic, nguyén (ac xir the
Phéng dai, lam tang quéd miic
Hién hanh

Thi¢n ¥, 4n hué

Phi, 1& phi

Su biét on

Minh hoa, chitng minh

Su dau tu

Két hop, hop nhat

C6 dao dirc, dao dic, nhan pham
Pao duc, dao nghia

Khai niém, dinh nghia

Muc dich, muc tiéu

Nghia vy, bén phén



Obsolescence (n)
Partner (n)
Potential conducting-wire (n)
Profit (n) ‘
Promotion (n)
Relationship (n)
Reliable (ad))
Representative (n)
Responsible (adj)
Secret (n)

Senior manager (n)
Shareholder (n)
Smoothing (adj)
Spy (V)

Standard (n)
Stockholder (n)
Supplier (n)
Survey (n)

To bribe (v)

To gain (v)
Undertake (v)
Yariation (n)

Working spirit (n)

Su 161 thai

Déi tac

Day dan ti€ém nang

Loi nhuan, 101 14i

Xic tién thuong mai

M#éi quan hé

Dang tin cay

Pai dién

C6 trdch nhiém, chiu trich nhiém
Bi mit

Téng gidm déc

Co dong

Su san bang, lam nhdn
Kiém tra, xem xét k¥ ludng, quan sat
Tiéu chudn

Co dong

Ngudi cung cdp

Khao sat

Dua hai 10, diit 16t

Gianh dugc, dat duge
Pam nhan, phu trach

Su bién d6i, bién dang

Tinh than lam viéc
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2 CUSTOMER RELATIONS

e Objectives

- Mastering:

+ Consumers' rights

+ Skills to have good relations with customers
- How to deal well in your own business

- Having good behavior

e Contents

- Consumers' rights
- Customers' needs and expectations
- Customers' care

- Social/ Human skills and attitudes to customers

14



I. READING COMPREHENSION

Consumers' rights
- The right to safety from product - related hazards

- The right to information about products, including the facts consumers
need in order to protect themselves from fraud and mislcading product claims.

- The right to redress, that is, the right to reject unsatisfactory products
and services and to obtain satisfaction when the complaint is justified.

- The right to choose among a variety of products in a marketplace free
from control by one or a few sellers.

- The right 1o be heard in governmental decision making on such matters
as import quotas and tariffs and representation in regulatory decisions involv-
ing such issues as airline fares and food - safety regulation.

“Customers expectations”
means something to look
forward to or something

hoped for.

For example: Customers who stay in a hotel or visit a restaurant have dif-
ferent ideas of what they hope to find. They have come to more and as a result,
hotels need to improve their facilities in trying to meet these expectations.
Meeting customers’ expectations often requires upgrading, improving or
increasing current facilities to meet the incrcasing demand of standards of
services. However, hotel owners necd to know their market, c.g. holiday
maker, business/conference, before undertaking any expansion or changing
their way of running their business. Furthermore, any attempts to meet
customers’ expectations should not be at the expense of health and safety. Cutting
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corners to save money will not result in meeting expectations, as standards will
suffer. Customers expect good quality service at value for money prices. They
want fast, efficient service from competent staff with a positive attitude.

“NEED” means “WANT?”, a basic
requirement or something essential.

There is an important difference between a need and an expectation as far
as hotel customers are concerned. A need is what is actually required by the
customer, whereas an expectation is a personal view of how the service should
be carried out. Therefore, gauging customer expectations is a vital factor for
anticipating customer needs.

Staff may require acting like a psychologist or a “mind reader” to try to get
know exactly what customers really expect to be done for them. Staif needs to
be able to “put themselves in the customers’ shoes™ and treat the customers
the way that they would like to be treated, if they were that customer.

CARING FOR CUSTOMERS

Good customer care is about creating a sense of well being in our cus-
tomers, ensuring that their needs are met, that they know their business 1s val-
ued and that they matter to us. Good customer care is closely linked to the
concept of personal services, which is difficult as it cannot be weighted or
measured,

For example: The challenge for people working in the hotel and tourism
industry is to meet, as far as possible, the needs of all our customers.
Providing good customers’ care is essential for survival in this industry and
providing good service: good service means different things to different people
and yet we need to anticipate needs of all our customers. Essentially, there are
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two main types of scrvice - material and personal, We need to understand the
diffcrence between material and personal services and importance of both.

Remember:

"HE WHO CARES - WINS"

The company that cares is the company
that will win customers' return business.

PEOPLE SKILLS AND ATTITUDES

The term “customer relations™ refers to social skills or the ability to deal
with people well. All staff requires both technical skills, i.c. “how to do the
Job™ and the “people skills™ i.e. “how to deal with the customers”.

These skills are more difficult to identify because we have discussed each
customer is different and has different expectations. Some are looking for
speed and cfficiency, others respond to a friendly word, others want to be
made a fuss of, and others want to be left alone. Staff has to learn to identify
and be sensitive what the individual customer wants.

Some people are naturally good with others. However, customer relations
skills can be learnt. The key areas to understand are the appropriate ways to:

- Communicate

- Deal with enquiries

- Sell

- Handle complaints and compliments

In addition, customer relations' skills can also be applied 1o working with
colleagues. For example, improved communication skills with customers can

improve communication skills with colleagues and therefore improve team-
work ability.

17



Good customer relations = Good business $$$$
Satisfied customers Recommend, Retura
and therefore Raise Revenue = “The 4 R’s”

Attitudes of staff and attitudes of the customers can affect the ways in
which stalf and customers communtcate and behave towards each other, for
example:

- If the member of staff is rude, then the customers will also be rude and
vice versa.

- Only hearing what you want to hear.
- Danger of jumping to conclusions without the full facts.

- Stereotyping groups of people, e.g. rich types of people are difficult
customers.

RESPONDING to custemer comments

It is important to respond properly to a customer comment or compliment.
For example: If the customer compliments you or the hotel, you should:
- Thank the customer

- Take advantage of any sales opportunities

- Record and pass on the compliment to the relevant person

- Tell the customer that the compliment will be passed on

- Tell the customer that his return is looked forward to

Remember that complaints must be handled correctly as they can affect
the business reputation and revenue. Customers whose complaints are not
handled correctly usually do not return to the establishment.

No matter how good the service and facilities provided, there will always
be someone who is not happy and will complain.

Complaints will occur, but if you handle correctly and efficiently, a scowl
can be changed into a smile. Indeed, the customer may even apologize for
bringing the complaint to some attention.

18
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Remember:

You can please some of the people all of the time, you can please
all of the people some of the time. However, you will never please all
of the people all of the time.

Answer the following questions

L. What are the customers' rights? Why must you know them?
2. What can we do to meet their expectations?

3. Does a "need"” differ from an “"expectation"?

4. Make out "customer relations",

3. What can we do to deal with customers’ complaints?

I1. DISCUSSION

Some people ague that:
L. "Customers are always right.”
2. "Manager has power over his customers”

Do you agree or not?

III. CASE STUDY

Mr. Pike, who likes travel a lot, decided to stay at a famous hotel named
Plaza. There is something strange that made the manager of that hotel suspi-
clous about. At midnight, he took risk of entering Mr. Pike's room without
allowance. The next day, Mr. Pike knew the truth and complained seriously.
We often heard about “good service™. So what is it?

Take the above example as a proof to explain your idea. Some people say

that the manager's action broke the relationship with the hotel's customers. Do
you agree?

IV.NEW WORDS

Appropriate (adj) Thich hop, thich ddng
Attempt (n) Nb luc

Attitude (n) Thai do

Competent (adj) Thao, gioi
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Conference (n
Demand (n)
Efficiency (n)
Enquiry (n)
Essential (adj)
Expectation (n)
Fraud (n)

Gauging (n)
Hazard (n}

To identify (v)
Information about products {n)
To justify (v)
Positive attitude (n)
Psychologist (n)
Quotas (n)

Redress (v)

To reject (v)
Sensitive (adj)
Tariff (n)

To care for (v)

To ensure (v)

To handle (v)

To improve facility (v)
To obtain (v)

To respond to (v)
To suffer from (v)

To upgrade (v)

Hoi thao

Yéu cau, nhu cau

Ning sudt, hiéu qua

Yeéu can, su difu tra

Can thiét, c6t y€u, cha yéu
Su k¥ vong, mong doi

Su gian lan. lra loc

Phdn dodn, 1am ding quy cich
Khé khan, tac hai

Nhbéin ra, nhan dang

Thong tin vé san phiam

Bao chita, thanh minh

Thai do tich cuc

Nha tam ly hoc

Chi tiéu, han ngach

Su dén bu, boi thuong

Béc bo, loai bo

Nhay cam

Bang gid. thué xuét ahap khau
Quan tam &1

Pam bao

Giai quyét

Nang cao di¢u kién lam viéc
Pat duoce, gianh duge

Dip lai, phan ung lai

Chiu dung

Thic day



3 MARKETING IN BUSINESS

e Objectives

- Mastering:

+ Marketing methods

+ Marketing techniques
- How to deal well in your own business
- Having good behavior

e Contents

- Marketing methods

- Marketing techniques

- Procedure to set up the market
- Some ideal markets
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I. READING COMPREHENSION
SETING UP THE MARKET TO SELL THE PRODUCTS

1. Objects
- What to buy?

- The logo, patterns, quality, and technological elements. Hclp the
customers picture the goods. Focus on them in markéting your products.

2. Objectives
- Why do they buy the goods?

- People buy the soap due to its attractive flavor; beautiful patterns: low
price, etc.

3. Who buys your products?

- Organizations or occupants.

- Have the form to know their names; address of buyers.
- Learn the right attitudes with each special one.

For instance, working with German you should not bargain and should do
this with Chinese.

4. The amount of products?

- How much of your products your customers will buy.
5. How to buy?

- Operations.

- When will customers buy?

- They will pay by cheque or credit card.

6. Where to buy?

- The outlets.

- To set up the way to transport the goods.

Setting up the market helps the manager decide what, how many and how
to manufacture to supply to your customers.

MARKETING METHODS

Marketing, the process by which a product or service originates and
then is priced, promoted, and distributed to consumers. In large corporations
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the principal marketing functions precede the manufacture of a product. They
involve market research and product development, design, and testing.

Marketing concentrates primarily on the buyers, or consumers. After
determining the customers' needs and desires, marketers develop strategies
that are designed to educate customers about a product's most important fea-
tures, persuade them to buy it, and then to enhance their satisfaction with the
purchase. Where marketing once stopped with the sale, today businesses
belicve that it 1s more profilable to sell to existing customers than to new
ones. As a result, markcting now also involves finding ways to turn onc-time
purchasers into lifelong customers.

Marketing includes planning, organizing, directing, and centrelling the
decision-making regarding product lines, pricing, promotion, and servicing. In
most of these areas marketing has overall authority; in others, as in product-
line development, its function is primarily advisory. In addition, the marketing
department of a business firm is responsible for the physical distribution of the
products, determining the channels of distribution that will be used, and super-
vising the profitable flow of goods from the lactory or warehouse.

TAILORING THE PRODUCT

Merchandisc that is generally similar in style or design, but may vary in
such elements as size, price, and quality is collectively known as a product
linc. Most marketers believe that product lines must be closely correlated with
consumer needs and wants.

Firms tend to change product items and lines after a period of time to gain
a competitive advaniage, to respond to changes in the economic ¢limate, or to
increase sales by encouraging consumers to buy a new model. For example,
if the economy wceakens, a manufacturer might use cheaper parts to make a
product more affordable. Sometimes, however, manufacturers will alter the
style rather than the quality of the item. Hemlines on dresses, for example.
might go up or down, or the appearance or functionality of an automobile
might be altered. The practice of changing the appearance of goods or intro-
ducing inferior parts or poor workmanship in order to motivate consumers to
replace products is known as planned obsolescence. Some people object that
this practice leads to waste or can be unethical. Manufacturers reply that
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consumers are condifioned to expect such changes and welcome the variety
they offer, or they deny that poor quality was intentional.

The popularity of all products eventually wanes. In fact, successful
products go through what is called a product life cycle, which describes the
course of a product’s sales from its introduction and growth through maturity
and decline. Somc fad products such as Beanie Babies go through all four
stages in a very short period. For others, such as phonograph records, the
stages cxtend over decades.

Because products are always aging and sales of even the most successful
products eventually decline, firms must continually develop and introduce
new items. One study found that over 13,000 new products are introduced
each year. However, despite the millions of dollars that United States and
Canadian companies invest in-product research and consumer testing, it is
estimated that more than 30-percent of new products fail at launch and 60 per-
cent are never fully accepted by consumers and disappear after a few years.
The high failure rate influences the pricing of successful products because

profits from these products must help cover the development costs of products
that fail.

PRICING THE PRODUCT

The two basic components that affect product pricing are costs of manu-
facture and competition in selling. It is unprofitable to sell a product below the
manufacturer's production costs and infeasible to sell it at a price higher than
that at which comparable merchandise is being offered. Other variables also
affect pricing. Company policy may require a minimum profit on new product
lines or a specified return on investments, or discounts may be offered on pur-
chases in quantity.

Attempts to maintain resale prices were facilitated for many years n the
United States under federal and state fair trade laws. Since 1975, howcver,
these laws have been nullified, thereby prohibiting manufacturers from
controlling the prices set by wholesalers and retailers. Such control can still
be maintaincd if the manufacturers wish to market directly through their own
outlets, but this is seldom feasible except for the largest manufacturers.
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Attempts have also been made, generally at government insistence, o
maintain product-price competition in order to minimize the danger of injuring
small businesses. Therefore, the legal department of a marketing organization
reviews pricing decisions.

Marketing efforts once focused primarily on the selling of manufactured
products such as cars and aspirin. But today the service industries have grown
more 1mportant to the economy than the manufacturing sector. Services,
unlike products, are intangible and invelve a deed, a performance, or an cffort
that cannot be physically possessed. Currently, more people are employed in
the provision of services than in the manufacture of products, and this arca
shows every indication of cxpanding even further. In fact, more than eight in
ten U.S. workers labor in such service areas as transportation, retail, health
care, enterfainment, and education. In the United States alonc, service indus-
trics now account for more than 70 percent of the gross national product
(GNP, the total of all goods and services produced by a country) and are
expected to provide 90 percent of all new jobs by 2012.

Services, like products, require marketing. Usually, service marketing
parallels product marketing with the exception of physical handling. Scrvices
must be planned and developed carefully to meet consumcer demand. For
ecxample, in the field of temporary personnel, a service thal continues to
mercase in monetary value. studies arc made to determine the types of
employee skills needed in various geographical locations and ficlds of busi-
ness. Because services are more difficult to sell than physical products, pro-
motional campaigns for services must be even more aggressive than those for
physical commodities.

MARKET RESEARCH

Following this preliminary survey, you hegin to identify and define your
product. Get all the information you can about sources, marketing, production,
processing. packaging and sales. This will require a good bit of systematic
research. Check the librarics in your area. Read all the USDA and extension
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publications you can lay your hands on as well as trade journals and periodi-
cals, books on market gardening and seed catalogues.

Talk to your extension agent, visit the local stores (gourmet and otherwise)
and supcrmarkets to see what is sclling, and why one product appears

more appealing than another. Talk to customers, local stores, food clubs,
specialty distributors. ethnic stores, restaurants and other prospective outlets
In your region. What do they want? Is there an unfilled niche? With your
production, labor and marketing resources, will you be able to filt this niche?

Why market research?

Information from market research helps to formulate a market strategy
and project profitability.

Two levels of information may be obtained

General:

Food shopping habits;

What are some trends in lifestyles? Convenient? Emphasis on family time
and homc cooked meals?

What 1s the ethnic and racial make-up of population, what are its food
preferences?

What are the trends in food safety, health and nutrition?

What are the markceting trends? Growth in organics? An cmphasis  on
freshness?

Specific:

Who ave the buyers? What are their ages, incomes and hifestyles?

What are their wants?

Size of the market, numbcer of buyers:

Numbecr of competitors: are they successful? What are their weaknesses?
What price can you expect?

How much of the market can you expect to hold?

What are packaging and labeling requirements?

What are the barricrs to market penetration for the preducts you have
in mind?
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Do your task by discussing and answering the questions below
. What should we keep in mind while exploring a new market? Why do
you have to do it?

2. What 1s marketing? What does it focus on and include?

3. Why do we need to tatlor the product?

{What is the purposc of tailoring the product?)

4. What can we do to make the services meet the customer's demand?

5. What should be obtained from the market research?

II. DISCUSSION

Do you agree or not with some statements below:

1. Markcting means that vou do not have to worry about selling vour prod-
uct because you know it satisfies a need.

2. The marketing concept in a company’'s choice of what goods and
services to offer and is based on customer's needs.

3. Is market rescarch important to the new market?

4. Developing a product or service that meets the need in batter than any
competing products or services.

II1. CASE STUDY

In the past. the concept of marketing emphasized sales. The producer or

manufacturer made a product line he wanted to sell. Marketing was the task
of figuring out how to sell the product.

Is it the same with modern concept of marketing? What is your idea about
the difference? Find out as much difference as possible.

IV. NEW WORDS

Affordable (adj) Cé thé khac phuc duoc
Aggressive (adj) Hiéu chién

Alter (v) Thay doi, bién déi
Appealing (adj) L.oi cudn, quyén ril

As a result (adv) Két qua la
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Attractive flavor (n)
Authority (n)

Automobile (n)

Bargain (n)

Barrier (n)

Channel of distribution (n)
Cheque (n)

Collectively (adv)
Commodity (n)

Comparable (ad))

. Component (n)
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Convenience (n)
Correlate (v)

Cover (v)

Credit card (n)
Decline (v)

Deed (n)

Deny (v)

Design {(v)
Determine (v)
Discount (n)
Economic climate (n)
Emphasis (n)
Enhance (v)
Entertainment {n)
Expand (v)

Fail at launch (v)
Federal trade law (n)

Figure out (v)

Mui huong quyén rii
Uy quyén, quyén luc

Xe mo td

" Maic ca

Chuéng ngai vat

Kénh phan phoi

Séc

Chung, tap thé

Hang hod

Cé thé so sdnh dugc
Thanh phan

Su thuén loi, thuan tién
Cé tuong quan véi nhau
Kiém soat, che gidu
The tin dung

Giam

Hinh dong, chién cong
Tir chol

Thiét k&

Dinh rd, quyét dinh
Giam gid

Moi trudng kinh 1€
Nhan manh

Nang cao, lam n6i bat
Giai tri

Trai réng, mo ra

That bai khi tung san pham ra thi truong
Luat thuong mai lién bang

Lam rd, chi 10



Formulate (v)
Freshness (n)

Gourmet (n)

Gross national product (n)‘
Growth (n)
Home-cooked meal (n)
Income (n})

Indication (n)

Inferior (n)

Insistence (n)
Intangible (adj)
Intentional (adj)
Labeling (v)

Lifelong customer (n)
Lifestyle (n)
Manufacture (n)
Wholesaler (n)
Marketing (n)
Marketing research (n)
Marketing trend (n)
Vary (v)

To price (v)

To originate (v)
Transport the goods (v)
Unfeasible (adj)

Wane (v)

Waste (v)

Trinh bay rd rang, dua thanh hé théng

Su tuai mat

Ngugi sanh an

Tong sén phdm quéc ndi
Su phat trién

Bira an ndu tai nha

Thu nhap

Su chi dan

Cap dudi

Su nai ni1, sy nhdn manh
Khong sd, khong nam duge
Cé ¥, ¢6 chil tam

Dan mdc

Khach hang trung thanh
.61 sOng

San xuat cong nghiép
Ban budn

Ti€p thi

Nghién citu thi trudng
Xu the tiep thi

Thay d6i, bién déi

Dinh gid

Sinh ra

Van chuyén hang héa
Khoéng kha thi

Suy yéu, tan ta

Lang phi
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® Objectives

PROMOTION

- Mastering:
+ Promotion methods
+ Promotion techniques
- How to deal well in your own business

- Having good behavior

e Contents

- Promotion methods
- Promotion techniques

- Promotion strategies




I. READING COMPREHENSION

MARKETING AND THE INTERNET

The Internet enables marketers to promote products and services to mil-
Lions of potential customers through the World Wide Web. This web site pro-
vides information about a hotel chain and allows users to make reservations
by computer.

Advertising, personal (face-to-face) or direct selling, sales promotion, and
relationship building are the primary methods companies use 1o promote their
products.

Advertising

Advertising - a non personal
presentation of goods, serv-
ices or ideas aimed at a mass
audience.

Point-of - purchase display a bookstand highlights some of the many books
available for sale in a bookstore, Point-of-purchase displays enable marketers
to showcase a product or products and help finalize a sale by calling attention
to the product in & store, the actual point where the purchase is made.

Advertising is often used to make consumers aware of a product's special
low price or its benefits. But an even more important function of advertising
18 10 create an image that consumers associate with a product. known as the
brand image. The brand image goes far beyond the functional characteristics
of the product. For example, a soft drink may have a particular taste that is
one of its benefits. But when consumers think of it, they not anly think of its
taste, but they may also associate it with high energy, extreme action, uncon-
ventional behavior, and youth. All of those meanings have been added to the
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product by advertising. Consumers frequently buy the product not only for its
functional characteristics but also because thcy want to be identificd with the
image associated with the brand.

By adding meaning to a product, advertising also adds value. IFor example.
when Philip Morris Companies Inc. purchased Kraft Foods, Inc. in 1988 for
nearly $13 billion, Philip Morris paid 600 percent more than Kraft's factories
and inventory were worth. Over 80 percent of the purchase price was for the
current and future valuc of the Kraft brand, a value that was created in large part
by advertising. Advertising plays such an important role in promoting products
and adding value to brands that most companies spend considerable sums on
their advertising and hire specialized firms, known as advertising agencies. to
develop their advertising campaigns.

Advertising is most frequently done on television, radio, and billboards;
in newspapers, magazines, and catalogues: and through direct mail to the con-
sumers. In recent years, numerous advertising agencies have joined forces to
become giant agencies, making it possible for them to offer their clients a
comprehensive range of worldwide promotion services.

e Advertise, advertise, and advertise!

Getting your message out costs money. You have to spend money to make
money. This is a basic fact of business. If you do not spend any money, you
won't be making any. Before you spend moncy however, you have to know
who your customer is. Then you have to tell them what they want to hear.
Once this happeas you will have attracted a new customer.

Online advertising is the one tool that you can use to attract ncw cus-
tomers with a tight budget. Targeted e-mail campaigns, banncr advertising
and newsletters can all be highly effective ways to attract new customers. The
key however is not in using them (because anyone can do that), but in using
them corrcctly.

A small business consultant can help you figure out what is the best way
for you to advertise, so that you can spend as little money as possible.

» Giiving people reasons to buy

Good advertising techniques are useless without an effective message. An
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etfective message gives people reasons to spend their money with your busi-
ness. An effective message aftracts ncw customers.

Here's a little psychology tip for you. Have you ever wondered why you
see prices like $19.99 instead of $207 Tt is because $19.99 looks better.
Although it's only a I-cent difference, you are giving people less psycholog-
ical resistance towards buying.

Here ts another tip for you. Start with high prices. and then put things on
sale. People are more likely to buy something when they know they are sav-
ing money. So instead of selling your product for $19.99, scll it for $49.99 and
mark it down to $19.99. You will not be able 10 keep them in stock!

These are casy techniques that you can use yourself without the help of a
small business consultant, but a consultant can help you find thousands of
proven, cost-effective ways to attract new customers. Remember, to follow
the 3-rules. give people a reason to buy.., and they will.

Dircct selling

Personal sclling involves a salesperson
trying to convince customers directly to
buy a product. It is very effective when
there is a concentrated market for a pro-
ductin other words; theproduct is not for
general consumption by the public. For
example airplanes are purchases only by
airlines, not by general public.

Where advertising reaches a mass audience, persenal or direct selling
focuses on one customer at a time. That kind of individual attention makes
direct selling expensive, but it also makes it effective. As the costs of personal
sclling have risen, the utilization of salespeople has changed. Simple transac-
tions are completed by clerks. Salespeople arc now used primarily where the
products are complex and require detailed cxplanation, customized application,
or careful negotiation over price and payment plan. However, whether the sale
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involves an automobile or a customized computer network, personal selling
involves much more than convincing the customer of the product's benefits. The
salesperson helps the customer identify problems, works out a variety of solu-
tions, assists the buyer in making decisions, and provides arrangements for
long-term service. Persuasion is only part of the job. A much more important
part is problem solving.

Because the sclling process has become much more complicated, most
companies now provide extensive training for the sales force. The average
length of the initial training program lasts four months. A training program for
new members of the sales force teaches them about such matters as company
history, selling and presentation techniques, listening skills, the manufacture
and use of the company's products, and the characteristics of both the indus-
try and ts customers. Moreover, because the sales force plays such a critical
role in the marketing process, most companies provide on-going training for
all members of the sales force to help them deepen their product knowledge
and improve their interpersonal and negotiating skills.

With the increasing complexity of business problems and products, effec-
tive sales solutions often require more knowledge than any person can mas-
ter. As a result, many companics now use sales teams to scrvice their largest
and most complicated accounts. Such tcams might includc personncl from
sales, marketing, manufacturing, finance, and technical support.

Sales promotion

Sales promotion activitics arc of
two types: information and
stimulation {pamphlet or book-
let - distribution of free sam-
ples, reduced pricepromotions,
premioms and coupons}.



The purpose of sales promotion is to supplement and coordinate advertising
and personal selling; this has become increasingly important in marketing.
While advertising helps build brand image and long-term value, sales
promotion builds sales volume. Sales promotions are designed to persuade
consumers to purchase immediately by providing special incentives such as
cash rebates, prizes. extra product, or gifts. Promotions are an cffective way to
spur sales, but because they involve discount coupons and contests with
valuable prizes, they are also expensive and so reduce profits.

The power of customer service

"To survive in the competitive market place of the nineties we must treat
customers like they are members of our family. A positive customer
relationship is the key at any level of any organization,” says Dr. Tim

Customer service comes from the inside of an individual. It comes {rom
the desire to provide good service to everyone - whether they are custome,
colleague, Iriend or relaties.

Using the "three C's" of good customer service - Concern Communication,
and Competence, leading customer service expert Dr. Paul Tim brings to life
the skills needed to enrich any customer service relationship.

Relationship building

In the past, most advertising and promotional efforts were developed to
acquire new customers. However, today. more and more advertising and pro-
motional cfforts are designed to retain current customers and to increase the
amount of money they spend with the company. Consumers se¢ so much
advertising that they have learned to ignore much of it. As a result, it has
become more difficult to attract new customers. Servicing existing customers,
however, is easicr and less expensive. In fact, it is estimated that acquiring a
new customer costs five to eight times as much as keeping an existing onc.

To retain current customers, some companies develop loyalty programs
such as the frequent flyer programs used by many airlines. A marketer may
also seek to retain customers by learning a customer's individual intercsts and
then tailoring services to meet them. For example, Amazon.cem keeps a data-
base of the types of books customers have ordered in the past and then rec-
ommends new books to them based on their past selections. Such programs
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help companies retain customers not only by providing a useful service, but
also by making customers f{eel appreciated. This is known as relationship
building.

Answer the following questions
1. What are different ways of advertising?

2. What is the most wonderful and convenient way of advertising nowa-

days? Do you like it?

3. What can we take advantage of technology to advertise our products?
4, Is relation building important in advertising the products?

IL. DISCUSSION

Which of the following statements do you agree with?

1. Advertising is esscntial for business, especially for launching new

products.

2. Advertising does not present a trice picture of products.

3. Advertising raises prices.

4. Giving free samples is an effective way of sales promotion.
5. Is “competition™ equivalent to “salcs promotion™?

IIL. CASE STUDY

Imagine that you, in a team of three or four people, are responsible for

promoting one of the following,

- A new branch of a big mobiie company.
- A new up-market health and fitness club.
- A new store of a big farm.

Decide what vou are intercsted in, what 1s special about 1t, which tools or

channel you use to promote it. Make out clearly your plan and point out its
good points?
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IV. NEW WORDS

Aim at (v) Nhim vao
Allow (v) Cho phép



Associate with (v)
Available (ady)
Behavior (n)
Benefit (n)

Beyond {adv)
Brand (n)

Chain (n)
Characteristic (1)
Enable (v)
Extreme (adj)
Finalize (v)
Function (n)
Highlight (v)
Liaison Agency (n)
Mass (n)
Mastering (v)
Objective (n)
Particular (adj)
Potential customers (n)
Presentation (n)
Primary (n)
Promotion methods (n)
Provide (v)
Relationship (n)
Reservation (n)
Sale promotion (n)
Soft drink {(n)
Special (adj)
Strategy (n)

Techniques (n)

Két giao, két hop, lién hop
San c¢d, hién cé

Cach doi xu

* Loi ich, hudng loi

Nam ngodi

Nhin hi¢u

Chudt, loat

bac diém. dic tinh

.am cho ¢4 th¢

Cuol cling, vo cung, cling cuc
Hoan thanh, lam xong

Chtrc nang

Lam noi bat, néu bat

Trung tam moi giGi

S6 dong, da s6, s nhiéu

Chu dao, lam cha

Muc ticu

Pac bigt

Khédch hang ti¢m nang

Su xuat hién

bau tién, trudc tién

Phuong phép khuyén khich
Cung cap

M&i quan he

Su dat trude (phong ¢/ ban an)
Su khuyén mai/ xdc tién thuong mai
D6 ngot, nude ngot

Dic bidt

Chién lugc

Ky thuat
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S STEPS TO SALES SUCCES

e Objectives

- Mastering:
+ Basic principles in business
+ Sales techniques
- How 1o deal well in your own busincss

- laving good behavior

¢ Contents

- Basic principles in business

- Sales techniques

- Tools for recruiting, training and managing
sales teams

I. READING COMPREHENSION

A BUSINESS DIES EVERY 2 HOURS

It breaks my heart to go shopping sometimes. There 1s the "Going out of
business sale!" the pride saving "Lost our lease sale!", and the cardboard head-
stone "Space for Rent”. They are all a result of the same problem... not enough
customers.
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It is nice when you can open a business and attract new customers the next
day. It is great when a web site guarantees your profitability. Nevertheless,
none of those things happens without good planning. Without a good plan, and
the proper execution, businesses die very quickly.

Rules to attract new customers

e Let people know you exist - Advertise yourself. If people do not know
where you are and what you do, they cannot buy from you. Advertising great-
ly increases your chances of success.

e Do not scare the customer - Make the customer feel comfortable with
your product or service. Provide an environment that they will feel safe. Make
them feel good about spending their money. Do not scare the customer.

e Look the part - Businessmen wear suits. Police officers carry guns. You
are reading this article because we look the part. We effectively display our
ability to attract new customers. You can do the same when you look the part.

You are surprised at how many people break these simple rules. Sometimes
[ go exploring around my city and I find little out of the way businesses that I
would have never known about before. They are good businesses with
absolutely no exposure. Therefore, when I go back a few months later to see
them again, they are out of business. It is very sad. They do not go out of busi-
ness because they are bad at business; it is just that no one knew where they
were so they never made enough money to stay open. You cannot attract new
customers when they do not know you exist.

I walk by stores all the time that are open, but look very dark inside. That
does not make me feel like going inside. They have scared rule and me N° 2

says do not scare the customer. You cannot attract new customers if they are
not comfortable with you.
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If you were going to buy tools. you would expect a person with a tool belt
and a smock to help you out nght. After all, he Jooks like he knows what he's
talking about. What if you went to go buy a power saw and a woman in a clown
suit asked if she could help you? Exactly, look the part and you can attract ncw
customers without any problems.

Building a successful sales strategy requires a culture of hard work,
accountability and training. It's as much an art as a science. These video-
based professional sales training programs provide the tools that you need to
recruit, train and managc sales teams to increase revenues and profits now.

s Step 1: Hire the right salespeopte using the techniques cxplained and
demonstrated in "More Than a Gut Feeling {or Sales”.

Are your slow sales duc to the nature of things. or are you hiring the wrong
sales people? Based on the theory and practices of the world's best-known
interviewing cxpert. Dr. Paul Green, this video (or DVD) teaches managers
how to evaluate and hirc the very best sales candidates and avoid costly, and
all-too-common mistakes.

e Step 2: ‘[cach them the best-benchmarked sales practices explained and
demonstrated in the New video "Ask For the Order”.

This is a brand new Sales Training Video (or DVD) with a timeless mes-
sage. Research has clearly shown that if you do not ASK FOR THE ORDER,
your probability of closing is lcss than 20%. With 11 realistic vignettes in
diverse business scttings using 43 diffcrent actors, the video brings its message
to everyone in sales: rookies, veterans, ficld sales reps, and telemarketers.
Veleran sales training professional Art Bauer shows right way/wrong way
closing techniques. handling objection. buying signals, usc of both dircct and
indirect questioning techniques. With a PowerPoint, reminder cards and other
~ ancillaries, the package provides a full "sales training meeting in a box".

s Step 3: Help them stay focused, improve their productivity, and manage
their time utilizing "The New Time of Your Life” video.

Viewers learn the importance of time management, and six powerful ways

to accomplish it Major "how-to” steps include the importance of listing
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goals, setting priorities, making a daily "to-do” list starting with top priorities,
dealing with procrastination, and asking the question frequently: "What is the
best use of my time right now?",

WINNING CUSTOMER LOYALTY VOLUMES 1 & 2

Volume One: Winning Customer Lovalty... Eliminate Customer
Turnoffs looks at what really alienates your customers. What makes them
want 1o stay away and not buy your product? Each time we experience poor
service we are tempted to join the chorus of complainers. However, a more
fruitful use of such cxperiences 1s to learn from what others do poorly so that
we can provide the best in service Lo our customers.

Volume Two: Winning Customer Lovalty... Exceed Customer
Lxpectations shows you how to really exceed the expectations of your cus-
tomers and gain their loyalty. It takes the ambiguity out of what it means to
"give your customer more” when they really do not expect it. It shows you how
1o set yourself apart f[rom your competitors.

What is included: The secret: customer service uncovered.

This video focuses on the most difficult customer service challenges, such
as dealing with customers who speak a different language, come from a dif-
ferent culture, or act 1n a way that might otherwise test the paticnce of serv-
ice personnel.

This video includes scenes from three different scttings: technical sup-
port, banks, and rctail.

Topics:

¢ How 1o put vourself in the customer’s shoes

» How 10 be honest and tactful with customers

e jlow to make even the most difficult customers feel liked and welcome

EXCEPTIONAL CUSTOMER SERVICE

No matter how good you may think you currently are at satisfying and
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keeping customers, your level of customer service can still and must be vastly
improved.

e [carn the vital role every member of your organization plays in dealing
with customers. and the results of poor teamwork.

e Usc creative techniques to improve your listening skills.

e Make a lasting, positive impression on customers and prospects.

e Implement the secret of under-promising and over-delivering.

e Get the consistent support of managers, co-workers, and staff.

e Defuse iratc customers and turn potential disaster into something
positive.

Learn and teach sales strategies that will allow your salespeople to con-
trol the sales process and blaze their way to selling success.

BRIAN TRACY: KEEP CUSTOMERS COMING BACK

What would you say to "the purposc of running a business is to create
and Kkeep a customer and not profits?”

Brian Tracy cxplains why customer retention is the truc measure of busi-
ness qualily and shows you how to get customers and how to keep them-just
by following two little rules!

You will learn to:

* Focus on the second sale

e Build customer loyalty from a customer complaint

What is included?

CUSTOMER SERVICE EXCELLENCE: IT'S IN THE DETAILS

It 1s in the details with Lisa Ford

Stop “"processing” your customers through - pay them the atiention they
cxpect!

The detail can determine a customer's perception of your business and
whether they will return. Lisa Ford, one of the most respected customer service
specialists in the nation, alerts employees to the five qualitics today’s more
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educated, high-demanding. and sophisticated customers expect. To define
exceptional customer service, Lisa provides insightful cxamples on making the
customer feel valued, empathized with, and served with timeliness, as well as
an abundance of tips for turning one-time buyers into lifetime customers.

You will learn how to:

» Recover customer service loyalty through {our guidelines

e Use the "grandmother rule” to improve reliability

e Be aware of a customer's perception to provide better service

» Avoid the most discreditable words in customer service

EXCEPTIONAL CUSTOMER SERVICE

A Must for Everyone Who Communicates With Customers!

In this world of increased business competition, it is no longer enough to
simply supply a good preduct at a reasonable price. Today, with so many
customers shopping around. Ul takes a solid commitment to customer scrvice to
gain loyalty and repeat business. Business experts around the nation agree that
customer service is the competitive edge for any successful business it is an
indisputable fact that bccomes more clearly each and everyday. If vyour
company cannot please and keep its customers, it will never be truly successful,
and, in fact, it might not survive in these consumer-oriented times at ajl.

Nearly Endless Customer - Service Benefils

No matter how good you may think you currently are at satisfying and
Keeping customers, your level of customer service can still and must be vastly
improved. Now. learn 10 see yourself and your organization as others sce vou.
Build excellent repport and utilize easy ways 1o easure crystal-clear, positive
communications. The powerful improvements you can make in your customer
relations are nearly endless when you incorporate the proven information you

will find in this seminar into your own organization.
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Answer the following questions
1. What arc rules to attract new customers? What is the most important?
2. What is the step that a manager should follow to increase revenues and
profits? ‘

3. What can wc do to improve the level of customer service?

4. What is "a must” while communicating with our customers!

5. What does a rcal sale success require?

II. DISCUSSION

Decide whether those sentences true or faise? Give explanations.

1. Promotion attempts to increase demand for a product.

2. Promotion tries 1o make the customers think differently about the product.

3. Increasing sales means getting more customers for your product. You can
do this by finding ncw markets. A method of expanding the market might be.

- To sell yvour product in other places.

- To sell your product to people who do not now purchase your product or
a stmilar product.

- To advertising to tell more people about your successes and your product.

- All of the above.

[I. CASE STUDY

You have a new idea a method to product a special multifunctional doli
for children to play. You have experimented and it proved that you are suc-
cessful. Now you have a chance 1o promote your new product. What would
you do to promote yourself? Apply what you have got from the text above 1o
make out vour speech?

NEW WORDS
Accomplish (v) IHoan thanh

Accountability (n) Trich nhi¢m giai trinh
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Alienate (v)

Ambiguity (n)

Ancillary

Article (n)

Basic principle (n)
Benchmarked

Blaze (n)

Candidate (n)
Cardboard headstone (n)
Clown suit (n)
Consistent {adj)

Crucial advantage (n)
Crystal - clear communication (n)
Defuse (v)

Demonstrate (v)

Display (v)

Eliminate (v)

Empathize (v)
Environment (n)
Excellence (n)

Excellent rapport (n)
Exceptional program (n)
Experiment (n)

Explore around (n)
Exposure (v)
Incorporate (v)

Irate (v)

Chuyén nhuong
Su mo hd

Lé thudc

Bai bdo

Nguyén tac dao dic, phép tac co ban
Lam chuan

Su ruc r@

Ngudi xin viée

Bia bia ciing

Quan 40 qué mua, quin 4o cii
Phil hop

Thuan lgi chi yéu

Su thong tin hoan toan du hiéu
Xoa diu

Chirng minh

Trung bay

Loai trir

Thédu hiéu

Moi trudng

Su xudt sic

Quan hé xuat sic, uu i
Chuong trinh dac biét

Thi nghiém, thi nghiém

Thim dd, khao sdt xung quanh
Phoi bay

Sdp nhap, két hop

Néi gian
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Loyalty (n)
Multifunctional (ad))
Procrastination (n)

Reps (n)

Retention (n)

Rooky (n)

Sales technique (n)
Scare somebody (v)
Smock (ad))

Sophisticate (v)

Strategy (n)
Telemarketer (n)

The proper execution (n)
The proven information (n)
Uncover (v)

Veteran (n)

Vignette (n)

Long trung thanh
Pa chic nang

Su tri hodn

Neuai dal dién

Su s& hitu

Tan binh

K¢ thudt ban hang

Lam a1 hoang mang, s¢ hai

Trang tr{ hinh t6 ong, 4o khodc ngodi
Nguy bién

Chién luoc

Ngudt ti€p thi qua dién thoai

Thuc hién, chdp hanh ding quy tdc
Thong tin du chiing c&

Khim phd

Nguoi ting trai

Hoa tiét
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6 | DISTRIBUTION

® Objectives

- Mastering different channels of distribution
- How to deal well in your own business

- Having good behavior

s Contents

- Direct sale
- Middlemen
- Retailers, wholesalers

- Franchise stores and chain stores

I. READING COMPREHENSION

After a product has been manufactured. the next step is 1o find out which
methods and routes should be used to bring it to market. This involves channels
of distribution.

The channel of distribution or trade channel refers to the route the product
takes on the way from the manufacturer or producer to the ultimate consumer,
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Manufacturer
1 ' 2 | 5
Customers ' Franchise store
Retailers | 4
Wholesalers
Customers 3 Franchises
wholesalers | Retailers

| Retailers

Retailers 1 Customers
i Customers |

Customers |

Case 1: The shertest channel - direct sale. For example, a grower sells
product dircctly to a customer at a roadside stand.

Case 2, 3, and 5: Retailer is the bridge to the customers.

Case 4, 5: The longer channels with middlemen.

Middlemen are people who take possession of merchandise and take ttle
to it or arrange for transfer of ownership. The reason middlemen are nceded
is that a particular customer or consumer desires many products, which come
from many manufactures, and it is impossible for the consumer to purchase
every product from producers. For example, in offices, pencils, papers, desks,
lamps. cabinets, and many other products are used. Each of these products
may be manufactured in a different part of the country. The office agent nceds
to be able to purchase different quantities of these items at a once place that
is convenient for him.

The job of a middleman is collecting the different products from the
various manufacturers, and then dividing them into amounts which the cus-
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tomers requirc. The middleman gives the products ptace utility by delivering
or transporting them to where they are needed. Two types of middlemen are
merchant middlemen, who actually take title to the merchandise, and agent
middlemen, who arrange for the transfer of title between manufacturer and
wholesaler. An example of a merchant middleman might be a person who
owns a warchousc, buys large quantitics of goods from manufacturers, and
then distributes them fo companies who purchase smaller quantities. An
cxample of an agent middleman would be a broker who carns a commission
by putting buyer and seller in contact with one another.

The channel of distribution selected for consumer products sold on the
retail market depends upon the types of product. Some items are considered
convenient goods. They are generally products which have a low price and can
be found at several convenient locations. Examples are chewing gum, cigarettes
and soft drinks. One generally goes to the closest place to buy these kinds of
products. In this case, convenient goods are found at supermarkets, convenience
stores, and even in vending machines. These goods must be widely
distributed. They may, therefore, go through several middlemen before they
arrive at the place where the consumer purchases them.

Other consumer products are classified as shopping goods. These are
products which gencrally cost more than convenient goods. A customer shop-
ping for a television set or other major home appliance would probably con-
sider several different products and shop at several different locations to com-
pare quality and price before making a decision about a purchase.

Two of larger types of retail distributor are franchise stores and chain stores.
A franchise store is a store that is independently owned, but operates under a
franchise or licensce from a parent company. The franchise pays a fee for the
license and a certain percentage of the total sales to the parent company. In
return for this, the parent company supplies the products and promotes sales
through advertising. Franchise stores are particularly popular in fast food indus-
try. McDeonald's and Kentucky TFried Chicken have franchises worldwide.
Franchise stores and chain stores arc similar in the ways they arc run and the
fact that the same merchandise is generally carried throughout the chain or
franchise. The main difference between franchise and chain stores is that the
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chain store is owned by the parent company. Some supermarkets. such as
Safeway, are operated as chain stores. Department stores such as Sears are also
chain stores. The advantage that franchise stores and chain stores enjoy in
distribution 1s that they are often vertically integrated. This means the parent
company controls the warchouses, the trucking lines, and sometimes the
manufacturer of the product. Vertical integration should allow a parent
company to control costs and maximize profits. However, sometimes vertically
integrated organizations become so large that they actually cost morc to
opcrate. A large expensive bureaucracy is necded to run a large organization.

Answer the following questions

. What do the channels o.f distribution depend on?

. What do franchise and chain stores benefit from?

. What is the difference between chain stores and franchisc stores?
. Why is the middleman nccessary?

. What arc three specific activities of the middleman?

. What is a franchise?

. What does “aparent company” mean?

[ e e T Y I O

. What services does is supply?
I1. DISCUSSION

1. Therc is an argument that: Sales staff in retail stores are necessary
because a retail outlet which can cut its costs has an unquestionable advantage
over 1ts competition. Therefore, a large sales staff is unnecessary and should
be minimized.

Decide whether you are for or against this?

2. The cost of distribution tor convenience goods is probably higher than
for shopping goods?

Do you agree with that idea? Why?

H1. CASE STUDY

Suppose that it 1s your job to arrange for distribution of a product that your



company has made. Find out the nature of the product that is related to the
consumers and what should be taken in consideration in distributing it. Work
in pairs or group. Here is the product list:

l. Refrigerator
2. Shoes
3. Candy
4. IFan

5. Watch

[V.NEW WORDS

A parent company (n)
Bureaucracy (n)
Cabinet (n)

Chain store (n)

Channel of distribution (n)

Closet place (n)
Commission (n)
Department store (n)
Distribute (v)

Expensive bureaucracy (n)

Franchise {(v)
Franchise store (n)
Integration (n)
License/franchise (n)
Major appliance (n)
Merchandisc (v)
Middlemen (n)
Ownership (n)

Particular customer (n)

Cong ty me

Coéng chite

Ta nho ¢6 ngan kéo

Ctra hang thudc cong ty
Kénh phan phoi

Budng riéng, phong d&¢ do
St ménh

Bich hed téng hap

Phan phoi

Thoi quan [i¢u xa hoa

Cédp quyén kinh doanh

Ctta hang duge cap kinh doanh (dai 17)

Su hoa hop

Gidy phép kinh doanh
Thiét bi, dung cu

Buén ban

Ngudi moi gidi

Quyén s0 hiru

Mot cd nhan khich hang
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Possession (n)

Retail distributor (n)
Retailer (n)

Roadside (n)
Transfer (v)
Trucking line (n)
Ultimate customer (n)
Vending machine {(n)
VYertical integration (n)
Vertically (adj)
Warehouse (n)
Worldwide (ad))

Su chi€m hitu

Phan phoi ban le

Ngudi ban 1é

Bo dudng, 1€ duong

Chuyén nhuong, di chuyén
Dudng van chuyén bing xe tai
Khach hang co ban, cudi cung
M4y bdn hang tu dong

Su hoa hop cuc diém

Pinh cao

Cua hang

Trén toan thé gidi



7 50 EFFECTIVE WAYS
TO WIN NEW CUSTOMERS

® Objectives

- Mastering:
+ How to keep customers
+ 2 stages to win customers
+ Maintaining customers' loyalty
- How to deal well in your own business

- Having good behavior

e (Contents

- Attract new cuslomers

- Provoke the attention of the customers

- Maintain your existing customers

- Restore the previous customers who did not accept
your product

- How to meet the sensitive customers

- Things to satisfy the customers
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1. READING COMPREHENSION

When determining the size of your market scveral important factors are
revealed. One primary factor is what your customers are searching for specif-
ically. When we analyze this information, we catcgorize the INTENTIONS of
the user who searched a specific term. If you understand the intentions, you
can cater the content of the site to that user. We do this by targeting specific
phrases to specific pages. When the user {inds the site, they land on the spe-
cific page that targeted their intentions. Now your site can speak to that uscr
which increases the chance that they become a new customer.

— These are 50 tips for both the manager and
his or her salespersons to have good customer
services.

ATTRACT NEW CUSTOMERS

- Show your positive attitude and welcome them.

- Use the word of mouth information network.

- Advertise effectively and creatively.

1. Welcome your customers with a positive attitude

- Your positive attitude and high appreciation help you to win the new
customers.

- Show them how important they are.

2. Be careful with the interview for employees

- Your employees' attitudes arc very important. You need to be caretul
with them. They arc on bechalf of their company, hence if they have any
unsuitable attitude that will affect your business much.

- You should learn how they would react when a customer decides to buy
your product. Then, you will make up your mind.
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3. You should investigate your authentic ness

- You should do what you have said in your statement or slogan that will
help you create the belief in your customers’ hearts.

- Be sure that all the employees know exactly what you mean in that slogan
and they are trained with the customer services.

- You can also investigate the rcactions from customers about your
services like:

+ The training of customer service tfor your employees. Are they alright?

+ Is there any special promotion to serve the customers?

+ Is there any program to offer the special promotion to customers?

+ How about the attitudes of the employees?

+ Did we make our effect to appreciate the service quality or not?

- Answers for those questions will help you know your strong and weak
points as well as where you are now.

4. Affirm the important position of your customers

- No one 1s perfect. Everyvone is different. However, the demands are rel-
atively simitar. That is why you should not distinguish onc from another.
Having « friendly attitudes build up a good foundation for vour relationship
with the customers in the near future.

- Don't hesitate to tell them that: No matter how you feel about yourself
and whoever you are with, you always think of your customer. That they are
believed 10 be your customers is the most important thing on earth with you,
with your company.

5. Have good impression

- You have only one chance to give the first impression. You should try to
create their loyalty and belief on you.

- Your company should have your own uniform to distinguish you from
your opposite. Among the servants, the person who dresses neatly will have a
good impression on customers and he or she will be the one having many
["CL]UCS[S.
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6. Take care of your working place

- Is your products displayed attracting?

- Is the place for selling clean and neat?

- Is the working atmosphere well - arranged and effective?

-They are the things that your customers will face with when trying your
company after the welcome.

- Don't make your place a mess that waste your time to find something
you need. That will be a bad impression. The clearncss and neatness provoke

you 1o work.

7. Create your potential customers

- You can hold free conference about your products for everyone.

- You also can hold short-term course for people to attend. It satisfies your
potential buyers when exposing to your products or company's services.

For example: A car shop often holds conferences to introduce the opera-
tion of their products. They are free and opened for everyone. Every week,
people can choose a short - term course they like to attend. In class, a machine
will explain about different parts of the car for the fecature users.

8. The exhibition room

- Try to show off your picturesque products

- The product exhibition in public will attract the attention of many people
that is one way 1o promote your product.

- You can also co-cxhibit your product with other.

For example: If you are running an interval furniture shop, you can exhibit
your products effectively, successfully in an agent state or an exhibition room
with sport products will call attention in a beauty shop.

9. Practise necessary skills for your employees

- Employees in a company are the best advertisers, so you are (o assure
the training for them, so you can improve your customers who are experienced
and the new ones.

56



10. Show your customers that you always try to satisfy them

- Reward and promote everyone who serves the customers the best.

- Encourage the listencers, the users, cte. To write fetters to tell you about
the service satisfying customers they have ever known.

- Provoke the movement to collect the good services in one area and even
throughout the world. It will help your company closc to new customer service.
And your company will be in a high position in trying 1o satisfy your customers
the best.

For example: This is something you can say in the letter to provoke the
movement.

11. Using some techniques in telecommunication

- Take advantage of exposing to your customers through the phone. You
can not show them your gesture, eyes sight or something like that so the
biggest challenge is that you home to use your voice effectively.

+ Introduce your company or your name.

+ Show your smile. Some people use a mirror in front of them fo see how
they smile with their customers through the phone.

+ Show your customers that they are being served. Tell them what you are
doing to serve them.

+ Welcome them. Direct them to the core problem by saying like that:
"May I help you?".

+ Assure that you will do what they request.

For example: You say, " will check the mistake in this bill and will phone
you Just before S o'clock this afternoon. QK?

+ Thank them for calling.

+ Call the attention through your friendly and natural voice impressively.

+ Be carctul when asking them to wait. You should explain with them the
reason for that interruption with beautiful and formal words.

12. Using word-of-mouth and online marketing methods

- Online markcting 1s going to increase rapidly. It is convenient because
the customers only have to choose what they like on internet.

- Dircet marketing to create a marketing network based on personal
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relationships. Your friends and your neighbors will help your marketing and
distribution through their relatively with your potential customers.

- Online marketing requirs you to encourage others to sell the product for
you. May be the bonus or an invitatien for a dinner or the reward at x $.

13. Asking to look for new customers - who are priceless

- Always asks your customers to know whether they arc satisfied your

products and the name, the address and the phone number of others who also
feel like that.

- You then can phone them and ask them to sce your products they will be
very pleased. The information you know about them will help you much.

14. Exposing to your new customers due to your friends rela-
tionship

- List the potential customers in advance and begin with them. E.g. Joe
Girard a car manager, said ". If T met 50 persons in a week and only two of
them are not satisfied with my attitude, at the cnd of the year there may be
5000 others affecied by those two people. I have sold cars for 14 years.
Therelore, if there are 2 people satisfied in onc week, there's surely 20.000
others know one thing that. "Don't purchase his cars”.

- So. offer your customers good scrvices. They will introduce you to their
friends to promote your products. If that, let give them the bonus.

15. Other except your business card _

You can give your customers the business card with these following.
accompanying things:

- Your images on the card to remind them of your company.

- Leaflet showing vour products. _

- Your persenal phone number or address.

- A brochure about your company or your products

- Give a bonus to everyone who introduces your company to others.

16. Take advantage of new technologies

- Fax is necessary. You can provide update information. new products, and
detailed information about vour products or any of your services changes.
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- Use the numbers 800, 888, or 900 so that others can easily contact vou.
Because your customers will not have to pay for those phonc numbers.

- Use your own website to offer information about vour company. Make
it interesting and professional; then, send e-mail 1o invite customers to usc it.

17. Set up and maintain a list of potential customers

- Set up a hist of anyone you think they will need your products or services
due to your relationship with your friends, your classmate.

[For example: Try to contact with them.

- Deon't sit down and waiting for them, et try to contact them, make it a
habit.

For cxample: I have a friend called Tom. e has just finished the army
services and decided to make business. e had no experience and cven knew
nothing to do. He wants to make himsclf a boss. He opened a small shop. and
advertisement or major, news, and waited for the customers to come. Let what
happened? No one comes to his shop. He cannot be patient anymorc and decid-
cd to act. Instead of sitting doing nothing, he made a list of potential customers
and contact with them by phone. He only told about his business only. He
asked them to tell others who alse may need his products. In the ead. he has
succeeded with his first shop. and then he continued to develop his series of
shops with different equipment. Those shops have madc his life wonderful.

18. Be a good citizen

- Advertising by subsidiaries for public activities is a good method 10
maintain and develop potential customers of your company.

For example: You can try to help charity group. The chance to help them
on e¢ach occaston makes others know your good will. This responsive method
1s a good way to advertise your image.

19. Build up image to advertisement

The ettective and stable pattern should go together with fact image (logo).
slogan, colors and subjects. Make them simple, easy to understand and
remember.

For example: Take some big companies like: Coca Cola, Pepsis, Procter and
Gamble. They always have short and easy understanding advertisements like:
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“Satisfaction guaranteed”, "Guaranteed. Period”, foreign quality, domestic price
(LiOa company), “always listen, always understand” (Prudential company).

- If your advertisements on TV, radio, choose the professional persuasive
voice to promotc your products. Do not make listeners feel boring listening to
your advertiserments.

20. Promote your successes

- Promotc your successes on magazines by advertising your image with a
repeat famous customer or the letters of your customer.

21. Put your name and phone number on telephone directory

22. Hold the commercial fair. You will not succeed by displaying
your products and waiting for buyers. There are some tips for you

- Invite your potential customers to visit your company in advanced you
can bonus them with some rewards if they help you send the invitation letter
to others.

- Call attention to vour {ree samples make them interestin
altractive etc.

g, colorful

- Contact immediately to anyonc to sell your products. If you let the
chance stand by vou will never win new customers.

23. Cooperative marketing: you can cooperate to sell the products by

- Recognize the major customers.

- Try to provoke their interests.

- Build up good relationship with your cooperators.

For example: Les Schwab who sells car tires succeeded in developing his
company in North West of pacific. That was at the beginning of 1960s, he
raised an idea 10 cooperate with the Oregon Cattlemen’ satisfied to offer paper
to buy beel for person who bought his tires. At price from $7.5 to $15 up to
the amount of tires, they bought. That promotional program was described:
"That was onc of the most successful program. It promoted the selling of beef
as well as our tires.”

24, Publish your own brochure

- Publish your own brochure and scli it at special price to creale the
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belief from your customers. They will believe what they sec rather than
what they hear.

For example: One of my friends published a brochure named "How to
Avoid Auto Service Reproofs?” At $7.95, it helps others know and understand
about his company and start paying attention to them.

PROVOKE THE ATTENTION OF CUSTOMERS:
THERE ARE 2 ACTIONS YOU CAN TAKE!

- Carry special promotions.

- Motivalc them to act immediately.

25. You can give your repeat customers with the entry form

- ENROLLMENT FORM -

- I would like to join the Friendly Follow-Up Program - Pleasc send me a
large print bill - please send me a Braille Bill.

- I would like to join the Critical Care Program - I am 62 years old or
older, or disabled,

PLEASE PRINT

Name

Address

Town State Zip
Phone # Date
Account #

For Peace of Mind Only
Hospital Name

Doctor's Name

For Friendly Follow-Up Only
(Person/Agency)
Address

Town State Zip
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Phone # _
Authorized Signature
Please call us at 1-800-490-0025 if vou have special

needs not addressed in this brochure.

26. You can gain more customers by subsidizing for charity
groups when vou have a new customer. This makes your new customers sat-
isfy and they continue to introduce you to others and your image will be pro-
moted.

27. Door-to-door marketing

- Door-to-door marketing makes your customers closc to you and sur-
prised at the thing happened to them.

- If vour customers arc not at home or do not want to talk to you, put your
address. your samples there for them. Be careful! You should go to their home
al the convenieni time, do not disturb them.

28. Write letters to motivate customers

- Write letters to motivate customers because they will buy your products
if they know that you have a new product they need to buy.

Take the buying of a car as an excellent example. A car is expensive, that
is the reason why we always try 10 entrust this transaction on the person we
believe in like your friend or you have to try to "create” your {riend likc them
by contacting to some one you know: write letter to them, etc.

MAINTAIN YOUR EXISTING CUSTOMERS

There are two actions: - E-plus method (Expectation plus).

- Improving your customer service.

29, E-plus method - a key element to satisfy your customers
- Know clearly and objectively about what a customer needs from you.
- Set up new idcas over the customers' expectation that will from you.

+ Before deciding to buy any product the customers always have their
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certain cxpectations, the commercial transaction will be successful if vou over
supply for these,

+ Follow the "Equity Theory". E-plus creates the unbalance with many
pcople, this reqguires them to balance,

+ L-plus helps managers avoid dissatisfaction - Take care of the feedback
from your customers if they are satisfied, they will reuse your products or
they'tl help you to gain new customers. So c-plus is the most stgnificant and
cffective method for advertising. In contrast, if they are unsatisfied, they will
give back your products, boycott you or information their fricnds about your
bad products or about you yoursclf. Surely, you will fail.

30. E-plus of value added products

- Value is recognized by the products quality with the (Its) price. If vou
spend much money on any goods, you expect it will be good, convenient:
long- used enough with that amount of money. That is the certain.

- The real quality should fit with the expectation. When talking about
excellent products, many people told about vacuum cleaner Kirby with 15
years used or the refrigerator Western Auto with 20 years. They also often
talk about Ford or TOYOTA truck for harvesting at speed 200 miles or
swealer with more than a quarter century they oversupply the preduct quality.

31. E-plus of supplementary information

- Supply information about your company more personally and conve-
niently. You can offer videocassette to introduce or explain the real usefulness
or the checking-up stage step by step of your products. You also can help vour
customers through the phone number: 800. |

+ For example: The experienced car sellers, they often spend a lot of time
with this customer to explain all the car's characters for using safely, they
also sometimes offer customers with a cassette explaining detailed alt the
car's characters and the tips to care for it.

32. E-plus of speed (just in time)

- Incffective and slow services make the customers bored and tired. They
will boycott your company sooner or later. Example, a famous airline company
affirms to deliver at 9 am the next day: in fact, they always arrives much later
at 9 or 9.30 a.m. In a supermarket when there are more than two customers
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queuing to wait for the bill, they will open a tiny cashier or in some fast food
restauraals, they prepare your lunch even you choose your menu.

33. E-plus of standards for customer service

The service standards base én communicative acts of the salespersons. If
those standards fit people's demands, customers will accept using your prod-
ucts.

- Warmly and friendly welcome your customers. This makes them satis-
fied. You can welcome them by eyes sight if you are too busy with other.

- Keep an acceptable distance with the visitors. You should learn about
their culture to avoid culture shock (i.e.: hugging, shaking hand, etc).

- Don't make the customers wait for you.

- Be polite. Even when they do not buy your goods at the end, thank them
for visiting your company.

- Talk on the phone friendly, checrfully in expressing your emotion.

- You should cxpress and explain everything clearly with professional and
formal words 1o assure that your customers can understand what you have
said and 10 avoid misunderstanding.

~ Save your customers time by effective transaction. The incffective and
slow services make them annoyed the most.

- Call them by their names to create close relationship. You can also ask
them whether you can call them by their name or not.

Al these tips cffectively promote your company's image and creatc your
popularity.

34. E-plus with accompanying products

- According to Jay Conrad Levinson, professional advertising or free sam-
ple arc considered the effective marketing tool for cveryone. Many studies
show that some 40% of pcople will remember your company at least 6 months
after receiving free present.

For example, a salesman in a shoes shop give his or her customers the shoes
and asks them whether or not they want to try on good shocks. Sometimes, this
accompanying product is sold or promoted.
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Some video shops offer their customers who are children with popcorns to
attract them. Some petrolimex companies also they offer free washing service.
Those accompanying product are not too much expensive but they help to
encourage buying rate and build up the loyalty and belief purchasing.

35. E-plus of convenience

- The most developing companies are those which are always ready to
make the customers feel convenient. Dealing with any trouble elements. The
¢-plus method is applied when you decide subjectively to exchange them for
new ones. In America, pizza has never be come a favorite food if it has not
been carried directly from door to door or from company to company quickly.
I have known a tie shop. They have asked to carry the goods to my office
because of their safety problem. In some fast food restaurants, from time to
time, they offer a free lunch for their royal customers. They will be surprised,
satisfied and ready to be your prospective customers forever.

36. | with the cost

- Your product will be sold in a variety if it has at suitable price. The price
should accompany with the quality of your goods.

- Lever cost helps you sell much more goods than others you can win
more new customers but remember to assure the product's quality.

37. Recognizing and improving your weak points

- List all your short-comings of your new customers or potential .ones.
Then, try your best to deal with them. You also should list your customers
weak points and improve your services to face with those points.

38. Realize your "A" class customers

- The "80" rule says that 80% of your interest comes from 20% of your
customers this 20% in the decisive element - and in all you "A" class cus-
tomers. That makes you succeed.

- You should realize those people. Educate your employees to about them.
to have suitable attitudes to satisfy your vital number.

39. Foresee the needs and wants of your customers

- Take this situation as an example Helen is a salesperson in a local shop
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at Christmas. In a very busy day, a young mother with two small kids on her
hand came to her cashier table. She immediately apologized other customers
for a minute and gave a desk for thc woman and asked "why you don't sit
down here?" I will make the bil of all the things you want and bring them to
you? The woman was surprised and moved with Helen's actions. So what is
the lesson here? You should foresee the needs and wants of your customers
and do something to satisfy them. Helen has very well this significant lesson.

These are some other situations to practice:

- Assure that the customers have had the equipment to use your products
(for example: a person buys paint. ask him whether he has had a broom, sand-
paper, etc. or not).

- Ask to help them carry their luggage to the car.

- If the form is too complicated, explain to them the difficulty and ask to
help them with some parts.

- Be sure that your customers have had enough information about tips for
using your products or services. Explain clearly what they don't understand.

- Be ready whenever you are needed: The opening time of many shops and
offices has been lengthened much. They are opened much earlier and closed
much later.

41, Make your customers feel pleasant

- According to an article on "The Wall Street” about a famous bookshop
in Ohio, the buyers always feel pleasant here with some services Ben and
Jerry. People are with the pleasant armchairs, they can eat and read books all
days without buying anything eycsight. Not suffer from the pressure to buy,
the buyers will buy much. The pleasant contact with customers helped this
shop sell 4 times as much as the amount sold in the previous 10 years.

- You are a manager, you arc in the same boat with the boss of that shop.
Creating the pleasure helps to increase the buying rate. You can do this with
services by playing music; encouraging your customers using time visiting
your products, etc.
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42. Practise listening skills more and more

- Highly appreciate the content of what your customers arc saying not the
way they express their ideas,

- Calm down. Do not loos¢ your temper. Do not predict any bad thing until
the end of the sentcnces.

43. Change your manner

- Don't say ill of your customers.

44. Up date new business ideas or new applications

- Information to your customers any of your new products or services: by
advertising: through phone call: by letters or newspapers.

45. Search information

- Search information about any company famous you heard about their
services, their products, etc.

- Receive and listen to any new ideas of your salesmen or your potential
customers. They may help you much.

RESTORE THE PREVIOUS CUSTOMERS. WHO
DIDN'T ACCEPT YOUR PRODUCTS?

There are two actions to take:
- Show your salesmen how important it is when your customers go away.
- Step by step to restore customers.

46. Educate the salesmen the importance of satisfying the cus-
tomers

47. Restore your prestige

- Send letter to apologize for your previous services and make sure that
you will reconsider the problem and ready to correct.

- This letter in an example:

48. Listen to the customers you do not contact

- Ask them the reason why they did not buy your products honestly. Listen
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to what they said and you can learn some tips from that which can help your
business.
49, Say "sorry” and redo correctly

- Apologize and ask your customers what you can do to make the situa-
tion better. In addition, if you can, do what they said to kecp them with you.

- For instance, a car service shop exchanged my car for a new one imme-
diately without repairing or checking it. The manager said that he did not
want me to drive the car unsafely.

50. Tell your salesman and your friends about difficult situations
you are in

- This will help you casily solve your problem due to others idcas and
experiences.

Answer the following questions

1. What can we do to attract new customers?

2. What is the most important advice for you?

3. What can we do to draw the customers' attention?

4. Would you tell other people about some kinds of information that you
may have 1o fill in the enrollment form?

5. What is e - plus mcthod? Could you name some important kinds? What

can we do to reach that target?

II. DISCUSSION

Do you agree or not with same following statements:

I. We should focus our services on customers to satisfy them, not our
employecs.

2. Our working placc is always like terrible mess. I do not care how other
fucl seeing that.

3. New customer is much more important than the previous one.
4. Potential customer 1s your company's soul.

3. Direct marketing is the most powerful method.
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IIl. CASE STUDY

I. You have attended a conference of a company introducing their new
product. You have rcceived a small brochure about that product and the com-
pany's success in other fields of production. You have not seen the small book,
what can you guest I expect the information inside it?

2. Yesterday, it rained constantly. I stayed alone at home feeling sad and
tonely. Suddenly, my friend came to my housc with her wet clothes. She also
bought a present for me with many kinds of delicious food. T was very happy.
[ felt out of this world. Really!

What do you think if you were the manager of a company? If you would
do like that with your customers! Is that a good way?

3. Imagine that you arc the company's interviewer. What will you ask to
get information from your future employees?

4. Your products were bought at an astonishing speed immediately after
launching. That is because it met the needs of consumers you've succeeded.
Imagine your position at that time, talk about your success.

5. Nowadays, promoting farm-products by direct marketing method is
getfing famous and popular. What do you think about this?

IV. NEW WORDS

Advice (n) Lo1 khuyén

Affirm (v) Xdc nhan, phé chuin
Analyze information (v) Phan tich thong tin
Apologize (v) Xin o1

Appreciate (v) banh gid diing
Authenticness (n) Xdc thye, ddng tin cay
Beauty shop (n) Cira hang my pham
Belief (n) Niém tin

Brochure (n) Sdch quang cao
Categorize (v) Phan loai

Cater for (v) Pdp tng
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Co-exhibit (v)
Conference (n)

Distinguish (v)

K&t hop trung bay, trién Iam
Cudc hop
Phan biét

Effective/creative advertisemient (n)Quang cdo hi¢u qua, sdng tao

Encourage (v)
Exhibition (n)
Experience (n)
Expose (v)

Eves sight (n)
Foundation (n)
(esture (v)

(resture (n)

Hesitate (v}

Highly appreciate (v)
Impression (n)
Information network (n)
Investigate (v)

Land on {v)
Maintain (v)
Maintain loyalty (v)
Manager (n)

Mess (n)

Motivate (v}
Movement (n)

On behalf of (n)
Picturesque product (n)
Primary factor (n)
Prospective (n)

Provoke (v)

Pong vién, thic day
Cudc trién lam

Kinb nghiém

Boc 16

Anh mit

Co s0, su sdng lap thiét lap
Dién ta

Piéu bo. cu chi

Do du

Panh gid cao

An tuong

Mang ludi théng tin
Piéu tra, khdo sdt

Phé binh, ming mo
Duy tr

Duy tri sy trung thanh
Ngudi quan ly, chy dao
Su bira bon ban thiu
Thic day

Phong trao

Thay mat cho

San phdm dep, gdy 4n tugng manh
Y¢€u 16 ban dau

Sép tdi

Kich dong



Reaction from customer (n)
Ralationship with (n)
Request (v)

Restore (v)

Restore customers (v)
Reveal (v)

Reward (v)

Reward (n)

Servant (n)

Siza of market (n)

Specitic term (n)

Stage (n)
Telecommunication (n)
Transaction (n)

Uniform (n)

Win customer (v)
Word-of-mouth method (n)
Working atmosphere (n)

Working place (n)

Phén ng tir khdch hang
Moi quan hé véi

Yéu cau, doi hoi

Hoan tra

Gianh lai khach hang

Phat hién, dé 16 ra

Thudng

Phan thudng

Ngudi hau

Pham vi thi trudng

Thoi han 10 rang

Khung canh, pham vi hoat dong
Vién théng

Su giao dich

bong phuc

Gianh khich hang

Phuong phdp truyén mi¢ng
Mol trudng lam viéc

Noi lam vi¢c

71



A

8 TIPS FOR SUCCESSFUL BUSINESS

¢ Objectives

- Mastering:
+ Rules to get success in business
+ Sales skills
- How to deal well in your own business

- Having good behavior

« Contents

- Rules to get success in business
- 10 mistakes business owners are making

- Sales managing skills

I. READING COMPREHENSION

A. THINGS BUSINESS OWNERS ARE MAKING AND HOW TO
OVERCOMI:

A. Tips for successful business

Let us face it, no-one likes hearing the word "no". The mere mention of
the world sales conjurcs up all kinds of negative images like the ubiquitous
used car salesman or the bait and switch tactics that television news shows are
so fond of featuring. With all of these negative images around, it's no wonder
that so many people do not like selling.

You may be naturally shy or lack sclf-confidence. On the other hand.
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perhaps you never learned how to speak about your business in a way that
compels people to buy from you. Regardless of the reason, if you run a busi-
ness or work for yourself you will find it much easier to be successful, if you
sharpen your sales skills and get comf{ortable in this role.

If the situation I am describing rings a bell, here are some steps you can
take to turn your fcars into success:

1. Get clear on your market positioning

What does your company stand for in the eyes of your prospects? What
makes you ditferent? Who is your ideal client? What pain or problem do your
customers have that your product or service solves? Once you' re clear about
the benefits and results you get for your ideal customers, it will be easy for
them to recalize that they should buy {rom you rather than the other guy.

2. Pinpoint what it is that you are afraid of

Sometimes 1t 15 not the sale per sale that we arc afraid of. Look for the rea-
sons behind the fear, and then come up with solutions for dealing with them.

For instance, sometimes a fcar will develop when you know there is a
problem with the product or service. You may have had some recent com-
plaints, or arc having trouble meeting deliveries or deadlines. It is hard to con-
vince people to buy if you are worried about what you re selling. If this is the
case, be proactive! Fix the problems. Make your product or service the best it
can be.

Other times a fear can stem from an emotional issue, such as fear of suc-
cess or fear of failure. Often, we get in our own way with negative self-talk
or beliefs we have that sabotage our efforts. If so, get in touch with these feel-
ings and implement strategies to deal with them.

3. Use the things you do not like about sales to form a better

approach

Then. do the opposite! It you hate being pressured to buy, develop a strate-
gy that does not use any pressure. Make a list of all of the things salespeople do
that you do not like. I'rom there, developing strategies that do not use these
tactics,
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4. Examine the styles of those who do it effortlessly

We have all met them, people who do not seem to be selling at all, but
know just the right things to say to get people interested in their offering.
They do not employ any of the setling behaviors that turn people off. Study
them. Analvze what they are doing. Then adapt it to suit your situation.

5. Develop an authentic selling style that you feel good about

| believe that anyone can be successful in sales as long as they feel good
about themselves while doing it. You may have to think differently. Look at
what is not working with your current approach. and why. Be creative - if the
words sales or selling make you cringe, call it something else!

6. Understand that selling is a numbers game and that no one
closes every sale

Not cvery prospect is a qualified buyer and that is OK! 1t is just a normal
part of the sales process. Try thinking of it as selecting the customers that
would benefit most from your offering. Naturally, in order to selcct the best,
vou'll have to reject thosc that don't fit.

Keep track of how many qualified prospects you need to speak to before
closing a deal. Then, set your sales goals, multiplying the number of sales you
nced to close by the number of qualificd prospects you'll need to speak to in
order 1o close cach deal, i.e: If you close aboul of the qualified prospects you
speak to. and you need to make 4 sales a month, you'll need to be speaking 10
about 8 qualified prospects a month in order to do so.

7. Learn to look at sales rejection as an opportunity for learning

Instead of letting you be discouraged by a no use the experience as an
opportunity to learn from insicad. What went right? What didn't work that can
be approached differently the next time?

8. Don't take it personally!

There arc many reasons people say “no”. Many of these reasons have
nothing 10 do with you. It may be that they do not really need what you arc
offering, the timing is not right, or they are busy and preoccupicd with other
things.
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9. Pinpoint common objections, and address them

You can turn more prospects into paying customers by thinking about log-
ical comebacks to common objections. [s your prospect is focused on price?
Then focus on value and return on investment. This way you meet their con-
cerns head on, instead of aveiding them.

10. Boost your self-confidence and motivation

Think about all of the wonderful results your product or service has got
for your customers. Don't confusc vour selling abilitics with the value cus-
tomers get from buying from you. Remind yourself often about the positive
benefits your customers receive. If you re not sure, ask them what they like
best about doing business with you.

11. Think out of the box

You do not have to use pressure or become the stercotypic used car sales-
man Lo get customers. You can lcarn to close deals without using pressure, in
your own way and with integrity.

12. Set realistic goals

Although sctting goals is important, be careful not to sct the bar so high
that you cannot reach it. This only leads to discouragement. Instead. start by
setting a realistic goal. Then, break it down into all of the steps you will need
to take to get there. Get real about the time. energy, money and any other
resources you will need to have in place in order to achicve it. Next. add a
timeline and benchmarks to measure progress.

13. Consider practising on your "safe list” first

Practising really helps. A great way to do this is try out your presentation
1 a comfortable sctting first. A clicnt of mine did this recently by compiling
a safe list of people in his industry that he knew well and felt comfortable
with. He contacted them and asked if they would listen 1o his presentation and
give him constructive feedback. This allowed him to work out the think and
gain the confidence he needed before going out in the real world. Want a dif-
ferent approach? Practisc on a group of prospects you do not know who you'll
never see again. You will soon learn that works!



14. Celebrate your wins!

Congratulate yourself whenever you make a good presentation or feel you
have improved, cven if you have not closed a deal yet. It does not help to be
hard on you if it does not go as well. Those who keep focused on the positives
find 1t easier to be successful.

15. Realize that often a no means not yet or maybe

Find out the reasons behind a no by learning to ask many questions.
Perhaps they need more information or they have a lot on their plate right now.
If they see the value, and have a nced for what you offer, they may be interest-
cd in the future. Make sure 10 get to the bottom of the no and to follow-up with
thém later as nccessary.

16. And finally, just allow yourself to do it!

Be willing 10 step outside your comfort zone. Psyche yourself up to try it
and get out there - it really does get easier each ume you do.

B. 10 MISTAKES BUSINIESS OWNERS MAY MAKE - AND HOW TO
FIX THEM!

1. You do not properly identify your product or service's universe

Most business owners make the mistake of not identitying their universe
when starting a business. What is worse is thal many business owners never
take the time to learn about their universe and learn the hard way, that 1t may
not be large enough to support their business. There 1s a simple way to prop-
erly identify vour universe and learn if it is profitable prior to implementing
your marketing stratcgies.

2. You do not target your market within your universe

Not targeting vour market is probably a business’ greatest mistake. How
could vou attract the maximum number of customers if you do not know who
wants or needs your product or service? If [ ask 10 business owners who their
specific market is, I would get answers like: "anyone who breathes”.

You should only address your target market and NO ONE ELSE. Why
you should advertise or market to the masscs, when you can focus your energy
and marketing budget on only thosc who wants or needs your product or
service. Before implementing any marketing strategy, ensure that you know
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who your intended market is, and how you can approach them. There is a sim-
ple method for accomplishing this, but before I tell you, let proceed 1o the
next customer attraction mistake.

3. You do not take the time to create your Unique Selling Proposition

Your Unique Selling Proposition or Unigue Selling Advantage as some
may call it is a statement or slogan you can create that tells your prospective
customer what is ditferent and unique about your company, that they should
do business with you instead of the competition.

I always hear things like: "We have great customer satisfaction” or, "We're
the best”. What cxactly does that mean to the prospect? Thesc statements are
not only vague, but also much overused in the business world. Your USP can
make the difference between your company making $100,000 or $1,000,000
every year.

I'll give you one great example of a company that went from nothing to
something in no time flat. Have you cver heard this one? "When it definitely,
positively needs to be there overnight - Guaranteed.” Yes, FedEx has come a
long way, but that USP in a time that no one guaranteed overnight delivery,
paved the way for the company, and is now a multi-billion dollar company.
{{ow about, "Your pizza declivered hot and tresh in 30 minutes or less-or it's
free”. Dominos went from number 7 in the United States to number 2 within
7 months. Was it the USDP alone? Maybe not, but it had a lot to do with it.
Therc is a simple way to create your own USP. I will show you that and more.

4. Your company does not portray a professional company image

Let me ask you a question... who designed your company's brochure?
How about your web site? Whether it is something as simple as your business
card, letterhead, yourself., your tcam, your office, your product or service, you
need to portray the most positive, professional image imaginable.

[ recently went to a networking meeting and met a Financial Planner who
handed me a very slick and professional pocket folder. Within the folder were

print outs of services he offered. The printouts seemed to come from his inkjet
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printer, and the sell sheets iltustrated clipart images of animated individuals.
The paper was ordinary 80 1b. white, non-glossy. Here is the problem, this is
a person whose irﬁage should say: "Let me handle your finances. and I'll make
you rich!" Instcad, the message I perceived was: "I can only afford the slick
pocket folder, but I was too broke to finish the job.”

Why would I want 1o give him any business? He is probably a Genius
when it comes to investing and making me money, but I will never know this
because he misrepresented his abilities, 1 do not know if you are aware, but
your prospects base 53% of their decision on physiology. If you do not pos-
tray the right image, your prospect may judge you negatively.

This does not meun that you must only look professional, you should also
look honest. clean, intelligent, humble, encrgetic, down to carth, or any way
that will make your prospect fecl comfortable and trustworthy.

Consider this in all aspects of your business. 1 you try to cut corners, you
may lose morc than you can possibly imagine.

5. You do not calculate and learn the Life Time Value of your customer

I cannot begin to tell you how often I run into business owners who do not
even know what LTV is and how it drastically affects their marketing plan and
their ability 1o attract customers. The Life Time Vajue of a customer is the
amount of money your customer will spend on your product or service over
the lifetime of dealing with you.

For example: A customer buys a cup of coffee and donut at their favorite
coffee shop cvery morning on the way 1o work. He spends $2.00 every time.
Let us sav he either does this for three, four maybe five years before he
moves, loses his job, or finds another coffee shop. How much money is that
customer worth? $2 x 5 business days x 50 working weeks x 5 years = $2.500.
$2,500 on coffee and a donut alone. It is a sure bet that he will spend addi-
tional funds on other wants and needs in his customer lifetime. Each industry
has a cycle. Fach has its own LTV, You can make the same calculation for
your business, If you do not know this information, there is a very easy way
ta find out. Once you know, you will be able to optimize your marketing
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efforts with strategies that witl double or triple customer attraction, without
increasing expenses. I will show you exactly how, in many different ways.

6. You do not take advantage of free publicity

Did you know that you could advertise free in MAJOr NEWSPAPETS ACTOSS
America? [ am sure vou have heard of press releases. Tt is a way to get your
company's products or services publicized to your target market. The problem
is that most businesses do it all wrong. if at all. There is a way o get your sto-
rics published completely free in as many relevant periodicals you wish.

There are thousands of publications lacally and nationwide that will pub-
lish your information - if you do something that not many business owners
know how to do. You must educate your prospect. You must also make it
timely and something of interest to the readers of the publication. What you
must NOT do. is make it look like a sales letter. Once you have a good story,
you can submit it to press release services through out the nation, or submit it
directly to the publication.

A press release is just one of dozens of great free ways to get your name
out there. I have listed another dozen effective ways to take advantage of free
publicity on the Internet and off, within this site.

7. You do not create irresistible offers

Most business owners think that offering a five or ten percent discount to
try their product or service is enough to attract customers. What you do not
know is that you do not have 1o lose maoney 10 make money. You can create
irresistible offers by simply removing the risk to doing business with you,
offering a guarantee of any type. and making it easier for themn to do business
with you. If you are going to give a discount as an enticement, then you
should make it a heck of an offer. Offer 153%, 30% or even 509% oft. If vou
know your LTV, you will feel confident offering any type of discount if you
choose 10 do so. There is a specific formula you should follow when making
irresistible offers. Qnce you learn this very simple formula. you will know
exactly what to offer, when and why.

You have not created and implemented a systematic referral system.
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Everyone knows that referrals or word-of-mouth advertising is the least expen-
sive, yet most powerful way to attract more customers. However, most businecss
ownes usc the wait-and-see approach to getting referrals. The number one mis-
take? You do not ask for referrals! You should have a referral system in place
so that every time you altract a new customer, you will automatically attract 2
- 3 more. A good referral system will do just that - it will multiply the number
of customers you attract by simply asking. We will go over many
variations of referral systems, and how to best implement them.

8. You do not have an cffective tracking system for all your marketing
and advertising efforts

Do you know how many of your existing customers came (o you because
of your yellow page ad? How about how many came from your newspaper ad,
or direct mail piece? 1t is casy to track responses on the internet, but not as
easy in the real world. If you are not tracking, you are throwing away a lot of
money. Whether it is Internet Marketing, or traditional marketing, tracking
your responses will help you understand which ads are working, and which
are not. Which media is working and which does have to go.

Tracking is the first step. You must also have the right tools to do so, and
then have 10 decipher your results and figure out what is working and what is
not. Whatever is working you keep. Whatever 1s not working, you get rid of...
it is as simple as that. How do you what is working or not? I will explain it all
{0 you Very soon.

9. You don't constantly develop yourself and your prospective
customers

How can you educate your prospect without first educating yourself? I do
not mean that you should go back to school. What I mean is that you should learn
as much about your product or service as possible. Most importantly, you must
know how to attract the maximum amount of customers as possible because
without customers, your knowledge will be ignored. How can you constantly
educate yourself on harnessing the power of maximum customer attraction? You
simply enroil as a member of the HowToAttractCustomers.com community.
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10. Years of Marketing Expericnce

Hundreds of Marketing Strategies

Dozens of Automation Software

Programs Updated Monllﬂy

Makes up this Community

The best way to attract maximum customers with minimum effort is to
follow the lead of someonc who has already done it and continues to do it.
When you become a member of this community, you will get fresh, new mar-
keting strategies, and software programs that will help you attract as many
customers as you can physically handle. You will also get special discounts
on services such as web site design, hosting, domain names, brochure design,
business card printing. ad design, and much more. You will also get free and
discounted software programs to help you automate your business and help

market your business easier, faster and more profitably.

Answer the following questions

1. What can you do to sharpen your sales skills?

2. What are things that a busincss owner should avoid?

3. What can business owner do to overcome their shortcomings in man-
aging?

4. Which of the mistakes do you think the most serious?

IL. DISCUSSION

1. Identifying your universe helps you target your market.

2. Good Delivery of your goods enables you gain the greatest customer

satisfaction.
3. "The specific market is any who breathes".

4. "Follow other's success” is the gold method.
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III. CASE STUDY

Suppose that you were in charge of the marketing division of a company
that produced soft drinks or another convenicnce product. You now markct
your product in a large area but want to increase the sales of this product.
What are some promotional activities you would consider and why?

1V. NEW WORDS

Approach (n}
Automation (n)
Confidence (n)
Conjure (v)
Convince (v)
Cringe (n)
Donut (n)
Implement (v}
Integrity (n)
Irresistible (adj)
Multiply (v)
Optimize (v)
Preoccupy (v)
Proactive (adj)
Prospect (n)
Psyche (n)
Referral (n)

Céch tiép céan, phuong phip
Ty dong hod

Syt tin

Lam tro ao thuat

Thuyét phuc

Sur luén cui

Binh rin

Thuc hién

Tinh théng nhat

Hap dén

Nhan lén

To1 wu hod

Lam ban tam, chiém trudc
Chu dong

Vién canh

Tinh than

Quy chiéu



A good citizen
Abundance of tips
Acceptable distance
Accomplish
Account

Acquirc

Add

Additional funds
Alicnate

Allowance
Ambiguity
Ancillary

Animatcd individual
Application
Apprectated
Arrangements
Assist

Attention

Attract

Authentic selling style
Automation Software
Avoid culture shock
Banner advertising
Basic

Be applied to

Be changed into

Be qualified

GLOSSARY

Mot cong dan 6t

Su phong phil vé cidc meo vt
Khoang cach chdp nhan dugc
Thanh céng

Tai khoan, thanh todn, hach toan
bat duge, gianh dugc

Thém vao

Kho, ngudn du trit bd sung
L.am cho xa lanh ai

Su chop phép

Sv nhap nhang, ma ho

Phu thudc, 1é thudc

Ca thé diy sitc song

Su 4p dung

Cam kich, danh gid cao

Su sap x¢p, su sdp dat

Trg giiip, hé trg

Su chd y, su luu ¥

Thu hut .

Mau, ki€u ddng bdn tin cay
Phin mém ty dong hod
Trdnh cd s8¢ van hoa

QQuang cdo trén mit bio

Co ban

Buoc dp dung vao

Bi déi thinh

Du tu cach, kha nang
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Be rude
Benchmark
Billboards

Blaze

Bonus

Boycott

Brochure

Budget

Calm down
Campaign

Cash rebate
Charity group
Chorus

Clerk

Collecague
Comfortable
Commercial fair
Commercial transaction
Communicate
Compel
Competitive edge
Competitive
Complex = Complicated
Compliment
Comprechensive
Concentrated
Confuse
Considerable
Consistent support

Constructive feedback

Tho 16 véi

Diém chuan

Bang thong bdo, bang yét thi
Mau sic ruc 1, su bot phat
Phan thudng

Tay chay

Sach mong quang cdo vé
Ngan sach

Binh tinh

Chién dich

Viéc ha gid, gidm gid

T4 chic tir thién

Déng ca, dong thanh

Thu k¥

Doéng nghiép

Thoai mai

Hoi chg thuong mai

Chuyén giao thuong mai
Giao tiép, lién lac, truyén tin

Bit buoc, budc phai

Tinh trang lao dao c6 canh ttranh

Canh tranh

Phic tap

Lot khen, 161 ca tung

Toan dién, tdng thé

Téap trung

Phan van

Ding ké, to tdt, 1én lao

Sy ung hd nhat qudn, phu hop
Phan ho6i mang tinh xay dyng



Consultant

Consumer-oriented times

Contest with

Control sales process
Convenient time
Convince
Cooperative marketing
Coordinate

Correctly

Coupon

Creative technique
Critical role

Current

Customer's perception
Database

Deadlinc

Decipher

Decisive clement
Dcfine

Defuse

Delivery
Demonstrate

Design

Desire

Detailed information
Detatled

Different equipment
Discount

Discourage

Nha tu van, cong ty tu van
Nhan thco huéng ngudi ticu diing
Thi véi, canh tranh véi

Kiém sodt qui trinh bén

Thoi diém thuén tién

Lam cho tin tudng, thuyét phuc
Ti€p thi phoi hop

Két hop, hop tdc

Mot céch ding din

Phi€u mua hang

Ky thuat sdng tao

Vai tro quan trong

Hién nay

Sy am hi€u, sdng sudt cua khdch hing
Co sd di ligu

Han cudi cling

Gial ma

Yéu t6 quyét dinh

Dinh r&, vach ro

Lam ling diu, xea diu

Su phén phit

Chitng minh, ching 16

Thiét k¢

Khao khdt, udc ao

Thong tin chi tiét

Chi i¢t, cu thé

Thiét bi khac nhau

Tien bat, ha gid, giam gid

Lam chan nan, 1am nan long
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Discreditable Lam mét uy tin, nhuc nha

Dissatisfaction Su bit man, khong hai long
Distribution ‘ Su phéan phoi. su phan phat
Diverse business Budn bén linh tinh, thay doi
Domain Pham vi, lanh tho

Effective Hiéu qua

Effort NG ue

Effortless Khéng cdn, céan it nd luc
Eliminate L.i gian

Emotional issue Vin dé nhay cam

Empathy Su thiu hiéu, déng cam
Endless benefit Loi nhuan khong ngung
Energetic Nhiét tinh

Enrich [.Am giau, nang cao chat lugng
Enroll Pang ky

Establishment Su thiét lap

FEstimate Uéc tinh, udc dodan
Evaluate Dinh gia. dinh gid

[ixceed Vuot qua, phéng dai
Explanation Su giai thich

Extensive Réng ril, sau rong

Figurc out Chi ra

Finance Tai chinh

Focus on Tap trung vao

IForesce the needs & wants Du dodn nhu ¢du va mong muon
Formal words Nhitng tlr trang trong

Free samplc Hang mau, mién phi

Frequently Thudng xuyén



Identified with
Fruitful use
Gain loyalty
Giant
Guarantee
Guideline
Harvesting
Heck
High-demanding
Hire

Honesty

Host

Humble
Ignore

Imaginable

Implement marketing strategy

Improve

Incentive
Increasing expense
Indisputable fact
Individual

Initial

Integrity
Interruption
Interviewing expert
Invitation
Invitation letter

Involve

Pugc xdc dinh, xdc nhan véi

Viée st dung thanh cong, cé két qua
Gianh lai, ting thém su chung thanh
Khong 16, to 16n

Sy bao lanh, bao hanh

Nguyén tc, duong 181 chi dao

Thu hoach

Ca1 dang. dia nguc

Yéu cau cao

Thué

Tinh trung thyc, chdn that

Dén chuong trinh, dang cai t6 chitc
Khi¢m ton

Phét 16, lang tranh

Cé thé hinh dung duvoc

Thyc hién chién lugc 1icp thi

Cai thién

Khich I&, khuy&n kkich

Phi ton tang

Su that khong chol cai

Céa nhan

Ban dau. trude tién, trude nhat
Tinh toan ven, tinh 1iém chinh

Su gidn doan

Chuyén gia phong vin

Lot moi

Thu ngd

C6 lién quan dén
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Irate customer Khéch hang néi gian

[rresistible offer Su chao hang hap dan
Judge Pdnh gia

Jump to conclusion | Két luan vdi1 vang
Key element Y&u t6 then chét
Lengthen Kéo dai ra
Letterhead Gidy in sdn dau dé
Logical comeback Su tr¢ lai, su tra diia 16 gic

Long-term service Dich vu lau dai

Loosc tempcer Néng gian

Loyalty Su trung thanh
Luggage Hanh ly

Manufacture San xudat

Mark down S ha gia

Marketing plan K& hoach tiép thi
Maturity Tinh can than, k¥ cang
Merchandise Mua bdn hang hoa

Method Phuong phap
Minimum profit Loi nhudn (61 thicu
Misrepresent Trinh bay sal, xuyén tac

Monetary value Gid tri ticn t&

Motivation Su thiic ddy, dong co thic day
Multiply - L.Am tang 1én nhiéu lan
Nationwide Toin quéc

Natural voice Giong ty nhién

28

Negative image
New application
Niche

Hinh anh tiéu cyc

Sy dp.dung madi

Ché thich hgp



Non-glossy
Nullified
Numerous
Nutrition

Occur

Offer

Online marketing
Pamphlet
Parallel

Paticnce

Pattern

Pave the way for
Penctration
Periodical
Personnel
Persuasion
Persuasive voice
Phonograph
Pinpoint
Popularity
Portray

Possess

Potential disaster
Power

Precede
Prefercnce
Preliminary survey

Premium

Khéng hao nhodng

Huy bo, 1am vo hiéu

V0 sd, nhiéu

Dinh du@ing

Xay ra

Su chao hang

Tiép thi trén mang

Cuon sach mong, nho

Song song véi

Tinh kién nhan

Mau hang

Tao dicu kién cho

Qua trinh tham nhap

Tap chi xuit ban dinh k¥
Nhan vién

Su thuyét phuc

Giong thuyét phuc

Mdy hdt, mdy quay

Dinh nghia, dinh vi chinh xdc
Tinh dai ching, tinh phé bién
Mic¢u td sinh dong, déng vai
56 hiru

Tai hoa tiém 4n

Ning luc, the luc

Theo trude

Su wa thich hon

Khao sat so bo

Giai thudng
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Preoccupy
P’resentation

Pressure

Prestige

Primarily concentrate on
Principal function
Process
Procrastination
Product line

Prohibit

Promotional program
Promotional campaign
Prospective outlet
Provide

Psyche

Psychology
Publicize

Purchase

Quantity

Racial

Range

Reuch

Realistic goal
Realistic vignetie
Reasonable price
Recommend
Recover

Redo

Rejection

Chi€m trude, dm anh

Su gidi thi¢u, trung bay

Stre ¢p. su cdp bach

Danh du

Tap trung trudc het o

Chitc nang chinh, trong yéu
Qua trinh

Sur tri hodn., chan chu

Day chuyén san sudt

Ngan cam, ngan chan
Chuong trinh khuy¢n khich
Chién dich quang cdo

Thi trudmg tiém nang

Cung cilp

Linh hén. tinh than

Tam 1y hoc

Cong khai

Tau, mua sam

Khor hrong

Pic trung cho chung toc
Day. hang. pham wi

Bat dugc, dat téi, tién t¢i
Muc dich, muc ti¢u thuc 1&
Tem nhin thuc

Gid phai chang

Gidi thiéu, dé nghi, pho thdc
Gianh lai, thu lai

Lam lai

S khong chdp thuan, vat bo di



Relevant person Nguoi co lién quan

Repair Sta chita

Reputation Tiéng tam

Require ‘ Dol hot, yéu cau

Resale price Gid ban I¢

Resistance Su khing cu, su chong lai
Responsive method Phuong phép tra 131 dé dang
Retailer Bdn Ié

Retain Gidr lal, ngan

Retention Su duy tri, su gid lai

Rooky Linh mdi, tan binh

Rule Quy tic

Sabotage Phd hoai, lam hong

Sale volume Khér lugng. s6 luong bidn
Sales candidate Ngudi xin ban hang

Sample letter Thu moi

Satisfaction Su thoa man

Say ill of NG xdu

Scowl Su gian dit, cdu kinh
Selection Su fua chon

Set up a list of Lap mot bang danh sdch vé
Shopping habit Théi quen mua sam

Signal Dau hi¢u, tin hi¢u
Significant €6 v nghia

Slick pocket folder Tai liéu bo tdi viét hay, khéo 1éo
Slogan/ statement Khau hiéu

Soap Xa phong

Solid commitment Su tan tuy, tan 1am chdc chin
Solution Giai phdp, su gial quyét

Specialist Chuyén gia
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Specific market
Spur

Stable pattern
Stereotype
Stimulation
Stock
Strategy
Submit
Subsidize
Sum
Supermarket
Supervise

Supplement

Supplementary information

Support

Survive

Suspicious
Systematic rescarch
Tailor

Target market
Target

Teamwork
Technique
Telemarketer
‘Temporary personnel
The flow of good
Tight budget
Timeless message
Timeliness

Tip

Thi trudng riéng biét
Thic day

Maiu hang 6n dinh
Rap khuon, cong thic
Su kich thich, su khuyén khich
Kho hang

Chié€n lrge, ké hoach
PXé trinh, dua ra

Trg cdp, bao cip
Téng s6

Siéu thi

Gidm sat, quan 1y

B6 sung, phu thém vao
Thong tin bé sung

Su ting ho. su hd tro
Séng sét, 16n tai

Nehi ngd, hoii nghi

Nghi¢n citu mang tinh hé thong

Bi¢n déi. lam cho dédp ung nhu ciu

Thi truong muc tiéu

Muc tiéu, muc dich

Ldm viéc theo nhém

K¢ thoat, k§ xao

Nha ti¢p thi truyén thong
Nguoi lac dong tam thoi

Luu lugng hang hod

Ngan sdch han hep

Thong diép vo tan, khong cung
Tinh ding lic, hop thoi

Maénh 161, manh khoé, meo vat



To affect

To deal with

To differ from

To promote

To raisc revenue
To recommend
To set up

Top priority
Track

Training program
Transaction
Truck
Trustworthy

Tire company
Ubtquiteus
Unbalance
Unconventional
Universe

Up date
Utilization
Utilize

Vacuum cleaner
Varicty

Veteran

Vice versa
Vidco-based sales
Wonder
Word-of-mouth ads

Anh hudng
Duong dau véi
Khiac véi

Quang ba, khuyén maj

Tang san lugng
Gi6i thieu
Thanh lap

Su uvu tién, quyén uvu tién

Dau vét

Chuong trinh dao tao
Su chuyén giao

Xe tai

Dang tin cay

Cong ty 10p xe

Cé mat & khép noi
Su mdt can doj

baoc ddo

Vi try, van vit

Cap nhat

Su ding. su str dung.
Str dung, tan dung
Mady hit bui

Su da dang

Cuu chién binh

Nguoe lai

Viéc ban hang ding didu video

Béin khoan, tu hoi

tan dung

Quang cdo truyén miéng
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NHA XUAT BAN HA NOI
56 4 - TONG DUY TAN, QUAN HOAN KIEM, HA NOI
DT: (04) 8252916; 8257063 - FAX (04) 9289143

GIAO TRINH
CHAM SOC KHACH HANG
GUSTOMERS' SERVIGES

NHA XUAT BAN HA NOI - 2006

Chiu trach nhiém xudl ban:
NGUYEN KHAC OANH

Bién tap:

TRUONG BUC HUNG

Bia:

PANG VINH QUANG
Trinh bay, k¥ thuat vi tinh:
HOANG THUY LUONG

Sira ban in:
pUC HUNG - BACH THI LE

In 420 cudn, khd 17x24cm tai Cong ty c6 phén in 15. Quyét dinh xudt ban s6: 154 -
2006/CXB/629GT - 15/HN cdp ngay 06/12/2006. In xong va ndp luu chi€u quy 1/2007.



B0 Nm oS

14,

15.

16.
-
18.
19.
ot
v
22.
23.
24,
25.
26.

or
28.
29.
30.
3.

BO GIAO TRINH XUAT BAN NAM 2006

KHOI TRUONG TRUNG HQC THUONG MAI - DU LICH

LUAT THUONG MAI QUSC TE

LUAT THUONG MAI

audc TE vO

LICH SU VAN HOA VIET NAM

TIENG VIET THUC HANH

NGHIEP VU VAN THU CO BAN

NGHIEP VU LUU TRU CO BAN

THONG TIN THU VIEN

NGHIEP VU THANH TOAN (CHUYEN
NGANH LE TAN)

. QUAN HE KINH TE QuOC TE

. KINH TE NGOAI THUONG

. THANH TOAN Quéc TE

. VAN TAI VA GIAO NHAN HANG HOA XUAT

NHAP KHAU

KE TOAN KINH DOANH DU LICH - KHACH
SAN

NGHIEP VU THU KY VAN PHONG THUONG
MAI

MARKETING THUGONG MAI

BAO HIEM TRONG NGOAI THUONG

TIEP THI KINH DOANH

LY THUYET KY THUAT PHUC VU BAR
HACH TOAN BINH MUC

MARKETING QUOC TE

MARKETING DU LICH

GIAO TIEP TRONG KINH DOANH DU LICH
KE TOAN XUAT NHAP KHAU

XAC SUAT THONG KE

INTERNET - WEB TRONG DOANH NGHIEP
THUONG MAI

THUONG MAI BIEN TU

TIENG ANH CHUYEN NGANH KINH DOANH
TIENG ANH THU TIN THUGNG MAI

TIENG ANH CHAM SOC KHACH HANG
THUC HANH TIENG ANH CHUYEN NGANH
ANH VAN THUONG MAI (ELEMENTARY)

32.

33.

35.

36.
37.
38.
39.
40.
41,
42.
43.
44,
45.
46.
47.
48.
49.
50.

51.

52.
53. '
. LY THUYET KY THUAT CHE BIEN SAN

85.

56.
.
58.
59,

THUC HANH TIENG ANH CHUYEN NGANH
ANH VAN THUONG MAI (PRE-
INTERMEDIATE)

THUC HANH TIENG ANH CHUYEN NGANH
ANH VAN THUONG MAI (INTERMEDIATE)
TIENG ANH CHUYEN NGANH XNK

DINH DUGNG VA VE SINH AN TOAN THUC
PHAM

TS CHUC LAO BONG KT THUAT NHA BEP
THUC HANH KI THUAT CHE BIEN MON AN
BAO VE MOI TRUONG VE SINH AN TOAN
VAN HOA AM THUC

PHUGONG PHAP XAY DUNG THUC BON
VAN HOA DU LICH

HUGNG DAN DU LICH

NGHIEP VU KINH DOANH LU HANH

LE TAN NGOAI GIAO

TS CHUC KINH DOANH NHA HANG

DIALY DU LICH 5

THUC HANH NGHIEP VU LE TAN

THUC HANH NGHIEP VU BAR

TIENG ANH DU LICH

TIENG ANH NGHIEP VU KINH DOANH
THUONG MAI.

TIENG ANH NGHIEP VU KINH DOANH
KHACH SAN

KE TOAN THUONG MAI - DICH VU

THUE VA HE THONG THUE VIET NAM

PHAM AN UGNG

TIENG ANH CHUYEN NGANH THU KY VAN
PHONG

TIENG ANH CHUYEN NGANH TIN HOC

LY THUYET KY THUAT PHUC VU BAN

NGU AM TIENG ANH CHUYEN NGANH

TU VUNG TIENG ANH THUONG MAI

GT Tiéng Anh chim séc khich

8
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