
Unit 12 

Promotional tools 

Part I 

Vocabulary 

 

brand awareness                            узнаваемость бренда 

brand loyalty                                 приверженность, преданность марке 

complement                                   дополнение 

to counter sth by/with sth              противодействовать чему-л. чем-л. 

coupon                                           купон 

decline stage                                  стадия спада спроса на продукт 

extensive                                        всесторонний, широкомасштабный 

to generate                                     порождать, вызывать, производить 

growth stage                                  стадия роста 

introduction stage                          стадия внедрения                                              

loss leader                                      товар, продаваемый в убыток  

maturity stage                                стадия зрелости продукта 

novel                                              новый 

off-season                                      несезонный 

personal selling                              продажа через торговых агентов 

positioning                                     позиционирование 

price-conscious                              выбирающий товар по цене,  

                                                       заботящийся о цене                                                                                                                                                                         

promotion                                      1.[U] продвижение, рекламирование 

                                                      2.[C] промоакция 

promotional competition                конкурс по продвижению товара,   

promotional contest                        конкурс по продвижению товара 

promotional tool                             средство продвижения товара  

to prospect for sth/sb                      искать, проводить изыскания      

publicity                                         известность, бесплатная реклама  

public relations (PR) [+verb sing.] связи с общественностью 

sales force                                       продавцы  

sales promotion                              стимулирование продаж 

sample                                            образец, пробник 

sparingly                                         экономно 

to stock                                           запасать, иметь в наличии 

trial                                               испытание, апробация, тестирование  

to try sth out                                   испытать, опробовать что-л. 

 



Vocabulary Commentary 

 

Study the definitions of the words which may be confusing. 

1. novel/innovative/pioneering [adj]  
novel – a novel idea, method etc is new and interesting because it is 

unexpected and different from what has existed before, especially when 

people think it is not very serious 

eg. Tonight’s TV news will be presented in a novel format. 

innovative – an innovative design, idea, plan etc is new, different and 

better than those that have existed before, and shows a lot of imagination  

eg. The city has introduced an innovative system of traffic control. 

pioneering [only before noun] – pioneering work, research, efforts etc 

are completely new ways of doing things, which are later followed and 

developed by other people 

eg. The modern film industry is based on the pioneering efforts of British 

and American cinematographers in the early part of this century. 

2. discount/ reduction [n] 

discount [C] - a reduction in the cost of goods or services in relation to 

the normal price for a particular reason, for example, because you work 

for the organization that is selling, or because the goods are damaged; 

bulk discount – for buying a large number of sth; cash discount – for 

quick payment or payment in cash; case rate discount – for buying a 

complete case (=box of goods) rather than just one thing; trade discount 

– offered  by a producer to a shop or business 

eg. You can nearly always get books there at a discount. 

reduction [C, U] – the act of reducing prices, costs etc or the amount by 

which something is reduced in price 

eg. Our winter sale includes many price reductions. 

3. to sell [T]/to sell [I] [v] 

to sell [T] – to give someone property, assets, goods, services, etc in 

return for money 

eg. Investors are selling more aggressively ahead of quarterly earnings 

reports. 

to sell [I] – to be bought in large quantities 

eg. Many companies are developing packaging that both protects the 

environment and sells. 

4. to help/to assist [v] 

to help – to make it possible or easier for someone to do sth, by doing 

part of the work yourself or by providing advice, money, support 



eg. All the money that has been collected will be used to help starving 

children around the world. 

to assist – a formal word meaning to help someone do sth, or to help 

someone do sth especially by doing all the simple or less important 

things for them so that their job is easier. 

eg. I was employed to assist the manager in the restaurant, not do the 

cooking. 

5. complement/compliment [n] 

complement - something that completes something else or makes it 

better 

eg. A fine wine is a complement to a good meal. 

compliment - a remark that says something good about someone or 

something, or an action that expresses admiration or approval 

eg. to pay a compliment; to return a compliment; to fish for 

compliments; He was showered with compliments on his excellent 

performance. 

6. to prospect /to look for/to search for [v] 

to prospect - to search an area for gold, minerals, oil, or other valuable 

substance; sometimes it is used figuratively;  

eg. Men were prospecting for gold along the river.; The team actively 

prospects for talented players. 

to look for [phr v] - to try to find someone or something; to expect 

someone or something 

eg. Economists are looking for the economy to improve in the next few 

months. 

to search for - to carefully look for someone or something; to try to find 

someone or something;  

eg. At this time of year thousands of school leavers are searching for 

jobs. 

 

Exercise 1. Translate the following English words and phrases. 

promotional strategies; to generate sales; to price the product;  

to make products accessible to target customers; to launch a media blitz;   

novelty    

 

Exercise 2. Find English equivalents for the following Russian words  

and phrases in the text “The Four Major Promotional Tools”  

(p.75-76) 



товар с привлекательной ценой; стадия внедрения продукта; стадия 

роста; жизненный цикл продукта; повышать информированность о 

продукте/бренде; маркетинговая программа, формула; 

содействовать продажам; разместить информацию в СМИ; влиять 

на уровень информированности, осведомленности общества; 

бесплатный образец, пробник; первое испытание нового продукта; 

снижение цен, скидки; стадия зрелости продукта; стадия спада 

спроса на продукт; упаковка товаров по сниженной цене; 

покупатели, заботящиеся о цене товара вне зависимости от его 

производителя; противодействовать промоакции конкурента, 

продвижению товара конкурентом; розничный торговец; 

стимулировать внесезонную покупку товаров; укрепить 

приверженность торговой марке; получить доступ к новым рынкам; 

использоваться экономно; дополнение к рекламе; искать 

покупателей; помогать покупателям в решении проблем 

 

Exercise 3. Answer the following questions to the text  

                    “The Four Major Promotional Tools” (p.75-76) 

1. What is the basic idea of the “marketing concept”? 

2. Does this concept mean that the product will sell by itself? Why? 

3. How many stages does the product life cycle include? What are they? 

4. What is the main aim of a producer during the introduction and 

growth stages? 

5. What does “product awareness” mean? 

6. Who should be informed about the product? 

7. What are the elements of the marketing mix?  

8. Which element of the marketing mix is responsible for the developed 

product awareness? 

9. How many promotional tools are there? What are they?  

10. Why do marketers have to choose the tools and the extent of their 

usage? 

11. What is public relations concerned with? 

12. What is the most important element of PR? 

13. What is the difference between publicity and advertising? What do 

they have in common? 

14. How can publicity be obtained? 

15. Why does publicity have a huge impact on public awareness? 

16. Can the same impact be achieved by advertising? 

17. What are the temporary tactics of sales promotion? 



18. Why are free samples effective? At which stage of the product life 

cycle are they most effective?  

19. Which stage of the product life cycle are most products in? When 

is it over? 

20. What target customers are price reductions aimed at? 

21. What are loss leaders? Why are they effective? 

22. Who are sales promotions aimed at apart from customers?  

23. What is the result of sales promotions aimed at distributors and 

retailers?  

24. What is the result of sales promotions aimed at sales force? 

25. Which kinds of sales promotions are mainly to attract ordinary 

buyers?     Which ones are for distributors and retailers?  

26. Why is personal selling used sparingly? Why is it expensive? 

27. What are the functions of salespeople?  

28. Where do new product ideas come from? 

 

Exercise 4. Translate the sentences based on listening exercise 1a, b  

(p. 74) from Russian into English using the given words and word 

combinations. 

 

location, vending machine, to notice, extensive, to launch a media blitz, 

to digest, trial, test machine, to gain/obtain publicity, to count on the 

novelty of the product,  advertising strategy, to give sth free for trial 

 

1. Расположение и яркие красные и желтые цвета торгового 

автомата делают его заметным для потенциальных 

покупателей. 

2. Компания начнет широкомасштабную рекламную кампанию 

только после анализа результатов испытаний тестовых машин. 

3. Компания получит бесплатную рекламу, если телеканалы 

сообщат информацию об их продукте в программе новостей. 

4. Менеджеры компании надеются на успех и рассчитывают на 

новизну продукта. 

5. Лучшей рекламной стратегией в данном случае является 

предоставление автоматов для бесплатного использования 

сроком на три месяца. 

6. Фотография менеджера на первой странице газеты - это 

хорошая бесплатная реклама компании и её продуктов. 

 



Exercise 5. Translate the sentences from Russian into English. Refer 

to the Vocabulary List and the Vocabulary Commentary if 

necessary. 

 

1. Портативные компьютеры – абсолютно новые приборы. 

2. Магазин предлагает 2% скидку, если покупатели платят 

наличными.   

3. Отель предлагает снижение цены на 50 фунтов всем гостям, кто 

остановится в отеле на 14 дней в октябре.  

4. Если бы была скидка на оплату проезда, больше людей 

захотели бы воспользоваться этой услугой.  

5. Новая линейка мобильных телефонов сейчас продается очень 

хорошо.  

6. Дома в этом районе не продаются из-за высокого уровня 

уличной преступности.  

7. Они разработали новую информационную систему, которая 

очень поможет всем читателям библиотеки.  

8. Положительная реклама «из уст в уста» - хорошее дополнение к 

широкомасштабной рекламной кампании.  

9. Когда покупатели рекомендуют нашу компанию друзьям и 

членам семьи, мы считаем, что это лучшая похвала, которую 

можно получить.  

10. Нефтяные компании тратят большую часть своей прибыли на 

разведку нефти. 

11. Я всегда вырезаю купоны из газеты, чтобы использовать их в  

бакалейном магазине.  

12. Иногда супермаркеты продают хлеб в убыток, чтобы привлечь 

покупателей к другим, более дорогим товарам.  

13. Снижение цены может отрицательно повлиять на имидж 

бренда и его позиционирование.  

14. Они начали кампанию по установлению связей с 

общественностью, разместили рекламу в газетах и плакаты в 

метро.  

15. Компания АВС и компания Miller Lite объявили о совместной 

промоакции.  

16. Расходы на средства производства позволяют компаниям 

сократить издержки, увеличить занятость и, в целом, 

способствовать экономическому росту.  



17. Несезонный тариф на 2-местный номер составляет около 30 

долларов за ночь и не надо бронировать заранее.  

18. В настоящий момент компания стремится удовлетворить 

потребности покупателей, для которых прежде всего важна 

цена. Это довольно перспективный сегмент рынка.  

19. В магазине раздавали бесплатные пробники. Они были 

разными по качеству, но, в общем, вполне 

удовлетворительными.  

20. Несмотря на активное продвижение товара, продажи нового 

автомобиля в августе выросли лишь на 1,7% по сравнению с 

августом прошлого года.  

21. Все работники компании, чья обязанность - убеждать 

клиентов покупать товары и услуги этой компании, составляют 

её торговый персонал.   

22. Чтобы укрепить приверженность марке, компания тратит 

много денег на рекламу.  

23. Вы можете купить любое садовое оборудование и испытать 

его. Если не понравится, Вы можете его вернуть.  

 

Part II 

Exam skills tasks: Identifying the Right Vocabulary Item. 

Exercise 1. Choose the best alternative to complete the sentence. 

Public Relations 
1. The task of the public relations department is to project the right. . . . . 

. . …. of a company. 

a. painting               b. image                c. picture                d. drawing 

2. When the product was launched they issued a press. . . . . . . . to all the 

news agencies. 

a. escape                 b. issue                  c. release                 d. promotion 

3. According to the code of practice, a public relations officer should not 

knowingly. . . . . . . . false information. 

a. disseminate        b. dissociate           c. dispose                d. dissolve 

4. Some companies entertain journalists more. . . . . . . . than others. 

a. lasciviously        b. largely               c. leniently               d. lavishly 

5. The use of such things as logos and colour. . . . . . . . helps to maintain 

a corporate identity. 

a. schemes             b. systems              c. styles                    d. fashions 

6. We need to liaise more with politicians and the. . . . . . . . media if we 

want the government to agree to our plans. 



a. official               b. daily                  c. mass                      d. multi 

7. $200,000 was. . . . . . . . for the grand opening of the new store. 

a. set aside            b. brought about           c. set off               d. laid up 

8. Sponsorship can be an effective way of promoting. . . . . . . . towards 

an organization. 

a. will                    b. goodwill                  c. willingness         d. goodness 

9. At a press reception don't. . . . . . . . guests with irrelevant material. 

a. overload            b. override                 c. overtake     d. overcompensate 

10. The reception must be held at a convenient. . . . . . . . with good 

transportation and parking facilities. 

a. revue               b. venue                     c. view             d. venture 

11. When making a presentation to a relatively small. . . . . . . . an 

overhead projector can be invaluable. 

a. assistance       b. spectator                 c. audience        d. congregation 

12. Within a large organization a well-designed. . . . . . . . journal is an 

effective method of internal communication. 

a. in-house         b. home                     c. household        d. plant 

13. Participating in local events, such as carnivals, is a good way of 

developing . . . . . . . . relations. 

a. common         b. commonplace        c. communal       d. community 

14. We used every. . . . . . . . of communication to get our message 

across.  

a. style                b. approach               c. means              d. strategy 

15. We have to highlight our strengths and. . . . . . . . any weaknesses.  

a. play up           b. think through         c. play down        d. talk back 

 

Exam skills tasks: Identifying Extra Vocabulary Items. 

Exercise 2. Read the text below about public relations. In most of 

the lines 1-14 there is one extra word. It is either grammatically 

incorrect or does not fit in with the meaning of the text. Some lines, 

however, are correct. Find the extra words and write them in the 

gaps provided.  
 

Get Your Message to the Media 
1. Public Relations is about perception management. You might run a 

great ____________ 

2. company, your product or service might genuinely provide for 

great benefits, __________ 

3. but if the customer does not perceive it at that way, it remains  



     on the shelves. ___________ 

4. Consequently, among other tasks, executives must become 

________ 

5. perception managers. To do this, they must integrate with  

     public relations __________ 

6. into the company's total of communications mix. In coping with  

     the media ___________ 

7. there are two key rules. Know the media and the reporters  

     that covering your __________ 

8. company. Decide who in your company should keep in touch  

    with them. _____________ 

9. Ordinarily, however, this will include a number of people.  

    Not everyone in your ___________ 

10. company is going to be as equally skilled at media relations,  

    so  pick those ___________ 

11. with the knack. That can vary most according to the medium –                 

print, TV ____________ 

12. or internet. The company contact dealing with the media  

             therefore may or ____________ 

13. may not be the chief executive. Often companies will not  

             want to make their __________ 

14. chief executives are available for interviews. But in the  

             media age the chief executive's image is crucial to the success    

of the company he or she leads. 

 

Exercise 3. Read the article from Business Week  and do the tasks 

that follow. 

 

Sociologists have identified three generations of US consumers. 

Baby Boomers: 72 million babies were born in the baby boom in the 

USA between 1946 and 1964. Marked by their strong ideals and love 

of family, they are fearful of the future and socially liberal.  

Generation X: 17 million were born between about 1965 and 1978. 

Generation Xers live in the present and like to experiment. They are 

selfish and cynical.  

Generation Y: 60 million were born between 1979 and 1994. 

Materialistic, selfish and disrespectful, they are very aware of the 

world and technologically literate. They are trying to grow up too 

fast. 



 

Generation Y 
All across America, a new generation of consumers is making its 

presence felt. In one shopping mall, clerk Laura Schaefer has been 

handling returned goods. 'They say "My mom and dad got me these".' 

Parents in Nikes sit quietly while their teenage daughters try on massive 

platform shoes. Asked what brands are cool, these teens give a list of 

names their parents have never heard of. Which brands are over? Now 

the names are familiar: Levi's, Converse, Nike. 'They just went out of 

style,' shrugs Lori Silverman, 13. Labels that have shaped popular tastes 

since the Baby Boomers were young simply aren't producing the same 

excitement with today's kids. PepsiCo. Inc. has struggled to build loyalty 

among teens, Nike Inc.'s sales are tumbling* as the brand sinks in teen 

popularity polls, while Levi Strauss & Co. is fighting falling market 

share. Meanwhile, newcomers in entertainment, sports equipment and 

fashion have become hot names. 

Today's kids aren't Baby Boomers. They're part of Generation Y 

which rivals the baby boom in size and will soon rival it in buying 

power. Marketers haven't been given an opportunity like this since the 

baby boom. Yet for a lot of established brands, Generation Y presents 

huge risks. Boomer brands flopped in their attempts to reach Generation 

X, but with only 17 million that was tolerable. This is the first 

generation big enough to hurt a Boomer brand simply by ignoring it - 

and big enough to launch rival brands. 

Companies unable to connect with Generation Y will lose out on a 

vast new market. Along with cynicism, Generation Y is marked by a 

distinctly practical world view. Raised in dual income and single-parent 

families, they've already been given substantial financial responsibility. 

Surveys show they are deeply involved in family purchases, be they 

groceries or a new car. Most expect to have careers and are already 

thinking about home ownership. 

Nike has found out the hard way that Generation Y is different. 

Although still popular among teens, the brand has lost its tight hold on 

the market in recent years. Nike's slick national ad campaigns, 

emphasizing image and celebrity, helped build the brand among 

Boomers, but they have backfired** with Generation Y. 'It doesn't 

matter to me that Michael Jordan has endorsed Nikes,' says Ben Dukes, 

13. Instead Generation Yers respond to humour, irony, and the truth. 



Sprite has scored with ads that make fun of celebrity endorsers and carry 

the tagline 'Image is nothing. Obey your thirst.' 

This doesn't mean that Generation Yers aren't brand-conscious. But 

marketing experts say they form a less homogeneous*** market than 

their parents. One factor is their racial and ethnic diversity. Another is 

the breaking up of media, with network TV being replaced by cable 

channels. Most important is the rise of the Internet, which has sped up 

the fashion life cycle by letting kids everywhere find out about even the 

most obscure**** trends as they emerge. It's the Generation Y medium 

of choice, just as network TV was for Boomers. Marketers who don't 

learn the interests and obsessions of Generation Y will meet a wall of 

cynicism and distrust. To break through this, marketers are making their 

campaigns more subtle and more local. A growing number, including 

Universal Studios, Coca-Cola and McDonald's are using 'street teams'. 

Made up of young people, the teams hang out in clubs, parks and malls 

talking to teens about everything from fashion to finance. Will the labels 

that grew up with Baby Boomers re-invent themselves for Generation Y, 

or will the new brands of the millennium bear names that most of us 

have not yet heard of? 

*to tumble – to fall quickly and without control 

**to backfire – to have the opposite result from the one you intended 

*** homogeneous – consisting of parts or people that are similar to 

each other or are of the same type 

****obscure – not known to many people; not clear and difficult to 

understand or see 

 

Exercise 3a. Read paragraphs 1-3 of the article and answer the 

questions. 

1. What do Laura Schaefer and Lori Silverman tell us about changes 

in fashions between generations? 

     2.  How has this affected companies like Nike and Pepsi? 

     3.  How are Generation Yers different from Generation Xers  

          who preceded them? In what way are they more important? 

     4.  How is Generation Y different from the Baby Boomer generation? 

 

Exercise 3b. Now read the second part of the article.  

a) Mark statements 1-6 true (T) or false (F) giving reasons for your 

answers.  

 



Generation Yers: 

1. like celebrity endorsements.  

2. enjoy humour and irony in advertisements. 

3. distrust slogans and image-building campaigns  

4. aren't brand conscious  

5. belong to different ethnic groups  

6. rely on TV to find out about fashion.  

 

b) Answer the questions. 

1. How are some brand leaders trying to find out what Generation Yers 

want? 

2. How well do the categories of consumers fit your own country and 

society? 

3. Comment on the words by Mary Slayton, global director for consumer 

insights for Nike,  

 “Television drives homogeneity, the Internet drives diversity.” 

 

Exam skills tasks: Identifying Extra Vocabulary Items. 

Exercise 4. Read the text below. It is about people in their late teens 

and early twenties, sometimes known as Generation Y. In most of 

the numbered lines there is one extra word. It is either 

grammatically incorrect or illogical. Identify the extra words and 

cross them out.  

 

Where's the Market Gone? 
1. Spotting consumer trends is big business. Up until too recently, the 

job of ____ 

2. researchers and analysts, sometimes known as marketers, has been to 

gather ____ 

3. feedback on the concerns of consumers. In the 1990s, we, the 

consumers, invariably ____ 

4. have had  to adapt to the product and that product was available 

wherever we ____ 

5. went. Those were the days of household names and brand loyalty. In 

the so hi- ____ 

6. tech culture we are moving into, the product is having to adapt to the 

consumer.____ 

7. With exposure to multimedia has created a shift in values, attitudes 

and behaviour.____ 



8. Today's youth, for example, the so-called Y generation, are consumers 

of the  high- ________ 

9. speed information. Their reactions to advertisements are different 

from those of _____ 

10. previous generations. The internet encourages diversity and this 

generation has _______ 

11. become, the high analysts are saying, a labyrinth of niche markets. 

Brand loyalty_______ 

12. doesn't exist for them. Hot names change quickly: what's  not 

fashionable one _________ 

13. month may no longer be so the next. Previous generations formed a 

relatively _______ 

14. homogenous market. This one which has forced a shift from mass-

produced to  more ________ 

15. personalised or personalised-looking products. Hence the less 

industrial look of _________ 

16. the latest hi-tech products. Tapping these markets may be well be the 

road _______ 

17. to success. Certainly, companies that do not move with and respond 

to these _______ 

18. changes are going to miss them out. ________ 

 

Exercise 5. The text below describes how Unilever promoted their 

AXE deodorant spray in the USA. Read it and do the tasks that 

follow. 

The AXE Effect 

When Unilever wanted to launch its AXE deodorant spray for men 

in the United States, it combined young men's natural interest in pretty 

girls with the attraction of a great house party. The idea was simple: boy 

buys AXE, boy meets girl, boy smells nice, girl likes boy. 

The product which was already popular in other parts of the world, 

was launched in the United States with a powerful promotional plan to 

make it appeal to American male youth culture. Using the slogan 'the 

AXE effect' the company used a number of marketing ploys to bring the 

product to the attention of the public. These included an online game, 

free samples of the deodorant, often given by attractive female models, 

in retail stores, point-of-sales displays, media advertising and public 

relations (PR), all of which hyped* the centrepiece of the promotion: a 

once-in-a-lifetime party at a Florida mansion. 



Unilever began the December before by direct-mailing millions of 

college students and young males aged between 11 and 24, who received 

free samples and information about the event, which was advertised as 

the AXE House Party: lots of girls, rock stars and a beach house. A radio 

advertising campaign and online publicity called for young men to log 

on to the Internet to play a video game on the AXE website. Participants 

had to apply their dating skills to score points. If the player reached a 

certain level, he entered a lottery to win a trip to the party. 

AXE focused on the intrigue and discovery of the party. Leaflets 

similar to ones made for a party by a group of college students were 

posted in relevant locations such as men's toilets at nightclubs. There 

were also print ads in Rolling Stone and Spin magazines. 

'It was all about getting into the mind of the 20-something guy,’ 

says Mary Drapp, manager of strategic alliances and sponsorships for 

Unilever. And they succeeded in doing that. Their website received 

more than 943,000 hits, or 20% more than the goal. Some 100 lucky 

young men were flown in to attend the party, held near Miami. 

Hundreds of girls were invited to dance and enjoy musical acts from 

Nelly, Andrew W.K., Nicole and the Riddlin Kids. Guests could use the 

pool, go to a game room or play air hockey, cards or billiards.  

The party was filmed and edited into an hour-long show broadcast 

on TNN in April. 'To our knowledge, nobody has ever taken a consumer 

promotion and turned it into a television show; says Steve Jarvis, the 

marketing consultant for AXE. 'That was something completely 

original.’ After the party, AXE continued to capitalise on the event. 

Some 500,000 special packs went on sale in retail stores, offering two 

cans of the deodorant spray with a free AXE house-party CD that 

featured songs from the artists who had appeared at the party. 

Following the promotion, results included a 22% increase in 

general brand awareness among males aged 11 to 24 and a 3.0% to 3.7% 

increase in antiperspirant and deodorant market share. 

*to hype – to repeatedly advertise and discuss something in 

newspapers, on television, etc. in order to attract everyone’s attention 

 

Exercise 5a. Find out the promotional activities the company used. 

 

Exam skills tasks: Identifying Main Ideas. 

Exercise 5b. Choose the best answer. 

1. Who were the target audience in Unilever's promotional campaign? 



A Young women  

B Young men  

C Men of all ages  

D Men and women 

2. How did people get an invitation to the house party?  

A By receiving direct mail. 

B By answering an advertisement.  

C By applying through an Internet site.  

D By participating in a game. 

3. What was the aim of the publicity for the house party?  

A To show an exotic location. 

B To improve men's dating skills.  

C To excite people's curiosity.  

D To show people they needed AXE. 

4. According to Mary Drapp, what was the aim of the promotional 

campaign? 

A To increase brand awareness.  

B To encourage people to visit the website.  

C To encourage a different type of customer to buy the product. 

D To show the effectiveness of the product. 

5. What was unique about the promotion of AXE?  

A The house party. 

B The television programme.  

C The free disc.  

D The use of the Internet. 

6. What was the effect of the marketing campaign? 

A Twenty-two per cent more people knew about AXE.  

B Sales of AXE increased by 22%.  

C There was an increase in the percentage of young men who 

knew   about AXE.  

D Brand awareness rose to 3.7% 

 

Exercise 6. Read the extract from an article and do the task that 

follows.  

Selling Should Be Easy 

Sales should essentially be easy. This is not to say that selling 

doesn't involve long hours, hard work, and sometimes unreasonable 

customers. But all sales training is based on replicating successful 

behaviour, things that worked for other people in the past. And 



whenever you get salespeople to describe their favourite and most 

successful sales, a very common theme is that everything went smoothly 

and the process was essentially easy. Professional salespeople are also 

very aware that 'time is money' and the good ones learn how to manage 

the time they spend with each prospect, not wasting time on people who 

seem unable to make a decision. 

Then you should think about vertical markets. You probably have 

products or services that are 'horizontal', such as IT support, office 

supplies or training courses which could theoretically be sold to any type 

of customer. But if your first customer happens to be a dentist for 

example, start thinking about selling to other dentists. It's unlikely that 

your first sale was a fluke*, to the only dentist in the world who needs 

what you do; more likely there are other dentists around with similar 

challenges. 

You'll really hit the jackpot if your dentist first customer turns out 

to be a 'maven**', an expert in their particular field, but who also enjoys 

telling everyone they meet about the excellent new company they've 

discovered with great services, perfect for dentists. You should 

encourage them to spread the word in their local community of dentists, 

and particularly when they head off to a trade show or convention. 

However, you should be a bit wary of people who are only doing it for a 

financial upside; this is a dangerous road to go down for both parties; if 

people feel that recommendations are being made purely for financial 

gain, they can become suspicious. 

You will also begin to 'walk the walk and talk the talk' in the 

provision of your products and services to dentists. You will learn about 

their general problems, as well as those that are specific to what you do. 

It may be that Sunday afternoon is the only quiet time for dentists, so 

that's when you deliver your office supplies or arrange the back-up*** 

of their data. A good start is to find the 'tiniest thing' you can do for 

them. This is a good way to prove quickly what you do and also weed 

out any difficult customers, especially those that find it difficult to make 

quick buying decisions. 

So will you be successful in ramping up**** your sales? It 

obviously depends on the quality of what you deliver, and the number of 

'word of mouth' referrals you get. It's important to ask for referrals and 

get everyone to tell their friends about what you do, but trying too hard 

can have the opposite effect; you can seem pushy and desperate. You 



want people to come to you because they want to, and the keys to 

success are simple: you need to be 'local', 'reliable' and 'nice'. 

'Local' is all about geography, and you should focus your efforts as 

much as possible on people in your neighbourhood. Everyone likes to 

deal with someone who is 'just around the corner', not just for ease of 

supply, but also swift resolution when things go wrong. 'Reliable' is only 

about making realistic promises on delivery and quality, and making 

sure you keep these promises, dealing with the occasional problems 

swiftly and fairly. And finally, 'nice' is about being easy to deal with, by 

always treating your customers how you wish to be treated yourself, 

even when it is sometimes not reciprocated*****. 

*fluke – sth good that has happened that is a result of chance instead of 

skill or planning 

**maven – a person with good knowledge or understanding of a subject 

***back-up – a  copy of information 

****to ramp up – to increase the speed, power or cost of sth 

*****to reciprocate – to behave in the same way as someone else 

 

Exam skills tasks: Identifying Main Ideas. 

Choose the right answer. 

1. The writer claims that selling should be easy because 

A normally it is a very straightforward process. 

В all you have to do is repeat certain actions. 

С it can be achieved in a limited amount of time. 

D it depends on getting people to make a decision. 

 

2. The writer introduces the example of a dentist in the second paragraph 

A to illustrate the most profitable vertical market. 

В to explain how wide a customer base can be. 

С to show that sales are usually replicable. 

D to demonstrate the importance of a single sale. 

 

3. What advice does the writer give in the third paragraph? 

A Ask certain customers to advertise for you. 

В Be careful about how you pay people. 

С Make sure you sell to experts first. 

D Refuse to pay people for recommendations. 

 



4. Why does the writer recommend meeting customers on Sunday 

afternoons? 

A to demonstrate how hard you work 

В to show how you address customer needs 

С to find out how decisive the customer is 

D to increase sales in less busy times 

 

5. In the fifth paragraph, the writer says you can try too hard because 

A the referrals you get may not result in sales. 

В you may not be able to rely on the quality of your products. 

С you don't need to tell all your friends about your business. 

D the effort you make will not increase your sales. 

 

6. What point is the writer making in the last paragraph? 

A Your best sales will come from people in your local area. 

В Being reliable is the least important of the three qualities   

mentioned. 

С Success is only possible if customers enjoy doing business 

with you. 

D It is vital to have a consistent approach if you want successful 

sales. 

 

Part III 

Academic Vocabulary* (3a) 
Word List 

noun verb adjective adverb conjunction 

attitude decline adequate precisely whereas 

behalf generate chemical temporarily  

challenge grant obvious   

commitment hypothesize occupational   

compound monitor prior   

convention predict symbolic   

currency retain valid   

dimension     

entity     

image     

investigation     

mechanism     

option     



parameter     

regime     

revenue     

*See Academic Word List in Appendix p.164 

 

Exercise 1. Read the text and do the tasks that follow. 

 

The Economics of Diamonds and Water 

For over 200 years, economists have hypothesized about why diamonds 

are so expensive and water so inexpensive, whereas water is so much 

more useful and necessary. The answer is that relative to the available 

quantities, more diamonds are wanted than water.  

Of course, water is far from free these days. Some people regularly 

spend over $6 a gallon on bottled drinking water, and most homeowners 

must pay their local government for tap water. Even air is not always 

cheap or free. In Mexico City, for example, an adequate supply of 

breathable air is far from free. In this city of 19 million people and 3 

million cars, dust, lead, and other chemical compounds make the air 

unsafe to breathe more than 300 days a year. Private companies are now 

operating oxygen booths in local parks and malls. Breathable air, which 

costs more than $1.60 per minute, has become a scarce commodity and 

generates considerable revenue.  

Interestingly, though, diamonds are not all that scarce. The volume 

of diamonds available for sale has been tightly and carefully monitored 

and controlled. For about 100 years, there has been precisely one source 

for diamonds, De Beers, a South African company, which sells its own  

diamonds and those from other sources through a single agency, the 

Central Selling Organization.  

The Central Selling Organization has operated a central marketing 

system on behalf of the world's big producers, such as Botswana, 

Namibia, and Russia and for De Beers' own mines in South Africa. The 

Central Selling Organization manages the stock of diamonds so that 

prices do not decline. During bad times, the organization collects and 

stores diamonds temporarily until times improve. Then, during good 

times, the organization releases diamonds to the market in a precisely 

controlled stream.  

Many people argue that De Beers is a monopolist - the only seller - 

and should, therefore, not be granted the ability to retain this position 

in the diamond business. In the United States, monopolies are illegal 



unless specifically created by the government. In most developed 

countries, monopolies are either illegal or have strict parameters inside 

which they must operate. De Beers is very careful not to have any 

currency deposited with banks in the United States because of the fear 

of investigation under U.S. law. However, the attitudes of other 

countries, such as Britain, indicate that a monopoly may be considered a 

valid mechanism of commerce in some instances. Since diamonds are 

not used for anything important, it does not particularly matter if a 

monopoly exists.  

Although diamonds are not particularly useful, the dimensions of 

their attraction to people are recognized through their beauty and 

through their power as an obvious image of wealth, success, and love. A 

U.S. advertising agency invented the slogan ''A Diamond Is Forever" for 

De Beers prior to 1950. De Beers spends about $200 million a year 

promoting diamonds as a convention of love. Japanese couples once 

drank cups of tea when they became engaged to be married. Instead, De 

Beers introduced many of them to the option of giving diamond 

engagement rings as a symbolic commitment to marriage. Japan is now 

the second largest market for diamonds, after the United States.  

 A challenge to the De Beers' regime is predicted, as two big 

newcomers begin mining diamonds in Canada and Australia. These two 

major mining entities plan to sell outside of the Central Selling 

Organization, committing themselves to dealing with the occupational 

stresses of open-market forces.  

 

Exercise 1a. Find the boldface words in the text that correspond to 

the following meanings.  
Paragraphs 1 + 2  

a. income                                          b. provided a possible 

explanation  

c.combination of two or more elements             d. while on the 

contrary  

Paragraphs 3 + 4  

e. exactly                         f. become lower 

Paragraph 5  

g. keep                              j. points of view  

h. examination                 k. fixed limits  

i. reasonable  

Paragraphs 6 + 7  



l. before                            q. independent organizations 

m. size                              r. powerful business  

n. choice                           s. accepted behavior  

o. clear                              t. mental picture  

p. relating to a job  

Reading Comprehension 

Exercise 1b. Mark the statements true (T) or false (F) according to 

the information in the reading.  
a. Economics is the study of the production, distribution, and 

consumption of goods and services.  

b. Tap water is free.  

c. Air pollution in Mexico City is a health problem.  

d. The Central Selling Organization is currently the only agency in 

the world that sells diamonds.  

e. A monopoly is a business that has complete control of a specific 

market.  

f. Private monopolies are legal in the United States.  

g. Britain has relaxed attitudes toward monopolies.  

h. De Beers diamond advertisements target couples who intend to get 

married.  

i. The Japanese buy more diamonds than Americans.  

j. In the future, two new mining companies may change the way that 

diamonds have traditionally been sold.  

 

Exercise 1c. Make inferences from the information in the text. 
1. What are monopolies and why are they illegal in many 

countries?  

2. According to the reading, the major producers of diamonds are 

Botswana, Namibia, South Africa, and Russia. Other countries 

that have diamond mines include Angola, the Democratic 

Republic of Congo, Canada, and Australia. The countries where 

diamonds are sold in large numbers are the United States, 

Britain, and Japan. From this information, write five sentences 

inferring differences between the countries where diamonds are 

mined and the countries where diamonds are primarily sold. 

Eg. The diamond-producing countries are generally poor 

countries.  

 
 


