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And this all happened in the last week ...




8.1. CAREERS IN MARKETING

", VOCABULARY & SPEAKING

What areas is marketing linked to? Complete the diagram below, and describe the
connection between marketing and the areas from the diagram.

What educational background could people working in marketing have? Read the
€xamples below. and Ccompare your answer. Then, use the phrases to describe your
€ducation.

Elliot
Elliot has an MA in Creative Writing from the University of Manchester.
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Sean
Sean has a BA (Hons) from Nottingham Trent University.

Tom
Tom graduated from Nottingham Trent University with a BA (Hons) in Business
(Marketing) before entering the world of marketing.

Charlotte
Charlotte graduated from the University of Oxford with a BA (Hons) in English
Language and Literature.

Esther
Esther graduated in 2013 from De Montfort University with a BA (Hons) in Media and
Communication.

Lauren
Lauren completed a BA (Hons) in Economics at the University of Manchester.

Pete
Pete has a BA (Hons) degree in English Literature and Design from the University of
Central Lancashire.

Rainu
Rainu has a BA in Marketing Management from Manchester Metropolitan University.

Sarah
Sarah graduated from the University of Birmingham in 2011 with a 2:1 Joint Honours
Degree in English and American and Canadian Studies.

Jason
Jason has graduated from the Teesside University with a BSc in Computer Science
and then from the University of Nottingham with a MSc in Management of Information
Technology.

7 LISTENING
c2

Listen to Derek, a career advisor describing the profile of marketing manager, and
decide whether the statements below are true or false.

1. Brand management is the most popular marketing profession among people
graduating from universities. T/F

Advertising is an element of the marketing process. T/F

Marketing managers are mostly needed in manufacturing companies. T/F
Marketing managers usually have heavy workloads. T/F

Stress resistance is an attribute required from marketing managers. T/F
Marketing managers are rather reluctant to take responsibility. T/F

In order to work as a marketing manager you must have a degree in economics. T/F
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occ_u_pied by people working in
position? What is your role in th
process of career advancen
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8. Postgraduate study i
: Y 1S not an obligat i
9. People with . gatory requirement for marketi
10. Youﬁ:ave to Ss?;f Experience are more likely to become maa;:z?'ng e s, I
. as a marketing assistant in order t 'ng managers. T/F
ger. T/F er to become a marketing man-
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5 SPEAKING & VOCABULARY

People wishing to work in
Where could they work, and

The words representative, assj.

marketin . :
whichl ’1? ha\{e a lot of opportunities to choose fror
areas seem the most attractive to you? "
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different companies. How would you name your

€ company's organisati _
o Isational structure? :
ent in your company/industry? e

My
position
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guestion.
oversee
create analyse
ljlune(igp determine
gather 8.2. MARKETING BUSINESS
mon?g)f measure 1
provide i
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‘?f READING & SPEAKING
GRAMMAR: RELATIVE CLAUSES

Read about Hallam, a digital marketing company from the UK, and fill in the gaps
- Task 1 with the correct preposition.

Fill in the sentences bel_ow usmg wi
leave the space blank, if possible.

1. The marketing specialist

2N, OrF
ho. which/that, whom, whose, where and when, 0

Hallam Internet is a digital marketing company based conveniently 1) the
_ heart of the UK. From our offices here in Nottingham, we serve business customers
we hired last month has relevant experience for 2) the UK. Our offices are easy to access with great transport links across the

this job. _
2. The marketing campaign

mpany. _ o |
3 Isugl(gac?c:;oa:nozpr);ﬁcaﬁt ’ graduated in marketing from the University of Kent
.18

i i [ ided to enter new foreign markets.
is based in Gdynia, has d(_ac_|de ( i
5 E)l{(r:q%n:;ir?g Adam is our expert on digital marketing s;r?;egée:.hard "
g- | (:leed to select the best marketers for my team, seem

= a )

in well-established marketing agt_anmes all over the C?\[;Jiggg-we’ve —
hat was the name of the marketing agency se it
B 1 ad ou target young professionals, for career developme Skl e 2
1% :({SLV:I st?guld maintain contacts with your customers you
e e stomers spend most of their t'ime.
@ T!]e el th'e F:Ee;\(z:\fe(:ustom\'t;cr): l‘ targeit::; competition seems t.o be so ﬁg:fﬁ
13 ::/IS rrllgtinfgsc}let)oagﬁents appeared in the 80s, adopted a traditional appr
. Ma ,

to marketing activities.
. Can | speak to the manager .
1; Our co?npany offers special mid-season discounts,

loyal customers.

ot in Task scr
Use the relative clauses you prac_tlsed in _T,C‘Sk 1 totsdgr ;
a&rnire because of his/her professional achievemen a

imagine your workday without.

we launched last week proved to be a great

i 9
[ i our marketing department’
ason disco is good news for our

ibe a person whom \jOOUt
tool which you could

country. This means that, as well as clients in London, we also have a wide range of
customers 3) other areas. We also have international clients in countries such
as Belize, Thailand and France. 4) combining our past experience with up to
date knowledge and a passion 5) staying one step ahead, we help businesses
to achieve their goals 6) the web. We offer digital marketing services, all aimed

7) helping your business to increase web traffic and generate more leads and
sales. As a digital marketing client, you can expect:

» increased website traffic
» increased rankings 8) the search engines
» improved quality of website traffic, delivering more leads and enquiries

We work alongside some of the world’s leading brands, including Experian, Ford,
and the Arts Council, as well as having long standing client relationships 9)
firms of solicitors, manufacturers, accommodation providers, service providers and
the broad spectrum of small to medium-sized businesses. Our clients appreciate
our plain speaking approach. We are experts in communicating complex theory in
a manner that is understandable, so you know exactly what we're doing and why
we're doing it. If you're looking for a digital marketing company, get in touch now
10) calling 0800 622 6100 or use our online contact form.

What makes Hallam different from other companies? Look how Sarah, the company
Owner, summarised their competitive advantage. What do her words tell us about Hallam?

We know our clients well - we're not a factory.
We have a proven track record.
We are plain speaking.
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CD2

CD2

2 LISTENING

Listen to Sarah talking about Hallam, and summarise what she said about the
company.

Listen to the recording once again, and answer the questions below.

1. Who are geeks? Whom can you describe using this word?

o What does the phrase call a spade a spade mean?
3. Which two words from the second part of her speech are synonyms?

4. Which phrase from her speech means accomplish sth?

GRAMMAR: ARTICLES & READING

Fill in the text below with the article a, the or (-).

What makes us different from other digital marketing agencies? We have 1)
proven track record of delivering strong results for our clients. We don't make 2)
promises we can't keep, but when we do make 3) promise, you can trust us to
deliver the results. We are 4) team of professional digital marketers with more
than 65 years combined experience working in 5) ______online marketing.

Many of our clients choose to stick with us year after year. You will have your own
consultant that you will work with, who knows your business, is dedicated to your
account, and is available to talk to you when you want to. We want to delight our
customers, and with many of them staying with us for 6) prolonged period, we
know we're delivering 7) — great service as well as great results.

We are 8) company you can trust. Established in 1999, Hallam has been
chosen as 9) _____ supplier by Experian, Ford, the Arts Council, and hundreds of
10) _____ smaller businesses. All of our consultants are top in their field, and we only
deliver 11) ethical search marketing services. We are in 12) industry for

the long game, and our clients are, too.

Read the text again, and answer the questions below.

1. What does Hallam’s proven track record refer to? Provide at least two synonyms

for the term track record.
2 How can Hallam as a marketing agency deliver strong results for its customers?
3. What does it mean that customers stick to Hallam? Provide at least two synonyms

for the verb stick to sb in this context.

4. How can Hallam delight i
_ ght its customers?
the verb delight in this context. m

5. What does the state ing |
- .
Hallaii? ent being in the industry for the long game tell us about

ink of two other verbs that might replace

~ LISTENING & WRITING
CD2

| .
Alex and Daniel were Hallam's clients. Listen

phrases which to their testimonials, and write the

=1
are used to express customer satisfaction.

FLWRITING: CLIENT TESTIMONIAL

Think ab '
o Cust%ul a service you have used recently, and write a t
mer experience using the phrases below .

estimonial presenting

Phrases for writing customer testimonials:

!:ve been cooperating with
_Il_ve been using the services of
he company provided a solution for

Almost two i
s years on, we are still workin

(company name) for
(company name) for

g closely with

(company name)

ﬁ\ great customer experience!
M‘;vﬁi ::g best custon*_uer experience |'ve ever had!
er one supplier - customer-focused and responsive

The approach they’
: y've taken sh i
quality service. ows how you can deliver cost-effective and high

I couldn’t be happier with the results.

I!m - q . .
Thessct)lﬁ:ued w1tlr_1 your professmnalism, expertise and service
pany did a great job of tailoring services to our needs
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(company name) is the best provider I've ever worked with.
Prompt answers in less than 2 hours.

They always answer your questions within 24 hours.

All my requests were addressed right away.

This is an effective team that really cares for their clients.

Their advice and ideas are extremely valuable.

My success has accelerated because of

Well done.

Highly recommended.

| wouldn't hesitate to work with them again.
Awesome work.

Thank you all for your assistance.

Keep up the great work!

“9°, READING & VOCABULARY

Read the text about WSI Internet Consulting & Education, a company offering
marketing solutions for businesses, and put the verbs in brackets in the correct
grammatical form.

With international headquarters in Toronto, Canada, WSI Internet Consulting & Education
1) (DELIVER) profitable Internet solutions to companies of all sizes since the
mid 1990s. We are committed to 2) (IMPROVE) the profitability of our customers
through the use of leading-edge Internet technologies, 3) ____ (DELIVER) by
and business-oriented Internet consultants. WSl 4) (ESTABLISH) in the
UK for more than 6 years. From our offices in near Carterton in Oxfordshire we help
our customers to get the best from the Internet by 5) (PROVIDE) everything
from informal advice and consultancy through to comprehensive Internet marketing
systems. Thanks to the trustand support of our customers over the years, our network
6) (GROW) to over 1500 Internet consultants serving businesses across all
sectors in 87 countries worldwide. Our network of certified Internet Consultants is the
largest of its kind and we 7) (RANK) the no. 1 Internet services business in the
world by industry-leading Entrepreneur magazine. As a leading provider of Internet
solutions worldwide, WSI 8) (EMPLOY) highly certified technical staff and
benefits from critical support agreements with the leading suppliers in the industry.
These strategic partnerships mean our clients 9) (RECEIVE) the highest
standards of service quality and reliability. It is an advantage we are proud of and
one we hope you 10) (COME) to appreciate.

MARKETING SOLUTIONS

(Task 2.

Look at the phrases from the text, and ¢

| provide synonyms of the italj
:_’eadmg-edge Internet technologies =~ o
mdustry—leading magazine =

knowfedgeable Internet consultants ~

cerr_rfred Internet consultants =

business-oriented Internet consultants =

comprehensive Internet [

i marketing sys
critical sSupport agreements ~ o systems =
Strategic partnerships =~

cised adjectives.,

| ?LﬁWHlTING: COMPANY PROFILE

|

J 1y.

WSI - delivering succ
" ess through th
WSl is a full service Internet a%d D? Internet

gward-v_vinning, fully optimised websites and e

t summary of your company’s profile. Look at the

online through:
> Seqrch Engine Optimisation
» Online Advertising

> Email Marketing

» Social Media Marketing

Wi . ;
e deliver powerful solutions for all enter

buSinesses Hlabt for prises, from small and medium-sized

ugh to large corporations.




295, SPEAKING

. w
How can companies market their websites online? Look at some possibilities belo
ar?d add your own examples. Brainstorm ideas with the group.

search engine optimisation | email marketing | social media marketing

WS prepared their offer for businesses dependmg on tge[(:urs:zaikaiz?olg:/ee;e?]{

development. Imagine you are a company represemative‘,{an v W;Wer .E%anaqer !
fe three prospective customers: a small business o0 T R

tah?ni%fgj?é ;?zed enterprise and managing director of a large corporation.

information below. |
The Professional Starter Pack — perfect for smaller businesses

» professionally built, search engine friendly website
» powerful content management system

» unlimited branded email addresses

» website hosting and domain management

» Google Analytics installed

» unlimited telephone support

» affordable monthly payment scheme

The Business Builder Pack - perfect for growing businesses

custom built, fully search engine optimised Website
powerful content management system

unlimited Branded Email addresses

Website hosting and domain management

Google Analytics installed

search engine optimisation management

unlimited telephone support

optional monthly payment scheme

v v v Y ¥Y Y ¥ ¥

Corporate Solutions — perfect for larger enterprises

» enterprise level content management systems
» full implementation suppqrt

» comprehensive staff training

» technical consultancy and support

nlimited telephone support _ . _
: :ccess to our comprehensive digital marketing products and services

by

v L

9°, READING & SPEAKING

Why do companies prepare mission stateme
text below, and answer the questions.

The foundation of an
statement explains t

nts? Are they all well written? Read the

y marketing plan is the firm’s mission statement. A mission
he purpose of why a company is in business and what it is

§ products or services. When a company

products or services rather than benefits to consumers,
the company is exhibiting marketing myopia.

Have you heard about marketin
Can you think of any examples?

Read the text about an exemplar
fragments so that they contain th
original phrase.

g myopia? Why do companies fail in this respect?

y mission statement, and paraphrase the italicised
e word(s) in brackets and are synonymous with the

An example of an excellent mission statement is Apple’s. The mission statement is
‘Apple is committed to bringing the best personal computing experience to students,
educators, creative professionals and consumers around the world through its
innovative hardware, software and Internet offerings.’ This covers a ot of ground and,
as we know, allows Apple to delve into many areas of the market. Once a mission

statement has been created, it is important to conduct a situational analysis on the
overall business environment in order to compete effectively.

1. bringing the best personal computing experience (ensure)

2. covers a lot of ground (information)

3. delve into many areas of the market. (insight)

4. conduct a situational analysis on the overall business environment (SWOT analysis)
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PORTER’S MODEL, PEST & SWOT

%{%WRIT!NG: MISSION STATEMENT
L

Write a short mission statement of your company
choose a mission statement available online, and analyse it in terms 0

appeal. Look at the example in Task 3.

using the tips provided above or
f its marketing

BUSINESS SKILLS

It is important to conduct a situational analysis of the overall business environment
in order to compete effectively. Have you heard about such tools as Porter’s five
forces model, PEST and SWOT? Complete the sentences below.

Porter’s five forces model provides a perspective for
PEST is a tool for understanding
SWOT is aimed at

Look at the factors
Choose a company, either the one y
and write its SWOT analysis base
a presentation using the phrases below.

WEAKNESSES

» gaps in capabilities

» lack of competitive strength

» reputation, presence & reach

» financials

» own vulnerabilities

» timescales, deadlines & pressures
» cash flow, start-up cash-drain

STRENGTHS

» competitive advantages

» USPs (unique selling propaositions)
» resources, assets, people

» experience, knowledge, data

» financial reserves, likely returns

» marketing (reach, distribution,

awareness)
» innovative aspects » supply chain robustness
» location » reliability of data

» morale, commitment, leadership

» processes & systems
» management cover, succession

» price, value, quality

» accreditations & certifications

» processes, systems, IT

» cultural & behavioural factors

» management cover, succession
» philosophy & values

businesses need to consider while conducting a SWOT analysis.
ou work for or a company from your industry,
d on the information below. Then, deliver

OPPORTUNITIES

> market developments
> competitors’ vulnerabilities
» Industry or lifestyle trends

» technology develo :
: pment i
» global influences SUTR3AR

» new markets

» niche target markets

» geographical factors

> gxp_ort&import

» business

| ness and product development
» partnerships

» seasonal, weather & fashion influences

THREATS

> political effects
» legislative effects
» environmental effects
» IT developments
» competitor intentions
» market demand
» new technologies, servi i
i : ces, id
» vital contracts & partners o
» sustaining internal capabiliti
abil
» obstacles faced pabiies
» insurmountable weakn
ess
> loss of key staff .
» sustainable financial backing
> economy — home & abroad
> seasonality & weather effects

Useful phrases for delivering presentations:

I',r:]e squect/tqp_ic of my presentation is
rgofng to divide my presentation into art
Let's begin/startby e

First of all, I :
o N andthen Il goonto

Finally
Moving on now to
Let me turn to

The next issue I'd lik il 1
eto i
Let'slookat s

I'd like to draw your attentionto

What these figures Clearly showis

Just to give you the b
) ackground .
To put this into perspecti\?e __to itz

:et's consider this issue in more detail
S an illustration o] i 2 _m
i d rToill i i
_j#} pertinent example of this is ey
To give you a relevant example
Tg gum up______ or To summarise
L ?nclude ——orIn conclusion
ake-home message here is
In other words
To put it more simply

orldliketorecap

Y 1o answer any queries i
u
lease feel free to ask questions./ it
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presentation.

POLITICAL

ecological/environmental issues
current legislation

future legislation

international legislation
regulatory bodies and processes
government policies

trading policies

funding, grants & initiatives
home market pressure groups
international pressure groups
wars & conflicts

SOCIAL

lifestyle trends

demographics

consumer attitudes and opinions
media views

law changes affecting social factors
company image

consumer buying patterns
fashion & role models

major events & influences
buying access & trends
ethnic/religious factors
advertising & publicity

ethical issues

Y Y ¥ ¥V ¥ ¥ Y v v yyYy

W O N WE W A Y W W oW W W W

Now. look at the factors considered in a PEST analysis. Conduct the PEST analysis
of the company you work for or any company of your choice, and deliver a similar

ECONOMIC

economic trends
overseas economies
taxation

market/trade cycles
seasonality issues
specific industry factors
distribution trends
interest/ exchange rates
monetary issues
international trade

Y ¥ Y Y¥YYY¥YYYVYYyYY

TECHNOLOGICAL

» competing technology development
» research funding
» associated/dependent maturity
of technology
» manufacturing capacity
» information & communications
» technology legislation
» innovation potential
» technology access
» licensing, patents, intellectual property
» global communications

fEEQback onc
design ang
nhange.

8.3. MARKETING ACTIVITY

) READING & VOCABULARY

What does marketing man
process, and fill in the gaps
collect | identif
develop | feed

agement involve? ook
with the words below.

Yy | supply | offer | serve

at the key tasks related to this

| attract | retain | determine |

Identify target markets

Management have t

: 01) __ thos ;

choice : 0Se Customers with

oo of target markets will be influenceq by the w w:]om oot o trads. The
iness’ ability t0 2) ___ them. ealth consumers hold and the

Market research
Management have to 3)

Customers in the

how customers b
offering.

— information on the ¢
markets they have chos -

uy (which marketing cha

nont ent and potential needs of
nnelo ) Areas to research include
S are used) and what Competitors are

Product development

Businesses must 5)

» —— Products and services

ciently to attract target o that meet needs ang wants

ustomers to wish ang buy.

get markets and d
Must then 6) : eveloped relevant
B | ; products, ma
he price, promotion and distribution for the progﬁgf n]rehnt
. The

Marketing mix is taj

S tailored to 7)

an : _ —— valu m :

dto make it accessible ang Conveniente to customers, to communicate the offer

Markel_: Monitoring
€ objective in marketing is to first 8)
—— them by building a relationship. |

usto mer satisfaction. They als
marketing mix as Customer

customers - and then (most importantly)
n order to do this effectively, they need
nzgged t010) ____this backinto product

S and the competitive environment
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You are goingtoreadthe text about marketing departments. Based on the introduction
below, what issues does the article raise?

Do companies still need marketing departments? And if they do, should they focus
on the P of promotion (often the case) or be principally responsible for the three
other Ps: product, price and place? Company CEOs often think about this question.
They wonder whether the marketing department is of the right size and is carrying on
the right functions, and whether it should be expanded, reduced or even eliminated.

How did marketing departments come into existence? Read the next part of the
article. and mark the milestones in the history of marketing departments.

MARKETING DEPARTMENTS
e

NOW

PAST

It's hard to answer these questions without understanding how marketing departments
came about in the first place. Marketing departments are a relatively recent
organisational innovation as companies started to establish them in the 1960s.
Companies always had sales departments, and they also made use of outside
ad agencies and marketing research firms. Then a number of leading companies,
including Procter & Gamble and General Electric, set up small marketing groups
primarily to help their sales forces get more leads and to help improve the company’s
management of advertising and communications. Companies started to add brand
managers to handle different brands, and these brand managers kept expanding the
marketing department even further. Over time, other skilled employees were added
to the marketing department, including pricing experts, sales promotion experts,
market segment managers and category managers.

Marketing departments then took on the responsibility of creating marketing plans
and budgets. Marketing was clearly a cost department and was expected to prove
that its advertising and other activities helped increase sales revenue.

The marketing department initially was headed by a marketing director or a vice
president of marketing. The company’s sales force typically is separately managed
by a vice president of sales, even though most, if not all, marketing textbooks have
included sales as part of marketing. The vice president of marketing and the vice
president of sales are supposed to work together closely, even though they usually
have different ideas of how marketing and sales dollars should be spent. Marketing
favors a large budget for advertising, whereas sales would like to put more money

into sales force development.

Around 1990, companies started to change the name of vice president of marketing‘_
to chief marketing officer. This was more than a word change. Marketing now 1

> 1)

> 4)

> 5)

are about 3,000 CMOs in the US, Companies in only

iy
ppointed CMOs to manage the marketing function.

What do the bolded phrase

leads =~
market segment ~

marketing plans =~
sales force ~

¥ Jcid fh(, (J , e S i men l)ij a e ue
!gf: a}[ ;I > Or C id
cie e a d a 1} (j d I =] 10w I I or

1
2

s from the article refer to?

Marketing departme

4 nts replaced sales d

Marketing departments were establisheg e
win new customers. T/F

3. Brand managers used to be i

; Marke;tmg departments were

. '!‘h.e vice president of sales a
liaise _with each other. T/F

6. The vice president of sales and th

on the budget allocation. T/F

Vi /

(Task 6. |

Look at the
below.

exclusively to help sales departments

n chargg of marketing departments. T/F
nrde;sl?on.mble for_ advertising activities. T/F
€ vice president of marketing were supposed to

a1

e vice president of marketing frequently agreed

activities forr
periormed by CMOs, and fill in the gaps with the correct

| verbs
gathering

Stewarding il

representing s

R e accounting for

bringing monitoring

5

the evolving consumer landscape, 2)

—— Customer insights t
growth objectives ghts to help develop new products and services for achieving

_the vc_)ice of the customer,
lentation to build customer

—— the corporate brand and branding practice
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> 6) marketing technology and Ski”_s NG EDmpEny AGREE,
> 7) and 8) marketing financflall' Perfgrz;anr;?gies !rﬁotf'd” t ag"d ee mc:re.
» 9) insight into the corporate p few of these activities, especially those that I'd go along with that.
A new CMO is advised to _focus on Or'llyI a e;\g venue. The CEO wants to know, within | entirely agree with the statement.
would produce an early impact on sales I t.h t cover the cost of this position. That’s exactly what | think.
CMO has produced results tha Tk :
a year or two, that the t about two years at most organisations. | agree up to a point.
Studies show that CMOs tend to last a
DISAGREE
| totally disagree.
sk 7. N _ I beg to differ.
he example above, and list the main activities you perform at work. Then, Thatqs riOtakiays tha s,
L?’Ok a{ them using the phrases below. No, I'm not so sure about that.
presen | have mixed feelings about that.
That's not entirely true.

SPEAKING & LISTENING

Direct mail, email marketing and telemarketing are all promotional activities involved
in direct marketing. First, complete the following table, and then work with a partner
in the way described below.

Student A is a marketing director in a middle-sized enterprise manufacturing furniture.
: You decide how to allocate this year’s budget for promotional activities to boost sales.
I'm in charge O -

| report to
I ruﬁ the HR/marketing/legal department

iy . o
| erform/fulﬁl/duscharg_c—: duties suc

I Eandle/deal with (e.g. issues, problems)
| face (e.g. challenges)

give your opinion on every option you hear from your subordinate. You are against
direct marketing as an old-fashioned and ineffective form of advertising.

Student B is a marketing team leader who firmly believes in direct marketing and its
impact on boosting sales. Your task is to convince your manager to allocate a lion’s
share of the budget on direct mail, email marketing and telecasting. Remember to
provide relevant arguments supporting your suggestions.

ONILINHVYIN LD3HIq

the phrases below. | .
I i rketing is too important to bg left toma

Som_e com%ag|e:\r]e2:viﬁggsuﬁads:)lﬂsrirtl)éi‘lity. Wge appreciate the belief in thetm?lor:)agﬁg

and it shO_uI et uryconcern is that if everyone is doing the marketmg,‘ babhe

'Of _marketlng, yg r(t)as onsible for it. It would be like asking all of your chlt r

3 Itn tﬁgaggfb:ge whii)ch almost guarantees that it will never get taken out.

ou ;

it Direct marketing
Advantages Disadvantages
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[ s sales people
is the concept of cold calling about? Are there angcttetcohi?;que
V\g:aattolinafe cold calling effective? How do customers re :
Uus

CD2

G ¥3 I1ST

reality in this respect.

8.4. CONSUMERS
AND MARKETERS

cookies

, VOCABULARY & SPEAKING

What is the difference b
and example below with

telesales

data protection

marketing lists

etween 7 customer and a consumer? Fill in the sentences

the words customer and consumer.
fax marketing

1. A IS someone who purchases and pays for a product or service.
financial penalty 2. A is the ultimate user of the product or service who may not have paid for
S the product or service.,
B Example:
text messages A food manufacturing business makes own-label, Italian ready-made meals for the
major supermarkets. As far as the business is concerned, the — isthe supermarket
to whom it Supplies meals. The
1 SPEAKING & LISTENING

—isthe individual who eats the meal.

Task 2.

A ; i -made scarves for Think about a Common marketing word which
iei i ist who runs his own online shop selling silk hand marketing is very g
e nique design. However, Maciej's budget on market, promote
women appreciating u

_ advise Maciej
ing on a tight budget possible at all? What would you develop
limited. Is marketmg 0 o launch
considering his limited resources:

Task 3.

Consumer products may be Classified into convenience,
Unsought prodycts. Define tt

collocates wel| with the verbs below.

ap____

CD2

shopping, specia ty and

| ese categories, and label the goods below with the
fght Category.

bread life insurance

fridge milk

Rolex watch trousers

‘Microwaye

newest model of a smart phone
jewellery

toothpaste

’jWashing liquid
BMw
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BOGOF free gifts

money off coupons bundling

nt? Can you provide any examples of it? loss leaders point of sale materials

What is product placement? discount vouchers loyalty cards
tying competitions

| Task 5. | ? Read the

heard about brown, white, orange, req and yellow {g?odcs)dsﬁe Task 8.
:a::f't?;ortjs below. and fill in the sentences with the right category of go :
enni ’

Match the sales promotion techniques above with the examples below.

1. Ana bought two milk chocolat
chocolate package.

2. Martin bought a moisturising body lotion for his girlfriend and received a smaljl

D YELLOW - tube of a hand cream.

BROWN WHITE ORANGE RE 3. Hanna bought a bottle of cham
to win a trip to Paris.

4. Mario bought a Business En

e packages together and paid the price of one

pagne, which allowed her to take partin a chance

glish coursebook together with a CD

. including
additional study materials. They are always sold together.
) goods 5. Monika cut the Coupon out of a fashion magazine and bought a swimsuit at
s — light electronic consumer a reduced price.
?vrrzgng%%%i =3 he%vy equipment needed at home

orange goods — consumer goods ch_anged regula;ly

d goods - products consumed quickly after buying ars ShEniibe
- I g goods — non-consumable goods replaced after many y
yellow -

.__', SPEAKING & LISTENING

Consumers replace because of their standard wear and tear.

ull Task 1. |
5 dios |
> mers b0y a o : ne In their fives According to the VALS framework (Values, Attitudes and Lifestyles), consumers are
o e . fﬁvi(?;n;;"g‘”ces | classified into eight categories base
4. cover major househo :
5

d on their buying habits. Search for the definitions
i n of profiles in accordance with the VALS framework. and discuss them with the group.
an.
. such as food have a short lifesp

078 Task 2.
2

) . ition. Listen to eight people talking about their consumer habits, and match each speaker
o ; - s with the correct preposition sten : c ' ‘h e peake
Fill in the foHowmgl s;nten;i:Oduct appeals to the 20 market. with his/her corresponding consumer type.

This new model of our

The sales team were briefed the functionalities of the product.
My company decided to diversify new pr?c'i?ucts.

. Why did customers lose faith : our produc iéck'?

Could you check if we have this product S ?

. Let me inspect the product defects.

VALS: Innovators | Thi
| Makers | Survivors

nkers | Believers | Achievers | Strivers | Experiencers

ONILINHVIN NI SHNOT10D

Tomasz is a/an Martin is a/an
Monika is a/an

Marta is a/an
Leszek is a/an

(e]0] l or l | I e

our®N

in Polan? Task 3.
i iques are most common in Polan T~ r)
1. What Saﬁs prog]n?gﬁgrﬁgzamques do you find effective and why? . ALSype doyou rentesentana s
i S pr ind ¢ : -
g' wu:?;l 22|§S F;romotion techniques do you find |neffect|ves<t':1cl}1rcri] g\rfsy
4- Which sales promotion techniques appeal to you as a cu ¢
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| READING & SPEAKING

Do marketing fliers attract your attention? What colours seem to attract people most
in your opinion? Fill in the headings from 1 to 4 and the gaps in each extract below

with a relevant colour, one per each extract.

1.
Bright colours attract the eye, and is the top attention-getter. But be cautious
in the shade of used for a flier, as the colour can cause eye fatigue. A vibrant
_ will certainly get noticed, but if the flier has a lot of text that requires people
to look at it for long, it may be unpleasant to read, and they may not make it to the
end. That said, provides excellent contrast with the dark colours typically used
for text, so readability is high. Psychologically, is associated with the sun and

evokes feelings of cheerfulness.

2.
_____isapowerful, bold colour that stands out and is effective at getting attention. It
generates feelings of excitement and stimulates the senses. Use it with heavy black
text for a dramatic presentation. Don’t go too small with text on red paper, though,
since there may not be sufficient contrast for easy readability. The eye is naturally
drawn to . which is why marketers commonly use ink to spotlight
important areas or information they don’t want the reader to miss.

3.
Combine the top two attention-getting colours, and you get It can be hard
to incorporate into a design aesthetically, especially since it is s0 strongly
associated with autumn. If you aren’t careful, a/an flier with black text will look
like a Halloween promotion. Even so, it is generally an underused colour. If you use

in your marketing fliers and your competitors don’t, you could greatly benefit.

is considered a motivating colour — and you want your potential customers

energized.

4.
This colour demands attention. is the most visible colour to the human eye -
it's all around us in nature, after all - so people are preprogrammed 1o respond to
it. But while medium and dark shades of make people think of foliage, bright
conveys a message of fun and newness.

Look at the coloured boxes below and describe what emotions they
customers? Which colour appeals to you?

evoke in

1
]

ADVERTISING

ey T

8.5. ADVERTISING
AND PUBLIC RELATIONS

B LISTENING

Effecti ising i
ective advertising is based on the AIDA model. Deci

the stages involved i
ed in the model with t
and put them in the correct Ord@:\j'th the correspondin

pher the abbreviation. match
g Customers’ thoughts below,

guidelines on o _
okshop and order this b00k.a Successtul job interview.

P me to prepare better for my job interview

——Pllfind an online bo
The book could hel

% ey

Listen to Victoria, an

, advertisi T _
and discuss four Slar Ng specialist providing a definition of the AIDA model

ments of the model she mentioned

SPEAKING & VOCABULARY

Task 1.

DO yo
U agree with th .
Advertising, if | e statement below about advertsing? Justify your opini
,ifdo =4 pinion,
What that meanS'nreng T o andei e your BIRENEL o
- INore revenue and more success for your busi o etnew
ness.

>
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Look at the list of what advertising can and cannot do for a business, and choos
correct verb below.

i fits

ggrl:lr?c? customers and 1) inform/introduce prospective customers about the bene

f your product or service o o _
" g) ungertake/estabﬁsh and maintain your distinct identity

nhancelenlarge your reputation _

i; ?ure/encourage existing customers to buy more of your product/service
5) achieve/attract new customers a_nd replace lost ones
Slowly build sales to 6) boost/flourish your bottom line
Promote your business o customers, investors, and others

DO
Cﬁ?gglte/produce an instant_ customer base
Cause an immediate, sharp mcre@se in sales
8) solve/solidify cash flow or profit problems
Substitute for poor or indifferent customer service s
9) dispose/sell useless or unwanted products or serv

IS ' [ S
Use the table below to compare advertising and public relations. Use the phrase
below.

v v ¥ v ¥ Y

v

v v ¥ ¥

Advertising Public Relations
Space or time in the mass media must Mass media coverage (if any) is not paid
for. e
be purchased. _ | |
Youp determine the message. The media control the interpretation of

the message.

imi ia control the timing.
You control timing. The medi

icati i - communication — the company
- ommunication — using the Two-way Ccor r "
e waydp does not allow feedback. should be listening as well as talklpé]e
mass mees and the various PR venues often provi
immediate feedback.

——

. - 7- .l d'
Message Sponsor is identified. Message sponsor is not overtly |dentlleG__

i ' i ' orts
The intention of most messages is o inform, The intention 01; pubhcd Vrv?lllat;gnse:g i
i 00 :
i bout a product — is often to creaie g _ A
sy remlnd_ ¥ [ d/or product in front 0
i [ aking a sale. company an pr _
usually with the intention of making O o rimaraa ey Sq{?r?
public relates to its people or reputat! as,
rather than viewing the company
a non-personal entity. =

Advertising Public Relations
:he tpubllc may yiew the.r_nessage The public often sees public relations
gga ively, recognising adw_ertnsmg as an messages that have been covered by the
attempt to persuade or manipulate them. media as more neutral or believable.
Itis very powerful at creating image. It can also create image, but can some-
f[imes stray from how it was originally
intended.
Writing style is usually persuasive Writi [
riting s
ot e i g style is generally more formal

~very creative, often taking and less colloquial.
a conversational tone; it may even be

grammatically incorrect.

When compared with advertising, PR
When set beside PR, advertising

In comparison to advertising, PR____
Similarly

Likewise ___

As opposed to PR, advertising
Unlike advertising, PR

On the one hand
For one thing

on the other hand
for another thing

Are PR activities reserved exclusively f i '
IF y for big companies? Can small busine
publicity opportunities for their own S

benefit? If so, how?

W | i & 5 P

anew product launch
lnvofvement with a charity
Significant anniversaries

business partnerships
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ht be the effect of
‘ ree at might be the el
blicity opportunities companies can create. Wh J
Look at public -
tivi low?
each activity be -
| ' he press
itting articles for pubhcat_non _ s and sending the re_suits D
felibinh e survey on serious or fun issue et a5 e prize:
. Commls? IOn:’i:gr]é‘wspenper competition with your produ
» suggesting
>
4

ini ; iness address
e t opinions ) topics using your busines
gunG exper itor on business top
: the editor
sending letters to

4. READING & VOCABULARY

preposition for each gap.

- sure that only

know who to refer journalists’ ean'"eStg' i?r?e?if a journalist
Make sure employees ,?horised to do so respond 1) e r(i]!cten cilerronit, Tl
employees who are au ir deadline, carefully construct a w o comiriant. Shol
contacts you, chepk thr? Lsually doesn’t look good if you refuse cplems. I thered
respond 2) tlmeh-n you reasonably could to correct a:)y p “and restate it
you have done everythi qguestio n, take time to put your caig 05 the record
a tricky followrhfrzunication if possible. It's not a go::y Igﬁ:stiogls put to you, aithough
by written co Answer truthfully 6) esponse you give may
when there’s bad news. very detail. Be aware that any resp ih seeking logdl
it’s not your job to volunteer € se scenarios it might be wor media
Ict;asrry Ieéal implic;?(tilr?g Ee,lnl;'1 ;[ZSpV;zrsSe;[s?atlJr consider making statements for the
advice before m

7) your legal representatives.
ith d) at
b) for C) wi 2
12. eai;f'; b; on c; |l:1p ccil; v‘v o
. B i ; rward
5 Z; e b; through c; awey g; E)p
. c)a :
e E; ’(t)c])c c) forward g) vvz:mom
> 3 33 b) through  d) with )

tions be
swer the ques
| ss release for a local newspaper, and an
: res
Read a sample p

[ ?
1. What is the aim of writing thistpr??ss release
. it consist of”? _ -
et e!e?g?}:ndgoueasglé does the author of this press release u
3. What kin

- lease?
i [ ith this press ré
Id Anytown Construction like to achieve with p

4, What effect wou

Anytown Construction Ltd
20 Grove Road, Anytown TZ10 52T

Tel 01234 567890

email Pr@anytown.co.yk
Fax 01234 098765

Press release 01/09/10

Anytown Firm Builds Business on Email

Anytown Construction is using a new emaijl and tele
problem of contacting your builder whi

The service is aimed at both private and commercial clients.

Builders have often been blamed, Sometimes unfairly, for bad Ccommunications. That
was often because they were out and about on various siteg and you couldn'’t expect
the employees workin

g on your project to know all the answers.
“But you haven't got the same excuses
email have transformeg the pi

instant answer,” Peters added.
The new service has m

eant extra investmen
member of staff t

—and a new
0 manage the service. |

hotographs of Andy Peters and Lisa Wright enclosed.

] an be sent to you by email.
“ Anytown Construction Ltd is 3 family firm founded i
e

N 1964. Itis involved in housing
and comm rcial building in the county. its most

recent large project was the
Lansdowne Community Hall in Derwent Drive, Anytown.




PR STRATEGY

&l
LISTENING & VOCABULARY

CD2

Spotlight recruitment is a small and fast-growing dynamic company specialieing in
creative and corporate recruitment. Listen to Nicola, the company managing director
talking about their successful PR strategy, and make a list of activities she performed

to raise the profile of her business.

» SPEAKING & READING

Task 1.

How have marketing activit
approach to marketing have

ies performed by compani
been adopted? And what ar

CD2 jELL¥4 |
Listen to the recording once again, and complete the collocations below with the m
correct verbs.

___marketing/PR objectives
_____ time
achievable targets

impact to their Mmarketing toolkits If

. net '
___someone on a contract consumers rather than by mabrand chouces INcreasingly are mﬂue?a?;;k; t,g”ygc?t}!(qlgs
__ writin redefi ; il S8 media, compan ; 4
relatignships ° efme their roles, activities ang responsibilitjeg Y marketing departments myst
. PR strategies _ © principal question has to do wi
something in industry relevant press and media activity to Promotion (ang advertis,itl?g;lvr;?tgﬁgg;g marke.t'”g group should [imit itg
_____the profile Product, price and place decisions. Even in th exercise a strong influence on

candidates and clients updated
stronger attention
technology

: . (e . i As lo
Look at the last statement made by Nicola, and replace the italicised phrases with Calls for aligning all foyr Ps to%?g;)uany cannot deliver Integrated marketlgg whigg
their synonymous equivalents. Customers Ce and deliver the maximum value to the target

“Embracing technology and social media and making it work for us by communieat;
ing clearly with everyone we deal with, and thinking outside the box te adapt to clllen”
and candidates changing needs have been at the forefront of us leading by examplé.

. ing produced, the prog
Service. er, the distribution should be th . product
think outside the box = A Compgrr:enstﬁd distributors and it must be communic';:gha’s“gher_
be at the forefront of sth = by Y should not let jts product be developed by ono ga:o,::;r

anOther group, ltS B .

Dromotfon developed

lead by example ~

8.6. NEW ERA OF MARKETING

€s changed over time? What
e the reasons for this change?
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ingi ins beyond
ctions of marketingis hapg[enln‘gf:]nnr::t?g:sdgr?il] igrati?!] it
arketing’s tradi iona P

Sorggr?; rgonsider the following: new products 0

- pricing is set by the finance
t teams; pricing is se - th
roduct developmen in departments; the
i byltheelrz&dgtgrrrrﬁ)ined by the logistics and .Sl;pips)lﬁacnhdatgld bypthe customer
team; channels : strategy department; servic s marketing with
kL STRa . 2 S(ta-t gr{dadata rr?ining is handled t?y ]T- Tha;lgﬁ\s’?omer behaviour.
soTvles departmep\ieaﬂon branding and differentiation, an
managing commu ’

Discuss what the bolded phrases fro

This outsourcing of the fun
just product development.
other departments In the com

m the article above mean.

distribution channels =
outsourcing =~

R&D =~ )
customer service ~
differentiation =

marketing toolkits =
executive suite =
product development =
four Ps =

marketing strategy =~
marketing mix ~

| Task 4./

ions of the phr
Provide synonymous collocations oo - 3
migrate to other departments
develop products =~
determine channels =~
handle service =
mine data =

ases below.

raise new questiorjs e .
exercise a strong !nﬂu_ence
manage commun_lcatl_ons -
persist (about a situation) =~
call for aligning sth =~

deliver value to customers =

sii
. . !ane[ about u ]
Marketing 1S NO 107 tive solutions . o
: I utilising creative o arketing activities:
mnwatmgda:?s ushttenfent? How to add creativity to marketing
understand this Sie

y O ne p sen

.. NS
W b/

I ntl
haq traditional channels, but aboe}t_i C\;(\,r)nds(t)ayozj,
i that will maximise returns. MO

‘ ‘ fforts
most of their time online, and marketing €

L

P

, READING & VOCABULARY

Maria, Tony, Kamila and Edyta all handle marketing
are discussing different forms of enhanc

what they said, and fill in the gaps with

goes hand in hand

breathe life into your website

taking a little of the marketing load off your shoulders
gather information on the fly

cornerstone

nuts and bolts

issues in small companies. They
Ing their company’s online presence. Read
the idiomatic phrases below.

Maria - Online Presence

One of the best places to invest marketing dollars is creating an online presence. The
1) to this strategy is a website, a modern necessity for every business. It will tell
your company’s story, convey trust and persuade consumers to do business with you.
Tony - Constant Content

To2) and keep consumers coming back, devote some of your marketing dollars
to producing fresh content. Blog posts on topics related to your industry, products or
services are usually easiest to produce. If they add value readers will be more likely
to share them with others, 3) __ Consider using podcasts, web seminars and
short videos to add variety to your offerings. They are also very shareable, making it
much easier for consumers to find you.

Kamila - Going Mobile

Smartphones are more and more popular and consumers use them to 4)

versions of websites should look similar to their Internet versions while pr
simple navigation, search functions and

5) of your business, such
Customer reviews.

Edyta - Being Social

A social media presence often 6)
More social can usually engage consu
more easily. This can help create loyal cu
your products or services, Set up acco
Channels, such as Facebook and Twit
féspond to consumers who interact with

Task 2.

Find the verbs in the text with a similar meaning to the ones below.
COMmunicate ~

Mobile
oviding
share buttons. They should have all the other
as your logo, slogan, product descriptions and

with having one online. Companies that are
mers and establish relationships with them
stomers who are more willing to recommend
unts with some of the more popular social
ter. Post to those channels regularly, and
you to build a bigger clientele.

involve =
Convince ~ build =
allocate - advocate =~
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GENERATION Z

Complete the sentences below with the word(s) appearing in the text.

1. Facebook and Twitter are referred to as
2. A digital audio or video you can download from the Internet to your computer is

a
3. Another word for a web seminar is
4. A symbol identifying the company’s products and services is its

5. Another word for hook in a marketing sense is a
6. Feedback given by customers is also called

Q- READING & SPEAKING

Task 1.
enting Generation Z? Read the first part

Have you heard about the consumers repres
of the article Z Marks the Spot describing this consumer group in the US, and present

their key characteristics.
GENERATION Z

Generation Z is the most tech-savvy group of consumers yet. Here’s a look at their

habits and how marketers can connect with them.
Born just after the much-buzzed-about millennial generation, the consumers of
Generation Z are digital natives growing up in the age of technology. Born from 1990
through 2010, members of Gen Z range from age 3 to 23, according to Cambridge,
Mass.-based research firm Forrester Research Inc. Experts say that marketers will
have their work cut out for them when it comes to appealing to their multi-screen,

digitally savvy lifestyles.
“Gen Z has had direct access 10 information at a scale that’s un
a very young age. Kids who are 11 and 12 years old have had iPads
8, so they’re much more savvy with manipulating and maintaining in
brands will have to deal with that,” says Jamie Gutfreund, chief strategy 0O
The Intelligence Group, a youth-focused consumer insights company based in

Angeles.
According to Forrester, Gen Z co

3.9 hours a week watching TV onli
than one-third of Gen Zers use a tablet regularly,

precedented at
since they weré
formation, and
fficer at
Los

e, spending

nsumes more media online than offlin
dults. Moré

ne, compared with 1.6 hours for alluS a

70% of 10- to 13-year-olds camy

In 2012, Time Inc :
S . commissioned
devices and platfor a study to show h i
m ow the i -
The study showed tSh ‘;VtOlélig iflel::‘ect :he media consumption ha%?élfgfétjlgi?alof Cil_gataf
platforms (TVs, magazi natives switched their - MEVES.
: » magazines, tablets and attention betwee [
other minute. 84% of G and smartphones) 27 ti n media
: Z multitask whi : imes per hour, abo
Internet-connected en ask while watching TV wi ; ut every
devices such g TV with an average of 1
on those extra devi > Such as laptops and cell ph -5 other
browsing the We%V;ceés? 701 % visit social networking sisaso?;?' What are they doing
nd 57% who are doing homework FO’rreS?gved by 63% who are
) r says.

, .
Describe Generation Z using your list f

g to The Intelligence Group’s

rom Task 1, and the key words below

tech-savvy
digital natives media consumption
mobile apps media platforms

digital devices social networking

Refer back to the article. an '

oo d decide what the figures below relate to.
8 m™

1.6 =~

65 =~

27 =

Task 4. |

How can mark
: ! eters appeal t )
find out o Generation Z? _
out, and complete the statements below Read the second part of the article to

y

online and offline '
efforts with content across digital channels and brand
assets that

onli . ;
agrlg]: and offline friends; it’s all one world
s all of those different touch points

Gen Z has hi
igher expectati -
brand choi pectations of brands, in
ces, St iplo » In general, and the
okes says. *You've got to stay fresh to k’ééi? Tﬁff.'r” :Lytée'efa#’ oy
rest. They

Value inno 3
vation, new
come back to.” products, new services :
0. » Something to look

at, something t

: 0

Well-gesi
gned packagin
Where ever ging also appeals to Gen Z, G
ybody k , Gutfreund says, “ _
fr:)]r Unique expe?/ienncoevgs g:(?; ever%bOdy else is doing, and tféylg ijo'l:vim: wonig
€’ pro : use they’re Insta o ‘ nty hunters
Products that are visually distinct will get sr?e:?;g oriented, ‘show me, don't tell
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The members of Gen Z are open to relationships with brands as long as those
brands are authentic, Stokes says. “There’s so much information available right now
that people can peek behind the curtain and figure out what you're doing in terms of
how honest you are and what your offer is. Gen Z is more equipped than anyone fo
figure that stuff out. If you're being inauthentic, they can tell.”
Above all, marketers can connect with Gen Z by asking them to participate in their
campaigns, Stokes says. “This generation is really used to sharing opinions and
crowdsourcing their decisions, whether it's about eye glasses or where they go out
at night.”
1. The amount of time you can concentrate on your task is
2. The opposite of online is
3. Creating customers’ knowledge and o
a particular company is referred to as
4. If you add the prefix re-to a verb, e.g. re-
you
_ Someone who searches for cr

5

6. Another word for different is

7. When you discover or determine something you it
8

9

pinions about e.g. & product made by

evaluate (brand choices), it means that

iminals for a reward is called a

. The opposite of genuine is
. People are accustomed to differ

them.
10. Obtaining information from people via the Internet is

to

ent matters. In other words, they are

LISTENING & BUSINESS SKILLS

Think about the development of
and why? Have they undergone any ch

group.

social media platforms. Which of them do you use
anges recently? Brainstorm ideas with the

Listen to the podcast about social media tr
questions below.
1. What do the figures tell us about the direction social media trends are going in?
2. Why are users afraid of handling their personal data by social media channels?
3. How could companies benefit from social media business partnerships?
4. How could you summarise inone s

currently observed?

5. How might social media change in the future based on the current situation?

)
Draw a graph st i

and Drogei'r]ﬂ Srj‘owmg the popularity of social me
S e o these changes using the words/phrz
anguage of presentations below. !

dia channels over recent years
ras SCribi | the
rases for describing trends and the

Social Media Measured by the Number of Users

No. of users T

-

2009 2
010 2011 2012 2013 2014 2015 20160nwa_r<;s

ends for 2015 & beyond, and answer the

entence social media trends which are beind

Useful phrases for describing trends:

report an increase
report a decrease
fluctuate
level off
hit bottom
bottom out
reach a peak
grow slight i
e ghtly or rapidly
sky rocket
Lall steadily or dramatically
plrL?r?gSetead"y or dramatically
plummet
sli i
(in%?gar:;gerate, rapld_, dramatic (increase/decrease)
ecrease) slightly, moderately, rapidly, dramatically
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Useful phrases for delivering presentations:

The subject/topic of my presentation is
I'm going to divide my presentation into parts.

Let's begin/start by

First of all, I'll andthenlligoonto
Then

Finally

Moving on now to

Let me turn to

The next issue I'd like to focus on is
Let's look at

I'd like to draw your attention to

What these figures clearly show is
Just to give you the background to this
To put this into perspective

Let's consider this issue in more detail

As an illustration, or To illustrate this point
A pertinent example of this is
To give you a relevant example

To sum up or To summarise
To conclude or In conclusion or I'd like to recap
The take-home message here is

In other words
To put it more simply

I'm happy to answer any queries/questions.
Please feel free to ask questions.




