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This unit looks at a new approach to marketing.

Discuss these q uestions.

1 What types of advertising do you like and dislike? What irritates and amuses you?

2 How do you avoid advertising you don't want, e.g.TV ads, pop-ups, spam, etc.?

3 More people today have broadband and DVDs and use mobi le phones. How do you think these
developments are affectin g:
.  companies'market ingstrategies?
r the work of advertising agencies?

Understanding the main points

Read the articte on the opposite page and answer these questions.

1 After reading the article, can you summarise what 'holistic marketing' is? Compare your ideas with
other students.

2 What two factors have made companies interested in this new approach to marketing?

3 Why isn't traditionatTV and Internet advertising as effective as before?

4 Marketers have reacted to this trend in two ways. What are they?

5 How has a more holistic way of looking at advertising changed the way advertising agencies work?

6 According to the writer, many companies wilt be slow to move to holistic marketing. Why is this?
Choose two explanations.

a) Hotistic marketing can involve several departments, which makes managing marketing budgets
very comprex.

b) They see holistic marketing as a fashion that wil[ pass.
c) There is a lack of accepted tools for measuring the effectiveness of new marketing activities.
d) Most advertising agencies don't yet have the right skills and expertise.

Understanding details

Read the article again and answer these questions.

1 The writer gives an example of how consumers are avoiding advertising on the television. What is it?
2 The writer gives two examples of alternative places where advertisers can put advertisements.

What are they?

What example does the writer use to il lustrate how advertising agencies can give customers a
better exoerience?

According to the writer, holistic marketing will make allocating marketing budgets more difficult.
What exampte does he give to il lustrates this point?
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The case for holistic marketing

by Gary Silverman

A In big companies, marketing depaft-
ments are adopting 'holistic marketing'
- a term that expresses the growing
desire of companies to use a greater

s variety of marketing methods to
communicate with their customers.
The move into holistic marketing
reflects two developments. Companies
are losing confidence in television

ro commercials. They are also are grolving
more interested in the Internet and other
altemative ways of advertising.

Technological advances are giving
consumers the power to avoid
advertising. For example, DVDs
are making it easier for people to
record programmes and fast-forward

past television commercials, while
softr.vare helps them block Internet

20 pop-up advertisements and unwanted
e-mails.

C Marketers have resoonded in two
ways. They are looking for nerv
places to put advertisements, such as

x ads on displays on bus shelters or
on mobile phone screens. And they
are beginning to see any contact
r'vith a consumer as a marketins
opportunity. The idea is to engagE

:o the customer wherever the customer
happens to be - a holistic approach to
marketing, in other words.

As a result, advertising agencies
are not just thinking about television
commercials these days. They are
trying to f,gure out ways to give

a better customer experience: for
example. how staff should ansrver the
telephone when customers call to ask

,m for infomation or make a comolaint.
They are also looking for rvays to
make the shopping experience more
interesting. and bring new exci l .ement
and innovation to product packaging

+s and store display.
E Although many marketers see the

advantages of a holistic approach to
their marketing, many may be slow
to adopt it because of practical

so complications.
F Money for marketing comes from

marketing budgets. But in the new
world of holistic marketing, the lines
between marketing and other business

ss activities are blurring. In addition
to marketing, other departments in
a company also have a role, r.vhich
makes allocating marketing budgets
difficult. A website, for instance,

ar could be seen as a form of Internet
adverlising, but websites also function
as virtual stores. So money for building
a site could equally go to a marketing
or product development department.

G To make the situation more
complicated, companies are finding
it difficult to compare the impact of
ner.v kinds of marketing activity. In
holistic marketing, advertisers are no

ro longer interested in simply reaching
customers, but in engaging them.
The challenge is how to measure
the impact of marketing messages
- how well  customers are paying

zs attention to their marketing messages.
H There are companies working with

measurement tools that help with
this task, but until there is general
acceptance of these tools, companies

80 may find it difficult to justify any
change in how they allocate marketing
budgets. 'With some new media, it is
much more difficult to put these bud-
gets together. '  says Alan Rutherford.

ss Global Media Director at Uniliver.

D
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tr Understandingexpressions
Choose the best explanation for each phrase from the article.

1 'Companies are losing confidence in television commercials.'(lines 8-ro)
a) They don't think that TV adverts are as good as before.
b) They no longer believe thatTV adverts produce good resutts.

2 '... engage the customer...' (lines 2g13.o)
a) get the interest of the customer and keep it
b) have more conversations with the customer

3 '... the lines between morketing and other business octivities are blurring.'(lines 53-55)
a) The differences between marketing and other business activities are less clear.
b) There is a big difference between marketing and other business activities.

2 Find five other noun-noun partnerships starting with the word marketing (paragraphs A, C, F and G).

UNIT 1 " A HOIISTIC APPROACH TO MARKETING

tr Word search
Find words or phrases in the article which fit these meanings.

a) starting to do something new (paragraph A)

b) thinking about the whole of something, not just dealing with particular aspects (paragraph A)

c) improvements (paragraph B)

d) try to prevent something from happening (paragraph B)

e) stop something happening completely (paragraph B)

f) possibitity (paragraph C)
g) think about a problem until you have a solution (paragraph D)

h) plans showing the money available (paragraph D
i) giving someone their share of the total amount (paragraph D

i) give a good reason for something (paragraph H)

Find two other words in the article with the same meaningas advertisements.

tr Word partnerships

t  hot ist ic

2 television

3 marketing

4 customer'

5 Internet

5 advertising

1 Match these words to make noun-noun partnerships from the article.

a) commercials

b) marketing

c) advertising

d) activity

e) agencies

f) experience



UNIT 1 " A HOLISTICAPPROACH TO MARKETING

The writer il lustrates some of his points with practical examples.
Complete the three phrases he uses to introduce them.

1 . . . . . . . .  . . . . . . . .  ,  DVDs are making i t  easier to record programmes . . .  ( t ines r5-rZ)

2 They are looking for new places to put advertisements, ads on disptays on bus shelters...
(tines z3-zs)

3 A website could be seen as a form of Internet advertising, ... (tines 59-6t)

Sentence completion

Use the word partnerships from Exercises C1 and C2 to comptete this extract.

C . . . . . . . .  e . . . . . . . .  '  i s  cen t ra l  to  a  new approach to  marke t ing ,  known as

h . . . . . . . .  m . . . . . . . . ' .  M a r k e t e r s  a n d  a . . . . . . . .  a . . . . . . . . 3  a r e  l o o k i n g  f o r  e x c i t i n g  n e w

ways of engaging the customers, using a mix of new media and m... . . . . .

m. . . . . . . . ' .  Even compan ies  w i th  smal l  m. . . . . . . .  b . . . . . . . .  u  can do  a  [o t .

tr Prepositions
Use the prepositions in the box to complete these sentences.

in  in  of  to  wi th

1 There is  growing interest . . . . . . . .  In ternet  adver t is ing.

2 Companies have lost  conf idence . . . . . . . .  te lev is ion adver t is ing.

3 More and more companies see the advantage . . . . . . . .  a  more hol is t ic  approach . . . . .

4  Marketers need to v iew any contact  . . . . . . . .  customers as a market ing opportuni ty

. .  market ing.

Do agree with the writer's view that a more hotistic approach to marketing is the way forward for
marketers and advertising agencies?

Write a short report making the case for or against a more holistic approach to marketing in your
company. lnclude practicaI examples to support your points.

According to the writer, advertisers are 'beginning to see any contact with a consumer as a marketing
opportunity'. Are their any risks in such an approach? How do you think customers and prospective
customers wi[[ react?



This unit looks at marketing strategies for surviving in difficult economic times.

Discuss these questions.

1 How does an economic slowdown affect consumers'purchasing habits?
ls it the same for business customers?

2 What can a company do to survive in difficult economic conditions? Make notes for each of these points.
o market research
o advertising spend
r distribution
. pr ic ing
o product portfolios

3 In difficult times, marketing budgets often get cut. ls this a good idea? Why? / Why not?

tr Understandingdetails

3

4

I

tr Understandingthe main points
Read the article on the opposite page and answer these questions.

1 What is the purpose of the article? Choose the best option.
a) to inform readers about the challenges of surviving in difficult times
b) to give readers guidelines about how to survive
c) to persuade readers to change their marketing strategy

2 What gives you this impression?

3 These are the headings for the main ideas in the article (r-6). Choose one of the headings for each idea.

Adjust pricing tactics i
%

Adjust product Portfolios Focus on market share

Support distributors j
--#

Read the article again and answer these questions.

1 The writer gives five examples of how consumer behaviour can change in difficult economic conditions.
What are they? (paragraph B)

The article includes four suggestions that witl hetp companies get the best results with a reduced
advertising budget. What are they? (paragraph E)
How can companies make sure their distributors continue to stock their full range? (paragraph G)
What short-term pricing tactics does the writer suggest to make products more attractive to customers?
(paragraph H)

Research the customer Maintain marketing spend



Surviving tough
marketing times
by John Quelch

A Companies should keep these points
in mind when making marketing plans
for difficult economic conditions.

I  . . . . . . . . . . . . . . .
B Don't cut the budget for market

research. You need to know more than
ever how consumers are reacting to
a downturn. Consumers take longer
searching for consumer products

ro and negotiate harder for price
reductions. They are more willing
to delay purchases, trade down to
less expensive models or buy less.

C Must-have features of yesterday are
rs today's can-live-withouts. Brands that

20
D

are trusted are especially valued and
can still launch products successfully,
but interest in new brands and
categories declines.

2 . . . . . . . . . . . . . . . .
This is not the time to cut back on

advertising. It is well documented
that brands that increase advertising
during an economic slowdown,
when competitors are reducing their
advertising, can improve market
share and profits. And they can do this
at lower cost than during good
economic times.

Brands may be able to negotiate
better advertising rates. If you have
to reduce your marketing spend,
try to maintain the frequency of
advertisements by changing from 30-
to l5-second advertisements, replac-
ing radio with television advertising,
or increasing the use of direct market-
ing, which gives more immediate
sales impact.

Marketers must recalculate demand
for each item in their product lines
as consumers trade down to models
that are good value, such as cars with

+s fewer options. In tough times, multi-
purpose goods have advantages over
specialised products, and weaker
items in product lines should be cut.
Gimmicks are out; reliability, safety

so and performance are in.

4 . . . . . . . . . . . . . . . .
G Carrying large amounts of stock is

risky. So offer financing and better

UNIT 2 "  MARKETING lN CHALLENGING TIMES

returns oolicies to motivate distributors
s5 to carry your full product line. This

is particularly true with new products
that are still unproven. Be careful about
moving to low-priced distribution
channels. This can damage existing

oo relationships with distributors and the
image of your brand. However, it may
be also a good time to drop weaker
distributors.

5  . . . . . . . . . . . . . . . .
H Customers will be looking around

for the best deals. It may not be nec-
essary to cut list prices, but you may
need to offer more temporary price
promotions, such as special offers or

zo reductions. It may also be useful to
give better discounts for quantity.

I In all but a few technology
categories where prospects for future

7s growth are strong. companies are in
competition for market share and,
in some cases, survival. To stay
competitive, look carefully at your
cost structure. This will ensure that

80 any cuts or consolidation activities
save the most money with the least
impact on customers.

J Successful companies do not
abandon their marketing strategies in

ss times of economic uncertainly, they
just need to adapt them.

,!0

F
3 .
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Understanding meaning

Choose the best explanation for these ideas from the article.

1, Must-hove features of yesterday are today's can-live-withoafs. (lines r4-r5)

a) People buy too many products which don't have the right features.
b) Many product features that people thought were essentiaI are no longer wanted.
c) People can live without products, even the ones that have the right features.

2 Gimmicks ore out; things like reliobility, safety and performance are in. (tines 49-50)
a) Products that have no real value are no longer fashionabte; instead, the poputar products are ones

that offer real vatue.
b) Peopte no [onger want fashionable products; they only want ser ious products.
c) Reliability, safety and performance have become the new fashions when buying products.



UNIT 2 " MARKETING lN CHATLENGING TIMES

Definitions

Match these words from the article (1-9) with their meanings (a-i).

1 categories

2 rates

3  demand

4 returns

5 promot ions

6 d iscounts

7 channels

8 consol idat ion

9 prospecE

a) reduct ions in the usual pr ice

b) groups of products that are att of the same type

c) the systems you use getting for getting goods to customers

d) goods returned because they are faulty or not wanted
e) activities intended to hetp sell a product

f) bringing together separate activities into one [arger whole
g) the need that people have for particular goods and services
h) the possibi t i ty that something wi l l  happen

i) basic charges for a service

E Word partnerships

1 advertising

2 market

3 marketing

4 distr ibut ion

5 product

6 tist

7 pr ice

8 consolidation

Match these words to make noun-noun partnerships from the article.

a) share

b) tines

c) promotions

d) prices

e) activities

f) rates
g) spend

h) channels

g Sentence completion

Use words and phrases from Exercises A and B to complete these sentences.

7  D . . . . . . . . "  f o r t h e l a s t t h r e e m o n t h s w a s o n l y s t i g h t t y d o w n . S o f o r t h i s y e a r , t h e l . . . . . . . . p . . . . . . . . b f o r a t t
our  p . . . . , . . .  1 . . . . . . . . '  shou ld  s tay  the  same,  bu t  we shou ld  o f fe r  a t t rac t i ve  p . . . . . . . .  p . . . . . . . .0 ,  fo r  example ,
special  of fers and a d.. . . . . . . "  of  lOo/o for orders ptaced in January.

2  4 . . . .  . ,  r . . . . . . . . "  have become more  compet i t i ve ,  so  we shou ld  be  ab te  to  reduce our  m. . . . . . . .  t . . . . . . . .b
without cutting the amount of advertising we do.

3  Spec ia t i s t  shops  and our  webs i te  a re  the  main  J . . . . . . . .  c . . . . . . . .  fo r  our  hand-made choco la tes .

4 For al l  c. . . . . . . . "  in the automotive sector,  the p.. . . . . . .0 for next year are not good and they can expect
much lower sales.

10



tr Word search
Find words in the article which fit these meanings.

a) buy a cheaper kind ofthing than before (paragraph B)

b) thought to be good (paragraph C)

c) considered important (paragraph C)

d) worth the money you pay for it (paragraph F)

e) have a bad effect on something (paragraph G)

f) only needed for a short t ime (paragraph H)

g) stop doing something because it 's too diff icutt (paragraph J)

Find four other phrases in the article that mean 'diff icult economic situation' (paragraphs B, D, F and J).

Language of decrease

1 Find four verbs in paragraphs B-D that express the idea of becoming or making something smalter,
e.g. decrease. Then add at least two other verbs that have a similar meaning.

2 Complete these sentences with verbs from Exercise r in the correct form.

1  Our  sa les  . . . . . . . .  . . . . . . . .  by  z5  per  cent  over  the  las t  rz  months .

2 . . . . . . . .  staf f  numbers wi l t  hetp save money, but wit t  damage the company long term.

3  l t  wou ld  be  a  b ig  mis take  to . . . . . . . .  . . . . . . . .  on  a l l  p romot iona l  spend ing .

4 What other areas of expenditure could we . . . . . . . .  ?

1

2

Do you agree with the writer's advice for surviving an economic downturn. Why? / Why not?

Write a short report for the Marketing Manager of medium-sized company, giving your top eight
guidelines for surviving a recession.

Present your ideas to key staff in the marketing team.

You have heard that your boss intends to cut back on all advertising until conditions improve.
Write an e-mail advising against this and suggesting an alternative approach.

3

4

UNIT 2 " MARKETING lN CHALTENGING TIMES



This unit looks at the importance of brands and some of the
challenges they face.

Discuss these questions.

1 What advantages do strong brands give a company?

2 What challenges do brands face today?

3 Think of a brand that has made mistakes but recovered. What mistakes were made?
What did it do to recover?

tr Understandingdetails

tr Understandingthe main points
Read the article on the opposite page and say whether these statements are true (I) or false (F).
Correct the false ones.

1 Too much focus on short-term profits is a dangerous strategy when developing brands.
2 Google has become the top brand in its category in a very short time.
3 According to the writer, it is impossible for brands to recover when things go wrong.

4 The writer thinks brands are less important now than before.
5 lt has become easier for brands to move into foreign markets.
6 The most serious problem that brands face today is how to deatwith the itlegat copying

and reproduction oftheir brands.
7 According to the writer, the main benefits of having a strong brand are financial.

Read the article again and answer these questions.

1 Which brand does the writer mention as an example of:
1 a top new brand?
2 a brand that took bad strategic decisions?
3 a brand that lost its position as a top brand but has got it back?
4 a brand that has been very successful all over the wor]d?
5 a brand whose reputation has hetped to attract high-quatity graduates?

2 Which industries are mentioned as examples of industries affected by ittegat copying?
3 The writer gives three benefits of developing strong brands. What are they?

t2
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Dby John Gapper

A A corporate bland. like a human
reputation, is something of great value.
But there is ahvays a temptation to do
something for short-term prolit that

s can damage a brand in the long term.
Many companies have given in to this
temptation and leduced the quality of
their products ol stretched their brands
unr.visely. They then spend years

l0 trying to repair the damage. This gives
those companies that manage to resist
the temptation the chance to develop
brands that have huge value both to
customers and shareholders.

B Google is an example of an
outstanding brand. The Intemet ss

E

The challenge of keepitrg brands strong
domain name google.com rvas only
registered in September 1997. But,
less than l0 years later. Goo-qle's
determination to become the top
search-and-information service al lorv-
ed it to outstrip Yahoo. And it did
this at the cost of not putting display
advertisements on its home page.

There have been many examples
of brands that have been dama-eed by
strategic enors. for example Levi's.
rvi th i ts unsuccessful move into suits.
The good nelvs is that rvell-established
brands can recover lvhen things go
wrong. One example is Apple. It
lost its direction after the departure
of Steve Jobs. its co-fbunder. but
regained its position rvith his return.
Apple's expansion out of computers
into audio and visual products rvas
extremely important in its revival.

Without question, brands are more
important then ever before. More
companies norv consist essentially of
intangible assets such as patents plus
the value of their brands. 'In today's
r'vorld, the advantages of innovation
do not last as long, and there are ferver
things that protect companies from
competition. As other things become
equal, they are left rvith brands,'
says the Executive Vice-President of
Millrvard Brown Ootimor.

The lowering of trade barriers,
plus advances in technology and
globalisation, makes it easier for
brands to cross borders. Buyers of
mobile phones around the lvorld
now expect handsets made by Nokia.

Samsung, Motorola or other global
brands. and local brands find it difficult
to compete. Luxuly-goods companies
like LVMH have been vely successful

oo in expanding national brands across
borders and transforming them into
global brands.

F But brands face challenges. One
has come from manufacturers of

o: genelic products in indush'ies such as
pharmaceuticals and the food industly.
Although drugs companies invest
billions in research, they also feel the
need to use marketing to respond to

;o generic competition. Even over-the-
counter medicines such as painkillels
are carefully branded.

G Another challenge is the ease
r.vith rvhich products can be pirated.

zs It is difficult for Western motor
manufacturers to stoD their cars and
trucks being copied. lt is even harder
for entertainment companies to
stop music and films being digitally

so reproduced over the Internet and on
CDs and DVDs.

H Despite these chal lenges. companies
that build strong brands have big
advantages over competitors. They

ss allor.v companies to increase their
revenues and margins. There are other
benefits too. For example, a top brand
like Microsoft can recruit the best
graduates from business schools and

m keep them longer.

FT

Understanding meaning

Answer these ouest ions.

1 The writer says, 'But there is always a temptation to do something for short-term profit ... '(t ines l-+).
Which sentence best  descr ibes what  he is  saying?

a) Companies a lways want  to t ry  th ings they shouldn ' t  do because they can see quick prof i ts .
b, i  Companies are a lways looking for  new ways of  making immediate prof i ts .

2 The writer says, 'Another chattenge is the eose with which products con be pirated.' (I ines n-l d.
Which exptanat ion best  descr ibes the phrase in i ta l ics?

aJ l t 's  very easy to s teal  other  companies products and sel l  them to others.
b)  l t 's  easy to i l legat ty  copy and sel l  o ther  companies '  products.

t 1



tr Definitions

UNIT3  "  THEVALUEOFBRANDS

Match these words and phrases from the articte (1-8) with their meanings (a-h).

1 stretched their  brands

2 intangible assets

3 patents

4 value

5 trade barriers

6 generic products

7 revenues

8 margins

a) difference between what it costs to produce products and their
sel l ing pr ice

b) something that a business has, but is not physical, so hard to value,
e.g. a brand name

c) money that a company receives over a period of time from setling
good or services

d) tegat documents giving a company the right to sella new product
or invent ion

e) a product that is sotd under a general name for a type of product,
rather than a brand name

f) how much something is worth in money

g) used a successfuI brand name to sell other product types

h) something that makes trade between two countries more difficult,
e.g. import taxes

tr Word partnerships

1 damage

2 outstrip

3 lose

4 regain

5 face

Match the verbs (1-5) with the nouns (a-e) they go with in the article.

a) its position

b) a brand

c) chattenges

d) a competitor (Yahoo)

e) direction

tr Word search
Find words or phrases in the article which fit these meanings.

1 big and important (paragraph A; two words)

2 cause harm to something (paragraph A)

3 done with poor judgment (paragraph A)

4 extremely good (paragraph B)

5 be more successful than others (paragraph B)

6 got back something after losing it (paragraph C)

7 the process of becoming strong again (paragraph C)

8 move into other countries (paragraph E)

9 changing completely (paragraph E)



UN|T3  "  THEVALUEOFBRANDS

Vocabulary development

1 Make a list of word partnerships from the article with the word brond(s).
Organise them into two groups.

a) verb-noun partnerships, e.g. damage a brand
b) adiective-noun partnerships, e.g. outstanding brand

2 Complete these sentences about company recovery usingthe words and phrases in the box.
Make sure the verbs are in the correct form.

cha[[enges damage lose direction recover stretch regain repair revival

Samsoni te recent ly  launched designer  luggage and has p lans for  a range of  h igh-end men's
shoes,  sunglasses and stat ionary.  ls  th is  a good st rategy,  or  is  i t  . . . . . . . .  the brand too far?

In the la te 90s,  Nike faced cr i t ic ism about  poor  work ing condi t ions in  i ts  suppl ier  factor ies in
Asia.  The negat ive publ ic i ty  severely  .  . . . . . . .  i ts  brand,  and i t  took severaI  years to . . . . . . . .
i ts  reoutat ion.

Despi te market ing ef for ts  to turn the brand around,  Levi  Strauss has st i [ [  not  managed to . . . . . . . .
i ts  former posi t ion as a top brand.

Experts  say MacDonatd 's  . . . . . . . .  in  the USA was mainty due to the d ivers i f icat ion of  i ts  menu
and longer restaurant  hours.

Expanding in  the USA was a bad st rategic  decis ion,  and i t  wi l l  take t ime for  the business to . . . . . . . .  .

Fol lowing the departure of  Steve Jobs,  Appte ;  but  s ince h is  return,  the company has
gone from strength to strength.

One of  the b iggest . . . . . . . .  that  pharmaceut ica l  brands face is  compet i t ion f rom gener ic  products.

Choose a company that has stretched its brand successfutly or stretched it unwisely. Research your
chosen company, then present your analysis of why the strategy worked / didn't work.
Discuss how companies can protect their  brands against piracy when expanding gtobatty.

According to the writer, Luxury goods companies like LVMH have been very successful in expanding
nationol bronds across borders and transforming them into global brands. Why do you think they
have been so successfut?

5

6

2

3

1 5



This unit looks at the importance of creating a strong brand identity,
drawing on the example of Duracett.

Discuss these questions.

1 Think of two brands that have a memorable name, logo and design.
o What makes them work for you?
o What image and message do they communicate to their customers?

2 What are the advantages of having a strong brand name, logo and design?

tr Understandingthe main points
Read the article on the opposite page and choose the best option to complete each statement.

1 For continued success, it is I isn't enough to focus marketing on creating a strong brand.

2 Duracell has achieved I is stiil working towards its obiective of becoming the top brand for batteries.

3 The main message the brand wants to convey to consumers is that it will last a long time I is well designed.

4 The Duracell image and message has changed o lot I stayed the some over many years.

5 The brand hos f hasn't succeeded in becoming well known a[[ over the wortd.

6 Duracell's, name, design and message hightight the product's attractive appearance / benefits
for consumers.

1 Scan the article quickly to find information to complete these notes.

Brand name:

Former brand owner:

Current brand owner:

Launch date:

Competitors:

Main consumer benefit:

Design features:

2 Read paragraphs F and G carefully and answerthese questions.

1 How did the brand identity contribute to the brand's growth?

2 What three lessons can other companies learn from Duracell about deve]oping a brand identity?

E Understandingdetails

1

3

4

5

7
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Duracell and its longer-lasting looks

by Meg Carter

A Launching a product is one thing;
keeping the product ahead of the
competition is the next big challenge.
As technology allows manufacturers

s to match their comoetitors' latest
ideas ever faster, creating a powerful
brand and effectively managing it over
time is essential to ensure a lasting
competitive advantage.

B To be a business success, an idea
needs not only to be better than its
competitors', it needs to be seen to
be better. And it needs to be protected
from competit ion by communicating

rs its strengths and points of difference
through visual pointers such as logo,
design and packaging.

C In the case of Duracell, now part
of the Gillette Company. innovative

zo branding has helped it maintain
its position as the world's leading
manufacturer of high-performance
alkaline batteries for the best part of
40 years.

D The brand was develooed in the US
in 1963. when its then parent company.
PR Mallory, wanted to introduce a new
battery and challenge the dominance
of Eveready, the former market leader.

:o PR Mallory used brand consultants
Lippincott to create a brand identity
for the new battery, and in 1964,
Duracell was launched. The battery
soon overtook Eveready to become

:s the world's biggest-selling alkaline
battery brand - a position the business
still maintains in the face of the
recent and rapid rise of supermarkets'
cheaper, own-label products.

E Lippincott's advertising brief in

1963 was to create a new brand that
would help Mallory become market
leader and that would also be strons
enough to carry new product lines.

+s The solution was to oosition the
product as an energy source. and to
do this by focusing on the battery's
major consumer benef,t - its longer
life. This inspired the Duracell name,

so which was created to communicate
the concept of endurance, and the
product's distinctive black, white and
copper design.

F The key elements of the Duracell
ss brand identity are the distinctive

name and logo, the colour scheme
and the brand's positioning as the
most enduring alkaline batteries on
the market. These three elements

oo provided a platform for future growth
as the company extended into related
products such as lithium, silver-
oxide and zinc-atr batteries, as well
as lighting products such as torches.

os It was also powerful enough to tum
Duracell into a globally recognised
consumer brand. Since its introduction
in 1964, the brand identity has been
the inspiration for advertising for

zo the brand.
G Duracell offers a number of

lessons for brands today. The first is
the impoftance of thinking beyond
the product itself. Focusing on the

zs product's benefits rather than the
product itself gave Duracell a much
stronger position in the intemational
marketplace. The second is the power
of a strong brand name. Finally, the

so design solution created a new 'visual'

language that became synonymous
with the idea of an endurine source
of enersv.

FT

1 7



UNIT4 " DEVELOPING A BRAND IDENTITYTHAT LASTS

tr Understandingexpressions
Choose the best explanation for each phrase from the article.

t '... keeping the product ahead of the competition...' (lines z-3)

a) making sure the product stays competitive
b) making sure the product cont inues to be more successful  than other competing products

2 '... challenge the dominance of Eveready...' (lines z8-29)

a) fight against Eveready's position of power in the market
b) question whether Eveready is stil l a power in the market

3 '... to communicate the concept of enduronce...' (tines 5o-51)
a) the idea of lasting over [ong periods of time
b) the idea of being unbreakable

Match these words and phrases from the article (1-9) with their meanings (a-i).

a) the basis on which something can be developed

b) closely connected to

c) was the motivation for

d) became more successful

e) something that hetps you be more successful than others
f) how people think about a product in relation to a company's

other products and other competing products

g) introducing something new

h) sharing information with others

i) activity of giving brand names to products, developing people's
awareness of them. etc.

tr Definitions

1 launching

2 competit iveadvantage

3 communicat ing

4 branding

5 overtook

6 inspired

7 posi t ion ing

8 platform

9 synonymous with

g Word search

Find adjectives or adiectival phrases in the article which fit these meanings.

1 using new methods and ideas (paragraph C)

2 most important (paragraph C)

3 working in a superior way to others (paragraph C)

4 different to others and easy to recognise (paragraph E)

5 lasting for [ong time (paragraph fl
6 known all over the world (paragraph F)



UNIT 4 " OEVELOPING A BRANO IDENTITY THAT LASTS

Word partnerships

1 Match these words to make noun-noun partnerships from the article.

1 market a) brief

2 brand b)  products

3 own- label  c)  ident i ty

4 advertising d) brand

5 consumer e)  leader

2 Match each noun-noun partnership from Exercise r with the correct meaning (a-e).

products sotd by a par t icu lar  shop and have the name of that  shop on them
a name, symbol  and design that  def ines and d i f ferent ia tes a company's  products or  serv ice
a document  which g ives deta i ls  about  how a product  wi l [  be adver t ised
a brand that  is  so ld d i rect  to  consumers.  rather  than to businesses
product  wi th the largest  share of  the market

Sentence completion

Use words from Exercises C and D to complete these sentences.

1  A s t r o n g b . . . . . . . . ; . . . . . . . . u w i t t  g i v e y o u a n  e . . . . . . . . b m a r k e t i n g a d v a n t a g e , s o i t ' s i m p o r t a n t t o g e t i t r i g h t .

2  T e s c o , t h e l . . . . . . . .  " U K s u p e r m a r k e t c h a i n , i s f a c i n g i n c r e a s i n g c o m p e t i t i o n . A s a r e s u l t , i t h a s r e d u c e d
the  branded produc ts  i t  se t ts  and is  se t l ing  more  o . . . . . . . .  -1 . . . . .  .  . .  p . . . . . . . .  .  o

3  Kodak produced h . . . . . . . .  -p  u  cameras  and was the  ry r  . . . . . . . .  1 . . . . . . . .  o  in  the  photograph ic  f i tm
market, but since the arrival of digitat cameras, it has lost its way.

4  What  we need is  J . . . . . . . .  "  and ; . . . . . . . .  o  adver t i s ing  tha t  w i t t  appeat  to  the  youth  marke t .  I ' ve  g iven
T o u c h G l o w t h e a . . . . . . . .  b . . . . . . . . ' L e t ' s h o p e t h e y c o m e u p w i t h s o m e c r e a t i v e i d e a s .

Choose a brand and make notes for  each of these points.

.  ldent i fu  who the target  audience is  and what  thei r  wishes and desi res are.

. Select two unique benefits that make the brand distinctive and attractive to consumers.

. Explain who the main competitors are and what advantages your chosen brand has over their brands.

Think of a company that has successfutly changed its brand identity, (e.g. Accenture). Discuss the
reason for  recreat ing the ident i ty  and how i t  has been communicated across the company and to the
wider  wor ld.

dl

b)
c)
d)
e)

::11.,:.:

il:i:= -:....-..=.-'
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This unit looks at a problem with Microsoft's brand image and the company's
marketing strategy for improving it.

Discuss these questions.

1 Which brands do think have a have a strong brand image. Why?

2 What kind of things can damage a company's brand image? What can a company do to repair it?

3 What words do you associate with the Microsoft corporate brand? the Windows brand?

tr
@

n
nmn
T
I
nu

Read the article again and answer these questions.

1 Why was Microsoft less concerned about consumers in its early days?

2 How did Appte's entry into the market affect Microsoft?

3 Why were customers dissatisfied with Vista?

4 Why was it important to sotve the Vista problem before putting a lot of marketing effort into improving
the image of  the brand?

5 Which of  the market ing in i t ia t ives for  improving the brand image had not  been carr ied out  at  the t ime
th is  ar t ic le  was wr i t ten? Which words te l lvou th is?

tr Understanding the main points

Read the article on the opposite page. Mark the order in which these events happened.

a)  Compet i t ion f rom Appte h ighl ighted inadequacy of  the Windows brand.

b) Microsoft plans to have representation in key electronic retail chains in the US and
UK and in other  s tores,  to  support  consumers.

c) 2007]. Microsoft launched Vista, a new Windows operating system, but with technical
and compat ib i t i ty  probtems.

d) Microsoft launched a marketing campaign to improve its image.

e) Levels of customer satisfaction improved.

f) Windows brand reputation hit a low

g) Appte [aunched a negative advertising campaign crit icising Vista.

h) Microsoft launched an advertising campaign in the US to improve the image of Bi[[ Gates,
the Microsoft founder, and the company.

i) Satisfaction levels for the Windows brand fe[[.

j) 2008: M icrosoft [aunched a new im proved version of the Vista operating system.

E Understandingdetaits
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Microsoft says 'We're humAn too'

by Richard Waters

Microsoft's Windo"vs operating sys-
tem, one of the lvorld's most success-
ful consumer products, is also one of
the rvorld's most neglected brands.

An estimated lbn people use PCs
that run on Windorvs. Most of the
company's revenues come from sales
to business customers. and it has no
direct relationship r'vith consumers
- they have to deai with electronics
retailers and PC manufacturers, not
the company that makes the software.
That r,vasn't important when Windows
was an unchallenged monopoly, even
if an unloved one. Competition from
Apple's machines and laptops that run
on the Linux operating system changed
things. Caught in this unfamiliar
competitive situation, the Windorvs
brand has been found rvanting.

That brand rveakness was uncovered
after the launch of Windows Vista in

2007. Many computer users found that
the ner'v softlvare '!vas not comoatible

:s rr i th some ol '  their old peripherals.
such as printers or scanners, and that it
ran slorvly. Nor did the softrvare have
obvious new consumer benefits.

D Satisfaction was not good, and
:o Apple saw the chance and launched

a devastating anti-Vista advertising
campaign, describing Microsoft's soft-
ware as unstable, exposed to security
threats and very dull. This helped

35 strengthen anti-Microsoft perceptions.
E Microsoft r.vas pushed into action.

The first and most imporlant task
rvas to improve the Vista customer
experience. Without that, any

ro new marketing init iat ives to improve
the brand's image could be counter-
productive. and could tarnish the
brand image even more. Microsoft
claims that since the release of an up-

+s dated version in July 2008, customer
satisfaction levels have imoroved.

rvith 89 per cent of consumers norv
saying they are 'satisfied' or 'very

satisfied' rvith the softrvare.
F The next task was a major

marketing push to change how
consumers feel about Windows. That
is not a simple thing to do. It rvill take
a 'philosophical change' in the rvay

:s Microsoft thinks about i ts custolners.
says Brad Brooks, Head of Windolvs'
Consumer Product Marketing.

G Their first action was an advertising
carnpaign on US television. featuring

r,o Bill Gates and American comedian
Jerry Seinfeld. By putting Mr Gates
rvith Mr Seinfeld, Microsoft hoped
[o humanise its founder and, by
extension, the company too. Microsoft

6s wants consumers to understand that
'lve have a sense of humour. we're
human too', says Brad Brooks.

H Customer satisfaction has to have a
far more centratposition in Microsoft's

ro thinking. Mr Brooks says, ' I t 's not
good enoughjust to sell a lot oflicences
or have good business results.'As part
of the marketing push, he plomises a
deeper'conversation' rvith consumers.

rs This means a stronger ernphasis on
retail, with a direct Microsoft presence
planned (a store lvithin a store) at a
number of electronics retail chains.
including Best Buy in the US and

so Dixons in the UK. The company also
has plans to have 150 representatives
in retail stores. Referred to as 'gurus',

their job rvill be to help custorners get
more out of their PCs.

J
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Understanding meaning

Choose the best explanation for these ideas from the article.

1 '... when Windows wos on unchallenged monopoly... '  (t ines rl-r4)

a i  had totat  contro l  o f  the market  and there were no other  compet i tors
bi  had a targe share of  the market ,  and other  companies found i t  d i f f icu l t  to  compete

2 ' lt witt take a "philosophicol" change in the way Microsoft thinks about its customers... '(t ines 53-55)
aJ a more sensibte and calm way of  th ink ing about  i ts  customers
b)  a deeper and more thought fut  way of  th ink ing about  i ts  customers



UNIT 5 "  TURNING ROUND A BMND IMAGE

1 campaign

2 perceptions

3 init iatives

4 satisfaction

5 push

6 licences

7 presence

8 gurus

E Word partnerships

1 business

2 brand

3 consumer

4 advertising

5 customer

6 marketing

7 retail

tr Definitions
Match these words from the article (1-8) with their meanings (a-h).

1 Match these words to make noun-noun partnerships from the article.

a) push

b) customers

c) weakness

d) satisfaction

e) campaign

f) stores
g) benefits

Find three other noun-noun partnerships in the article, one that starts with each of
these words: brand, marketing and business,

!| Word search

Find words in the article which fit these meanings.

1 not looked after properly (paragraph A)

2 not good enough (paragraph B)

3 found after being hidden (paragraph C)

4 very damaging (paragraph D)

5 make stronger (paragraph D)

5 having the opposite effect (paragraph E)

7 damage the reputation of something (paragraph E)

8 visibte (paragraph H)

Find another noun with a similar meaning to lounch in paragraph E.
Does it have exactly the same meaning?

a) a period of determined effort

b) new actions

c) being in a place

d) a ptanned group of activit ies to achieve a specific result

e)  ways you th ink about  something

f) experts who give advice

g) feeling pteased when you have got what you wanted

h) official documents giving permission to use something

22
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UNIT 5 "  TURNING ROUND A BRAND IMAGE

Vocabulary development

You can use the prefix anti- with adjectives and nouns to show that you
are against or opposed to something, e.g. onti-war : ogainst war.

Find two examples of phrases which use the prefix onfi-.

Rephrase these sentences using the preftx anti-.

1  |  am opposed to the use of  nuctear  power.

2 Many people are against  expansion of the European Union.

3 There is  a lo t  of  feel ing against  Amer icans these days.

4 Many web users are opposed to the use of  adver t is ing on the Internet .

Add at least two more of your own examptes to Exercise 2.

Prepositions

Complete these sentences using the correct prepositions.

1  V is ta  wasn ' t  compat ib te . . . . . . . . some o lder  p r in te rs  and scanners .

2 Microsoft  faced increasing competi t ion . . . . . . . .  Apple.

3 Fol lowing the retease.. . . . . . .  the updated version of Vista, customer sat isfact ion levels rose.

4 As part  . . . . . . .  .  Microsoft 's ef forts to improve i ts image, there wi l t  be more emphasis . . . . . . . .
retaiI customers.

1 Choose a corporate brand or product brand that has suffered from a poor brand image.

a) Do some research to f ind out what happened.
b) Write a short report or give a presentation, explaining:

. why and how it tost its good reputation
o what action the company took to repair its image
. the results.

2 What marketing activities could be used to repair the image of a brand whose reputation has
been damaged by:

a) a safety or environmental problem?
b) a scandal involving unacceptable working practices in an emerging market?

3 Do you think the marketing initiatives described in the article will be successfuI in improving the
Microsoft's image?

4 Research any other marketing initiatives Microsoft have taken since this article was written and
assess how successful thev have been.
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This unit looks at the approach to selling coffee taken by Nespresso.

Discuss these questions.

1 In your country, where do people buy premium coffee?
o supermarkets
o mail order by phone or on the Internet
o special ist  shops
o in coffee bars

2 Successful  luxury brands, such as Luis Vuit ton, only sel l  through their  own branded shops.
Why do you think this has been such a successfuI strategy?

3 Other profitable companies, such as Appte, sett their brands through other retaiters and also
have their own stores, often in main cities. What are the advantages of such a strategy for
the company and its customers?

tr Understandingdetails

2

3

tr Understandingthe main points
Read the article on the opposite page and say whether these statements are true (T) or false (F).
Correct the false ones.

1 Nespresso only sells coffee.
2 lt sells coffee to its retail customers through its mai[-order business, Nespresso Club.
3 Nespresso only has retail customers.
4 The aim of its boutiques is to give consumers the chance to try the brand directty.
5 The company has coffee boutiques in key cities all around the world.
5 The company plans to develop the boutique caf6s as a chain of high-quatity coffee bars.

Scan the article quickly to find this information.

1 The percentage of coffee sales that come from their Internet site
2 The percentage oftotal sales that come from the boutiques
3 The number of bout iques worldwide
4 The city with biggest boutique bar

Read paragraph F carefully. In what way are Nespresso and Heineken's retail strategies simitar?

Read paragraph H carefully. How does Nespresso expect the boutique bars to contribute to sales?



UNIT 6 ' "  IMPROVING CUSTOMER EXPERIENCE

C

by Jenny Wiggins and
Haig Simonian

A Think of the reception desk of a
designer hotel with an expensive
fashion display and you get some idea
of what a Nespresso 'coffee boutique'

s is like.
B In developing the boutiques,

Nespresso is following the example
of other consumer goods companies,
such as Apple computers and Louis

ro Vuitton luggage, which use their
own retail outlets to sell products
and create a sophisticated image for
the brand. 'We're selling the ultimate
coffee experience,' says Gerhard

rs Berssenbriigge, Nespresso's Chief
Executive.

How to serve a bespoke cup of coffee
Nespresso, a subsidiary of the Swiss

group Nestl6, began life in 1986 as
a mail-order business selling coffee
capsules for espresso machines that
people use at home. Then it started
selling coffee machines made by third
parties (including Krups and Siemens),
but branded under the Nespresso

25 name. The machines retailed through
carefully selected shops, but the coffee
was sold directly to people who joined
Nespresso Club, a mail-order business,
which now gets half its sales online.

D As Nespresso planned further
expansion - pushing the brand into
hotels, restaurants, offices and first-
class airline services - it wanted
people to have first-hand experience

:s of its coffee. This explains the opening
of the boutiques, which now accounts
for about 25 per cent of sales.

E Companies selling consumer
goods are often dependent on third

40 party retailers for the marketing
and placement of their products. As
a result, branding consultants say
they need to move beyond selling 'a

product in a box'to offering a 'service

+s exoerience'.
F Rlta Clifton, Chairman of

Interbrand, says opening retail outlets
allows companies to 'control' their
customers' experience of the brand.

so Heineken is taking a similar approach
to Nespresso by linking food rvith beer.
It opened a restaurant, Culture Bidre,
on the Champs Elys6es two years ago
and more recently a Heineken bar at

ss Hong Kong airport.
G Nespresso's key outlets are divided

between small bars in shops (typical in
Asia and the Netherlands and now in
London); large standalone boutiques;

oo and the latest boutique bars, where up
to halfthe total area of400*450 square
metres is for drinking coffee. The
boutique concept plays a critical role
in developing customer interaction

os with the brand - providing a place
where customers can experience the
ultimate coffee experience.

H Mr Berssenbrtigge stresses that
Nespresso does not plan to become an

zo upmarket coffee chain and does not
expect to make money from selling
cups of coffee, even though prices are
high. But he hopes that once customers
see how its coffee machines work, they

zs will be persuaded to buy them, and
will also purchase accessories such as
coffee cups.

I Today, Nespresso has over 170
boutiques. They are located in elegant,

so upmarket shopping areas in key cities
round the world, including one in Paris
on the Champs Elys6es, which, at
I ,700 square metres, will be its biggest.
Mr Berssenbriigge has further plans

ss to expand the network of boutiques
and is confident that they will help
Nespresso become a lifestyle brand.

FT

Understanding meaning

Choose the best explanation for these ideas from in the article.

1 'Rita Clifton f ...] says opening retail outlets allows companies to "control" their customers'experience of
the brand.' (t ines +6-+9)

a) Having their own shops gives retailers the chance to influence how customers relate to the products.
b)  Owning thei r  own shops g ives reta i lers power to controI  what  customers do in  thei r  shops.

2 Mr Berssenbrtigge 1...1 is confident that the boutiques witt hetp Nespresso become a l ifestyle brand.

[i lne 67)

a)  a brand that  wi t t  to ta l ly  change how customers l ive thei r  l ives
b)  a brand that  f i ts  in  wi th the way people l ive thei r  l ives
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tr Word partnerships

1 consumer

2 retail

3 mail-order

4 third-party

5 customer

6 coffee

1 Match these words to make noun-noun partnerships from the article.

a) chain

b) interaction

c) outlets
d) business

e) retailers

f) goods

Match each noun-noun partnership from Exercise 1 with one of these definitions (a-f).

a) shops through which products are sold direct to consumers
b) a group ofcoffee shops owned and managed by the same company
c) products sold direct ro consumers
d) a type of business in which the buyer chooses goods at home, orders by phone or on the

Internet and receives the goods from the company by post or delivery service
e) other companies that sell a company's products direct to their customers
f) the process of a customer being affected by something, e.g. a brand

tr Word search
Find adjectives in the article which fit these meanings.

1 appealing to fashionable people (paragraph B)
2 the very best (paragraph B)
3 chosen (paragraph C)
4 gained by doing something yourself (paragraph D)
5 individualor separate (paragraph G)
6 high quality and intended for wealthy customers (paragraph H)
7 welldesigned and stylish (paragraph l)

g Prepositions

Complete these sentences using the correct preposition.

1 Alt  i ts coffee machines are branded . . . . . . . .  the name of Nespresso.

2 The coffee was sold direct . . . .. . . . people who joined the Nespresso Club.

3 The company retai led the coffee machines . . . . . . . .  careful ly setected shops.

4 Heineken is taking a simi lar approach . . . . . . . .  Nespresso.

5 The boutiques play a crucial role ........ developing customer interaction with a brand.

5 Nespresso does not expect to make money........ selling coffee in its bar boutiques.
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Word families

1 Complete the the first two columns of the chart with verbs and nouns from the article.

verb noun word partnerships

consume c o n s u m p t i o n  |  . . .  . . . ' con tumer  qooa t
3/ retailer

b r a n d i n g  I  . . . . . . . . t

in teract

exDenence

Add at least one word partnership from the article for each word family in the third column of the chart.

Sentence completion

Use words from Exercise Dr to complete these sentences.

1 Strong. . . . . . . .  he lps consumers make sense of  the vast  number of  product  choices and messages to

f ind solut ions that  f i t  the i r  needs.

2  Eve ry . . . . . . . .  needs  to  examine  the  pe rson - to -pe rson  and  shopp ing . . . . . . . .  t ha t  i t  cu r ren t t y  o f f e r s  t o

see where it is fait ing to meet customers' expectations.

3 The level  of  . . . . . . . .  o f  Iuxury goods wi l [  p ick up once the economy improves.

4 l t  is  important  that  customers walk away f rom every . . . . . . . .  wi th a company feel ing sat is f ied.

5 Google has managed to . . . . . . . .  i tse l f  as the search engine of  choice for  the ln ternet .

6  The  dec i s i on  i s  t o  . . . . . . . .  ou r  f u l l  r ange  th rough  spec ia l i s t  hea l t h  shops .

1 How does Nespresso differ from a successfuI coffee chain like Starbucks?
Discuss:
.  the product
o its positioning
r the customer experience.

2 Choose one of these types of companies. What kind of customer experiences can it create to help
develop a strong relationship between its brands and customers?
o a chain of health-food shops
. a furniture company that sells an upmarket modern furniture and household goods on the Internet

and through its retai[ shops in key cities
. a specialist developer of educational toys that sells only on the Internet
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This unit looks at Toyota's attempts to attract younger buyers.

Discuss these questions.

1 How do peopte buy cars in your country, e.g. through a car dealership, on the Internet, privately through
adverts in newspapers, etc.?

2 What channels are most often used to advertise cars in your country?

3 What influenced your decision to buy your last car, e.g. fuel economy, price, range of accessories and
options, reliability, etc.?

4 When buying a car, which three factors do you think would most influence the decision for 18-24-year-olds?

tr Understandingdetails

tr Understandingthe main points

Read the articte on the opposite page and choose the best option to complete each statement.

1 Scion is the name of a Toyota cor model I brand.

2 The brand is aimed at a young market f anyone wanting an unusual small car.

3 Scion and Toyota use fhe some I different approaches for selling cars.

4 Scion offers its customers models thatcan be customised I are standord.

5 The advertising channels that Toyota uses to promote its brands work equally well I don't work well for
reaching Scion's target market.

5 Scion has I hosn't had att the success it wanted in attracting 78-24-year-old buyers.

Read the article again and answer these questions.

1 Why was the Scion brand created?

2 Who is responsible for each of these functions, Scion (S) or Toyota (T)?

a) production
b) developing marketing ideas
c) promoting the cars
d) processing orders and invoices
e) distribution

3 Scion has created an lnternet site where customers can buy the cars. What makes this approach to
setting attractive to young customers?

4 Why are advertising costs per vehicte lower for Scion than for other Toyota brands?

5 Why has the Xb mini been a success with customers aged 40-50?

5 Why did the launch of Toyota Yaris have a negative effect on Scion sales?
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UNITT "  TARGETINGAYOUIH MARKET

Toyota looks to learn from Scion

by Bernard Simon

A Toyota created the Scion brand in
2002 to solve a problem: the average
buyer of its Toyota and luxury
Lexus models was 54, and it needed

5 to attract the twentysomething buyer
to the Toyota family.

B The Scion division currently has
three models on the road: the xAhatch-
back, the xB minivan - sometimes

ro compared to a shoebox or microwave
oven on wheels - and the tC sports
car. Toyota builds the cars and handles
the distribution through its dealerships
and other administrative functions.

rs Scion itself, based in Califomia,
has just a small team of about 17.

C Besides producing funky cars,
Scion has taken a new approach to

selling them, seeking to tap into the
zo lifestyle oftheir l8-24-year-old target

audience.
D Customers can buy cars through

the Toyota dealership or the Scion
website. In fact, most cars are sold

zs on the Intemet. and prices are non-
negotiable, helping to speed up the
buying process and minimise time
spent in the car dealer's showroom.

E Scion aims to give buyers maximum
:o flexibility to personalise their cars. A

choice of almost 40 accessories and
options is available, potentially adding
several thousand dollars to the cost of
the car. Choices include gold, black

:s or chrome licence-plate frames, three
sound systems, amber or blue interior
lighting and silver pedal covers.

F Scion found that the industrv's

normal advertising channels have
+o little relevance for the youth market. It

spends less on advertising per vehicle
than for any other brand because it does
not use mainstream newspapers or TV
stations. Instead, dealers prefer tactics

as such as arriving unannounced with the
cars at trendy music or clothing stores.

G The company organises about
100 promotional events each month,
three-quarters of them at nightclubs.

so It supports DJs and film-making
competitions, and is a key sponsor of
a national video-game league. Scion
has also set up its own record label.

H Not everything has gone quite as
s5 the Japanese carmaker planned. The

xB minivan has been a unexpected
success among people in their late 40s,
who were attracted by the fashionable
styling and also found it easy to get

oo in and out of. Meanwhile, Toyota
has taken steps to make its own
brand more appealing to younger
consumers. Its small Yaris hatch-
backs also target buyers in their

es 20s and 30s, which has had an impact
on sales of the Scion models.

I Scion buyers now have an average
age ofjust 31, so Toyota has without
doubt found a new market. There are

uo also signs are that otherToyota brands
have begun to use some of Scion's
novel marketing ideas. For example,
Prius, Toyota's petrol-electric hybrid
model, has offered test drives at a

zs chain of natural-food supermarkets.

FT

Searching for figures

Scan the article quickly to find these numbers. Say what each one refers to.

a) 2oo2

b) 54

c ) 3

d)  77

e) 1,8-24

t) 40
g) 100

h) l r
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tr DefinitionsilIil
UNIT 7 '> TARGETING AYOUTH MARKET

Match these words from the articte (1-7) with their meanings (a-g).

1 dealerships

2 target audience

3 accessories

4 opt ions

5 relevance

6 TV stations

7 tactics

2

3

tr Vocabularydevelopment
1 Match these words and phrases from the article to make expressions for describing the age

of Scion's customers.

1 the twentysomething a) in their tate 40s
2 78-24-year-old b) ofjust:t
3 people c) buyer
4 buyers d) target audience
5 an average age e) in their 20s and 30s

tr Word search
Find adjectives in the article which fit these definitions.

1 typicat (paragraph A)
2 aged around 20 (paragraph A)
3 can't be changed (paragraph D)
4 very established and generally accepted (paragraph F)
5 happening suddenty and unexpectedty (paragraph f l
5 attractive and desirable (paragraph H)
7 unusual and innovative (paragraph l)

Find two words that also mean fashionoble, but are more colloquial and informal.

Match each word from Exercise 2 with its definition.
a) inf luenced by the most recent fashions and ideas
b) t iked because i t  is unusual and unconvent ional

a) companies which send out television broadcasts
b) extra features chosen from a set of possibil i t ies

c) the degree to which something is useful

d) the specific group of peopte that a product is meant to attract
e)  businesses that  set t  the cars ofa par t icu lar  company
f)  methods of  doing something

g)  non-essent ia l  equipment  that  can be added to a basic  mode[ .
e.g. audio system, seat covers



What age are these target groups? Choose the correct options.

1 Our target market is people in their early 30s.
a)30-33 b)34-35 c)37-39

2 0ur biggest market is older peopte in their mid-60s.

a) 67-63 b) 64-66 c) 67-69

3 The key market for the new range will be women in their late 4os.
a) 40-43 b) 44-46 c) 47-49

Replace the phrases in italic. Use the phrases in Exercises 7 and2 to help you.

1 Ourtarget market is young peopte between the ages of 27 and 29. in their late 70s
2 The target group for our fitness machines is women who are 5U60.
3 Most customers ore under 30.

4 With the Fitkit DVD, we hope to attract men who ore over 40.

5 The group we are aiming at are young people in their late teens.

tr Prepositions
Complete these sentences using the correct prepositions.

1 Appte hopes to attract more business customers . . . . . . . .  i ts range of computers.

2 Distr ibut ion of al l  our products is handled . . . . . . . .  our central  warehouse.

3 Offer ing discounts has had an impact . . . . . . . .  sales, which are up 10%.

4 One way to speed . . . . . . . .  order processing would be to have more staff  in our cat l  centres.

5 This year,  we plan to set . . . . . . . .  four new dealerships in the west of the country.

6  Many compan ies  are  t ry ing  to  tap  . . . . . . . .  consumers '  inc reas ing  in te res t  . . . . . . .  .  env i ronmenta l  i ssues .

UNIT7 "  TARGETINGAYOUTH MARKET

Do you think that Toyota's strategy of developing and marketing cars specifically for a youth market is a
good strategy? Present your views, giving reasons and examples to support your position.

Design the perfect car for an urban youth market (ages 18-24).

a) List the needs and desires ofthis target group and the features the car should have.
b) Ptan some promotionaI activities for its launch in your area over the next two months.
Create some promotional activities and events to advertise one of these products:
.  a new mobi le ohone service
. a health dr ink
. a DVD film rental service on the Internet

a) Decide on your target market and details of the product or service. Then ptan your activities.
b) Present your plan as a short report or presentation.
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This unit looks at developments in Internet retaiting and the features
needed by successful websites.

Discuss these questions.

1 What kind of products or services do you buy on Internet shopping sites?

2 What are the advantages for consumers of buying online?

3 What are advantages for retailers of having a virtual store?

4 What do you think are the seven top qualities and features for a successful shopping website?

tr Understandingthe main points

Read the article on the opposite page and say whether these statements are true (T) or false (F). Correct
the false ones.

1 To compete, retailers need websites that have lots of different technicaI features that wilt improve
customers' shopping experience.

2 Most consumers today no longer expect retailers to have physical shops.

3 Consumers stitl see shops as the best source of product information.

4 Advances in web technology mean that retailers can have a 'virtual' catalogue of all their products on
their sites.

5 Advances in web technology have increased the marketing options for promoting products online.

6 For online retailers, the main customer service issue is making sure the site is easy to use.

7 As website technology changes so fast, retailers need to make web development an ongoing activity.

8 Anatysing data is an important way of responding to customer concerns about the website.

Understanding details

Read the article again and mark the order in which the writer mentions these features of an Internet
shopping website.

a) Be easy to use

b) Have technology for collecting data about customers, e.g. a registration form

c) Have an attractive appearance that clearly reflects the retailer's business

d) Be able to show all products, e.g. through an on[ine catalogue.

e) Use the right technology solutions to deal with activities, from ordering through to delivery
of oroducts to the customer

f) lnclude a wide variety of features for creating a good shopping experience
g) Be able to deliver different types of web content fast and easily, e.g. video, graphics, audio, etc.

T
Tnn
ntrn
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by Robert Bredlau

A As the first point of contact for new
customers, a company website is
one of. il not the most important
channel to market. To be noticed in an

s increasingly competitive marketplace,
e-businesses need to introduce a
wide variety of features to their
websites to improve their customers'
shopping experience. But what does

l0 a more interactive and interesting
website really mean for the e-tailer?

B The development of a multichannel
marketplace is having a big impact
on the retail market. Customers can

rs balance their purchasing between the
online and the offline world. Offering
a multichannel service provides
customers with the flexibility they
have come to expect.

C Customers are becoming more
demanding as they search for greater
convenience and value online. With
70 per cent of consumers searching
for product information online before

zs making a purchase (according to
Accenture. 2007). shop assistants are
no longer regarded as fashion expefts
or authorities on hi-tech cameras and
plasma televisions. Consumers are

so more informed than ever. tumine to the

MAKING THE MCIST OF AI{ ONLINE STORE

Intemet for the latest product reviews.
D As retailers increasingly adopt next-

generation e-commerce functionality,
they are able to market their products

:s in more exciting ways. Retailers
can now display their full range of
products online, and not suffer from
limited shelf space as they would in
a physical store. They can also use

+o 'scarcity' tactics: for example, they
can put products into limited-edition
categories or limit availability online.
Tactics like these give the impression
that products are in short supply and

qs so increase demand.
E As Internet retailing matures,

customer expectations are changing.
Today, customer service is the new
priority, especially in terms of usability

so - a good returns policy, geographical
awareness and how the website
is presented. Retailers also need
to have all the technology in place to
ensure that product is delivered to the

ss customer as ordered.
F A company website needs to be

user-friendly. It also needs to be in-
formative, attractive and capture the
essence of the business. The systems

eo used to build these websites need to
deliver all types of content - video,
print,audio,PDFs andimages-quickly
and easily. But website development
and content delivery can evolve quick-

os ly. In order to remain competitive, retail
companies must be flexible and update
web technologies to ensure they can
meet the future needs of the business.

G Retailers also need to analyse data
zo effectively to ensure they are respon-

sive to changing customer needs,
and use this information to create
websites that build and develop
customer interest. Only when they

;s have done this will they be able to
attract new business and meet the
chal lenges of a fast-changi ng economy.

FT

UNIT  8  " '

Connecting with customers
through online content
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illlllUNIT 8 ' '  MAKIT'IG THE MOST OF AN ONLINE STORE

tr Understandingexpressions
Choose the best explanation for each phrase from the article.

1 'The development of a multichannel marketplace ...'(l ines rz-r3)
a) a business world in which goods are sold through a combinat ion of sales channels
b) a ptace where products are sold directly or indirectly to customers

2'... next-generotion e-commerce functionality...' (tines 32-3)
a) advanced technology for online selling that comes from a related business area
b) an improved version of technology for Internet selling that has lots of new advanced features

3 'They can also use "scorcity" tactics...' (tines 3g-4o)
a) market ing techniques that create an impression that there is a l imited suppty of a product
b)  d ishonest tac t i csusedto t r i ckpeop le in topay ingmorebecausethey th ink there isashor tageofa

product.

4 '... capture the essence ofthe business.'(lines S8-Sg)
a) give a short  summary of the important facts about the company
b) show ctearly in words or images the essentiat quality of a company

Match these words and phrases from the article (1-7) with their meanings (a-g).

a) crit icaI evaluations of something

b)  being quick and easy to do

c) an item produced in a specific quantity, just for a l imited time

d) how easy it is to use a website

e) the graphics, sound, video and text that make up a web page

f) experts

g) an understanding of where customers are for effective distribution

a) web content

b) data

c) products

d) a purchase

E Definitions

1 convenience

2 authori t ies

3 reviews

4 l imited edit ion

5 usabitity

6 geographicaI awareness

7 content

tr Word partnerships

1 mult i -channel

2 product

3 content

4 website

1 make

2 display

3 del iver

4 analyse

1 Match these words to make noun-noun partnerships from the article.

a) review

b) detivery

c) development

d) service

2 Match these words to make verb-noun partnerships from the article.
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UNIT I " MAKING THE M05T OF AN CINLINE STORE

Word search

1 Find words and phrases in the articte which fit these meanings.

1 expecting a tot (paragraph C)

2 worth the money paid (paragraph C)

3 knowtedgeable (paragraph C)

4 not  enough to meet  demand (paragraph D)

5 becomes more developed (paragraph E)

6 graduatty change over time (paragraph F)

7 quick to react (paragraph G)

2 Enoil ing is short for'electronic retail ing'. Find three other words in the article that start with 'e'.

Which one means ' lnternet retailer'? Which refer to electronic buying and sell ing?

3 Find five adjectives used to describe the qualit ies of a good website

Sentence completion

Use words and phrases from the Exercises A-D to complete these sentences.

1  We have  expe r i ence  i n  he tp ing  ma jo r  re ta i l e r s  t o  p tan  the i r  e -b . . . . . . . .  
u  and  adv i s i ng  on  a  m . . . . . . . . - c . . . . . . . .  

o

service, so that they can offer customers both online and 'bricks and mortar'shopping.

2  We  can  a l so  he lp  you  w i th  a l t  aspec ts  o f  w . . . . . . . .  d . . . . . . . .  u  and  make  su re  you r  s i t e  de l i ve rs  su i t ab le
a -

3  Today ' s  more  d . . . . . . . .  u  shoppe rs  a re  l ook ing  fo r  h ighe r  qua t i t y  and  be t te r  v . . . . . . . .  
o  p roduc ts  f r om a t t

e - . . . . . . . . ' .

4  Our  webs i t e  w i l t  o f f e r  t hem p . . . . .  . . .  r . . . . . . .  .  "  t ha t  a re  i .  .  .  . . . . .  
o  

and  re fe rences  f rom sa t i s f i ed  cus tomers  t o
he tp  t hem make  i . . . . . . . . '  pu rchas ing  dec i s i ons .

1 Creating a sense of scarcity is a usefuI marketing tactic to get more customers to buy more.
. Why does this tactic work so well?
o What kind of activit ies work best?
r Are there any risks associated with it?

Research some examptes of companies that have successfutty used scarcity tactics to increase demand
and persuade customer to make a purchase. Then present your results.

Compare the websites of two or three competing e-tailers.

aj  Make notes on:

r  funct ional i ty
t  appearance

b) Take some 'screen grabs' and use them in a presentation of the results.
Include suggest ions for improving the websites.

.  usabi l i ty

.  shipping and returns arrangements.
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This unit looks at the chaltenges of retaining customers in Internet retaiting.

Discuss these questions.

1 Have you ever had a bad experience buying ontine? what kind of things can go wrong?
2 lf you experience technicaI problems when ordering online, how many times are you witling

to try to complete the order before you give up?
3 What five improvements could Internet retailers make to their websites to give prospective

customers a better experience?

tr Understandingdetails

tr Understandingthe main points

Read the article on the opposite page and choose the best option to complete each statement.

1 The wri ter thinks that,  for consumers, onl ine retai t ing has . . . . . . . .  potent iat .
a) tittle b) a lot of

2 According to the survey, consumers who have a lot of technical problems when trying to buy
on l ine  are  t i ke ty  to  . . . . . . . .
a) complain a lot to customer services.
b) leave the site and/or go to a competitor's site.

3 The wri ter thinks consumers want si tes that. . . . . . . .
a) work welt and are easy to use.
b) offer an easy way to contact customer services.

4 For an onl ine sales channel,  providing exceltent customer service is . . . . . . . .  for other channels.
a) more important than b) equally important as

5 The art ic le includes four act ions for improving.. . . . . . .
a) customers' experience of using the site.
b) the way complaints are handled.

1 Read the article again. These statements about the Harris Interactive survey are not quite accurate.
Find the mistakes and correct them.

1 Forty-one per cent of all those surveyed in the UK prefer to do business online.
2 Compared to the UK, more people in the USA are tikely to leave the site and/or go to a competitor's

site if they have problems with a transaction.
3 In the USA, just under 40 per cent of online adults said they would leave the site or go to another

site when they experience difficulties.
4 Just over 85 per cent of US online users expect to be able to complete an online transaction in

one attempt.
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Customer experience is key
in protecting online sales

by Rebecca Ward

A Shopping online makes sense for
consumers - the r.veb can save both
money and time, and offers them the
convenience of a very large selection

s of products. A recent Harris Int-
eractive survey, commissioned by
Tealeaf, a specialist in customer
experience management softrvare,
revealed that in the UK. over half

ro of al l  onl ine adults (52 per cent)
generally prefer to do business online
(compared to 4l per cent in person).

B But r.vhat happens when a consumer
tries to purchase online and sornethin-q

15 goes rvrong? Perhaps they are not
allorved to log in, or their shopping
cart mysteriously empties, or the site
retums an unclear error message.
In a physical store. an assistant

zo might be found to help, as leaving

the store and finding another retailer
r'vould mean a lot of effort. Online
horvever, competition is only a click
or two away.

C For onl ine business success.
it is important to have an effective,
intuitive website, or flustrated
oniine customers lvill go straight
to competitors. The impact of poor

:o online customel experiences is rnuch
bigger than many might think. The
Harris survey identified a high level
of consumer abandonment rvhen they
experience online problems.

D According to the survey. 49 per
cent of British online adults rvho
experience problems rvhen conducting
a transaction online rvould probably
abandon it or srvitch to another site.

+o A similarly lvorrying number of US
online adults (41 per cent) would also
slvitch to a comoetitor or abandon after

:* i t !T * " '  i { i i l i : i i€G i i l iLiNl lH { lJSg*i"t t iq::

encountering an online transaction
problem. The potential impact for

45 revenues is serious.
E Companies must give customers

the best site experiences possible.
A large number of online users feel
there is no reason rvhy an online

so transaction cannot be comoleted at
the f ir 'st cttempt (87 per cenr of Bri t ish
and 84 per cent of US of online adults
surveyed). Yet. rvhen problerns do
occur - and due to the cornolexitv

ss of the rveb and probabil i ty of human
errof they inevitably rvill happen - it
is essential to be able to suppofi the
online customer.

F Although it rvas assurned that the
oo self-service nature of the r.veb r,vould

make customer service and the
costs associated ',vith it obsolete. the
opposite has proven true. Exceptional
customer service is essential for all

os channels. at al l  t imes.
G Providing customers r,vith high-

quality service means that organisations
need to understand customers'
behaviour and knorv rvhat is happenin-q

70 on their rvebsite. Comoanies r.vill
beconre ski l led at improi ing onl ine
customer experience by implementin-e
these four steps:
I  Mon i to r ing  cus tomer  exper ience

1s key pelfolmance indicators (KPIs),
such as shopping cart abandon-
f lent rates.

2 Proactively investigating and res-
ponding to knorvn technical issues.

so 3 Listening to customers and using
their feedback to gain a better
understanding.

4Pr io l i t i s ing  cu \ to rne l  exper ience
issues based on business imoact.

FT

I Read paragraphs A and B carefully and answer these questions.

. i  The wr i ter  g ives three reasons why shopping onl ine is  a good solut ion for  consumers.
What  are they?

2 The wr i ter  ment ions three typ ical  problems that  people can have when t ry ing to buy onl ine.
What  are they?

3 Why are customers more t ike ly  to go to a compet i tor  when they get  poor  customer serv ice onl ine?



UNIT 9 '> KEEPING ONUNE CUSTOMERS

1 commissioned

2 revealed

3 conduct ing

4 transaction

5 switch (to)

6 abandon

7 encounter ing

8 human error

9 moni tor ing

10 investigating

11 pr ior i t is ing

a survey
issues/problems

an online transaction
an online transaction

a competitor

customer behaviour
steps/guidelines

tr Word search

tr Definitions
Match these words from the article (1-11) with their meanings (a_k).

a) mistake made by a person
b) carrying out an activity
c) asked formally to do a piece of work
d) change to something different
e) trying to find out the cause of something
f) watching carefutly how someone does a task
g) showed something that wasn't known before
h) experiencing something
i)  putt ing problems in order of importance so that the most important one is

dealt with first
j) stop doing something because it's too difficult
k) the process of buying and paying for something

tr Word partnerships
Decide which verb in each set does nof go with the noun phrase in bold.
1 commission /  employ /  authorise
2 meet / experience / encounter
3 conduct I act I perform

4 abandon /  throw out /  give up on
5 exchange / switch to / change to
6 monitor /  supervise /  observe
7 achieve / implement / put into practice

Find adjectives or adverbs in the article which fit these meanings.

t happening in a way that is difficutt to understand (paragraph B)
2 working wett and getting the expected results (paragraph C)
3 easy to use because it is very obvious how it works (paragraph C)
4 feeting annoyed and impatient (paragraph C)
5 without doubt (paragraph E)
6 out ofdate (paragraph F)
7 unusually good (paragraph F)
8 of very good quatity (paragraph G)
t having the abit i ty and experience to do something wett  (paragraph G)
10 acting in a way that makes things happen rather than reacting to them (paragraph G)



UNIT 9 "  KEEPING ONLINE CUSTOMERS

Text completion

use the words from the box to complete the paragraph, reporting the result of a survey.

according to commissioned compared to
conducted over reported revealed surveved

A recent  survey. . . . . . . . ' that  90 per  cent  ofSwedish adut ts  (91 per  cent)  feet  that  being abte to access the
lnternet  has improved thei r  l ives.  the survey:

'  . . . . . , . .3  hat f  (52 per  cent)  sa id they were able to manage thei r  f inances bet ter  because of  onl ine banking.
'  Seventy- f ive per  cent  that  s tay ing in  touch wi th f r iends and fami ty  was easier  (  . . . . . .  5  70 per

cent last year).

r Sixty-eight per cent of those said they were shopping more effectively.

Th i s  su rvey  was  . . . . . . . .  t  
by  AFS.  The  su rvey  o f  150  adu t t s  was  .  . . . . . . .  t  

on l i ne  by  M i ton  su rveys .

Prepositions

Complete these sentences using the correct prepositions.

1  Consumers  v is i t ing  on t ine  s to res  expec t  to  be  ab le  to  tog . . . . . . . .  eas i l y  and comple te  t ransac t ions  . . . . . . . .
the first attemot.

2 l f  customers have probtems complet ing onl ine transact ions, i t  is very t ikely that they wit t  give . . . . . . . .  and
swi tch  . . . . . . . .  a  compet i to r ' s  s i te .

3 Despite the convenience . . . . . . . .  Internet shopping, many people st i l l  prefer to shop . . . . . . . .  person rather
than onl ine.

4 Onl ine retai lers need to become ski t ted . . . . . . . .  providing high-quat i ty shopping experiences and
respond ing  qu ick ly . . . . . . . .  feedback .

:.:=a::..-=

1 a) Conduct a survey on one ofthese topics.
.  The impact of the Internet on people's shopping habits
o The effectiveness of your company website/a website you use frequentty

b) Prepare six survey questions.
c) Carry outyoursurvey.
d) Write up your findings, including words and phrases from the article and Exercise D.

2 Write a report for you boss justifying an increased budget for customer service for your
company website.
a) Explain the problems:

.  high levels of abandonment during checkout
o feedback that the website is too complicated
. feedback that shipping costs and the returns policy are not clear.

b) Show the implications for the company, supporting your arguments with facts from the article
and survey.

c) Make some recommendations.
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This unit looks at the development of lnternet advertising.

Discuss these questions.

1 How important is Internet advertising in your country?
2 How have fast Internet connections changed advertising on the Internet?

3 What kind of ads can you find on the web? Which ones do you like? Are any that you find annoying?
4 What kind of advertising techniques work for promoting brands on the Internet? Think about:

. search-engine websites like Yahoo and Google
o socia[-networking sites like MySpace and Facebook and the video-sharing site YouTube
o business websites, e.g. news sites, online magazines, websites of professional organisations, etc.

tr Understanding the main points
Read the article on the opposite page and choose the the statement that expresses the purpose
of the article most accurately.

a) To inform readers about developments in Internet advertising
b) To persuade readers that Internet advertising is the solution for the future
c) To explain the benefits for companies of advertising on the Internet

The article describes three marketing techniques that are used online. Match each technique (1-3)
with its explanation (a-c).

1 search advertising a) paying for branded products to be shown in a film or video
2 viral marketing b) encouraging web users to pass on a marketing message to others, so

that the message spreads like a virus to many users
3 product placement c) paying for the chance to have an advertisement display when a user

searches for a given keyword

According to the writers, which of the three techniques in Exercise 2 works well for the following?

1 creat ing and maintaining awareness of brands
2 convincing a buyer to purchase a particular product

Complete these developments that have encouraged more innovative Internet advertising.

1  Increased speed o f . . . . .
2 The popular i ty and growth of . . . . .

3 The ability of web users to . . .. .
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by Richard Wray and Katie Allen

A Search advenising al lows companies
to compete for position on search
engines, so when a user looks for
cheap TV sets, a holiday, an iPod

5 or a car, their brand comes out on top.
In search advertising, adveftisers only
pay for the advertising when someone
clicks on the search result. That Drocess
is measurable and trackabie. Nick

ro Hynes, Chief Executive of the search
marketing agency the Search Works,
said, 'You can tell exactly which key
words, like "cheaper car insurance",
you should be listing on and you can

rs see how many customers who click
on the result become customers. You
don't waste any money.'

B Advertising is not only about
persuading a person to prefer a

zo particular item. A lot of advertising is

H

fiom the Guardian

Understanding detai ls

1 Read the article again and say whether these statements are true (T) or false (F). Correct the false ones.

i  A b ig advantage of  search adver t is ing is  that  adver t isers only  pay when a user  c l icks on the l ink to
thei r  websi te.

2 Search adver t is ing makes i t  easy to measure the number of  users that  c l ick through to the
advert iser 's  s i te ,  but  not  the numberwho go on to make a purchase.

3 In the past ,  users found web ads f rust rat ing because they took so long to appear on thei r  screens.

4 The wr i ters th ink that  onl ine communi ty  websi tes have a lo t  of  potent ia l  for  promot ing brands to a
wide audience.

2 What campaigns are mentioned as successfuI examples of:

L a v i ra l  v ideo?

2 content  created by users themselves?

3 a product  p lacement  onl ine v ideo?

The changing face of Internet advertising
about creating and sustaining brands.

C In the early days of the web,
advertisers tried to build brand
awareness through banner ads on other

zs website. But these often fiustrated
web users because they had to wait
while their slow Internet connection
uploaded an advert. The growth in
broadband Internet connections,

:o however, means online advertising of
brands can be much less intrusive and
can become more innovative.

D Social-networking sites such as
MySpace, Bebo and Facebook have

:s brought together huge online
communities. This is clearly an
opportunity for advertisers. However,
the nature of those communities
can make it hard to promote brands,

qo because people consider their online
space as their own domain. Innovative
brand campaigns have been created
allowing people to incorporate brands
within their own profile pages. But

+s it is likely that these campaigns will
always be aimed at niche audiences,
although large niches.

E As broadband connections become
the norm, advertisers r,vill have more

s0 ways of reaching customers. Faster
connections mean that advertisers can
now include videos in their advertising.

F One new method of advertising is
the viral video campaign. With this

method, Internet users share content
containing a branded message. in
this case a video. An example is
Dove's Evolution ad, which created
a huge viral marketing buzz atound a
video showing a model being made up,
photographed and then digitally altered.

Advertisers have also found ways
to take advantage of the r ise in user-
generated content. Lucozade recently
rolled out a campaign to get customers
onto their GetYourEdgeBack.com site.
Customers were invited to upload
home-made videos about instances
when they experienced a 'low energy'
moment. The winner was offered
a pize of f10000 and the chance to
star in one ofLucozade Energy's ads.

Product placement in online videos
has been around for a while and is a
good way ofraising brand awareness.
Advertising group MediaCom has
created a video series about cats for
petfood specialist Masterfoods and
posted it on MSN. The videos focus on
cat health, but, of course, also
mention why viewers should buy their
p roduc ts . ' l t ' s  a l l  about  genera t ing
brand awareness. Things TV has
traditionally been good for we can
now do online as well,' says Stefan
Bardega, a MediaCom director.

4?
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UNIT 10 "  INTERNETADVERTISING

Match these word from the article (1-8) with their meanings (a-h).

1 sustaining

2 banner ads

3 uploaded

4 intrusive

6 buzz

7 rolled out

8 generating

a) causing to happen

b) sent f i les from one computer onto the Internet

c)  mainta in ing for  a per iod of  t ime

d) a feeting of excitement and energy

5 n iche audiences e)  unwanted and annoying

f) extended an advertising campaign after a successfuI test
g) target groups with a specific and limited interest

h) smalt advertisements on web pages, often found at the top
of a page and link to the advertiser's site

tr Word partnerships

2

3

4

Match these words to make noun-noun partnerships from the article.

1 search a) awareness

2 web b) pages

3 brand c) connections

4 profite d) resutt

5 Internet/broadband e) users

Find at least one other noun-noun word partnership that start with seorch.

Find at least three adjective-noun word partnerships that start with online.

Find at least one adiective-noun-noun word partnership that starts with viral.

tr Vocabutarydevelopment
Decide which verb does not go with the noun phrase in bold.

1 promote / devetop / sustain / keep up a brand

2 do I generate / build / create brand awareness

3 post / upload / divide / share an online video

4 save / prevent / make / waste money

5 expand /  launch /  announce /  rol l  out an onl ine video

6 click on / catch / select / track a search result

7 engage / attract I reach / arrive customers
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Sentence completion

Use words and phrases from Exercises A-C to complete these paragraphs.

1  T h e g r o w t h o f  f a s t e r b . . . . . . . .  c . . . . . . . . u h a s m a d e  o . . . . . . . . v . . . . . . . . b a d v e r t i s i n g t a k e o f f . P r o d u c i n g v i d e o

cos ts  a  l o t  more  than  t rad i t i ona t  b . . . . . . . .  a . . . . . . . . ' ,  bu t  i t  p roduces  h ighe r  response  ra tes ,  so  w i t l  be

more successfu l  in  ra is ing and t . . . . . . . .  
o  brand awareness.

2  f  n  pa id - fo  r  t . . . . . . . .  a . . . . . . . .  
u  

,  sea rch  eng ines  l i ke  Yahoo  w i l l  gua ran tee  adve r t i se rs  a  p lace  i n  t he  sea rch

r . . . . . . . .  
b  

.  The posi t ion depends on the amount  of  money adver t isers are wi l l ing to pay each t ime a user

c . . . . . . . . '  o n  t h e i r  l i s t i n g .

3  You  can  c rea te  a  rea t  b . . . . . . .  .  u  
a round  a  new p roduc t ,  w i t h  an  exc i t i ng  we l l - cons t ruc ted  v . . . . . .  . .  v . . . .  . . . .  

b

campa ign ,  ca re fu l l y  t a rge ted  a t  a  n . . .  . . . . .  a . . .  . . . . .  
'  
o f  web  u . . . . . . . . 0  .  And  you  won ' t  w . . . . .  .  . .  "  money ,  as

it 's relatively cheap to produce!

4  Facebook  i s  an  o . . . . .  . . .  c . . . . . . . . '  f o r  peop le  w i t h  common  i n te res t s .  Members  c rea te  t he i r  own
b  , . ,

p . . . . . . . .  p . . . . . . . . "  w i t h  b iog raph i ca l  da ta ,  t i kes  and  d i s t i kes  and  any  o the r  i n fo rma t i on  they  choose  to

u . . . . . . . . '  o n t o  t h e i r  p a g e .

5  W e p l a n t o  r . . . , , . . . o , , . . . . . . u  a n o . . . . . . . . a . . . . . . . . 0  c a m p a i g n  t o p . . . . . . . . ' o u r r a n g e o f  h e a t t h f o o d s . U s i n g a n

on l i ne  channe tw i t t  he tp  us  r . . . . . . . . o  new cus tomers  and  ge t them on to  ou rwebs i t e .

tr Prepositions
Comptete these sentences using the correct prepositions.

t r  The growth. . . . . . . .  broadband has a l lowed a more creat ive use of  v ideo in adver t isers '

onl ine campaigns.

2 Many of  the most  successfu I  v i ra l  v ideo cam paigns are a imed .  .  .  .  .  .  .  .  you nger aud iences.

3  Manycompan iesseesoc ia l  ne two rk ingcommun i t i esasahugeoppor tun i t y . . . . . . . .ma rke t i ng the i r

n r o d u c t s . . . . . . . .  a  n i c h e  a u d i e n c e .

4 Advert isers are f ind ing new ways to take advantage . . . . . . . .  the growing popular i ty  of  user-
generated content .

1 Write a short report on behatf of an advertising agency, justifying a shift to Internet advertising for a
new adventure hot iday c lub that  targets young professionals.

In sma[[ groups, discuss what developments you expect to see over the next five years in the fotlowing areas.
. TV advertising
. Internet advert is ing

Then present your top f ive predict ions.

Devetop an advertising brief for a viralvideo campaign for one of your favourite brands.

Research a viraI  campaign that has been successfu[.  Present the campaign and your analysis of what
makes it effective.
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This unit lool<s at global advertising and some of the challenges involved.

Discuss these questions.

1 What types of products sell well internationally? Do you know of any successfuI or disastrous
advertising stories? What happened and why?

2 lf a company wanted to advertise its products or service gtobatly, who would be involved,
e.g. a national advertising agency, and what do you think woutd be the first steps in
planning the campaign?

3 Survey your ctass to find out attitudes to gtobal advertising campaigns.

Understanding the main points

Read the article on the opposite page and answer these questions.

1 ls the writer for or against global advertising?

2 Does he make his case in a balanced or one-sided way?

3 ls his style of writing persuasive or informative? What gives you this impression?

tr Understandingdetails
1 Read the article again and choose the best option to complete these summaries of the writer's ideas

for developing successful global campaigns.

1 Global campaigns are better developed by head I localoffices.

2 lf companies can develop the right creative concept, it shoutd work with customers in most I all
countries.

3 Effective advertising starts with understanding customer needs I having good creative ideas.

4 To develop creative materials for the campaign, it is better to work with one main ogency f severol
specialist agencies.

5 lf companies develop the right campaign, they should be able to use it in all foreign markets
without any changes I with adjustments for some markets.

2 Read paragraph C carefully. What three reasons does the writer give to support a globa[ approach to
advertising? Complete these sentences.

1 lt 's less expensive to ...

2 lt 's easier and ouicker to ...

3 People expect...
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UNIT 11 "  GLOBAL ADVERTISING CAMPAIGNS

Going global: ads that ftavel
unfashionable, unsexy and un-now.
Global advertising campaigns, the
thinking goes, are creatively hamstrung

rs by the need to be all things to
all men. The resulting adverts
are functional but forgettable,
inoffensive but uninspiring, and a
safe option for the risk-averse. And

zo of course local offices are much
happier creating their own ideas
than implementing someone else's.

C From the advertiser's ooint of view.
the global approach is not completely

zs without its merits. From a financial
point of view, it is obviously cheaper
to develop one set of creative material
and then roll it out worldwide. A global
approach is also faster, and simpler to

:o implement. And as people travel the
world more and more - physically
or virtually - they are exposed to the
same brand in different markets, and
they should get the same advertising

:s experience. If you want to build a
global brand. a global campaign seems
the most obvious way to do it.

D Every ad starts with an insight (that
is, a consumer need) and a proposition

o (that is, a way that the product
meets this need). If the planners,
market researchers and marketing
strategists can find an insight
and develop a proposition that is

+s relevant to potential customers around
the world, then a single creative
concept should be able to convey
this to all their potential customers

around the world. In other words,
effective global advertising starts, just
like any effective advertising does,
with understanding your consumers.

Admittedly, there will be some cases
where consumers' requirements of a
product differ from country to country.
But for most products, they will not
do so. It is likely that the reasons why
somebody buys a can of Coke, or
chooses PlayStation3 in preference to
an Xbox 360, are fairly similar all over
the world.

F The same brief could. of course.
be given to different agencies in
different countries. But presumably,

os the advertiser has selected its lead
agency for a reason and believes that
this agency can solve a given brief as
well, if not better, than any other. So
why would they not give this agency

ro the briefglobally?
G Of course, the concept the lead

agency comes up with will have to be
flexible enough to be adapted for other
countries. A good idea can be adapted

rs to emphasise different beneflts, or
push different products in a range,
without diluting the essential qualities
of the brand or changing its position-
ing. So why can it not be adapted for

so other countries? This adaptation needs
to be carried out sensitively. It is a
skilled job in itself, the importance of
which is often underestimated.

by Guy Gilpin

A Effective global campaigns must
start like any other campaign, with
sound creative materials and by
understanding consumers.

B Those who make the case for
centralised global advertising often
seem to be swimming against the
tide. Strong central planning, with
head office telling its subsidiaries how

ro they should talk to 'their'consumers,

is an approach that has become

from Campaign

Understanding meaning

Choose the best explanation for these ideas from the article.

1 'Those who make the case for centralised gtobal advertising often seem to be swimming ogainst
the tide.' (tines S-8)
a) f ighting to get their views heard
b) doing the exact opposite to what most other people are doing

2 'Global advertising campaigns [...] are creatively hamstrung by the need to be all things to all men.' (lines 13-16)

a) Trying to please everyone in a globaI campaign restricts creativity.
b) Gtobat campaigns can't work, as everybody has such different idea of creativity.
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1 the risk-averse

2 merits

3 implement ing

4 are exposed to

5 ins ight

6 proposi t ion

7 brief

8 lead agency

9 d i tut ing

10 underest imated

tr Vocabularydevelopment

2

3

!l Word search

1

3

46

tr Definitions
Match these words/phrases from the article (1-10) with their meanings (a-D.

a) advantages

b) a suggestion or plan of action

c) the agency with the primary rote

d) officiat instructions explaining a task

e) not understood to be important

f )  a  c lear  and deep understanding

g) weakening

h) see and experience something

i )  put t ing a p lan in to operat ion

i) peopte who don't l ike taking risks

When you add the prefixes un- or in-, they have a negative meaning,
e.g. unreliable : not reliable, ineffective : not effective.

f n paragraph B, find examples of adiectives that start with the prefixes un- and in-
with these meanings.

1 not fashionable

2 not inspir ing

3 not offensive and tikety to upset people

Add two other examptes of your own of adjectives with each prefix.

In paragraph B, the writer uses two very colloquial expressions that mean 'unfashionable'.

Find them and match each with its meaning.

1 not the current fashion

2 not glamorous or exciting

What everyday equivalents can you think of that have a similar meaning to the words in Exercise 3?

Look through the article and find:

1 three words or phrases that mean 'in many different countries'.

2 at least three adjective-noun partnerships that start with globaland one that starts with creotive.

Find the names of four iobs connected with advertising. Then add at least three other jobs you know.

Find three words or phrases that describe parts of an international company, e.g. heodquarters,
distribution centre. Then add at least two others.



UNIT 11 " GLOBALADVERTISING CAMPAIGNS

Persuasive [anguage
1 The writer uses these persuasive techniques. Find another example in the article for each technique.

1 Rhetor ica l  quest ions:  quest ions that  don' t  need answers and get  the reader to th ink,
e.g. So why would they not give this ogency the brief globally? (lines 68-70)

2 Repeat ing words and phrases to help keep them in the reader 's  mind,
e.g. ... same brand in different markets, and they should get the same advertising experience.
(l ines 33-35)

2 The writer uses words and phrases to make his position on the ideas in the article clear to the reader.
Match the phrases (1-a) with the purposes (a-d).

1 From . . .  point  of  v iew ( t ine 23)  a)  Thinks the idea is  probably t rue

2 Admittedty (l ine 53) b) Has no doubts the idea is true

3 But presumably (tine 64) c) Reflects the idea from a particular position

4 Of course (tine 71) d) Acknowledges that another idea is true

Word families

Complete the chart.

adjective adverb

creative

compel l ing 2

gtobat 3

vir tual 4

sensitive 5

In the writer's view, with sensitive adaptation for different markets, global advertising campaigns
are effective. Do you agree? Give reasons and examples to support your view.

Prepare a short presentation on a global advertising campaign that has been successfuI or one
that has failed in a soecific market.

Write a report to persuade your manager to use a locat/gtobal advertising strategy to [aunch a new
service/product in all your company's markets.

a) Plan your paragraphs:
o Your posit ion
r Possible support ing points
. Possible points asainst
.  Your conclusion

b) Wri te your report  using some of the techniques for persuasion used in the art ic le.



This unit looks at a sponsorship deal between Disney and the German
engineering com pany Siemens.

Discuss these questions.

1 Make a tist of different types of activities/events or things that companies can sponsor, e.g. a sports
or arts event, a stadium, etc.

2 Think of a company that uses sponsorship as part of its marketing mix (e.g. Research in Motion).
a) What activities/events does it sponsor (e.g. Uz's '360o tour)?
b) Why do you think it chooses this type of sponsorship (e.g. raised the profite of BlackBerry with

the youth market)?

3 What kind of sponsorship possibilities does a [arge entertainment company tike Disney offer to
companies? What kind of companies do you think Disney would want to l ink up with?

Understanding the main points

Read the article on the opposite page and choose the best option to complete each statement.

1 Siemens is the new sponsor f one ofthe sponsors ofthe relaunched Spaceship Earth
attraction at Disney's Epcot theme park.

2 Siemens is Disney's main corporate partner f one of Disney's corporate partners.

3 Siemens was looking for a sponsorship deal in the USA to raise its profile I
help it get into the US market.

4 Siemens chose Disney because it couldn't find the right sports event to sponsor I
the Disney group offered a wider range morketing possibilities.

5 Disney is keen to negotiate sponsorships deals with companies because of the
technical expertise they offer I money they earn.

tr Understandingdetails
1 Read the article again and complete these statements.

The writer thinks Disney is a good option for companies who are looking for sponsorship
opportunities because:
1 a deal with Disney means they witt have access to ...
2 they may be also able to negotiate ...

ta
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Sponsors with a taste for Mickey Mouse marketing

by Matthew Garrahan

A At first glance, Walt Disney would
appear to have little in common with
Siemens, the German industrial group
that makes everything from light bulbs

s to hearing aids. Yet. as its sponsor.
a Siemens logo can be seen on the
newly relaunched Spaceship Eafth
attraction at Disney's Epcot theme
park in Florida. It also appears on the

ro Disney website, where visitors to the
Spaceship Earth section can take part
in 'The Siemens Science Minute' or
'Be a Siemens Superhero'.

B Siemens is one of Disney's 'corporate

rs alliance' partners, alongside compa-
nies that include Coca-Cola, Hewlett-
Packard, General Motors and Kodak.
Corporate partners pay fees to Disney,
running into hundreds of millions

zo of dollars, in retum for promotion,
sponsorship and access to its millions
of customers.

C Althoush it has a vast number of

businesses in the US, Siemens is not
zs well known by American consumers.

As a former shirt sponsor of Real
Madrid in Spain, it flrst considered
sponsoring a US sports event to raise
brand awareness. 'There were many

:o opporflrnities to get involved with
sport, whether in motor racing or
by sponsoring a stadium,' says Mr
Nolen, Chief Executive of Siemens's
US division. However, the group

:s finally chose Disney because it gave
Siemens the ability to showcase its
technological expertise and reach
a broader, more diverse audience.

D TheDisney deal represents achange
lo from the German company's former

focus on sports sponsorship and offer-
ed it a way to beneflt from a mix of
distinct marketing opportunities. For
example, Siemens's medical products

+s have appeared n Gray's Anatomy,the
Disney-ABC medical drama.

E The range of businesses owned
by Disney gives the company an

advantage over a sports event in
so the competition for sponsors. It can

showcase brands in its theme parks or
in the TV programmes and fllms it
makes via product placements.
Crucially, the Disney brand also has

ss broad appeal.
F Disney has a long history of

corporate partners. The relationship
with General Motor (GM) dates
back to 1982, when the company

oo sponsored the Test Track ride at Epcot
in Florida. Since then, the agreement
has expanded considerably. Disney's
fleet of company cars is supplied
by GM, and GM cars regularly

os feature in Disney studio movies.
G Disney hopes to win more business

from companies that would normally
sponsor a sports event or atlach
their names to a stadium. 'A lot of

ro people are going to be missing if you
sponsor a sports event, whereas the
Disney brand appeals to families,'says
Lawrence Aldridge, Disney's Senior
Vice-President of Corporate Alliances.

H Contracts with corporate alliance
partners that last for years can be worth
hundreds of millions of dollars and
often include purchasing agreements.
Disney spends $12bn a year on goods

so and services, and the company's
alliance partners are often at the front
of the queue when the group comes
to place orders. This increases its
appeal to sponsors.

FT

2 What marketing opportunities do General Motors and Siemens get from their partnerships with
Disney? Complete the chart.

marketing opportunities General Motors Siemens
Sponsorship Sponsors Test Track ride at

Epcot

1

Product  p lacement 3

Purchasing agreement 4

49



tr Word families

UNIT 12 ' '  SPONSORSHIP DEALS TOR PROMOTING BRANDS

1 Complete the chart with words from the article relating to sponsor.

Use words from Exercise r in the correct form to complete these sentences.

1 . . . . . . . .  can be a powerfut  way to increase brand awareness.

2 Before decid ing 1o. . . . . . . .  an act iv i ty ,  the . . . . . . . .  must  be sure that  the event  has a good
chance of success and fits in with the business and brand objectives.

3  . . . . . . . .  f o r  examp le  . . . . . . . .  a  f oo tba t l  t eam,  i s  t he  mos t  popu la r  f o rm  and  can
range from internationaI to [ocal sports activit ies and events.

4 We plan to hotd a . . . . . . . .  run to ra ise money for  the char i ty  Save the Chi tdren.

1 corporate a[l iance

2 corporate partners

3 fees

4 access

5 showcase

a) display products

b) contracts stating the terms ofa purchase

c) way of reaching

d) money paid for service

e) other organisations you work with in some way

a) business

b) an audience
c) fees

d )  a s p o r t s e v e n t / a r i d e
e) technologicaI expert ise /  brands

tr Word partnerships

1 pay

2 sponsor

3 showcase

4 reach

5 win

noun (activity/
organisation)

verb adjective types of
sponsorship

sponsorship
1

sponsored arts sponsorship

tr Definitions
Match these words and phrases from the article (1-6) with their meanings (a-f).

6 purchasing agreements f)  an agreement to work with another company for mutuaI benef i t

Match the verbs (1-5) with the nouns (a-e) to form word partnerships for talking about sponsorship.



tr Opposites
Find adjectives in the article which have the opposite meaning to these adjectives.

1 smatl (paragraph C)

2 future (paragraph C)

3 similar (paragraph C)

4 unrelated (paragraph D)

5 timited (paragraph E)

U nderstanding expressions

Match these phrases from the article (1-5) with their meanings (a-e).

UNIT 12 " SPONSORSHIP DEATS FOR PROMOTING BRANDS

t have tittle in common with

2 running into

3 in return for

4 get involved with

5 at the front of the queue

a) worth around

b) in first position for something

c) take part in something

d) as part ofan exchange

e) be different in most ways

tr Prepositions
Choose the correct preposition to complete these phrases.

1 pay fees fo I from I for Disney

2 get involved to I with I for sport

3 the German company's focus af I on I with sports sponsorship

4 a way to benefit of I from I to a mix of marketing opportunities

5 hopes to win more business from I to / of companies

6 the Disney brand appeats at I for I fo families

Choose a company that sponsors a sporting, music or arts event or a good cause.

a) What do the sponsor and the organisation receiving the sponsorship get from this partnership?
b) How does sponsoring this type of event fit in with the sponsor's business obiectives and image?

List the benefits of a corporate alliance between Disney and one of its partners, e.g. Coca Cola,
General Motors. Write a short report explaining how the deaI benefits both companies.

In response to tough economic times, your company is planning to cut its marketing budget for
sponsorship. ls this a sensible strategy? Prepare a two-minute presentation that wilt convince you
manager to accept your point ofview.
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This unit looks at the increasing use of viral advertising to promote products.

Discuss these questions.

1 Make a list of two or three ways companies can use 'word-of-mouth' marketing techniques for
promoting brands:
a) in the physicaI world, e.g. visible labels on clothes, in-store demonstrations
b) in the virtuat world, e.g. e-mailing a branded message or quiz.

2 What do you understand by viral marketing? What are the benefits of this type of marketing for
companies (e.g. cheap to produce)?

3 What kind of things can go wrong with a viral advertising campaign?
4 Do you read or produce blogs? lf so, what kind of btogs do you find most usefut? Do btogs have any

potentiaI for marketing?

1 Read the article on the opposite page and say whether these statements are true O) or false (F).
Correct the false ones.

1 The writer thinks viral advertising has potentiaI benefits for companies.
2 The writer thinks that it is easy to develop viral advertising materials.
3 Most companies have the right approach to creating virat advertising.
4 Posting items on btogs that are really advertisements is risky.

2 Match each of these summaries (1-6) with the paragraph in the article (A-F) that it describes.

1 Explains what viral advertising is. A
2 Advises against using blogs for commercial purposes without first getting permission.
3 Points out the risk of thinking about viral advertising in the same way as traditionaI advertising.
4 Warns against not taking viraI marketing seriously.
5 Describes the potential benefits ofviral marketing.
6 Points out the challenge of creating engaging viral ads.

Understanding details

Read paragraphs B-E carefully and answer these questions.

1 The writer mentions two potential benefits for viraI advertising. What are they?
2 What development has made it even more challenging for companies to produce engaging viraI content?
3 Why don't conventional advertising materials work as virals?

Understanding the main points
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Viral advertrsers are playirg with fire

by Ian Fraser

A Essentially, viral marketing - also
known as 'buzz' or 'word-of-mouse'

marketing - means releasing a subtly
branded video clip or game onto the

s web and hoping it will be passed on,
a bit like a virus. The goal is to create
something so compelling that it will
be picked up by a young, web-savvy
audience who f ind i t  so amusing.

ro entertaining or perhaps shocking
that they will pass it on to friends
and colleagues.

Once a viral ad, for example a
viral e-mail, has been passed to
enough people, companies hope to
save themselves the cost of buying
traditional media advertising. If they
are lucky, they might also gain the
trust of a niche target group that would
otherwise have been unreachable. In
practice, however, there are many pif
falls associated rvith such marketing.

One challenge for businesses is to
produce something that stands out.
As growing numbers of businesses
try to promote their goods in this way,
developing content that has sufficient
appeal to 'go viral' is increasingly
diff icult - particularly as competit ion
fiom'user-created videos' becomes
more intense. For exampie, every day,
some 39,000 such video clips are being
added to the YouTube website, and
more than 100 million are watched.

Matt Smith, co-founder of The
Mral Factory, warns that businesses
that adopt viral marketing need to be
fully committed. 'A lot of companies
think they can just spend, say, f10,000
to f15,000 to produce something
viral. They do it just for a laugh.
But if that's your attitude, you won't
get anywhere.'

Another big difficulty is that people
use traditional marketing thinking
when creating viral ads. If you use the

same thought processes as you use for
creating print or TV advertising, your
viral ad rvill not 

"vork. 
Paul Marsden,

so co-editor of Connected Marketins:
The Virat. Bu<: and Worcl-of-Mouih
Revolution, warns of the danger of
simply tlansfering conventional
advertising into the online world

ss without building in interactivity.
'Any online advertising lacking an
interactive dimension - for examole.
jus t  add ing  a  l ink  to  an  on l ine  shop -  i s
a waste of time. For a viral commercial

oo to work, it has to be extremely good,
hilarious or shocking. The trouble is
that most companies are not willing
to take risks, so their virals don't get
passed around and fail.'

F When launching a viral campaign,
be careful not to upset the global online
community. Many bloggers regard any
commercial intrusion into their online
space as unacceptable. The household

ro cleaning company Reckitt Benckiser
discovered this when, as parl of a viral
campaign, it posted items on people's
blogs from Barry Scott, a fictional
character and the star of television

zs advertisements for its Cillit Bang
brand. When it became clear that Scott
was a deception and that the messages
had been left by the marketing team, a
well-knor'vn blogger became outraged.

so As a result, the company \,vas
blacklisted by the digital community,
and Reckitt Benckiser had to apologise
to the blogger.

C
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Understanding meaning

Choose the best explanation forthese ideas from the article.

1 'They do it just for a laugh. But if that's your attitude, you won't get anywhere.' (tines 4r-43)
a]  Unless businesses see making v i ra ls  as fun,  they won' t  get  the resul ts  they want .
b j  l f  businesses don' t  take v i raI  adver t is ing ser iously ,  i t  wi t t  fa i t .

2 'Many bloggers regard ony commercial intrusion into their online space os unacceptable.' (tines 6l-5g)

a)  Many b loggers v iew any uninv i ted commercia l  act iv i ty  on thei r  b logs as unacceptab[e.
b i  Many btoggers don' t  see any point  in  commerciat  act iv i ty  on b logs.



UNIT 13 " VIRALADVERTISING CAMPAIGNS

Definitions

Match these words/phrases from the article (1-8) with their meanings (a-h).

1 pitfatts

2 stands out

3 warns

4 adopt

5 upset

6 decept ion

7 outraged

8 blacktisted

a)  something that  h ides the t ruth

b) shocked and angry

c) t ikely problems or diff iculties

d) put on a l ist of people considered unacceptable and not to be trusted

e) te l ls  someone about  a possib le danger or  r isk

f )  make someone unhappy and annoyed

g) attracts attention

h) start to use

a) viraI  market ing

b) items on a blog / website

c )  a v i d e o c t i p / a v i r a l
d) the trust (ofyour audience)

e) a viral campaign

E Word partnerships

1 retease

2 gain

3 adopt

4 launch

5 post

1 Match these verbs and nouns to make expressions from the article for talking about virat advertising.

The expression go viral (tine z8) has a similar but more informal meaning to one of the word
partnerships in Exercise 1. Which one?

Look through the article and find five word partnerships starting with the word viral. Add any others
you know.

g Word search

Find adiectives in the article which match these meanings.

1 branded so that it can hardly be noticed (paragraph A)
2 interesting or exciting enough to keep your attention completely (paragraph A)
3 ctever and experienced in using the Internet (paragraph A)
4 enfoyable and fun to do (paragraph A)
5 extremety surprising (and perhaps offensive) because it is so unexpected (paragraph A)
5 ofthe usual and traditional type (paragraph E)
7 extremely funny (paragraph E)

f n paragraphs C and E, find three other words which have a similar meaning to problem.



UNIT 13 " VIRALADVERTISIHG CAMPAIGNS

Text completion

Use words from the Exercises A-C to complete this extract.

l f  you want to create a viral  v ideo that s. . . . . . . .  o. . . . . . . .1 and gets people to watch and share i t ,
follow these guidelines:

o Don't  make a c.  . .  . .  .  .  . 'z ad .  l f  the video feels l ike an ad, i t  won't  work with a young
w . . . . . . . . t . . . . . . . . '  a u d i e n c e .

. A good viral video has got to be really c........ " to make it worth watching.

r lt also needs to be so e........ t that viewers want to investigate further.

r  Surpr ise works, so a video that is r . . . . . . . .  
u or very funny is more l ikety to be passed on.

o Above all, make sure the video clip you r........ t appeals to real people, not just to your
marketing team.

Write a short report for your boss making the case for including viral advertising as part of the
advertising mix for all or some of the products in your range.

a) Find two examples of innovative viral marketing campaigns and make notes to answer
these questions.
r Who is it aimed at?
o What is the offer, e.g. a branded video clip on YouTube, a game on the website, etc.?
o Does it use incentives to encourage users to pass the message on?
r What's special about it (the'wow'factor)?

b) Present your results.

a) You have been allocated $1O,OOO to create a test viral campaign. Choose one of the following
types of organisations.
. a group of luxury hotels
. a charity invotved in the protection of endangered animals
. a company which is launching a new hand-held GPS device
o your local tourist office

b) Plan and present your campaign.

Do you think virat advertising has a long-term future, or is it just a short-term advertising fashion?
Give reasons and examples to support your views.
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This unit looks at Sternjakob, a German company that setls school backpacks.

Discuss these questions.

1 What kind of bags do children use to carry schoolbooks in your country, e.g. satchels, backpacks?
2 Which of these points might influence a parent's decision when buying a backpack for young children?

Rank the points.

r good fit and comfort
o 'cool'colours and design
. price
o the child's preference
o a technical design with support for the spine and back

3 Can you think of any types of products that would be hard to establish in foreign markets?
How do you explain this?

Understanding the main points
1 Read the article on the opposite page and answerthese questions.

1 ls Sternjakob a market leader for schooI backpacks in Germany?
2 ls Scout its top-selling product for children starting school?
3 Does the company's range of backpacks setl we[[ outside Germany?
4 Does Mr Liebler, Sternjakob's owner, have internationaI ambitions for his brands?

2 Choose the best option to answer each question.

1 Which market has Mr Liebler decided to focus on to make his company successful?
a) lts home market
b) International markets

2 According to the article, which factor most influences German parents'decision when buying
a school bag?

a) A competitive price
b) Quatity and safety features

3 why haven't sternjakob's school bags done better in markets outside Germany?
a) Customers outside Germany don't demand such high quality and safety specifications.
b) There is too much competition from similar brands.

4 Mr Liebler doesn't think Scout would do well in the UK. What reason does he suggest?
a) UK customers don't think technical and safety features are important.
b) The price is too high for such an everyday product.
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Scout: a German
SUCCESS StOrV
by James Wilson and
Gerrit Wiesmann

A The an'ival of a new school year
in Germany is a stressful time for
children, but a happy time for Dieter
Liebler. For hundreds of thousands of

s children making the big leap out of
the kindergarten, the first day is made
more enjoyable because of a product
from Mr Liebler's comoanv.

B That product is the Ral:eri .  a boxy
ro backpack, made from plastic and

printed nylon. Alfred Stemjakob,
Mr Liebler's company, launched
the first brand, Scout, more than 30
years ago - and found instant success.

rs Few German six-year-olds do not
caffy a Scout, or one of the many
look-alike brands.

C Yet Sternjakob has also had to live
with a lesson that applies to businesses

zo everywhere: a category killer in one
country can be a failure elsewhere.
The company's tiny foreign sales show
the wisdorn of sometimes forgetting
about globalisation lvherever cultural

:s differences are stark, and concent-
rating on tailoring a product for an
obvious - and demanding - home
market rather than trying to be all
things to all people.

D 'We do sell to about 80 or 90
countries,' Mr Liebler says, sitting
in Sternjakob's boardroom in
Frankenthal. 80km south of Frankfurt.
'But mostly to enclaves of Germans

:s - in Japan, say, or Singapore.'Local
purchasing habits are just too different
for Stemjakob to succeed abroad.

E SternjakoblaunchedtheScoutrange
in 1975 as a more practical and visible

a0 alternative to the leather satchels then
available. The backpacks quickly
turned into a money-spinner. Geman
parents are happy to pay a staggering
€80 ($1 I 6. f65) to € 100 for a Scout

+s because they recognise its quality.
F Unlike in the UK or the USA, child-

ren in Germany stay in kindergarten
until they are six. This relatively late
move into formal education is perhaps

50 one reason lvhy the first day of school
is a huge event.

G Scout's seeming dominance in
Germany contrasts with its complete
lack of acceptance elser.vhere. Only

ss in nearby Switzerland, Austria and
northem Italy is there anything more
than limited interest. In the UK. Mr
Liebler suggests, no one would pay
more than €19 for a simple school

co bag. 'To sel l  in other countr ies. you
have to change the culture, and that is
dif f icult , 'he says.

H As in many other fields, Geman

customers rvant products engineered
6s to a far higher degree than consumers

in most other countries rvould think
necessary. Quality-control procedures
are more suited to equipment for
an Everest expedition than a walk to

zo firstgrade.
I The sales pitch to parents emphasises

the backpack's good fit and a technical
design that protects the spine and
helps a child's posture. Rigid sides

75 stop schoolbooks getting damaged.
J DIN - the German standards

association - rules require a Ranaen lo
have a minimum of 20 per cent oraltge
reflective surface and a further 10 oer

80 cent in si lver ref lect ive. Mr Liebler
admits many parents do not like the
bag's luminous bright colour, but
most allow their concern for safetv to
outweigh looks.

FT

Understanding detai ls

1 Scan paragraphs B-E quickty and find this information about the company's top-sell ing brand, Scout.

1 target market 2 pr ice range

2 a)  Readparagraphs land. l  care fu t tyandmakeat is to f theproduc t fea turesment ioned,  e .g .goodf i t .
b) Make notes explaining the benefit for the user for each feature on your list.

EXAMPLE:

Fealuret
, '  t f -
vood I tT

B"ne{i ts f  or lhe user
More comfor fable lo  wear



UNIT 14 " DEVELOPING A SUCCESSFUL NATIONAL BRAND

tr Understandingexpressions
Choose the best explanation for each ofthese phrases from the article.

7 '... a category killer in one country ...' (lines zo-zt)

a) a brand with such a strong posit ion in the market that other companies f ind i t
impossible to compete

b) something bad that happens that can destroy a successfuI brand

2 '... rather than trying to be allthings to all people.'(lines 28-29)

a) trying to satisfy all markets
b) trying to be become we[[ known all over the world

3 '... quickly turned into a money-spinner.'(lines 4r-42)
a) someone who tr icks you into buying something
b) a product that earns a company a lot  of  money

4 'The soles pitch to parents ... ' (tine 71)

a) the place where a salesperson makes the sale
b) what a salesperson says to persuade someone to buy a product

Mr Leibler says, 'We do sell to about 8o or 90 countries [...] But mostly to enclaves of
Germans - in Japan, say, or Singapore.' (lines lo-lS). Who is he is referring to?

a) groups of German expatriates living and working abroad
b) German immigrant populat ions

The writer says that Quality-control procedures are more suited to equipment for
an Everest expedition than o walk to first grode (lines 67-7o).
Does this imply that Sternjakobt attention to quality control is:

a) a good thing?
b) unnecessarily strict for this type of product?

E Definitions

1 Match these verbs from the article (1-5) with their meanings (a-e).

a) be more important  than something e lse

b) devetoped into something different

c) introduced a new product into a market

d) do welt

e) changing a product so that it is exactly right for
a soecific market

2 Think of at least one other word that has a) the same meanin g as lounch, and
b) the opposite meaningto succeed.

1 [aunched

2 tai tor ing

3 succeed

4 turned into

5 outweigh
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tr Word search
Find adjectives in the article which fit these definitions.

1 immediate (paragraph B)
2 very similar (paragraph B)

3 very small (paragraph C)

4 very obvious and clear (paragraph C)

5 not easy to please or satisn/ (paragraph C)
6 astonishing (paragraph E)

7 very big (paragraph F)

8 smal l in amount (paragraph G)

9 much / a lot (paragraph H)

Find an adjective in the article with the same meaning as each of the underlined words.

1 internationa[(market)

2 domestic (market)

Use words and phrases from Exercises B and C to complete these sentences.

1  T h e n e w r a n g e o f  p h o n e s h a s b e e n a s u c c e s s i n t h e A . . . . . . . . u m a r k e t w i t h A . . . . . . . . b s a l e s i n t h e f i r s t s i x
months - ov€I 50olo higher than expected.

2 In f . . . . . . . .  "  markets, there have been f . . . . . . . .  
b contrasts in our performance. Our efforts in Asia have

f. . . . . . . . . . '  due to aggressive competi t ion from several  much cheaper 1.. . . . . . .  o ranges.

3 In North Europe, we had 1.. . . . . . .  "  success in the f i rst  s ix months. However,  the second half  of  tne year
has been f . . . . . . . .  o better.

4  W e o n t y l . . . . . . . . " i n G r e e c e l a s t y e a r , a n d r e s u l t s t h e r e h a v e b e e n 5 . . . . . . . . b - s o m u c h b e t t e r t h a n
we ever exoected.

Think of an unusual product/service from your country that sells well in other parts of the world.
Explain why it was been successful. Include information about:
r the research they did
. the marketing strategies and activities they used
. arv modifications they made to the product/service.

Make a list of four or five cha]lenges that companies face when trying to se[[ their products gtobatly.
Then discuss some possible solutions for each challenge.
You work for a company that makes a range of quality backpacks for school-aged children. Prepare a sales
pitch for a customer, explaining the product features and benefits. Include information from the article.

UN|T14 " DEVELOPING A SUCCESSFUL NATIONAI BRAND

tr Sentence completion
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This unit looks at expanding into the Russian Federation market.

Discuss these questions.

1 When buying luxury items, what influences people's choices in your country, e.g. recommendations
from friends, brand reputation, etc.?

2 What kind of TV advertisements are popular in your country, e.g. ads that are humorous, tell stories?
ls it different in other countries you know?

3 How do you think the break-up ofthe Soviet Union has changed consumer behaviour in the
Russian Federation?

tr Understandingdetails

tr Understanding the main points
Read the article on the opposite page and answer these questions.

1 What is the purpose of the article?
2 Who is the intended reader?

3 What evidence is the information based on?

Read the article again and say whether these statements are true (T) or false (F).
Correct the false ones.

1 Demand for consumer goods in the Russian Federation has been largely met.
2 Many Western companies have been successful in developing their brands for the Russian market.

3 Russian consumers are happy to spend a large part ofthe money they earn on luxury goods.

4 The concept of loyalty to brands is wetl developed in the Russian Federation.

5 Advice from friends and family is an important factor when making purchasing decisions.

Read paragraphs H and I again. What type of adverts work best with Russian consumers?
Mark the points the writer mentions.

a) Adverts that show a traditionalway of life
b) Adverts that tett stories about real life

c) Adverts that Russian consumers can relate to easily
d) Adverts that show a weatthy lifestyte
e) Adverts that show respect forwomen and parents

According to the writer, what are the risks of using these advertising strategies in the Russian market?

1 Running TV advertisements developed for other markets, with a voiceover in Russian
2 Using internationaI advertising campaigns that are specificatly aimed at women
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Russian consumers want
to splash their cash

by Valentina Glubokovskaya

A The Russian Federation offels
tremendous growth potential due to the
fast pace of its economic development.
The Russian population's desire to

s consume is comparable to that of
Western countries - the important
difference being that consumer needs
are far from being satisfied.

B Despite this positive starting position.
l0 just a fer,v Western companies have

managed to establish their brands
successfully in Russia. Many
companies ignore the large cultural
differences between East and West

rs in their brand positioning and
communications. and therefore fail.

C Consultancy Creative Advantage
has been carrving out research into

the challenges of geographic brand
transfer and the positioning of
Western brands in the Russian
market since 2005 and has developed
a deep understanding of the Russian
consurner. Theil research offers
useful insights.

One impofiant characteristic
of consumer behaviour is their
rvillingness to spend a large part oftheir
disposable income on luxury goods
such as designer clothes. Appearances
and prestige have been an impofiant
part of Russian culture ever since the
time of the Tsars. Given the soeed of
societal developments. Russians preler
to look good today rather than saving
the money for future purchases.

As brands only became available
after the break-up of the Soviet Union,

lJt l iT t5 "" EXPAII*lNG SRANDS tNT*Ti{[  RUSSIAF! i1r:ARit[T

Russians are very open to trying nerv
products. This means much lorver
bland loyalty compared with
Western Europeans.

Mmketers should keep these consumer
characteristics in mind r.vhen planning
a comrnunication strategy for their
brands. Creative Advantage's research
also provides some key insights for
developing the right marketing strategy.

In a consumer environment where
there is little trust in local manufacturers,
brand rccommendations from friends
and family are valuable guides to
making choices, and tend to have a
lasting impact on consumer behaviour.
Personal recommendations are lnore
vaiuable in influencing the acceptance
and the spread of blands than most
traditional advertising tools.

Adver t i s ing  tha t  communica les
authentic or credible 'stories' of
everyday life is generally positively
perceived. Communication should,
therefore, convey 'real-life' stories r'vith
high relevance for the target audience.
An example of advertising that is well
received by consumers is the poster
campai-en for the mobile network
provider Megafon. This played on
the ner.v-found middle-class Dasslon
for travel by showing hol idaymakers
at popular destinations, such as the
Pylamids in Cairo and the Statue of
Liberty in New York. In contrast.
Western ads dubbed rvith voiceovers
are badly vierved. Consumers consider'
Westeln advetising that is simply
language-adapted to shorv a lack of
cultural respect.

Traditional values play an important
role in Russian society. Parents and
womer) are given parl icular respect.
This makes it difficult to transfer
international advenising targeted
specifically at women directly to
the Russian market. For examole. a
poster campaign for the mobile-phone
brand Sagem caused controversy
with its strapline 'Caress your ear'.
Many older people considered the ad
irnmoral; their strong protests led to
the postel being lvithdrawn.
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UNIT 15 " EXPANDING BRANDS INTO THE RUSS|AN MARKET

Definitions

Match these words from the article (1-10) with their meanings (a-D.

1 communicat ions

2 characteristic

3 d isposable income

4 appearances

5 prestige

6 perceived

7 dubbed

8 values

9 respect

10 controversy

a)  the bel ie fs  that  an indiv idual  or  socia l  group has

b) high status resulting from wealth or inftuence

c) when the speech in a fi lm or video is changed to another language

d) typical and noticeabte quatity something has

e) politeness, honour and care shown towards someone considered important

f) money for spending after paying taxes and other basic needs
g) the way someone or something looks

h) understood in a certain way

i) strong disagreement on an issue that people feel strongty about
j) att the activit ies and media used to communicate a marketing message

1 Match these words to make adjective-noun partnerships from the article.

tr Word partnerships

1 cultural
2 luxury

3 consumer

4 personaI

5 tradi t ional

a) recommendat ion

b) values

c) differences

d) goods

e) behaviour

Find another adjective-noun partnership that starts with cultural and at least two noun-noun
partnerships that start with consumer.

g Word search

Find words in the article which fit these meanings.

1 speed (paragraph A)
2 not to pay attention to something (paragraph B)
3 knowledge and understanding of a complex situation (paragraph C)
4 ready and wi[[ing (paragraph E)
5 very usefuland important (paragraph G)
6 a very strong interest (paragraph H)
7 move your hands gently over someone's face or body (paragraph l)
8 taken down (paragraph l)

In paragraph H, find three adjectives that tell you Russian consumers prefer advertising
to be realand believable.



UNIT 15 "  EXPANDING BRANDS INTO THE RUSSIAN MARKET

In the same paragraph, f ind the words the writer uses to express these ideas.

1 perceived in a positive way

2 received in a good way

3 viewed in bad way

Rewrite these phrases usingposdrvely or negatively.

1 a decis ion perceived in a good way a por i t ive ly  perceived Aeci t io , l

2 a viral advertising campaign viewed in a bad way

3 a presentation received in a good way.

Vocabulary development

1 Decide which verb does not go with the noun phrase in bold.

1 dub / interpret / transtate a TV advertisement for a foreign market
2 withdraw / take out / abandon an advertising campaign
3 develop / increase / grow understanding of consumer behaviour
4 ignore / put off i disregard cultural differences

5 start / estabtish / launch a brand in a new market

2 Use verbs from Exercise r in the correct form to complete these sentences.

1 The adverts had to be . . . . . . . .  because there were so many complaints from the publ ic.

2 l t 's important to . . . . . . . .  a deep understanding of consumer behaviour for each intended
foreign market.

3 Globat campaigns often fai I  because companies . . . . . . . .  cul turaI di f ferences.

4 Mistakes in . . . . . . . .  advert is ing mater ials wi l l  create a negat ive impression of your company.

Based on the information in the article, what kind of marketing activities and advertising media and
materials do you think would be suitable for promoting a luxury brand for the Russian market?
Plan a communicat ion strategy for promoting a mobi le phone network or mobi le phone for a market
that you know wet[.
r List the consumer characteristics for that market and any implications for your advertising strategy.
. Plan some the marketing activities and media you can use.
o Present your ideas as a presentation or advertising brieffor an agency you plan to use.



This unit looks at a new market for Indian retailer the Future Group.

Discuss these questions.

1 What motivates people to go abroad to l ive and work? ls it the same for countries in the developing
world as in develooed countries?

2 Which countries do you think have the largest communities l iving and working abroad?
How do these communities contribute to a) the l ives of their relatives back home;
b) the economies of the home country?

3 What e-commerce opportunities do these communities offer for businesses in their home countrv?

tr Understandingthe main points
Read the articte on the opposite page and say whether these statements are true (T) or false (F).
Correct the false ones.

1 FutureBazaar.com is the Future Group's Internet shopping site.
2 The company developed its website to reach Indian people living and working abroad.
3 FutureBazaar is the only Indian company focusing on this group.

4 In the USA, a big target group for their website is young professional Indians.
5 According to Mr Banerjee, Indians working abroad are motivated to buy things for their parents

because of guilt about their comfortable lifestyle.
6 Maruti Sazuki is a car manufacturer with production in the USA.
7 Indians living and working overseas use Maruti's website to buy cars for their relatives back in India.
8 Sales to overseas Indian communities represent a [arge part of Maruti's business.
9 A key task for e-commerce businesses targeting overseas Indians is to find ways of promoting the

service to the different Indian communities.

tr Understandingdetails
1 Scan the article quickly to find these details. What do they refer to?

7 90Yo
2 20-25m

3 The USA, the UK, Canada and Australia

4 2006

5 3,500

6 The KhaleejTimes
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FutureBazaar.com is the online
shopping website of India's largest
retailer, the Future Group. The website
generates more than 90 per cent of its
sales in India on thousands of items
from TVs to frying pans. Products are
delivered to customers within days
from warehouses spread across India.

There's no marketplace like home
B But after Future noticed a sizeable
ro number of international credit cards

being used at its stores, FutureBazaar.
com decided to target Indians living in
the USA and the UK. The exoerience
of buying products for the family back

rs home is familiar to millions of Indians
living overseas. Sankarson Banerjee,
fotmer CEO of FutureBazaar, says,
'If you're only in India for seven days,
there is no time to do research. You

20 don't know where to buy things any
more. The solution is the Intemet.'

C The retailer is one of a growing
number of companies, from banks
to car makers, that are targeting

x 'non-resident Indians'. There ate
between 20 and 25 million Indians
working and living overseas, a com-
munity that offers huge potential as a
catalyst for India's economic growth.

D FutureBazaar.com is initially
focusing on Indians living in the
USA, the UK, Canada and Australia.
Between l 5 and 2 million Indians
live in the USA alone. In those

:s countries, the younger generation of
Indians 'enjoy a high lifestyle', says
Mr Banerjee. 'They feel guilty about
it and want to buy things for their
parents.'This kind of spending makes

,o sense for another reason. 'Parents feel
that spending money on consumption
is not something they do. Twenty years
ago, incomes were low. It is culturally
difficult for them to consume.

+s so their children do it for them.'
E Maruti Suzuki, the country's largest

car maker, encourages non-resident
Indians to buy goods in India for their
relatives rather than sendins monev

for them to spend. In 2006, it launched
a website for overseas Indians to order
cars in rupees and get them delivered
to a relative's doorstep from a local
Maruti dealership. So far, Maruti has
sold about 3,500 cars online, a drop
in the ocean compared with its annual
sales of about 675O00 vehicles.
But it hopes to use this side of the
business to increase its global reach.

The effort to reach overseas
customers requires focused marketing,
such as translating promotional
materials into regional languages.

FutureBazaar.com has been tarset-
ing Indian communities by passlng
out fliers at large Indian groceries.
for example in Edison, New Jersey, a
city with a large Indian population. It
also sponsors events that attract large
numbers of overseas Indians, such as
annual regional festivals in the USA.
FutureBazaar.com also markets the
service at conferences hosted by
major Indian business and university
associations, such as the Indus
Entrepreneurs, whose networking
events are attended by thousands.

Maruti runs advertisements on
websites used by Indians, such as
matrimonial portals and sites in
local languages such as Gujarati
or Malayalam, as well as in
local newspapers read by Indian
communities abroad. These include the
Khaleej Times in the Middle East and
India Abroad in the USA.

FT
' '  "  " ; "  " t "

Where do FutureBazaar and Maruti Sazuki promote their services to overseas Indian communities?
Mark each channel F (FutureBazaar) or M (Maruti Sazuki).

1 In specif ic newspapers for the Indian community abroad
2 At large grocery stores where a lot of Indian people shop

3 At conferences and networking events for Indian academics and businesspeople
4 On websites which the Indian community typicat ly vis i ts

5 At annual festivals for different Indian communities

6s



UNIT 16 " TARGETING OVERSEAS COMMUNITIES

tr Understandingexpressions
Choose the best explanation for each phrase from the article.

1 'ln those countries, the younger generation of lndians "enjoy a high lifestyle", says Mr Banerjee.'
(tines r+-lz)
a) young Indians woutd like to live like rich people
b) young Indians have the benef i t  ofa high standard of t iv ing

2 'ln 2006, it lau nched a website for overseas Ind ians to order cars in ru pees and get them delivered
to a relative\ doorstep from a local Maruti dealershrp.' (tines 50-54)
a) the cars are delivered direct to the famity member's home from the local deater
b) ttre cars are delivered to the [oca[ dealer for coltection by the famity member

3 'So far, Maruti has sold about 3,500 cars online, o drop in the ocean compared with its onnuol sales
of about 675,ooo vehicles.' (tines f +-SZ)
a) not worth having in relation to the totalvehicle sates
b) onty a smal l  number compared to the total  vehicle sates

E Word search

tr Definitions
Match these words from the article (1-7) with their meanings (a-g).

1 catalyst
2 consumption

3 incomes

4 global reach

5 fliers
6 networking

7 matr imoniaI portals

Find words or phrases in the article which fit these meanings.

1 produces (paragraph A)
2 covering all parts (paragraph A)

3 fairty large (paragraph B)

4 aiming at (paragraph C)
5 persuades (paragraph E)
6 get to (paragraph F)
7 organised and run by (paragraph G)

Find words in the article to replace each of the underlined words.

1 lndians working and living overseas (lines z6-27)
2 overseas Indians/customers (tines Srl6o-6t)

a) the extent of a company's influence around the world

b)  smatt  sheets of  paper adver t is ing something

c)  something that  causes an important  change

d) money people earn f rom thei r  work

e) websites for f inding marriage partners

f )  the act  of  buying and using products

g) meeting other people involved in the same type of work, to share
informat ion and support  each other
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Word partnerships

1 Match these words to make verb-noun partnerships for describing marketing activities.

a) events

b) the service

c)  Indians ( t iv ing and work ing in  the USA)

d) (promotional) materiats

e) advertisements

f) ft iers

2 Th ink of at least one other noun-noun phrase that can follow each of the verbs in Exercise r to form
word partnerships for describing marketing activities

ExAMpLEs: largel a youlh markef/  people in their  G)s

lra nslale a 6rochu re/ lea{lef

Sentence completion

Use words from Exercises A, C and D to complete these sentences.

1 We intend to m.. . . . . . .  our service to South-East Asians l iv ing and working here.

2 The proposal is to t  . . . . . . .  the younger generat ion, especial ly those with large disposable incomes.

3 We have at located a budget for f . . . . . . . .  cul turaI events in ci t ies with the [argest communit ies.

4  O u r p r o m o t i o n a t  l e a f t e t s a n d f . . . . . . . . u n e e d t o b e t . . . . . . . b i n t o t o c a [  [ a n g u a g e s s o w e c a n  r . . . . . . . . '
a larger audience.

5 We have recrui ted a smal l  team to p.. . . . . . .o. . . . . . . .  f l iers and leaftets at Asian supermarkets in Toronto.

5  As  par t  o f  the  campaign ,  we w i l l  a lso  r . . . . . . . .  a . . . . . .  . .  on  loca I  communi ty  rad io  s ta t ions .

7 We do not expect to 9.. . . . . . .  much income from the website this year,  but we are conf ident i t  wi t I  make
money long term.

What other market ing act iv i t ies coutd e-businesses t ike FutureBazaar and Marut i
Suzuki use to oromote their  website services to non-resident Indian communit ies?
Discuss the di f ferent ways non-resident nat ionals from developing countr ies can contr ibute
to the development of their  home countr ies:
a) white working abroad
b) when they go back home.

a) Decide on a business to target one ofthese groups:
. a [arge, settled ethnic group in your country
r a non-resident community t iv ing and working in your country
. non-resident nationals from your country living and working abroad.

b) Decide on a marketing strategy for your new business and ptan some activities to

1 tarq ' . t

2 translate

3 pass out
4 sponsor

5 market
6 run



This unit looks at customer loyalty across brands.

Discuss these questions.

1 Have you ever  compla ined about  unusual ly  bad serv ice or  a d isappoint ing product? Was the company's
reaction satisfactory or poor?

2 Are there any brands that you always buy or use? What stops you from changing to other brands?
3 Do you th ink companies do enough to keep thei r  customers loval to thei r  brand?

E Understandingdetails

!| Howthe text is organised
What do these words refer to in the text?

1 they ( t ine 21)
2 those (line 32)
3 this (tine 46)

4 these (tine 52)
5 those (line 51)

6 this (tine 66)

tr Understandingthe main points

Read the article on the opposite page and choose the best optiori to complete each statement.

1 The general marketing view is that customers are /ess I more toyat to brands than thev were before.
2 The writer agrees I disagrees with this view.
3 According to the writer, many brands treat their most toyal customers weil I badty.
4 ln the writer's view, most customers stay toyat to brands because it's too much effort to change brands

/the quality of their service is so good.
5 The writer sees customer problems and complaints as on opportunity I o disasterfor companies.
6 Companies that are witling to invest in building interactive websites I supporting customers are more

l ikely to keep their  customers.

Read the article again and answer these questions.

1 In paragraph c, the writer gives four examples to support his view that companies treat
loyal customers badty. What are they?

2 In paragraph F, the writer gives two examples of how staff can solve customer problems
in a positive way. What are they?

3 How are companies t ike Google and Appte using their  websites to support  their  customers?
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D

G A global luxury hotel chain recently
conducted customer research. The
research shor.ved that their strongest
rvord-of-mouth support comes
from individuals r'vho have had an

ar unpleasant problem happily resolved
rather than those rvho simply enjoyed
'good' or 'excellent' service. The
r.villingness and ability to resolve a
difficult situation successfully is r.vhat

h5  dennes loya l ty .  Many compan ies
already knoiv this and have invested
accordingly.

H New technology has created nerv
opportunities for reciprocal loyalty.

ro Increasingly, top companies such as
Google and Apple are creating online
spaces where customers can interact to
share information about ner.v features
and technical Droblems. Established

zs brands such as Procter & Gamble
and the BBC are using digital media
to listen to customer ideas and shaoe
nerv products. Customers know these
organisations have invested millions

so of dollars, pounds and euros into
taking them seriously and are more
likely to stay loyal.

I These days, brand value cornes
from investing as much in valued

85 customers as in valuable
products and services. 

trT
I. I.

by Michael Schrage

A Marketing gurus and brand managers
rvorldwide complain about the
erosion of customer loyalty. The
global porver of consumer brands is

s not what it r'vas before, and marketers
do not like it. They see their customers
as fickle and ungrateful.

B In reality, these marketers comp-
letely misunderstood the declir.re of

ro brand loyalty. A revierv of the past
decade shows that customers have
not been unfaithful to established
brandsl in fact, quite the opposite.

C But look at any typical block of
15 TV network advertising in the US

and you r.vill see at least a quarter of
the primetime advertisements show
their target customers and prospects
as idiots and fools. The truth is that

35

E

10

F

Understanding meaning

Select the best explanation for these ideas from the article.

i ' ... customers have not been unfaithful to established brands; in fact, quite the opposite.'
(t ines u-r3)

e i  Customers have been very loyal  to  brands.
=; :  Customers have not  been at  at l  toyal .

j '  ... brand inertia 1...1is the reaso n why so ma ny custo mers have stayed with so ma ny co m pa n ies
for  so [ong. '  ( t ines z9- lz)

4,1 too much choice stops people changing brands
bi  a tack of  energy stops people swi tch ing to other  brands

3 'Those who switch are not being disloyal; they are being discriminoting... '  (t ines lz-:4)

* i  They are showing how angry they feel  about  the brand.
b i  They are making carefu l  judgements about  how good or  bad a brand is .

Customers want loyalty not perfection
established brands have not treated
their most loyal customers lvell. They
charge rnore and more fol less and
less. Their ' innovations' frequently
add more complexity than value.
Their rvillingness to apologise and
compensate customers for errors or
mistakes is nil.

An alternative marketing vierv
is that 'brand inertia' far more than
'brand loyalty' is the reason why so
many customers have stayed rvith so
many companies for so long. Those
who srvitch are not being disloyal;
they  are  be ing  d isc r im ina t ing  in
choosing brands.

The central marketing question
for brand managers therefore is
not 'how can we radicaliy increase
customer loyalty?' but 'holv can we
radically increase our orvn loyalty
to customers?'

Often, it is not a flarvless service but
the way acompanydeals rvith amistake
that lvins customer loyalty and leturn
business. There are many examples
of this. Airline reservation staff rvho
do not charge the extra 'change fees'
rvhen customers accidentally misbook
a fixed-date flight. Mobile telephone
operators who politely and rvithout
complaint remove incorrect charges
from the bill. These are less acts of
'customer service' than demonstrat-
ions of loyalty to customers.
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UNIT 17 '> KEEPING CUSTOMERS LOYALTO BRANDS

1 erosion

2 primetime

3 prospects

4 compensate

5  n i l

6 word-of-mouth

7 reciprocal

8 brand value

g Word partnerships

1 toyat/disloyat

2 establ ished

3 pr imetime

4 flawless

5 word-of-mouth

1 Match these words to make adjective-noun partnerships from the article.

a) service

b) customers

c) support

d) brands

e) advertisements/commercials

Decide which verb in each set does nof go with the nouns in bold.

1 apologise for / compensate for / decide / deatwith a mistake/error
2 work out / solve / find a solution for / resolve a problem/difficulty

3 design / shape / set up / devetop a new product

4 conduct I do I carry out / make customer research

tr Definitions
Match these words from the article (1-8) with their meanings (a-h).

a) how much a brand is worth in terms of income, reputat ion, etc.
b) having benefits for two groups - customers and the company
c) comments customers make to each other informally
d) the time in the evening when the maximum number of people watch TV
e) graduat destruction

f) people who could become customers

I pay someone money because something is lost or damaged
h) nothing or zero

E Word search

Find words in the article which fit these meanings.
1 existing for long time (paragraph B)
2 perfect (paragraph F)

3 carried out (paragraph G)

4 find a solution (paragraph G)

5 influence how something develops (paragraph H)
6 considered important (paragraph l)

7 worth a lot (paragraph l)

Find three words in the article which mean 'not loyal'(paragraphs A, B and D).
Which one is more colloquial?
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1

2

tr Comparisons

tr Vocabularydevelopment

When the prefix mr3- is added to the beginning
of a verb, it means'done badly'or'wrongly', for
example: mishear -'hear badly', miscalculate :
'calculate wrongly'.

Find two verbs starting with the prefix mis- in the article.

Reword these phrases as verbs starting with mis-. Then add at least two more
examples you know.

1 interpret wrongly

2 inform wrongly

3 spetl badty

1 Complete these comparisons from the article using the words in the box.
Some words are used more than once.

as much ... as far less more than

1 Compan ies  charge more  and . . . . . . . .  money fo r . . . . . . . .  and  . . . . . . . .  .

2 Product innovat ions frequent ly add . . . . . . . .  complexi ty. . . . . . . .  value.

3 Brand inertia ........ more than brand loyatty is the reason why so many customers
have stayed with companies for so [ong.

4  Brand va lue  comes f rom inves t ing . . . . . . . .  . . . . . . . .  in  va lued cus tomers  . . . . . . . .  in
valuable products and services.

Use the words for comparison in the box to make your own sentences.

The writer thinks that a typical block of primetime TV advertising in the US shows potential customers
as'idiots and fools'. Thinking about your country do you share his views? Why? / Why not?
Do you agree with the writer's views in the article that brands do not treat loyal customers wetl?
Give some examples to support your view.
Make a list of things a company can do to make sure its customers stay loyalto the brand. Then
prepare a set of guidelines with your ideas.
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This unit looks at the importance of customer service.

Discuss these questions.

1 When did you last phone a company to make an enquiry or complaint? Was the calt handled through a
call centre? Was it a positive or frustrating experience? What happened?

2 Why have ca[]  centres become popular with so many companies?

3 In many call centres, staff have on-screen scripts with series of questions that they must work though
when dealing with a customer query. What are the benefits and risks of using scripts?

tr Understanding the main points
1 Read the article on the opposite page and answerthese questions.

1 ls the writer mainly happy about the state of customer service?
2 ls her main concern the lack of flexibitity in responding to customer queries?

3 ls she suggesting a complete rethink of the way customer service is organised?

4 ls the aim of the two practical changes she suggests to hetp companies respond more quickty to
customer needs?

2 Choose the best summary for each paragraph (A-F).

1 Problems affecting standard customer service

2 lmproving staff motivation and training for better customer experiences

3 Benefits of developing tasting retationships with customers

4 The poor state of customer service A
5 Using customer data to understand customers better

5 Moving to a more personaI approach to customer service

1 Read the article again and say whether these statements are true (T) or fatse (F). Correct the false ones.

1 According to the writer, all the problems with customer service are connected to poor staff training.
2 Customer service most often goes wrong when customers have queries that are not routine.

3 The writer thinks that the key to good customer relationships is having friendty staff.

4 A priority for customer service staff is to make sure that every customer feets that his or her
concerns are really important to the organisation.

5 Most organisations don't have access to the kind of customer data that is useful for providing
customer service that meets individuaI needs.

tr Understandingdetails
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A tailor-made approach
to customer relations

by AndreaAyers

A Customer service isn't working;
newspapers are filled with horror stories
of customer service agents without
the training or motivation to do more

s than read scripted responses. Message
boards and letters pages regularly have
complaints about the state of customer
service. What is going wrong?

The problems are numerous. Ans-
wers learnt by rote or script, poor
technology that makes the agent's
job more difficult, high staffturnover.
There are also issues around offshore
call centres, including language
barriers and prejudiced customers.
In customer service, as long as
the customers are asking for
something that fits in with standard
processes, they will get what they
want. If their request is different

to the norm, the system starts to break
down. and a customer experience
can go wrong. Organisations need
to move away from servicing the

25 customer, and into the mindset of
having relationships with them.

C At the heart of customer relationship
management (developing systems to
provide an individualised customer

:o service) is the idea of providing
a personal experience for every
customer. This means much more
than a cheerful greeting or using first
names. When it comes to customer

:s service, it means adapting to the
customer's needs, rather than having
the customer adapt to the system. A
relationship management approach
means abandoning the one-size-fits-all

qo model and replacing it with a tailored
experience, making every customer
feel as if his or her issues are the

UNIT 18 "  DEVELOPING CUSTOMER RELATIONSHIPS

number-one priority for the company
at that time. A nice idea, some will say,

+s a good theory, but how is it put into
practice?

D First, in terms of technology,
analytics (the process of converting
data into information for useful

sodecision-making) offer important
insights. A customer's billing history,
recent calls, complaints, even their age
and profession, provide organisations
with the means to build a vivid

s: picture of their individual needs. In
many organisations, this information
is almost completely untapped in
separate databases. This is a missed
opportunity. The trends contained in

ao this data could tell you where your next
complaint will come from, who likes
to be contacted in which manner (and
when), and, most importantly, who
you could target with whichproducts.

E The second point relates to customer
service staff. Staff are often poorly
trained, and staff tumover is high.
In order to engage with customers,
organisations need well-motivated

70 agents. Giving them the right training
and technology are clearly important,
but to win at customer service,
organisations also need to encourage
agents to provide feedback on how the

7s system can be improved. With
the right technology and training,
agents will have more confidence
in their work and be able to provide
a better experience for customers.

F By focusing on the long-term
relationship with the customer,
companies will enjoy better customer

7
i

B
l0

I 5 retention and higher
satisfaction levels and

ss profltable repeatbusiness. FT

Read paragraph E again and complete these notes summarising the writert ideas for making
customer service staff more effective.

Problems with staff

Solutions:

Benefits:

Lack of training and

High staff turnover

Provide the right training and.

G e t  s t a f f  t o  . . . . . . . .  . . . . . . . .

M o r e  . . . . . . . .

B e t t e r . . . . . . . .
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tr Definitions
Match these words from the article

1 motivation

2 language barriers

3 mindset

4 missed opportunity

5 engage with

6 customer retent ion

7 satisfaction levels

8 repeat business

(1-8) with their meanings (a-h).

a)  keeping customers and not  los ing them

b) a chance to do something that  was not  taken

c) further business from satisfied customers

d) understand and deat with

e)  way of  th ink ing

f) how pleased customers are with a service

g)  enthusiasm for  doing something

h)  communicat ion problems caused by not  speaking
the same [anguage

Word search

1 Find adjectives in the articte which fit these meanings.

1 written down (paragraph A)

2 based in another country (paragraph B)

3 having an unreasonabte dist ike of someone, e.g. because of race (paragraph B)

4 normal or usual (paragraph B)

5 designed specifically to meet needs (paragraph C)

6 not yet used (paragraph D)

7 producing a profit (paragraph F)

2 f n paragraph C, find an informal phrase with the opposite meaning to tailored.
Think of another adiective which means tailored.

3 Find the two compound nouns (with three parts) used to refer to 'employees who work
in customer service'. Which one is most often used in call centres? What is the short form?

4 Which two compound adjectives (with two parts) are used to describe staff?

Word partnerships

Match the adiectives (1-6) with the nouns (a-f).

1 scripted a) customers / views / comments
2 offshore b) experience / service / product

3 prejudiced c) responses / answers / comments

4 standard d) customer service staff / agents

5 tailored e) processes / approaches / systems
5 poorly trained f) call centre
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Sentence completion

Use words and phrases from Exercises A-C to complete these sentences.

1 The people we need for our o.. . . . . . .  u cal l  centre in South Afr ica must have

the m........b to succeed and be trained in sales techniques, preferably with previous experience of
w o r k i n g  a s  a  c . . . . . . . .  t  . . . . . . .  a . . . . . . . . ' .

2 At l  a. . . . . . . .  u wi l l  receive training to help them work with the new t. . . . . . . .  
o we have devetoped for deal ing

with r . . . . . . . .  
'  af ter-sates problems.

3 Our priority is to offer customers t....... u customer-service solutions that witl meet their personal
needs.  In  th is  way,  we hope to  ra ise  t  . . . . . . .  1 . . . . . . . .  o  

,  wh ich  shou ld  improve c . . . . . . . .  r . . . . . . . . '  .

4 By improving our customer service, we are conf ident that we wi l l  win more r. . . . . . . .  b. . . . . . . .  f rom
existing customers.

tr Understandingexpressions

t horror stories

2 learnt by rote

3 fits in with

4 cheery greeting

5 number-one

6 vivid picture

Match these colloquial phrases from the article (1-6) with their meanings (a-f).

a) bright and happy-sounding openilrg phrase for a call

b) reports of something reatty bad that has happened

c) most important

d) goes weltwith

e) a clear idea of what something is like
f) learnt by repeating something many times rather than by understanding it

What skilts do customer service staff need to handle customer telephone queries and complaints
effectively? How helpful are written or on-screen scripts?
Write a short report for senior management. The purpose is to suggest ways of improving customer
service so that customers:
o always receive positive experiences
. are offered tailored solutions that meet their personal needs.
How have these developments affected customer service? Choose one of the points and discuss the
benefits and challenges for companies, customers and customer service staff.
o The growth of call centres
r Locating ca[[ centres offshore where costs are cheaper
. The shift to a customer-relationship approach to customer service
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Use words and phrases from Units 1-9 to complete these sentences.

1 l t  is essent ial  to agree a b.. . . . . . .  for market ing, to avoid spending money unnecessari ly.

2 4.. . . . . .  is the largest expense of most market ing plans, with pubt ic retat ions and market research not far
behind.

3 Advert is ing mater ials can ei ther be produced by an organisat ion i tsel f  or by an externaI a.. . . . . . .  a. . . . . . . .  .

4 A'c. . . . . . . . is the name for an advert isement on TV orthe radio.

5 The market ing 5.. . . . . . .  has been increased from f7m to f  10m for the next year.

6 A change in fashion or a change in pr ice can affect 4. . . . . . . .  for a product or service.

7 Prices on al t  p. . . . . . . .  1. . . . . . . .  have been reduced by ten per cent for the sale period.

8 Many supermarkets have their  own c.. . . . . . .  of  distr ibut ion; for example, Asda has i ts own warehouses and
delivery vehicles.

9 This month, Merl in Hotels have a t . . . . . . .  .  o. . . . . . . .  of  f ive nights for the pr ice of three.

10 lnternet shopping wi l l  cont inue to take m... . . . . .  t . . . . . . . .  f rom 'br icks ahd mortar '  retai lers.

11 We were asked to prepare a market ing proposal on the basis of the advert is ing b.. . . . . . .  provided by the ct ient.

12  Thecompany 'ssa les improveddramat ica l l y fo l low inga€1mmarket ingc . . . . . . . . .

B P.. . . . . . .  is what di f ferent iates a brand in the customer's mind.

14 Microsoft 's Internet Explorer is the rn.. . . . . . .  1. . . . . . . .  in the global browser market.

15 Sony's PlayStat ion 3 games console t . . . . . . .  males aged 18-35.

16 Google is an example of a very successfuI c. . . . . . . .  brand.

17 The plan is to r . . . . . . . .  the product though smal l  special ist  shops and our company website.

18 Many people are already comfortable making o.. . . . . . .  purchases using a computer.

19 A good company website must have relevant c. . . . . . . .  and be easy to use.

20 Ensuringthat customerorders are del ivered quicktyand eff ic ient ly is essent ial  forthe success of any e-. . . . . . . . .

Choose the best word or phrase to comptete each ofthese sentences.

1 Marketers today use a greater var iety of media and market inC.. . . . . . .  to communicate with their  customers.

a) procedures b) research c) ways d) methods

2 What percentage of the marketing budget should we ........ for TV advertising?

a) give b) share c) distribute d) allocate

3 In di f f icul t  t imes, companies may be able to negot iate lower advert is ing.. . . . . . .  ,  a l lowing them to do the same
amount of advertising for less money.

a) prices b) costs c) rates d) fees

4 'Spri te '  is a brand name in the soft-dr inks . . . . . . . .  .

a) type b) category c) commerce d) class

5 Many nat ional brands f ind i t  di f f icutt  to compete with . . . . . . . .  brands, both at home and internat ional ly.

a) gtobat b) foreign c) tocat d) estabtished
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6 Many retailers are offering . . .. . . . . to get customers into their shops, for example buy one get one free, free
delivery on all orders over 150.

a) competitions b) price reductions c) price promotions d) list prices

7 One challenge that pharmaceutical brands face is competition from ........ products.

a) generic b) tookatike c) pirated d) own-labet
8 Calculating the difference between the selling price and the costs gives you the profit . . . .. . . . .

a) revenue b) margin c) difference d) amount

9 A.. . . . . . .  is anywhere the consumer can physica[[y purchase products.

a) retailoutlet b) retailchain c) retail market d) retailstore
10 Fashion retailer Zara now has a network of over 1,500 stores globatty and stitt has plans for further........ .

a) stretching b) extension c) expansion d) increase

11 Hotiday firm Sunwise is to ........ an summer advertising campaign aimed at people looking for cheap last-
minute holidays.

a) release b) introduce c) start d) launch
12 Appte has a reputation for being creative and........ in its product development.

a) unusual b) innovative c) novel d) advanced
13 Anexampleof  e f fec t i ve . . . . . . . . i s theNike 'swoosh ' logobecause i t i s ins tan t ly recogn isedeverywhere in

the world.

a) branding b) brand c) promotion d) communication
14 The company wants to . . . . . . . .  the new phone as a fashion choice for the youth market.

a) place b) aim c) locate d) position

15 Ligne Roset's strong reputation for design gives it a ........ advantage over its rivals.

a) competing b) competition c) competitive d) competitor
16'People who use the goods and services a company produces are called

a) customers b) consumers c) clients d) buyers
17 A brand ........ typically includes a name, logo design and other visual elements such as colours or symbols.

a) identity b) image c) characteristic d) perception

18 ........ marketing is offering customers more than one way of buying a product, for example from a website as
well as in a retail store.

a) Niche b) Direct marketing c) Brand d) Multi-channel

19 lf customers find an Internet shopping site difficult to use, they will often ........ a competitor.
a) switch to b) exchange c) abandon d) replace

20 A. . . . . . . .o fzoouserso fouron l ines tore foundtha tovergopercentwereverysa t is f iedwi th theexper ience.

a) report b) questionnaire c) survey d) review



Use words and phrases from Units 1(F18 to complete these sentences.

t t) .... and pop-up advertisements are more traditionat forms of lnternet advertising.
2 When planning any market ing act iv i ty,  i t  is important to understand your t . . . . .  . .  a. . . . . . . . -  who they are and

what their preferences are.
3 A n........ market is a relatively small market with specialised interests, tastes and background.

4  Facebook is  a  fas t -g rowing  5 . . . . . . . .  n . . . . . . . .  s i te .

5 MasterCard is the t . . . . . . . .  of  many of the world 's top sports,  entertainment and fashion events.

6  T h e p o i n t o f  a v . . . . . . . . a d i s t o s p r e a d q u i c k t y , s o i t m u s t b e s i m p l e t o p a s s a l o n g a n d s h a r e .

7  Tose l t  success fu l l y in fo re ignmarke ts , i t i s impor tan tbeabte tocommunica teandunders tand c . . . . . . . . J . . . . . . . . .
8 For each o.. . . . . . .  market,  i t  is essent ial  to have a clear understanding of who your customers are and what

motivates them to buy.

9 The Wii  games console wi l l  increase Sony's J. . . . . . . .  in the market,  despite a ]ack of real ly great games.

10 When you produce promotional mater iats for a global campaign, make sure you f . . . . . . . .  them into local
languages sensitively and correctly to avoid any embarrassing mistakes.

11 A cost-effective method getting new customers is personal r........ from satisfied customers.
12 Our service is aimed at older people, with high tevets of d. . . . . . . .  income.
13 Advert isers are wi l l ing to pay extra for p. . . . . . . . - t  . . . . . . .  TV advert is ing.
14 Consumers are becoming more w.. . . . . . . - t . . . . . . . .  every day, f inding new ways to search, browse and purchase

onl ine.
15 To keep customers, c. . . . . . . .  t . . . . . . . .  needs to be a company's top pr ior i ty.

16 [)  .1. . . . . . . .  is the tendency for customers to always buy the same brand of a product,  without considering
the alternatives.

17 Companies that deat with customers'  complaints quickty and eff ic ientty are more l ikely to get r . . . . . . . .  b. . . . . . . .  .
18 Monitor ing the number of complaints a company receives helps organisat ions to assess c. . . . . . . .  t . . . . . . . .  levels.
19 Make sure a.. . . . . . .  handl ing customer enquir ies in ca[[  centres are we[[  t rained and motivated.

20 Customer f . . . . . . . .  can provide detai ted information about how customers see your business.

tr Choose the best word or phrase to complete each ofthese sentences.

Advert is ing is one of the most obvious ways to . . . . . . . .  a product and can range from major TV campaigns to less
costly [ocal marketing activities.
a) selt b) promote c) brand d) retait

Internet advertising is an effective way of creating........ with your target customers and beyond.
a) brand image b) brand value c) brand awareness d) brand responsiveness

Many wel l -known car companies also sel [  . . . . . . . .  c lothing, key r ings and other i tems.
a) brand b) branding c) brand d) branded

Product . . . . . . . .  is when a company manages to get i ts product seen in f i lms and on television.
a) placement b) position c) positioning d) placing
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Reading
E 1 Communicating with customers using a wider range of advert ising methods

2 Loss of confidence in TV advert ising
Growing interest in the Internet and other ways of advert ising

3 Because people are using technology to avoid advert ising that they haven't asked for and don't  want.
4 They are looking for new places to advert ise.

They are seeing al l  contact with the consumer as a possible marketing opportunity.
5  Theyare less focusedonTVadver t i s ingandare look ing fornewwaysof improv ing theexper ienceofcus tomers

through better shop displays, packaging, etc.
6  a , d

El f  f frey are recording programmes onto DVDs and skipping the adverts using fast forward.
2 Bus-stop shelters and mobite phone screens
3 How staff should answer the phone when dealing with an enquiry or comptaint
4 The design of a new website, which coutd be seen as the responsibi l i ty of the marketing or product development

deDartment

Vocabulary
E ru  2a  3a
ft 1 aadopting bhotistic cadvances davoid eblock fopportunity gfigureout hbudgets iattocating j iustifu

2 commerciats, ads
E  t t o  z a  3 d  4 f  5 c  6 e

2 marketing departments, marketing methods, marketing opportunity, marketing budgets, marketing messages
3 1 For exampte 2 such as 3 for instance

E 1 Customer experience 2 hotistic marketing 3 advertising agencies 4 marketing methods 5 marketing budgets
E r in 2in 3 of; to 4 with

Reading
E  i o

2 The use of the imperative (Don't cut the budget for market research, Be careful about moving to low priced
distribution channels ...) and words [ike must (Marketers must recalculote demand) and should (weoker items in
product lines should be cut).

3 Adiust pricing tactics 5
Adiust product portfolios 3
Focus on market share 6
Maintain marketing spend z
Research the customer l
Support distributors 4

f l  1  fheytakelongersearchingforproducts,negot iatetowerpr ices,buycheapermodels,wai tunt i t la ter tobuythe
things they want and buy [ess.

2 Negotiate tower rates for advertising, change to shorter advertisements, use radio instead ofTV advertising, use more
direct marketing.

3 Offer more attractive financing deats and policies to handle products that customers return.
4 Of fer f inanciaI  incent ives,e.g.specia lof fersorreducedpr ices,andbiggerdiscountsfor largerquant i t ies.

E ru  2a

Vocabulary
E  r u  2 i  3 g  4 d  5 e  6 a  T c  8 f  9 h
E  r r  z a  3 s  4 h  5 b  6 d  7 c  8 e
E t a Demand b tist prices c product l ines d price promotions e discount

2 a Advertising rates b marketing spend
3 distribution channels
4 acategories bprospects
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El  f  a t radedown b t rus ted  cva tued dgoodva lue  edamage f temporary  gabandon
2 downturn ,  economic  s lowdown,  in  tough t imes,  in  t imes o f  economic  uncer ta in ty

f l  1 cut, decl ines, cut back (on), reduce. Other suggestions: cut down, lower, decrease, fal l
2 t  have decl ined/decreased/fal len 2 Cutt ing/Reducing 3 cut down / cut back 4 reduce/cut

Reading
E  f  f  2 1  3 F ( W i t h t h e r i g h t s t r a t e g y , t h e y c a n r e c o v e r . )  4 F ( T h e w r i t e r t h i n k s t h e y a r e m o r e i m p o r t a n t . )  5 T

6 F (There are two main problems; the other problem mentioned is competit ion from cheaper generic products.) 7I
f l  l  lGoogte  2Lev i  S t rauss  3Appte  4LVMH 5Microsof t

2 Western motor manufacturing and the entertainment industry
3 Increased revenues, better margins, more [ ikety to attract the best graduates from business schools and keep them

B  t a  2 b

Vocabulary
E  r g  2 b  3 d  4 f  5 h  6 e  7 c  B a
p lg rea t ,huge 2damage 3unwise ty  4outs tand ing  5outs t r ip  6 rega ined Trev iva l

8 cross borders 9 transforming
E l  r o  2 d  3 e  4 a  5 c
E t a) stretch brands, devetop brands, build brands

b) corporate brand, well-establ ished brands, local brands, national brands, gtobat brands, strong brands, top brands
2 l s t r e t c h i n g  2 d a m a g e d ; r e p a i r  3 r e g a i n  4 r e v i v a l  5 r e c o v e r  6 l o s t d i r e c t i o n  T c h a l l e n g e s

Reading
E l  L i s n ' t  2 h a s a c h i e v e d  3 w i l t  t a s t a l o n g t i m e  4 s t a y e d t h e s a m e  5 h a s  6 b e n e f i t s f o r c o n s u m e r s
EI  f  f  Durace l l  2PRMal to ry  3Gi t te t teCompany 41 ,964 5Evereadyandown- labe l  p roduc ts

6 i ts longer t i fe 7 btack, white and copper design
2 1 l t  was used in the development ofother products, e.g. other types of batteries and t ighting products. I t  at lowed

Duracel l  to become a successfuI international brand.
It  has been used in al l  i ts advert ising over the years.

2 Don't just focus on the product, atso think about the benefi ts for the customer.
Make sure you create a strong brand name.
Create a strongvisual design that is strongly t inked to the brand's posit ioning.

Vocabulary
E !  r u  2 a  3 a
E
E
E

s  2 e  3 h  4 i  5 d  6 c  7 f  8 a  9 b
innovative ? teading 3 high-performance 4 distinctive 5 enduring 6 globally recognised
1 e  2 c  3 b  4 a  5 d

2 ai own-label products b) brand identi ty ci  advert ising brief d) consumer brand e) market leader
E f u) brand identi ty b) enduring

2 a)  lead ing  b)  own- [abe l  p roduc ts
3 a) high-performance b) market leader
4 a) dist inct ive b) innovative c) advert ising brief

Reading
l l  a ) r  b ) 1 0  c ) 2  d ) e  e ) 7  f ) s  d 4  h ) s  i ) t  i ) e
f l  1 Because i t  made most of i ts money from business customers, not retai l .  There was also no real competitor for Windows.

2 l tc rea tedcompet i t ion in themarke t .App le 'sopera t ingsys temhigh t igh tedsomeinadequac ies in theWindowssys tem.
3 The system didn't  work with older printers, scanners, etc. And there were no real consumer benefi ts.
4  T h e y t h o u g h t t h a t i f  t h e y s t a r t e d p u s h i n g n e w m a r k e t i n g m e s s a g e s b e f o r e t h e y s o l v e d t h e V i s t a p r o b l e m , c o n s u m e r s

would feet even more negative about the brand.
5  T h e o p e n i n g o f t h e M i c r o s o f t s t o r e s i n s i d e b i g r e t a i t c h a i n s , e . g . B e s t B u y i n t h e U S a n d D i x o n s i n t h e U K , a n d t h e

ptacing of Microsoft advisors in another 150 other retai lers.
The words planned and has plans fo indicate this.

E l  r a  2 b
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Vocabulary

E  r a  2 e  3 b  4 g  5 a  6 h  r c  8 f
E r r u  z c  3 g  4 e  5 d  6 a  7 t

2 brand image, marketing init iat ives, business results
E f fneg lec ted  2want ing  3uncovered 4devas ta t ing  5s t rengthen 6counterproduc t ive  T tarn ish  Sd i rec t

2 release. l t  does not mean exactty the same as launch. Release specif ical ly refers to the introduction of software,
mus ic  and f i tms.

El 1 anti-Vista advert ising campaign, anti-Microsoft perceptions
2 a) |  am anti-nuctear power.

b )  Many peopte  are  an t i -expans ion  o f the  European Un ion  /  an t i -European Un ion  expans ion .
c) There is a lot of anti-American feel ing these days.
d) Many Internet users are anti- lnternet advert ising.

E t witfr  2 from 3 of 4 of; on

Reading
E f f (lt also selts coffee machines and extras l ike coffee cups.)

2 T
3 F (lt atso setts to restaurants, offices, hotets and airl ines, as part of its strategy to create opportunities for customers

to experience the brand.)
4 I
5 T
6 F (The company has no intention of becoming a coffee chain.)

E 1 150% 225"/0 3over770 4Par is
2 They have both opened stytish outlets where customers can experience and actually try their brands; Nespresso has

its boutique bars and Heineken has opened a restaurant and an airport bar where customers can try its beers.
3 l t hopes tha texpe r i enc ing theb randd i rec t l y - t as t i ng theco f feeandsee ing theco f feemach inesa twork inas ty t i sh

bar - witt make people want to buv the products.

! l  r a  2b

Vocabulary
E r r r  zc  3d  4e  5b  6a

2 a) retait outlets b) coffee chain c) consumer goods d) mait-order business
e) third-party retailers f) customer interaction

E lsophist icated 2ul t imate 3setected 4f i rs t -hand 5standatone 6upmarket  Telegant
E 1 under 2Lo 3 through 4 to 5 in  6 f rom
E f  tconsumer 2reta i t  3reta i l ing 4brand 5brand 6 interact ion Texper ience

2 Suggested answers
retail outtets, third-party retailers, l i festyte brands, customer interaction, coffee experience / f irst-hand experience

E 1 branding 2 retailer; experience 3 consumption 4 interaction 5 brand 6 retail

Reading
El lbrand 2ayoungmarket  3di f ferent  4canbecustomised 5don' tworkwet l  6hasn' t
El t fhey had no car that was popular with a youth market, so Scion was created to fi l t that gap.

2 a ) T  b ) S  c ) S  d ) T  e ) T
3 l tmakes thewho lebuy ingp rocessqu i cke r ,ascus tomerscanavo idhav ing togo toca rshowrooms .Theycana tso

choose extras to oersonalise their car.
4 Scion, untike Toyota, doesn't use expensive newspaper and TV advertising. Also, the type of marketing activit ies it

uses (e.9. organising promotionat events) are much cheaper,
5 Becausetheyt ikedi ts fashionablesty l ingandthefact that i twasveryeasytoget inandoutof .
6 Because the Yaris is atso aimed at younger customers and took some of Scion's market.

E a) the year when Toyota created Scion
b) the average age ofToyota customers at that t ime
c)  the number of  Scion models
d) the number of people working for Scion
e)the age ofthe customers that Scion wants to attract
f) the approximate number of accessories and options that customers can choose to personalise the car they buy
g) the approximate number of promotional events Scion organises each month to advertise the cars
h) the current average age of buyers of Scion cars
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Vocabulary
E r e  2 d  3 s  4 b  5 c  6 a  7 f
E f faverage 2twentysomething 3non-negotiable 4mainstream 5unannounced 6appealing Tnovel

2l3funkv (b), trendy (a)
B t t c  z o  3 a  4 e  5 b

2 t a  2 b  3 c
3 1 in their late 20s

2 in their 50s
3 The average age of customers is
4 the fortysomething man / men in their 4os
5 target audience/group is

E 1to/wittr 2 through/by 3 on 4 up 5 up 6 into; in

Reading
E r r

2 F (They expect retailers to have both physicat and online stores)
3 F (Most shoppers (7Oo/", according to survey in 2007) research products on the Internet before

making a purchaseJ
4 I
5 T
6 f (tt only one of the issues; the others are: having a good returns policy for unwanted or faulty goods; being able to

cover all geographic areas where customers are; how the websit'e is presented so it is clear and easy for customers to
navigate aroundJ

7r
8 F (t's important for responding to changing customer needs and making sure the website reflects their needs and

has the kind of information customers will be interested in.)
E a +  b 7  c 5  d 2  e 3  f 1  g 6

Vocabulary
Era  zb  3a  4b
E  r u  2 f  3 a  4 c  5 d  5 g  7 e
E t t o  z a  3 b  4 c

2 7 d  2 c  3 a  4 b
lI f f demanding 2value 3informed 4inshortsupply 5matures 6evolve

7 responsive
2 e-tailer (lnternet retailer) e-businesses, e-commerce (electronic buying and selting)
3 interactive, interestin g, user-friendly, informative, attractive

E f ae-businesses bmulti-channel
2 a website development b content
3 ademanding bvatue ce- ta i lers
4 a product reviews b informative c informed

Reading
Eru  2b  3a  4b  5a
E 1 1 Fifty-two per cent of all those surveyed ...

2 Compared to the UK, fewer people in the USA...
3 In the USA, just over 40 per cent...
4 Just under 85o/o of US online users ..,

2 1 lt saves time, it saves money and it is more convenient because the customer can choose from a lot of products at
the same time.

2 Problems logging into the website before being able to buy anything. (Perhops they are not allowed to log in ...
(ines 15-16)) Problems with the 3hopping cart'software which mean that items selected suddenly disappear
before the person can complete the purchase. (... their shopping cart mysteriously empties ...Qines 16-17))
Error messages that are impossible to understand. (,.. the site returns on unclear error messoge. (ines 17-18))

3 Because it so easy to click onto another site.



ANSWER KEY

tr
g
E

tr
tr

Vocabulary
1 c  2 g  3 b  4 k  5 d  6 i  7 h  8 a  9 t  1 0 e  7 7 i
lemploy  2meet  3ac t  4 th rowout  5exchange 6superv ise  Tach ieve
1 mysteriousty 2 effect ive 3 intuit ive 4 frustrated 5 inevitably 5 obsotete
9 ski l led 10 proactively

1 revealed/reported 2 According to 3 Over 4 reported/revealed 5 compared
7 commiss ioned I  conducted
1 on; at 2 up; to 3 of; in 4 at/ in; to

7 exceptionat 8 high-quatity

to 6 surveyed

Reading
E I  t a

2 7 c  2 b  3 a
3 1 viral marketing and product placement

2 search advert ising
4 1 Increased speed of (broadband) Internet connections

2 The populari ty and growth of onl ine community sites / social-networking sites, such as MySpace,
Bebo and Facebook

3 The abi l i ty of web users to develop their own content and uptoad i t  onto the Internet, e.g. smatl video ct ips,
graphics, etc.

E r  r r
2 F (You can also trace how many become customers, i .e. actualty complete a purchase.)
3 T
4 F (They think they have potential,  but for a very specif ic target audience.)

2 1 Dove produced a virat ad to promote the Evolut ion range. The short video cl ip showed a fashion model being made
up, digitat ly changed and then photographed.

2 Lucozade (an energy drink) invited visi tors to create and upload a short video cl ip to i ts website as part of a
competit ion to promote the drink.

3 Mastercare, a pet-care company, produced a series ofvideos on cat care that inctuded reference to their range of
products. The videos were put on the Microsoft Network (MSN) site to promote the brand.

Vocabulary
E I  r c  2 h  3 b  4 e  5 g  6 d  7 f  8 a
E r t o  z e  3 a  4 b  5 c

2 search advert ising, search engines
3 onl ine advert ising, onl ine communit ies, onl ine space, onl ine video
4 v i ra tv ideo campaign ,  v i ra t  marke t ing  buzz

B  l  k e e p u p  2 d o  3 d i v i d e  4 p r e v e n t  5 e x p a n d  6 c a t c h  T a r r i v e
p 1 a) broadband connections b) onl ine video c) banner ads d) sustaining

2 a) search advert ising b) results c) ct icks
3 a) buzz b) viral video c) niche audience d) users e) waste
4 a) ontine community b) prof i te page(s) c) upload
5 a) rot l  out b) onl ine advert ising c) promote d) reach

E  t i n / o f  2 a t  3 f o r ; t o  4 o f

Reading
El 1 for gtobat advertising

2 lt is rather one-sided because he wants to convince readers that gtobat ad campaigns are a good idea; he therefore
uses emotive language and more arguments to support this position.

3 Persuasive. He uses techniques typical of persuasive writ ing (e.g. rhetorical questions, repetit ion
of key words, evidence to support his points, personal opinion and emotive words).

E 1 t head 2 att 3 understanding customer needs 4 one main agency 5 with adlustments for some markets
21l t 's tessexpensivetodeveloponesetofcreat ivemater ia ls foradver t is inginal t  markets.

2 lt 's easier and quicker to implement one global campaign.
3 Peopte expect to see the same advertising in their countries because ofthe increased contact with international

brand advertising through travel and the Internet.
E ru  2a

rm!re:
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Vocabulary
E  1 i  2 a  3 i  4 h  5 f  6 b  7 d  8 c  9 s  1 o e
E f f unfashionabte 2uninspiring 3inoffensive

2 Suggested answers
unexciting, uninteresting, unreliabte uncomfortable, indistinct, independent, insensitive

3 1un-now 2unsexy
4 Suggested answers

1 out ofdate, old-fashioned, dated, untrendy, unfashionabte
2 dull, uninspiring, unglamorous, unexciting

E f f gtobally, wortdwide, around the wortd, alt over the world
2 gtobal campaign/approach/advertising/brand

creative materials/concept
2 advertiser, planner, market researchers, marketing strategists

Other suggestions: marketing manager, online marketer, media planner, copywriter, art director,
web designer, graphic designer, etc.

3 head office, subsidiaries, local offices
lI f f 5o why can it not be adapted for other countries?

2 The same briefcould, ofcourse, be given to differentagencies in differentcountries
A good idea can be adapted to emphasise different benefits, or push different products in a range...

2 7 c  2 d  3 a  4 b
E 1 creatively 2compettingly 3globatty 4virtualty 5sensitively

Reading

E t ttre new sponsor 2 one of Disney's corporate partners 3 raise its profite

_ 4 the Disney group offered a wider range marketing possibit it ies 5 money they earn
ll 7 Suggested onswers

1 ... the different types businesses in the group, e.g. the theme parks and TV programmes and fitms it makes, plus
Disney's large and varied customer base.

2 ... agreements to provide the goods and services that Disney needs.
2 1 Sponsors Space Earth attraction

2 lts cars appear in Disney studio movies
3 lts medical products appear in Gray's Anotomy, a Disney-ABC TV medicaldrama
4 lt supplies Disney's fleet of company cars

Vocabulary
E f  fsponsor 2sponsor 3sportssponsorship

2 1 Sponsorship 2 sponsor; sponsor 3 Sports sponsorship; sponsoring 4 sponsored
7 f  2 e  3 d  4 c  5 a  6 b
1 c  2 d  3 e  4 b  5 a
1 vast 2 former 3 diverse 4 distinct 5 broad
1 e  2 a  3 d  4 c  5 b
1 to 2 with 3 on 3 from 4from 5 to

Reading
E r  r r

2 F (ltb very challenging: it needs a completely different approach if it is to work.)
3 F Ohe writer implies that most companies are not getting it right)
4 r

2 7 A  2 F  3 E  4 D  5 8  6 C
E f tt costs less to produce than traditional advertising, so can save money.

It allows companies to reach and get the confidence ofa young audience that is typically hard to reach through
traditional advertising.

2 The rapid growth of home-made videos that appear on free websites such youTube.
3 They lack interactivity, which is essential online.

E ru  2a

E
E
II
E
E
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Vocabulary
E  t  c  2 9  3 e  4 h  5 f  6 a  7 b  8 d
E l t t c  z o  3 a  4 e  5 b

2 launch a viral campaign
3 viral marketing, viral ad(s), virate-mail, viralcommercial, viral campaign

Other suggestions: viral message, viral game/quiz, etc.
E f  f  subt tybranded 2compel t ing 3web-sawy 4enter ta in ing 5shocking 5convent ional  Thi lar ious

2 chaltenge, difficutty, trouble
El  ls tandsout  2convent ional  3web-sawy 4compel l ing 5enter ta in ing 6shocking Tre lease

Reading
El 1 lves

2 Yes
3 No (lt has had only had a very smatl amount of success.)
4 No (He thinks that culturaI differences in how schoolbags are seen are too great, and that customers outside

Germany won't be prepared pay for the extra safety features demanded by German customers)
2 1 a  2 b  3 a  4 b

E f f Chitdren aged six, iust starting schoot
2 €80-100

2 Suggested answers

features benefits for the user

Technical design that protects back and spine Less risk of back pain and long-term damage to
child's spine and neck, plus
can also improve the child's posture

Rigid sides Less damage to contents ofthe pack,
e.g. books and files

Use of reflective materials Easier to see chitd in poor light / less chance of
chitd being knocked down by a car

Vocabulary
E t t a  z a  3 b  4 b

2 a
3 b

E  t t c  z e  3 d  4 b  5 a
2 Suggested onswers

a) announce, introduce b) be a faiture / fait
g  l l instant  2 look-a l ike 3t iny 4stark 5demanding 6stagger ing Thuge 8t imi ted gfar

2 l f o re ign  2home
E 1 a) home b) huge

2 a) foreign b) stark c) failed d) look-alike/locat
3 a) timited b) far
4 a) taunched b) staggering

Reading
E 1 1 To explain the characteristics of Russian consumer behaviour and suggest usefuI marketing and communications

strategies
2 Anyone with an interest in doing business in the Russian Federation, especially those working in branding and

marketing
3 lt is based on research by Creative Advantage, a consultancy which hetps companies establish their brands in the

Russian market.
2 1 F (According to writer, needs for consumer products has not yet been met.)

2 F (Onty a few have been successful.)
3 T
4 F (As brands are relatively new in Russia, consumers enjoy trying out different products and brands.)
5 T

E  1  b , c , e
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2 1 Russian consumers would view such a minimal change as disrespectful to Russian culture.
2 lmages of women in international advertisements may not be appropriate in Russian culture, especiatly if

the women are shown in way that Russians see as lacking in respect.

Vocabulary
E 1 i  2d  3 t  49  5b  6h  7c  8a  9e  l o i
E I  t r c  zo  3e  4a  sb

2 cutturaI respect; consumer needs, consumer characteristics, consumer environment
! 11pace 2ignore 3insights 4open 5valuable 6passion Tcaress 8withdrawn

2 reah authentic, real-tife
believabte; credibte

3 1 positivety perceived 2 well received 3 badty viewed
4 2 a negatively viewed viral advertising campaign

3 a positively received presentation
E f f interpret 2 take out 3 grow 4 put off 5 start

2 lwithdrawn 2develop 3disregard/ignore 4transtating

Reading
E r r

2 F (lt was developed for the Indian market, but a number of transactions on the site with international credit
cards made them realise that Indians working abroad were also a large potential marketJ

3 F (A number of other companies are also starting to target this market)
4 T
5 T
6 F (lts production is in India)
7 T
8 F (Sales to Indians outside lndia represent only a small proportion of total sates)
9 T

E f f The percentage of FutureBazaar's website sales that come from India
2 The number of Indians l iving and working outside India
3 The markets with large Indian communities that FutureBazaar is targeting
4 The year when car maker Maruti Sazuki set up its website where Indians working abroad can order cars for

their relatives back home
5 The number of car sales that have come from the Maruti website to date
6 A newspaper for Indians living and working in Middle East.

2 1 M  2 F  3 F  4 M  5 F

Vocabulary
Er .2 t i d4a5b697e
E  r  u  2a  3b
Ef lgenerates 2spreadacross 3s izeabte 4target ing 5encourages 6reach Thostedby

2 labroad 2non-res ident
E t r c z o 3 f 4 a 5 b 6 e

2 Suggested answers
pass out a leaflet / a product sampte
sponsor an arts event / film festivat
market a product / a brand
run an ad / a TV commercial

E 1 market 2 target 3 sponsoring 4 a) fliers b) translated c) reach 5 pass out
6 run advertisements/ads 7 generate

|$@ Reading
!l 1 tess 2 disagrees 3 badty 4 it's too much effort to change brands 5 an opportunity

6 supporting customers
E f n lot of advertising on TV makes customers look stupid and foolish.

They charge higher prices and customers get less.
Innovations often make products more complicated.
They don't like apologising or paying customers compensation for mistakes.
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ANSWER KEY

2 An air l ine cterk who doesn't  charge a customer for changing a f ixed-date ft ight when a customer accidental lv makes a
mistake with the booking.
A mobite phone operator who pol i tety removes an incorrect charge from a customer's bit [ .

3  Theyhavecreatedareasonthe i rwebs i teswherecus tomercan in te rac tandshare in fo rmat ionaboutproduc t fea tures
and techn ica l  p rob lems.

! l  t  t trey: establ ished brands/brand owners
2  those:  cus tomers
3 this = companies that deal with mistakes in a way that that encourages loyatty
4 these : the two examples the writer gives
5 those :  ind iv idua ls
6 this :  that customer loyatty is about being abte to sotve dif f icutt si tuations successful lv

E  t a  2 b  3 b

Vocabulary
E  t e  2 d  3 f  4 s  5 h  5 c  7 b  8 a
E r  r  estabt ished 2f tawless 3conducted 4resolve 5shape 6vatued zvaluable

2 fickte, unfaithful, distoyal
Fickle is more colloouia[.

E r ru  za  3e  4a  5c
2 L decide 2 work out 3 set uo 4 make

El 1 misunderstand (tine 9), misbook (l ine 48)
2 lmis interpret  2mis inform 3misspet l

Other examples: misplace, misjudge, misprint, misinterpret
E  f  tmore ; l ess ; l ess  2more ; than  3 fa r  4asmuch :as

Reading
El f  f  No, she thinks i t  is in a poor state.

2 Yes
3 No, she is suggesting a new approach that provides customised solut ions to meet individuat customers neeos.
4 Yes

2 4 4  B 1  C 6  D 5  E 2  F 3
E 1 1 F ( l t 's iust one of a number of probtems.)

2 T
3 F (The key to good relat ionships is offering every customer a personal experience that meets his/her individual

needs.)

5 F (Many organisation already cottect customer data, but because i t  is kept in separate databases,
i t  is often not avai lable for this task.)

2 1 motivation 2 technology 3 provide feedback (on how the system can be improved
4 confidence 5 experience for customers

Vocabulary
E  r g  2 h  3 e  4 b  5 d  6 a  7 f  8 c
E r  rsc r ip ted  2o f fshore  3pre iud iced 4s tandard  5 ta i to red  6untapped Tpro f i tab le

2 Opposite: one-size-f i ts-al l
Same meaning: customised, personalised

3 customer service staff,  customer service agent
Customer service agent is most often used in ca[[ centres; the short form is aqent.

4 poorly trained, well-motivated
E  r .  2 f  3 a  4 e  5 b  6 d
E f a) offshore b) motivation c) customer service agent

2 a) agents b) scripts c) standard
3 a) tai lored b) satisfact ion levets c) customer retention
4 repeat business

E r o 2 f 3 d 4 a 5 c 5 e
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El f budget 2 Advertising 3 advertising agency 4 commercial 5 spend 6 demand
7 product lines 8 channels 9 special offer 10 market share 11 brief 12 campaign
13 Positioning 14 market leader 15 targets 16 corporate 17 retait 18 ontine 19 content
20 e-tailer

E  r o  2 d  3 c  4 b  5 a  6 c  7 a  8 b  9 a  1 o c  1 1 d  1 2 b  1 3 a  t 4 d  1 5 c  1 6 b
!7a  18d  19a  2Oc

E lBanner 2targetaudience 3niche 4sociatnetwork ing 5sponsor 6v i ra l  Tcul turatd i f ferences
8 overseas 9 dominance 10 translate 11 recommendation(s) 12 disposable 13 prime-time
14 web-sawy 15 customer service 16 Brand toyatty 17 repeat business 18 customer satisfaction
19 agents 20 feedback

E  r u  2 c  3 d  4 a  5 b  6 c  7 d  8 a  9 c  1 0 d  1 l b  t 2 a  t 3 c  t 4 b  1 5 d  1 6 a
7 7 d  1 8 b  1 9 a  2 0 b



E f budget 2Advertising 3advertisingagency 4commercial 5spend 6demand
7 product lines 8 channels 9 special offer 10 market share 11 brief 12 campaign
13 Positioning 14 market leader 15 targets 16 corporate 17 retait 18 online 19 content
20 e-tailer

E  r a  2 d  3 c  4 b  5 a  6 c  7 a  g b  9 a  1 0 c  1 1 d  r z b  1 3 a  r | d  1 5 c  1 6 , b
77a  18d  19a  2Oc

E 1 Banner 2 target audience 3 niche 4 social networking 5 sponsor 5virat 7 culturat differences
8 overseas 9 dominance 10 translate 11 recommendation(s) 12 disposable 13 prime-time
14 web-sawy 15 customer service 16 Brand loyalty 17 repeat business 18 customer satisfaction
19agents 20feedback

E  t u  2 c  3 d  4 a  5 b  6 c  7 d  8 a  9 c  1 o d  1 1  b  r 2 a  r i c  r | b  1 5 d  7 6 a
t 7 d  1 8 b  t 9 a  2 0 b
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