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PART I: INTRODUCTION

I.1. Rationale of the study

Nowadays economic cooperation among different countries in the world is
increasing. In Vietnam, thanks to the open-door policy and the renovation
process, we have witnessed great changes and progresses in various fields such
as economy, politics, science and technology. We have established economic
relations with a lot of countries in the world. Successful economic cooperation
requires many factors , of which the heart of business success lies in its
marketing. Most aspects of business depend on successful marketing. For a
business to succeed, the product or service it provides must be known to
potential buyers. Unless business is known in the community and have
communication with customers readily available, we have to use marketing
strategies to create product or service awareness. Without marketing, our
potential customers may never be aware of business offerings and our business
may not be given the opportunity to progress and succeed. Using marketing to
promote product, service and company provides business with a chance of
being discovered by prospective customers. So, what you need to do is always
to collect unique news, ideas or optimized methods for business. To get access
to the information above, the foreign information will be the best option,
because they always follow the trend and know how to introduce new things.
But language barriers will make learning more difficult, especially Marketing
terms. | hope that this research helps Vietnamese learners to overcome trouble
in translating Marketing terms.



1.2. Aims of the study

This graduation is studied to help learners widen their knowledge of Maketing
terms and could have general understaning about translating these terms from
English into Vietnamese. My study focuses on:

1. Introducing theoretical background of translation.

2. Giving clear and detailed methods of translating Marketing terms so as to
find out the effective ways in translation.

1.3. Scope of the study

Marketing terms lie in a system of English for specific purposes (ESP) of
English for Business and economics. To translate and study these terms, it
requires the learners to invest a great volume of time. However, due to the
limitation of time and knowledge of Marketing, | do not afford to find out this
them completely. I only focus on studying on translating of Marketing terms by
referring terms related to Marketing, its concepts and its equivalence meaning
in Vietnamese. | hope that this study partly provides readers with overall
comprehension about translating terms related to Marketing and helps
Vietnamese learners to translate it effectively.

1.4. Method of the study

In order to fulfill the study, the following methods are fully employed. All of
the English-Vietnamese terms used in this study are collected from Marketing
terms dictionaries, internet, and Marketing books which give illustrations to
help readers have better understanding about Marketing field. Besides,
discussion with my supervisor and friends works effectively helping me
complete this study. These data are divided into groups based on their
common character, and then | carry out my research on procedures used to
translate them into Vietnamese. | hope that this study helps learners deal with
the proplem of translating Marketing terms.



1.5. Design of the study
The study is divided into three parts of which the second part is the most
important.

) Part 1 is INTRODUCTION in which rationale, aim of the study,
method of the study and design of the study are presented.

o Part Il is DEVELOPMENT that includes three chapters:

v' Chapter 1 is an overview of theoretical background which includes the
definition, methods, procedures of translation in general and ESP translation,
and definition of term.

v Chapter 2 is an investigation into English-Vietnamese translation of
Marketing terms and their Vietnamese equivalents including popular
construction of Marketing term , popular methods applied in the translation of
Marketing terms, and difficulties in translating marketing terms and suggested
solutions

v Chapter 3 is about main findings

) Part 111 is CONCLUSION that indicates strengths and weaknesses of
the study as well as some suggestions for further research.



PART IlI: DEVELOPMENT
CHAPTER 1: THEORETICAL BACKGROUND

I. Translation theory
1.1. Definitions of translation

The significance of translation in our daily life is extensively
multidimensional. Not only does translation pave the way forward for global
interaction, but allows nations to forge interactive relationships when it comes
to making advancements in technology, politics, etc. Awarenese of translation
Importance, many writers has written about the definitions of translation.The
following shows typical concepts that are theoretical background.

“Translation is the expression in another language (target language) of what
has been expressed in one language (source language), preserving semantic and
stylistic equivalencies” (Bell R T,1991)

“Translation is an operation performed on languages: a process of substituting
a text in one langugage for a text in another” (Catford, J 1965)

“Translation is to be understood as the process whereby a message expressed in
a specific source language is linguistically transformed in order to be
understood by readers of the target language ” (Houbert,1998)

“Translation is basically a change of form (change from one state or form to
another, to turn into one’s own or another language)” (Merriam-Webster
dictionary, 1974)

“It is rendering the meaning of the text into anther language in the way that
author intended the text” (P.New Mark, 1981)

Definitions of translation are numerous, and a great numbers of books and
articles have been written about this subject. It is said that all above definitions
also show that translation consists of transferring the meaning of the source
language into the receptor language.



1.2. Types of translation

The world of translation is a vast and varied one. There are different translation
techniques, diverse theories about translation and eight different translation
services types: word-for-word translation, literal translation, faithful translation,
semantic translation, adaptation, free translation, idiomatic translation and
communicative translation (P.Newmark, 1981)

1. Word for word translation

The method of translation in which the SL (Source language) word order is
preserved and the words translated singly by their most common meanings.
Cultural words are translated literally. The main use of this method is either to
understand the mechanics of the source language or to construe a difficult text
as pre -translation process.

e.g: There is a book on the table.
In Vietnamese: Co mét cudn sach & trén ban.
2. Literal translation

This is a broader form of translation, each SL word has a corresponding TL
(target language) word, but their primary meaning may differ. The SL
grammatical forms are converted to their nearest target language equivalents.
However, the lexical words are again translated out of context. Literal
translation is considered the basic translation step, both in communication and
semantic translation, in that translation starts from there. As pretranslation
process, it indicates problems to be solved.

e.g: This programe is sponsored by Walls.
In Vietnamese: Chuong trinh nay do hang Walls tai trg
3. Faithfull translation

It attempts to reproduce the precise contextual meaning of the original within
the constraints of the TL grammatical structures. It transfers cultural words and
preserves the degree of grammaatical and lexical deviation from SL norms. It
attempts to be completely faithful to the intentions and the text realisation of
the SL writer.

e.g: We could see the Mekong river winding its way through the plains below
9



In Viethamese: Chung t6i c¢6 thé nhin thiy con séng Mé Kong udn khuc qua
nhitng canh dong bén duéi

4. Semantic translation

Semantic translation differs from faithful translation only in as far as it must
take more account of the aesthetic value of the SL text, compromising on
“meaning” where appropriate so that no assonance, word play or repetition jars
in finished version.It does not rely on cultural equivalance make very small
concessions to the readership .While “failfull”translation is dogmatic, semantic
translation is more flexible.

e.g: Love me, love my dog
In Vietnamese: Y éu nhau yéu ca duong di
5. Comunicative translation

It attempts to render the exact contextual meaning of the original in such a way
that both language and content are readily acceptable and comprehensible to
readership.

e.g: Safety. In the United State , the Food and Drug Administration (FDA)
applies controls before authorizing the launch of a new drug on the American
market.

In Vietnamese: Sy an toan. O M, Cuc Quan Ly Dugc va Thyc Pham ap dung
su kiém soat nghiém ngat trudc su cho phép dua ra thi truong My mot san
pham mai.

6. Adaptation translation

This is the freest form of translation mainly used for plays and poetry: themes/
characters/plots preserved, SL culture converted to TL culture and text is
rewritten.

e.g: Sometimes | am happy
Sometimes | am sad
| can feel my heart
Telling me | feel bad
(Melody Angel 27 September 2004 “ the grand piano”)
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In Vietnamese: C6 nhiing lic trong toi 1a hanh phic
C6 nhitng lac sau muon lai dong day
Trai tim t61 tam su V&1 toi day
T6i thay xau, budn dau va kho ai!

7. Free translation

It reproduces the matter without the manner, or the content without the form of
the original. Usually it is a paraphrase much longer than the original

e.g: That guy is as poor as a church mouse.

In Vietnamese (“Anh ta nghé¢o nhu con chudt & nha tho” => hinh anh con

chudt ¢ nha tho thi xa la v6i bdi canh van héa ctia ngudi Viét Nam)
Should translate: Anh ta nghéo rét mong toi.
8. Idiomatic translation

Idiomatic translation is used for colloquialism and idioms whose literalism is
the translation, by which the translator does not transfer the literalism of the
original, uses the translation of colloquialisms and idioms.

e.g: a small lake sinks the great ship

In Vietnamese: Co chi thi nén

1.3. Translation equivalence

1.3.1. Definitions of equivalence in translation

Equivalence means “equal value” of the SL and TL text (sense and content
related identity)

The equivalence perception of readers, translators, researchers
The concept of equivalence is viewed differently by the

1) reader/listener — assume equivalence (instinctive view)

2) translator — creates equivalence (more or less conscious view,

3) researcher — investigates equivalence (complex, differing views)
(Albert 1988)
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Besides, Vinay and Darbelnet (1995) view equivalence-oriented translation as
a procedure which 'replicates the same situation as in the original, whilst using
completely different wording' . They also suggest that, if this procedure is
applied during the translation process, it can maintain the stylistic impact of the
SL text in the TL text. According to them, equivalence is therefore the ideal
method when the translator has to deal with proverbs, idioms, clichés, nominal
or adjectival phrases and the onomatopoeia of animal sounds.

1.3.2. Types of equivalence in translation
1. Functional —based approach
Nida’s (1964) view on equivalence

It is not the identity of situationally relevant features that is the main criterion
for equivalence, but rather the identity of the receiver’s reaction.There are 2
main types of equivalence: “formal equivalence” and “dynamic equivalence”

Formal equivalence

If the translator attributes priority to the SL text, and tries to render the SL text
as faithfully as possible, not only in its content but also in its form including 1)
grammatical units, 2) consistency in word usage, 3) meanings in terms of the
source context to faithfully give back the grammatical units:

1) verbs are translated into verbs, and nouns into nouns,
2) the boundaries of the sentences remain unchanged,
3) punctuation, paragraphing, etc. also stay the same.

Dvynamic equivalence

It is “the closest natural equivalent” of the SL text and to produce a “natural”
translation, the translator has to bear in mind 3 important factors:

1.The receptor L and culture as a whole, = adaptation on the level of

1.1 grammar: simple task, dictated by the structure of the L

1.2 lexicon: demanding task, may happen on 3 levels:

a) terms for which there are readily available parallels (e.g. river, tree, stone,
knife, etc.)

b) terms which identify culturally different objects but with somewhat similar
functions (e.g. book)

12



c) terms which identify cultural specialities (e.g. synagogue,homer, cherubim).

2. The context of the particular message (intonation, rhythm of sentences,
style)

3. The receptor-L audience (translation should produce the same effect in the
receptor L readers as the original piece did in the SL audience)

2. Meaning —based approach
Koller (1979) considers five types of equivalences:

1) Denotative equivalence: the source language and target language words have
the same denotations.

2) Connotative equivalence: also referred to as stylistic equivalence, provides
additional values besides denotative and is related to the lexical choices
between near synomyms.

3) Text —normative equivalence: the source language and target language words
are used in the same or similar context in their respective languages.

4) Pragmatic equivalence: also called communicative equivalence, is readership-
orientated . It is the equivalence in which the source language and target
lanuage words have the same effect on the readers.

5) Formal equivalence: produces and analogy of form in the translation by either
exploiting formal possibilities of target language or creating new forms in
target language

3. Form-based approach
Baker (1992) introduced four types of equivalence:

1) Equivalence at word level: Baker defines the term “word” and states that one
word can have different meanings in different languages, and she also relates
meaning of words with morpheme. Baker introduces problems at word level
and above level before suggesting some strategies to deal with them.

2) Grammatical equivalence: Grammatical rules can vary across the language, and
this may cause some trouble in finding a direct correspondence in the TL.

3) Textual equivalence refers to the equivalance between a SL text and a TL text
regarding to information and cohesion. Whether the cohesive relations between
TL and SL should be maintained is up to three main factors: the target
audience, the purpose of the translation and the text type.

13



4) Pragmatic equivalence refers to implication of the TL text. The duty of a
translator is to recognize the implied meaning of SL text, and then reproduce in
such a way that readers of the TL can understand clearly without any
misunderstandings.

Although equivalence translation is defined with different points, it is the same
effective equivalence between SL and TL.

Il. ESP in translation

I11.1. Definition of ESP

English for specific purposes (ESP) is a subset of English as a second or
foreign language. It usually refers to teaching the English language to
university students or people already in employment, with reference to the
particular vocabulary and skills they need. As with any language taught for
specific purposes, a given course of ESP will focus on one occupation or
profession, such as Technical English, Scientific English, English for medical
professionals, English for waiters, English for tourism, etc.

(Wikipedia)

According to Strevens (1988: 1-2), a definition of ESP needs to distinguish
between four absolute and two variable characteristics:

Absolute characteristics of ESP :

ESP consists of English language teaching which is:

1. Designed to meet specific needs of the learners.

2. Related in content (i.e., in its themes and topics) to particular disciplines,
occupations and activities.

3. Centered on the language appropriate to those activities, in syntax, lexis,
discourse, semantics, etc.

In Strevens' (1988) view, ESP may be, but is not necessarily:

1. Restricted as to the language skills to be learnt (e.g.: reading only, speech
recognition only, etc.).

2. Taught according to any pre-ordained methodology (i.e., ESP is not restricted
to any particular methodology — although communicative methodology is very
often felt to be the most appropriate).
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To clarify the meaning of ESP, Dudley-Evans (1988:4) gave an extended

definition in terms of “absolute” and “variable” characteristics.

According to Dudley-Evans & St John(1998)
. ESP may be related to or designed for specific disciplines

. ESP may use, in specific teaching situations, a different methodology from that
of general English

. ESP is likely to be designed for adult learners, either at a tertiary level
institution or in a professional work situation. It could, however, be for learners
at secondary school level

. ESP is generally designed for intermediate or advanced students

. Most ESP courses assume some basic knowledge of the language system, but it
can be used with beginners.

11.2. Types of ESP

There are many types of ESP. In the Tree of ELT' (Hutchinson & Waters,
1987), ESP is broken down into three branches:

a) English for Science and Technology (EST)
b) English for Business and Economics (EBE)
c) English for Social Studies (ESS)

Each of these subject areas is further divided into two branches: English for
Academic Purposes (EAP) and English for Occupational Purposes (EOP). An
example of EOP for the EST branch is 'English for Technicians' whereas an
example of EAP for the EST branch is 'English for Medical Studies'.

Besides, David Carter (1983) identifies three types of ESP:

1. English as a restricted language : Only used for specific contents,
knowing this type of English may not help to communicate effectively outside
the specific context

2. English for Academic and Occupational purpoes

2.1 Academic purpoes ( EAP) e.g: English for medical studies

2.2 English for occupational purposes (EOP) e.g: English for Technicians
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3. English with specific topics: Uniquely concerned with anticipated future
English needs e.g: Scientists requiring English for postgraduate studies or
attending conferences

During the research process of definition and types of ESP, it shows that
Marketing terms belong to EBE (English for Business and Economics)

IH.TERMS

I11.1. Definitions of terms

Terminology is the sudy of terms and their use. Terms are words and compound
words or multi-word expressions that in specific contexts are given specific
meanings, these may deviate from the meanings the same words have in other
contexts and in everyday language. A term is, "a word or expression that has a
precise meaning in some uses or is peculiar to a science, art, profession, or
subject.” Terminology is a discipline that studies, among other things, the
development of such terms and their interrelationships within a specialized
domain. Terminology differs from lexicography, as it involves the study of
concepts, conceptual systems and their labels (terms), whereas lexicography
studies words and their meanings.( wikipedia)

Besides, linguists have proposed up to various definitions of terminology.

Terminology is the study of and the field of activity concerned with the
collection, description, processing and presentations of terms, i.e. lexical items
belonging to specialized areas of usage of one or more languages. (Gibbon,
1998).

In “Russian encyclopedia”(1976:473-474) “ Terminology is a word or
combination of words that denotes the concept precisely and its relationship
with other concept in a specific area. Terminology is a specialized and
restricted expression on things, phenomena, characteristic and the relationship
in a specific profession”.

Quite a few senior Vietnamese linguists have also proposed other definition of
terminology as follows. “Terminology is a part of special words of language. It
consists of certain words and phrases that are the exact names of a variety of
concepts and objects, which belongs to the professional field”” (Nguyen Thien
Giap 1986: 223)
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I11.2. Terms in Marketing field
[11.2.1. An overview of Marketing

Marketing refers to the activities of a company associated with buying and
selling a product or service. It includes advertising, selling and delivering
products to people. People who work in marketing departments of companies try
to get the attention of target audiences by using slogans, packaging design,
celebrity endorsements and general media exposure.

The management process through which goods and services move from concept
to the customer. It includes the coordination of four elements called the 4 P’s of
marketing. They are Product, Place, Price and Promotion

Product refers to an item or items a business intends to sell. When examining a
product, questions should be asked such as, what product is being sold? What
differentiates the product from its competitors? Can the product be marketed
with a secondary product? And are there substitute products in the market?

Price refers to how much the product is likely to cost. When establishing price,
considerations need to be given to cost the unit cost price, marketing costs and
distribution expenses.

Place refers to distribution of the product. Key considerations include whether
the product is going to be sold through a physical store front, online or made
available through both distribution channels.

Finally, promotion refers to the integrated marketing communications campaign.
Promotional activities may include advertising, personal selling, sales
promotions, public relations, direct marketing, sponsorship and guerrilla
marketing. Promotions are likely to vary being dependent on what stage of
product life cycle the product is currently in. Marketers must be aware that
consumers associate a product’s price and distribution with its quality, and
would be prudent to take this into account when devising the overall marketing
strategy.

For example, new Apple products are developed to include improved
applications and systems, are set at different prices depending on how much
capability the customer desires, and are sold in places where other Apple
products are sold. In order to promote the divice, the company featured its debut
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at events and is highly advertised on television.

Marketing is based on thinking about the business in terms of customers needs
and their satisfaction.Marketing differs from selling because “Selling concerns
itself with the tricks and techniques of getting people to exchange their cash for
your product. It is not concerned with the values that the exchange is all about.
And it does not, as marketing invariable does, view the entire business process
as consisting of a tightly intergrated effort to discover, create, arouse and satisfy
customer needs”. In other words, marketing has less to do with getting
customers to pay for your products as it does developing a demand for that

product and fulfilling the customer’s needs.
[11.2.2. Language in Marketing field

Language has a powerful influence over people and their behaviour. This is
especially true in the fields of marketing and advertising. The choice of
language to convey specific messages with the intention of influencing people is
vitally important.

A marketing term is a term invented to promote the sales of a product. It is often
an invented word ( Wikipedia ). Some terminologies used in Marketing field
might be similar with other fields like science, information technology,... Many
terminologies can be used with the same meaning with other fields. However,
there are some special technical terminologies that only make sense in the
context of Marketing sector. Therefore, to translate these idiomatically, we
should be aware of the language base and the knowledge about trade
(commerce), business, economics and other relevant aspects.
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CHAPTER 2: AN INVESTIGATION INTO ENGLISH-
VIETNAMESE TRANSLATION OF MARKETING
TERMS AND THEIR VIETNAMESE EQUIVALENCE

The terms that make up the language of marketing are quite available and their
words building are also based on different ways but majority of marketing
terminologies are in single terms and compound terms. This study will provide
readers some of the most common Marketing terms.

I. TERMS
I.1. Single terms

Single terminologies are those that consist of just one word which can be found
in a text.

I.1.1.General terms
The Four Ps: Will anyone buy what you’re selling?

Marketing experts say that there are four factors that influence purchasing
decisions. These four factors are known as the marketing mix or the four Ps:

Product: What are you going to sell?

Price: How much can you charge for your product?
Place: Where will people buy your product?

Promotion: How will people find out about your product?

5 Marketing concepts: production concept, product concept, selling concept,
Marketing concept, social marketing concept

The Production Concept: It holds that consumers will prefer products that are
widely available and inexpensive. Managers focusing on this concept
concentrate on achieving high production efficiency, low costs, and mass
distribution

The Product Concept: This orientation holds that consumers will favor those
products that offer the most quality, performance, or innovative

features. Managers focusing on this concept concentrate on making superior
products and improving them over time
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The selling concept: If customers are left to themselves, they will not make the
effort to buy a company’s products. Therefore, it dictates, companies must be
aggressive in pushing their sales.

The marketing concept: a firm’s goals can be best achived through
identification and satisfaction of the customers’stated and unstated needs and
wants.

The societal marketing concept: emphasizes social responsibility and aims to
provide value to customers while sustaining and even benefiting both their and
society’s well-being.Using the societal concept of marketing often helps a
business ethically improve their image with customers,shareholders and the
general public

1.1.2. Terms with suffixes

Noun-forming by a root plus suffix “er/or”. In Vietnamese these suffixes refer to

“ngudi”

English Explanation Vietnamese
A customer is someone who
Buyer buys goods Nguoi mua
or services, especially from
a shop
Consumer A consumer is a person Nguoi tiéu dung

who buys things or uses services

A customer is someone who

Customer buys goods Khach hang
or services, especially from
a shop
Influencer An individual who has the power | Nguoi anh huong

to affect purchase decisions of

others

Manufacturer A manufacturer is a business or Nha san xuat
company which makes goods in
large quantities to sell
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User

A user is a person or thing that
uses something such as a
place, facility, product, or
machine

Nguoi dung

Retailer

A retailer is a person or business
that sells goods to the public

Nguoi ban 1¢

Decider

The person who actually makes
the decision in the organisational
buying process; the decider is
often difficult to identify
because he or she may not
necessarily be the one who has
have the formal authority to buy

Nguoi quyét dinh

(trong hanh vi mua)

Wholesaler

A wholesaler is a person whose
business is buying large
quantities of goods and selling
them in smaller amounts,

for example to shops

Nguoi ban buén

Initiator

The initiator of a plan or process
IS the person who

was responsiblefor thinking of it
or starting it

Nguoi khoi dau

Innovator

An innovator is someone
who introduces changes and
new ideas

Nhoém
(khach hang )doi
méi

Early adopter

Early adopter refers to an
individual or business who uses
a new product or technology
before others

Nhom (khach
hang) thich nghi
nhanh

Gatekeeper

member of a decision-making
unit or social group who acts to
prevent or discourage a purchase
by controlling the flow of
information and/or access to
people in the buying center

Nguoi gac
ctra(trong hanh vi
mua)
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Noun-forming by a root plus suffix “tion”

English Explanation Vietnamese
A location is the place where
Location something happens or Dia diém
IS situated.
A transaction is a piece of
Transaction business, for example an act Sy giao dich

of buying or selling something

Segmentation

Segmentation is the dividing of
something into parts which are

(chién luoc) phan

loosely connected thi truong
Observation is the action or
Observation process of Quan sat
carefully watching someone or
something
1.1.3. Terms with prefixes “non” plus a root
English Vietnamese
Non Price Cac yéu t6 ngoai gia ca
(non price competition) (canh tranh phi gia ca)
Non profit Phi lgi nhuan

(non-profit organization)

(t6 chuc phi loi nhuan)

Non business
(non-business expenditure)

Phi kinh doanh
(chi tiéu phi doanh nghiép)

Non monetary
(non-monetary investment)

Phi tién t¢
(dau tu phi tién t¢)

Non packaged
(non-packaged goods )

Khong dugc dong goi
(hang khong dong go61)

Anti competitive
(anticompetitive practice)

Chdng canh tranh
(tha doan chbng canh tranh)

Anti dumping Chéng pha gia
(anti-dumping laws) (luat chéng pha gia)
Anti monopoly Chong doc quyén

(anti-monololy policy)

(chinh sach chbng ddc quyén)
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1.2. Compound terms

A compound term is a combination of two or more words that function as a
single unit of meaning: compound noun, compound adjective, compound verb.
The below examples are compound terminologies which are commonly used in
marketing field

1.2.1. Terminologies consisting of NOUN+ NOUN

English Explanation Vietnamese
Brand the extent to which consumers recognize Chép nhan
acceptability | and welcome a brand thuong
hiéu

Brand royalty | the tendency of consumers to continue buying Trung

a particular brandinstead of trying a different thanh
one thuong
hiéu

Brand equity | It describes a brand’s value. That value is Gia tri
determined by consumer perception of and thuong
experiences with the brand hiéu

Brand marks | Brand marks are visual images, elements or
symbols used to identify a brand and DAau hiéu
contribute to building and maintaining its cua thuong
image. Examples of marks include a hiéu
company's logo, coloring, design or picture.

Brand name | The brand name of a product is the name Tén thuong
the manufacturer gives it and under which it hiéu /nhan
is sold hiéu

Channel a process where the company develops Quan li
management | various marketing techniques as well as sales | kénh phan
strategies to reach the widest possible phoi

customer base
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A communication channel or
simply channel refers either to a physical

Communication | transmission medium such as a wire, or to a Kénh
channel logical connection over a multiplexed truyén
medium such as a radio channel in thong
telecommunications and computer
networking.
A distribution channel is a chain of businesses
or intermediaries through which a good or
Distribution | service passes until it reaches the end Kénh phan
channel consumer. It can include wholesalers, phoi
retailers, distributors and even the internet
itself
Price discrimination is a pricing strategy that
Price charges customers different prices for the Dinh gia
discrimination | same product or service phan biét
The same product is priced differently at Dinh gia
Location different locations even though the cost of theo vi tri
pricing offering at each location is the same va khong
gian mua
Information | The process by which a buyer seeks to
search identify the most appropriate supplier(s) once | Tim kiém
a need has been recognized. The information thong tin
search process may vary based upon variables
such as organizational size and buying
situation
List price the regular price of a product before any Gia niém
discount is given or allowances made yét
Marketing Marketing channels are the ways that goods Kénh tiép
channel and services are made available for use by the thi
consumers
Marketing A philosophy, focus, orientation or concept
concept which gmphasises the_ proper ident_ification of Quan diém
marketing opportunities as the basis for tidp thi

marketing planning and corporate growth
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Marketing Any computerised system of changing raw Hé thng
decision data (sales, stock levels, etc) into information ho tro ra
support system | that can be used by management in decision quyét dinh
making
Marketing A marketing information system (MKkIS) isa | Hé thdng
information | set of procedures, frameworks and technology | thong tin
system for the continuous gathering of information tiép thi
that might affect the promotion and selling of
a product or service
Marketing Information gathered from sources external to | Tinh bao
intelligence | the firm for use in decision-making tiépthi
Demand A measure of the degree to which any change Co gian
elasticity in the price of a product will affect the cau
demand for it
Income The income elasticity of demand measures the Co
elasticity relationship between a change in the quantity gian(cua
demanded for a particular good and a cau) theo
change in real income thu nhap
Price elasticity | Price elasticity of demand is a measure of the | Co gian
change in the quantity demanded or (cua cau
purchased of a product in relation to theo gia)
its price change
Mail A form of questionnaire which is mailed to | Phuong
questionnaire | targeted individuals, which has a collection of | phap diéu
questions on a particular topic asked to them | tra bang
as a part of interview or survey which is used | bang cau
for conducting research on that topic. hoi gui thu
Market The ratio of total prospects in an area to the Murc d6 che
coverage number of prospects who can be effectively phu thi
targeted or approached truong
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1.2.2. Terms consisting of ADJECTIVE+NOUN:
These compounds consist of an Adjective and a noun of which Adjective takes
functions as Classifier and the Noun (thing)

English

Explannation

Vietnamese

Demographic
environment

The demographic factors like gender
or ethnicity of the market are useful to
segment the target population for
impactful marketing

Yéu t (moi

truong)nhan khau

Direct
marketing

Direct marketing is a form of
advertising in which companies
provide physical marketing materials
to consumers to communicate
information about a product or service.
Direct marketing does not involve
advertisements placed on the internet,
on television or over the radio. Types
of direct marketing materials include
catalogs, mailers and fliers

Tiép thi tryuc tiép

Early adopter

early customers of a given company,
product, or technology

Nhom (khéch hang)
thich nghi nhanh

Economic
environment

economic environment refers to all the
external economic factors that
influence buying habits of consumers
and businesses and therefore affect the
performance of a company

Yéu to(moi
truong)kinh té

Exclusive
distribution

Situation where suppliers and
distributors enter into an exclusive
agreement that only allows the named
distributor to sell a specific product.

Phan phéi doc
quyeén
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For example, Apple had an exclusive
distribution deal with AT&T to
provide the iPhone to consumers.

a price allowance given to a firm
Functional | Performing some part of the marketing

discount function for other members of the Giam gia chirc ning
channel of distribution; also called
Trade Discount

Geographical | Geographical pricing is adjusting an
item's sale price based on the buyer's Dinh gia theo vi tri
location dia ly

pricing

A horizontal conflict refers to a
Hozirontal disagreement among two or more Mau thuan hang
conflict channel members at the same level. ngang
For example, suppose a toy
manufacturer has deals with two
wholesalers, each contracted to sell
products to retailers in different
regions

conflict occurring between two or
more different hierarchical members
Vertical of a channel of distribution. For Mau thuin hang
conflict example, a retail distributor may doc
refuse to carry a manufacturer’s
product because of low sales, further
decreasing the manufacturer’s total
sales

Intensive distribution is a form of

Intensive marketing strategy under which a Phan phéi dai tra
distribution | company tries to sell its product from
a small vendor to a big store

Internal record | It is @ system under which marketing | H¢ thdng thong tin

system information is stored, retrieved noi bo
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Natural
environment

The natural environment is important
factor of the macro- environment. This
includes the natural resources that a
company uses as inputs that affects
their marketing activities.

Yéu to( moi trudng)

tu nhién

Physical
distribution

Physical distribution is the group of
activities associated with the supply of
finished product from the production
line to the consumers

Phén phdi vat chat

Political-legal
environment

The political and administrative
system in a country dictates policies
formulation its implementation and
control of business

The legal environment refers to the
principles, rules and regulations
established by the government and
applicable to people

Yéu t6 ( moi
truong) chinh tri
phép i

A discount is offering of a product or a
service at a price lesser than the
marked or the original price. A
seasonal discount is a discount which
Is offered on seasonal goods or at
particular seasons. For example, there

Seasonal are discounts on products like

discount automobiles, electronics etc. which are | Giam gia theo mua
offered during festive seasons like
Diwali, New year etc.
tendency of a consumer to pay

Selective attention only to messages that address

attention a need or interest or are consistent Sang loc
with the consumer’s attitudes,
opinions, and beliefs

Selective A tendency to interpret information in

distortion ways which reinforce existing Chinh dén

attitudes or beliefs
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Type of product distribution that lies
between intensive distribution and

Phan phéi sang loc

Selective
distribution | €xclusive distribution, and in which
only a few retail outlets cover a
specific geographical area
the perceptual process in which people
Selective subconsciously are most apt to Khic hoa
retention remember information that confirms

their previously held attitudes

Social- cutural
environment

A set of beliefs, customs, practices and
behavior that exists within a
population. International companies
often include an examination of the
socio-cultural environment prior to
entering their target markets.

Yéu té (moi truong)

van hoa — xa hoi

Technological
environment

External factors in technology that
impact business operations. Changes
in technology affect how a company
will do business

Yéu té ( moi

truong) cong nghé

Timing pricing

The strategy of making buy or sell
decisions of financial assets

(often stocks) by attempting to predict
future market price movements

Dinh gia theo thoi
diém mua

Captive-
product pricing

Captive product pricing is used when
the value of the main product is very
low, but the value of the supporting
product, which is necessary for
working of main product is high.

Dinh gia san pham
bit budc

Diseriminatory
pricing

A pricing strategy that charges
customers different prices for the same
product or service.

Dinh gia phan biét
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1.3. Common Marketing abbreviations

An abbreviation is a shortened form of a word or phrase. It consists of a group
of letters taken from the word or phrase. Abbreviation terms are words or phrases
that have been abbreviated. They are used in written or spoken communication in
weather field to save time and space. Abbreviation terms sometimes represent the
first letter of several words or the first letter of just one word. .There are some the
most common accepted abbreviation terms used in marketing field in following

( Wikipedia)

Abbrevition Full form Vietnamese
AIDA Attention/Awareness, Thu hut, thich
Interest, Desire, Action thu,khao khat ,hanh
dong
Ngén sach, tham
BANT Budget, Authority, Need, | quyén, nhu cau, mbc
Timeline thot gian
Ty 1€ thoat (ty 1€ bo
BR Bounce Rate trang)
BEA Break-even analysis Phan tich hoa vén
CMO Chief Marketing Officer Giam d6¢ marketing
CMS Content Management Hé théng quan 1i noi
System dung
COS Content Optimization Hé théng toi wu hoa
System noi dung
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CPC

Cost-per-Click

Chi phi cho mdi lan

nhap chuot
CPL Cost-per-Lead Chi phi cho 1 form
dién thanh cong
ANOVA Analysis of Variance Phan tich phuong sai
Automatic Repleishment Hé théng cung tng tu
ARS system dong
CPI Consumer Price Index Chi s gi tiéu dung
CR Conversion Rate Ty 1& chuyén doi
CRM Customer Relationship Quan li quan hé khach
Management hang
CRO Conversion Rate Téi wu hoa ty I¢
Optimization chuyén doi
CTA Call-to-Action Ké&u goi hanh dong
BEP Break-even point Piém hoa vén
uv Unique Visitor Khach truy cap tuyét
doi
SMM Tiép thi mang x3 hoi

Social Media Marketing
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Pau tu truc tiép nudc

FDI Foreign Direct Investment
ngoai
SLA Service Level Agreement | Cam két chat lugng
dich vu
Chuong trinh quan tri
BIP Business intelligence kinh doanh thong
program minh
CPA Critical Path Analysis Phan tich duong gang
DPI Disposable personal Income | Thu nhéap kha dung
Loi nhuan rong du
ENP Expected Net Profit tinh
FIS Free-in-store Kho ngoai quan
Gia giao hang tai cang
FOB Free-on-Board (nguoi mua hang phai
chiu chi phi van
chuyén dau cudi)
Gié giao hang tai noi
CIF Cost,Insurance and Freight | nhan (nguoi ban chiu
trach nhiém van
chuyén)
Tong san pham qudc
GNP Gross National Product dan
Rand D Research and Development | Nghién ctru va phat
trién
Return on Total Asets Ty 1€ lgi nhuan rong
ROA trén tai san
Return on Investment Loi nhuan trén von
ROI dau tu
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RPM

Resale Price Maintenance

An dinh gia ban lai

Pon vi kinh doanh

SBU Strategic Business Unit chién luoc
Target Audience Rating | S6 diém danh gia cua
TARPS Points khéach hang muc tiéu
QR Code Quick respond Barcode M3 phan héi nhanh
San pham cong
MRO Maintenance Repair nghiép thudéc nhom
Operating cung ung
LAC Long-run Average Cost Chi phi trung binh
trong dai han
Diém manh, diém
SW.O.T Strength, Weaknesses, yéu, co hoi, mbi de
Opportunities, Threats doa
Tong chi phi dé ban
CAC Customer Acquisition Cos duoc hang.
Gi4 tri khach hang bén
CLV Customer Lifetime Valune vitng
Doanh thu dinh ky
MRR Monthly Recurring Revenue hang thang
Ty I¢ lgi nhuan thu
ROI Return On Investment) dugc
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II. COMMON METHODS APPLIED IN THE TRANSLATION OF
MARKETING TERMS FROM ENGLISH INTO VIETNAMESE

I1.1. Shift or transposition translation

A shift (Catford) or transposition (Vinay and Darbelnet) involves a change in the
grammar/part of speech from SL to TL.This method is employed effectively in
the translation of most of the compound terms from English into
Vietnamese. There are two types of translations including transposition with the
automatic change in word order from SL to TL (automatic translation) which is
mainly employed in the translation of comound terms in the form of simple and
unmarked nominal group. For example, “strategic plan” is translated as “ké
hoach chién lugc”. The second type of translation is rank-shift which is applied
in the translation of the compound terms that normally do not have the
Vietnamese equivalent to the lexical units of the English compound terms. In
this case these compound terms are equivalent to a clause in Vietnamese. For
example, the Vietnamese equivalent of “voidable contract” is “hgp dong c6 thé
bi coi 1a vo gia tri”.These kinds of transpositions are futher examined with the
illustration of the marketing terms as follows.

Automatic translation

This transposition procedure needs the change in the position of the adjective or
modifying element due to the different sequence of experiential structure of
nominal group between English and Vietnamese. The basic ruler for the
translation of the compound terms is:

English: Classifier + Thing
Vietnamese: Thing + Classifier
For example : Classifier ( adjective) + Thing

When translating compound terms of this type from English into Vietnamese
there normally seems to be no difficulty in choosing the lexical equivalents as
the meaning of the Thing and Classifier are clear.The only thing for the
translators to do is to rearrange the lexical items and sequence of English
compounds in Vietnamese. Take the compound term Intensive distribution as an
example.
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Based on the experiential structure of the nominal group proposed by Halliday
(1994) , “distribution “is the Thing which stands in the second position,whereas
“Intensive “ - the Clasifier specifying the Thing by indicating the quality of the
Thing stands in the first position. In Vietnamese, the Thing” distribution” is
equivalent with “phan phdi” and “Intensive”- The Classifier is equivalent with
“dai tra” . As a result of the translation process from English into Vietnamese,
the content of the compound term “Intensive distribution “is realized as” phan
phdi dai tra”. Looking at these terms, it is realizable that automatic shift is
applied in translating flexibly, and all words in these terms are naturally
converted from English into Vietnamese without adding any expression. Thanks
to automatic shift strategy application, translators can feel simpler and
unconfused when dealing with some redundant or additional words during the
translation process of these terms. Some examples of this type can be translated

as follows:
English Vietnamese
Direct marketing Tiép thi truc tiép
Exclusive distribution Phan phéi doc quyeén
Functional discount Giam gia chirc nang
Physical distribution Phan phéi vat chat
Survival objective Muc tiéu ton tai
Chién thuat ban hang kiéu thich
Adaptive selling nghi
Han mic gia c6 thé chap nhan
Accaptable price range duogc
Profesional services Dich vu chuyén nghiép
Su két hop cac chinh sach khuyén
Promotional mix mai
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Rank —shift translation

This produces involves the replacement of a virtual lexical gap by a grammatical
structure. To convey the transferred meaning properly,in some cases, it is
essential to change the grammatical structure of certain items in the SL text, for
instance , a phrase or a word in SL will correspond to a clause in TL and vice
versa. In marketing terms, there are many terms created in the form of nominal
groups which do not have direct equivalents in Vietnamese but correspond to
Vietnamese clauses or in some cases they are equivalent with Vietnamese verbal
group. Therefor, it is necessary to employ the translation procedure rank-shift
for the translation of these terms. Taking an example “ Image pricing” to
indicate this strategy.

Source language (English) : Image pricing

Target language (Vietnamese) : Dinh gia theo hinh anh

In SL, “Image pricing” is composed by two nouns, but the noun “image ”
becomes Adjective when this term is translated into TL. Therefore, by the way
of changing in the grammar of the word from SL to TL, translator will easily
deal with these terms.. The following is the collection of marketing terms that
are translated into Vietnamese with the same strategy:

English Vietnamese
Channel management Quan tri kénh phan phi
Loss-leader pricing Pinh gia 16 dé kéo khach
Markup pricing Dinh gia cong 101 vao chi phi
Customer-segment pricing Dinh gia theo phan khic khach
hang
Mass-customization marketing Tiép thi ca thé hoa theo sb dong
Cash discount Giam gia vi tra tién mat
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11.2. Translation by paraphrase using related words

Paraphrase is one of many ways that facilitates translators to produce the
adequate lexical equivalents. It is stated by Baker, M (1932: 38) that this
strategy tends to be used when the concept expressed by the source item,
particularly the item in question is semantically complex.

This strategy is said to be used when the concept expressed by the source item is
lexicalized in the target language but in a different form and when the frequency
with which a certain form is used in the source text is significantly higher than
would be natural in the target language. In the English version, the translator
tends to paraphrase vietnamese words and collocations with related words so as
to keep the denotation as well as the connotation meaning.

For instance, in the term “Non-Montary Price”, if word for word translation
strategy is applied, the word “Non-montary” will be translated as “khong tién té-
gia cd khong tién t&”. However, , the accurate Vietnamese equivalent of this
term is “phi tién té- gia ca phi tién t¢”. The word “non-montary” in English is
lexicalized when it is transferred into Vietnam. It can be seen that the word “phi
”” has been used to flexibly to avoid poorly in translation and become academics.
The following is the collection of marketing terms that are translated into
Vietnamese with the same strategy:

Non-business marketing Tiép thi phi kinh doanh
Non — profit marketing Tiép thi phi loi nhuan
Non-price competition Canh tranh phi lgi nhuan
Non-selling activities Nhitng hoat dong phi ban hang
Anti Monopoly Chdng doc quyén
Anti Dumping Chédng ban phé gia
Unsegmented Khong phan khuc
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11.3. Translation by paraphrase using unrelated words

This strategy is used when the source item is not lexicalized at all in the target
language, but the translator wants to paraphrase so the paraphrase may be based
on modifying a superordinate or simply on unpacking the meaning of the source
item particularly if the item in question is semantically complex.

For example :

Source text (English) :  by-product pricing ( dinh gia san pham)

Target text (Vietnamese in Marketing terrms) : dinh gia san pham tht: cap

The following is the list of Marketing terms which is translated into Vietnamese
by this strategy

English Vietnamese
Market share Thi phan

New task Mua méi

List Price Gi4 niém yét

Going-rate pricing Dinh gia theo gia thi truong
Product-building pricing Dinh gia tron goi
Hiéu trng thuc nghiém, hiéu tng kinh

Learning curve nghiém

11.4. Translation of abbreviation by using loan words plus explanation

Another strategy which is particularly useful in dealing with culture-specific
items is the strategy of using a loan word. This also helps in the case of very
modern, newly introduced concepts. The loan word can, and very often even
should, be followed with an explanation .The reader does not have problems
with understanding it and his attention is not distracted by other lengthy
explanations. There is some objection to this strategy in Vietnam, as many
translators prefer to select new words in Vietnamese rather than borrow English

words. However, this strategy is very useful when the translator deal with
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concepts or ideas that are new to Vietnamese audience, culture- specific items.
This strategy is applied for translating abbreviation in marketing terms. For
instance PEST analysis stands for political, economic,social,technological which
is translated into Vietnamese “Phan tich PEST: chinh tri , kinh té, xa hoi, cong
nghé. It can seen that using the initials of this term makes it more convenient
and shorter for readers to remember and understand.

I1.5. Literal translation

Literal translation might be that it consists in the one for one substitution of the
word forms of the target language for the word forms of the source language.
This translation method is applied in transalting Marketing terms popularly.For
example:

Source language (English): sales information system
Target language (Vietnamese): hé thdng thong tin ban hang

Vietnamese translate word for word for this term, provide new meaning for
equivalent words. The following list includes Marketing terms which belong to
this method:

English Vietnamese
Functional discount Giam gia chirc nang
Personal interviewing Phong van truc tiép
Need Nhu cau
Original Equiment Manufacturer Nha san xuat thiét bj gbc
Post-purchase behavior Hanh vi sau mua
Public Relations Quan hé cong ddng
Purchase decision Quyét dinh mua
Advertising Planning Process Quy trinh 1ap k& hoach quang céo
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I11. DIFFICULTIES IN TRANSLATING MARKETING TERMS AND
SUGGESTED SOLUTIONS

I11.1. Difficulties in marketing terms translation

Being a translator is about much more than simply being bilingual, it is about
being able to interpret and transcribe a message suitably, according to its
purpose and target audience, taking into account not only language aspects, but
also social and cultural factors. In order to successfully and accurately complete
a translation, a very specific set of skills is required to overcome language
barriers. Indeed, working as a professional in the translation industry is not as
simple as it may sound.

Especially ,the translator’s responsibility when working with marketing texts is
quite significant. These texts, if they do not recreate the sense and style of the
original, lose their essence. Marketing translations may generate large increases

in a company’s revenue or may be the cause of crippling losses.

The translation of marketing texts, whether a brochure of simple advertising text
or a full marketing campaign, requires skills that are completely different to
those needed to translate technical texts. The translation of this type of text must
not be started until everyone involved in the process is profoundly familiar with
the product or service offered and has good market knowledge. But above all, it
requires a lot of common sense to know when a sentence needs to be “recreated”
rather than “translated”, according to cultural equivalents regarding word play,
comments on colors and even jokes in some cases . The duty of the translator
will then be to add an attractive element to the actual content of the message so
that the product/service can be marketed successfully in the target market(s) of
the translation.

Communicating a message in a concise and clever manner, is nearly always
extremely difficult. The task of the translators is to get inside the minds of those
who have written the text, those who read it and also those of the listeners.
Therefore, in addressing the project, the translator should, first of all, decide
whether the message should have the same tone as the original or if it should be
different in order to be more appropriate for the target market, in order to obtain
the desired effect in the target text. A mistranslated slogan may result in

negative publicity or being meaningless in the target language.
4u


http://translation-blog.trustedtranslations.com/tags/marketing-campaign

Moreover, there is linguistic difference between English and Vietnamese. The
two languages have various differences in terms of vocabulary and grammatical
rules. Therefore, it is difficult to choose the right word. For example, it is simple
for translators to apply word for word strategy to this term “Marketing Access
Barriers” and easily bring out its Vietnamese equivalent as “cac rao can tham
nhap thi truong”. In this example, the translator only has to translate each word
and use automatic translation strategy to change the order of the term. However,
with the term like “account” which is a specific marketing term, the translator
cannot just look over its usual meaning as “tai khoan” but considers the
marketing meaning “khach hang quen” instead. Translators need to work hard
to accumulate both English and Vietnamese vocabulary to a level that the
translator is capable of choosing the right word in any case to produce
translation. It is crucial for translators to fully understand all the denotations and
connotations of a word.

I11.2. Suggested solutions

English translation is a complex process where language is not sufficient, it
requires a certain level of social knowledge and specialized knowledge in the
mother tongue. Moreover, Marketing is a new term from the beginning of the
20th century and is a concept that is not easy to define .A word can have many
different meanings or words have many different meanings, or words has the
same meaning but different in using. Therefore, it is necessary for a translator to
to master the knowledge of language, especially focus on skill of translation and
vocabulary.

There are many ways to enhance knowledge about marketingterms. Finding
more information about marketing field in books ,newspapers, magazines, the
Internet( both English and Vietnamese version) is very good. Improving reading
comprehension by practicing reading and translation every day, because
trasnslating day by day is the best way to help you consolidate grammar and
vocabulary better and better. A specialized dictionary is a useful tool for
translation. Although translating marketing terms is not easy, patience will help
every translator overcome this obstacle.
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CHAPTER I1l: MAIN FINDINGS

Marketing material is not only supposed to convey a message but also to
persuade the reader. Therefore, Marketing translations are particularly
challenging because they need a higher level of creativity compared to technical
or medical translation. When we have to translate material such as books,
researchers or presentations speaking about marketing, this is a problem: since
marketing is a technical field where terms are originally created in English this
means that often there is no exact equivalent in other languages. Thus, a
marketing translator needs to know how to promote the products of the company
he is working for. There are also certain cultural issues that should be taken into
account. A talented marketing translator should know how to adapt his
language and style in order to attract the customers. Having extensive
knowledge about target culture is a must. Therefore, one method my study wants
translators should focus much on translating Marketing terms, it is translation by
paraphrase using unrelated word. For example : if translating “ going-rate
pricing” normally, it means “ dinh gia ty 1&” . This translation is completely
difficult to understand in Marketing field. It should be translated “ dinh gia theo

gia thi truong”.

Moreover, this method is also a good way to translate slogans. Slogans
translation has to change in the target language . Slogan of Allstate insurance
company is “ You’re in good hands”, if Vietnamese translators use word-by-
word methods for this slogan, it means* Ban trong nhimg ban tay t6t”. This
sentence 1s incomprehensible, it should be translated “ Ban dang chon dung

nguoi phuc vu”.

In brief, after the investigation, some significant findings have been discovered
are common methods applied in the translation of Marketing terms from English
into Vietnamese, especially translation by paraphrase using unrelated words is
interesting but challenging. Thus, translators should be flexible and creative in
vocabulary features.
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PART I11: CONCLUSION

I. Strengths and weaknesses of the study

The study has provided some basic knowledge about popular methods applied in
translating Marketing terms. It is an attempt to make an investigation and
exploration into the equivalence between English and Vietnamese translation of
Marketing terms. However, translation is an extensive sector, and Marketing is a
new term from the beginning of the 20th century and is a concept that is not easy
to define.There are still other matters which are not less important my study has
not mentioned. Because of my lack of time and limitation in knowledge , my
study can not show more examples and inquire each method deeply and
comprehensively. Hopefully, this study would receive sympathy from readers.

I1. Suggestion for further research

Vietnam will be integrating into the world economy. Thus, Marketing plays the
important role in each country. Therefore, hope that more and more studies in
the future will research this them deeply and widenly. It can be that not only
strategies in translation of Marketing terms but also the English — Vietnamese
translation of texts in materials for Marketing field. From that, Vietnamese
learners take advantage of these studies to translate English Marketing
documents fastest and most effectively.
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Appendix (Exercise)

Exercise 1. Use some of the below compound adjectives to fill the gaps in
the sentences

Top-quality brand-new down -market price-sensitive
Up-market cost-effective up-to-date

l.Itisan ......... product, designed for people with sophisticated and expensive
tastes.

2. The company has recently introduction more ......... methods of production

in order to cut down on expenditure.

3. ltisa ........ product, there has never been anything like it on the market
before.

Exercise 2. Which of the other word partnerships will fill the gaps in the
following sentences?

Looking at these “marketing” word partnerships

Market: niche, segmentation, share, leader, penetration, research

Market: buyers’, target, closed, open

Market penetration is the extent to which a company gains a share of the market.

A buyer’s market is a market in which the supply of goods is plentiful. Buyers
can, therefore, influence sellers to complete with one another in forcing down
prices.

Looeviies e, 1s the division of the market based on geography , social class
and consumer behaviour.

2A 1s a small part a specialised market.

3A is a country or areca Which a monopolist ha declared to be out
of bounds to all producers except himself.

4ooriiiiin i is the proportion of the total demand for a product supplied by a
particular manufacturer.

5An........ ... is a country or area in which, by agreement, several
manufacturers are free to complete with each other in selling their product.
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Answer

Exercise 1:

1. up- market

2. cost-effective

3. brand-new

Exercise 2:

1. market segmentation
2. niche market

3. closed market

4. market share

5. open market

Internet source: http://www.linguarama.com/ps/marketing-themed-english.htm
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Appendix (Translation sample)

Source language:

Push- pull marketing strategies.

Promotional strategies to get your product or service to market can be roughly
divided into two separate camps - push and pull. ‘Push strategy’ describes the
work a manufacturer of a product needs to perform to get the product to the
customer. This may involve setting up distribution channels and persuading
middlemen and retailers to stock your product. The push technique can work
particularly well for lower value items such as fast moving consumer goods
(FMCGs), when customers are standing at the shelf ready to drop an item into
their baskets and are ready to make their decision on the spot. This term now
broadly encompasses most direct promotional techniques such as encouraging
retailers to stock your product, designing point of sale materials or even selling
face to face. New businesses often adopt a push strategy for their products in
order to generate exposure and a retail channel. Once your brand has been
established, this can be integrated with a pull strategy.‘Pull strategy’ refers to the
customer actively seeking out your product and retailers placing orders for stock
due to direct consumer demand. A pull strategy requires a highly visible brand
which can be developed through mass media advertising or similar tactics. If
customers want a product, the retailers will stock it - supply and demand in its
purest form, and this is the basis of a pull strategy.

Internet source:

http://marketing-made-simple.com/push-pull-marketing-strategies/
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Target language:
Chién lugc tiép thi day -kéo

Chién luoc quang cao dua san phém hoac dich vu rathi truong duogc chia thanh
hai phan - day va kéo. “Chién lugc ddy” mo ta cong viéc ma nha san Xuat san
pham can thyc hién dé dua san pham dén khach hang. Diéu nay c6 thé lién quan
dén viéc thiét 1ap kénh phan phdi va thuyét phuc nguoi trung gian va nha ban 18
lvu trir san phém . Ky thuat déy c6 thé hoat dong dac biét tdt cho cac mat hang
¢ gia tri thap hon nhu hang tiéu dung di chuyén nhanh (FMCG), khi khach
hang dang ding & cac gian hang ,sin sang tha Mot mon hang vao gid va san
sang dua ra quyét dinh ngay tai chd. Thuét ngi nay hién bao quat rong rai hau
hét cac k¥ thuat quang cdo truc tiép nhu khuyén khich cac nha ban 1& luu trix san
pham cua ban, thiét ké diém ban hang hoic tham chi ban hang truc tiép. Cac
doanh nghiép mai thuong 4p dung chién lugce day cho san pham cua ho dé dua
ra quang cao va kénh ban 1¢. Khi thwong hiéu cta ban da duoc thiét lap, diéu
ndy c6 thé dugce tich hop véi chién lugc kéo.<Chién lugc kéo ’dé cap dén khach
hang dang tich cuc tim kiém san pham va nha ban 1é c6 sin san pham trong kho
do nhu cau cia khach hang. Mot chién luge kéo doi hoi mot thuong hiéu co tam
nhin cao c6 thé phat trién thong qua quang cdo truyén thong dai chung hoic
chién luoc tuong tu. Néu khach hang mudn c6 mot san phém, cac nha ban Ié sé
trit né - cung va cau theo hinh thirc thuan tay nhét, va day la co so ciia mot chién

luoc kéo.
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