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A. TEXT ONE 

B. A. Read the following text:
Customer loyalty pays 

By Susan Greco, Inc. Magazine 

Green Hills Farms developed a powerful customer-loyalty program to help it compete against giant rivals. Now large companies everywhere clamor for the store's secrets. 

The case 

I

s customer loyalty for sale? The proliferation of "frequent buyer" programs suggests that companies from coffee shops to airlines to drugstores think so. But what is customer loyalty? Can you really force customers to like you? Can you turn folks who habitually shop on price into devoted patrons? The managers of Green Hills Farms say no. Nevertheless, Green Hills, a 67-year-old grocery store that, judging by its exterior, should have folded 66 years ago, has developed a loyalty program that has helped it successfully compete against giant rivals. It works so well that large companies from around the world now seek out the store's marketing advice. The program's secret: Green Hills knows its best customers.

 One day, the manager of Green Hills, Gary Hawkins, came to a decision that was as simple as it was revolutionary: Green Hills would  start rewarding its loyal customers. Today when you join the Green Hills frequent-buyer program, you get more than an orange-and-green card to add to your key chain. Right off the bat, you get back for spending . A designated "new customer manager" takes you on a personal tour of the store. Let's say you continue to spend a week, which qualifies you as a "Diamond" customer. Here are some of the perks for your patronage: First, you get a free 16- to 20-pound turkey -- fresh, not frozen, from a local farm, just in time for Turkey Day. And when the Christmas season starts, finding the perfect holiday tree will be a cinch. The Hawkins family will personally select a seven-foot Douglas fir for you and give it to you for nothing. There are plenty more little extras, too: for example, the -off coupon in the garden shop in the spring. And six coupons throughout the year for 5% off your total purchase. Plus postcards in your mailbox announcing unadvertised specials on popular products like Pepsi, Sugardale ham, and Edy's Grand Ice Cream. 

Furthermore, if you were a Diamond in 1999, you would be well stocked in the pots-and-pans department right now, having won yourself a free six-piece cookware set. And if you were a high-spending customer back when the tornado of '98 hit, on Labor Day, well, you know what happened after the power outages -- the store sent you a letter and a 10%-off coupon to help you restock the fridge. 

In other words, Green Hills takes care of you. 

But what if you shop at the store now and then, when a bargain catches your eye? What if you spend, say, a week at Green Hills -- what do you get? Comparatively speaking, not much. And that's because the store not only knows who its customers are but can make meaningful distinctions among them. The bottom line: the store no longer wastes time and precious marketing dollars chasing folks who come in to pick the cheap cherries and pluck the underpriced turkeys. Says Hawkins, "It's a different way of life as a retailer, it really is."

B. Now say if these statements about the text are True or False:

2. Green Hills is a relatively small company 
True-False 

3. Most shops are implementing “frequent buyer” programs
True-False

4. Customers’ loyalty can be easily obtained
True-False

5. Green Hills competes successfully because it has re-decorated its shop
True-False

6. Green Hills give special benefits to people who buy there frequently
True-False

7. First time customers are given a tour of the shop by a manager
True-False

8. Regular customers receive extras and special discounts
True-False

9. Holders of a Diamond card received free food in 1999
True-False

10. Green Hills helped their customers after a tornado
True-False

11. The store is interested in people who come only for bargains
True-False


C. TEXT TWO

D. Read the following text:

TOO MANY WEB MARKETERS

T

oo many web marketers work on the if-you-build-it-they-will-come model. They won't. Once you build a Web site you must give them a reason to come. A Web site is a passive form of marketing: providing a signboard which points visitors to your products and services. To be most effective, a Web site should be used in conjunction with seven active forms of marketing which we will examine briefly in this article. Just how do small business people on a limited budget entice visitors to their Web site? 

1. First, advertise your Web site to Web search engines that index the Web, such as Yahoo, Lycos, WebCrawler, and InfoSeek. The actual registration process can be deceptively simple. Customers will be able to pick you out from the increasing crowd of on-line vendors. 

The danger is that the untutored can construct a carelessly-written 25-word or 200-character marketing description that blows their opportunity to be seen by vast blocks of potential customers. These 25 words must be written to include the chief keywords by which customers would locate you. If you want to change your description in a month or two, it takes much longer than an hour to contact each of the services separately, and then convince or nag them into making changes. 

You can pay modest amounts to several services to perform this important task for you. 

2. Second, you must give them a good reason to come. A tried-and-true marketing approach is to offer something of value for free. A number of well-financed corporate Web sites offer an entertaining fare which changes constantly. While most small business Web marketers can't afford to compete, you can afford to offer valuable information. If you take the time to provide up-to-date information about your industry, for example, you'll find people returning again and again to your site, each time increasing their chances of doing business with you. 

3. A third approach is to find industry-wide linking pages and negotiate reciprocal links to and from their Web pages. Your trade association probably lists members. Several on-line craft centers, for example, offer free links to other crafters. The entire list can seem endless, but specific for each industry. Surf the net enough to find which are the key sites for your field, and then seek links there. 

But be judicious in your use of out-going links. You've just got those people in your door; don't quickly send them away again. 

4. A fourth method is to purchase Web advertising--usually a rectangle ad with a clickable link to your site on a carefully-selected, high-volume Web site. A certain percentage of their thousands of visitors will explore you Web site, and hopefully like what they find. A whole industry has sprung up to act as brokers for such ads. 

5. A fifth important way to let people know about your Web site is to become active in several of the thousands of Internet news groups and mailing lists. Find the groups that are most likely to be frequented by your potential customers--groups can be very narrowly targeted--and join in the discussion. 

"Lurk" for a few weeks so you understand the particular culture of the group you are targeting. Then find ways to add constructive comments to the discussion. At the bottom of each message include a "signature"--a 4- to 8-line mini-advertisement with your product, phone number, and Web address. Resist the temptation to send bulk e-mail messages to dozens of news groups--"spamming" in Internet parlance. People do it, but while it may bring customers, it doesn't offer the solid reputation and respect which will build your business in the long run. 

6. Sixth, make your Web site part of one or more of the many "malls." Businesses in physical shopping malls benefit from the traffic flow of multitudes window shopping. The same can be true on-line. 

Some malls only include businesses who subscribe to a particular Internet Service Provider (ISP) or pay a fee or percentage of their gross revenues. Others take any business that fits their particular criteria. 

7. Finally, include your e-mail and Web addresses on all your company's print literature, stationery, and display advertising. If people believe they can find out more about your products or services by looking on-line, many will do so. 

There you have it, seven important ways to increase traffic to your company's Web site. If you use most or all of these forms of marketing, the chances are that two years from now you'll be bragging about your foresight in developing a Web site when you did, rather than trashing Web marketing as just another fad where you threw good money after bad. 

E. Answer these questions about the different sections of the text:

1. Introduction:

a. The “if-you-build-it-they-will-come” model means that if you  .............  

b. build a company, customers will buy from you.

c. have a Web site, people will visit it.

d. have a Web site, more people will visit your shop.

a. The seven forms of active marketing stated in this article are aimed at ......   

b. attracting more visitors to your site, with little expenditure.

c. reducing advertising costs.

d. businesses with limited budgets for building Web sites.

2. About 1: “First, advertise your Web site ..... “

a. The registration process.................. 

b. seems simple, but is complicated.

c. is more difficult than you expect.

d. is easier than expected.

a. The description of your business must contain .............. 

b. not more than 25 words.

c. not more than 200 words.

d. key words.

3. About 2: “Second, you must give ..... “

a. When you have a limited budget, you can offer .................. for free.

b. information

c. chances of doing business

d. an entertaining fare

4. About 3: “A third approach is to .... “

a. You must be careful with the links you insert in your site, because ................. 

b. you may end up with an endless list.

c. not all the important sites are listed.

d. you may send your customers to another company.

5. About 4: “A fourth method is to purchase.... “

a. Your Web advertising could be ...............  

b. good business for a broker, but not for you.

c. only a rectangle in your site.

d. a link in a larger company’s site.

6. About 5: “A fifth important way to let .... “

a. The article advises you to ..............  

b. participate in a lot of news groups and mailing lists.

c. choose several groups carefully and then participate in them.

d. participate in well-chosen groups and sign with your business’s data.

a. The article advises you not to ...............  

b. spam.

c. build your business in the long term.

d. send big messages.

7. About 6: “Sixth, make your Web site .... “  

a. Web malls and physical shopping malls are similar in that ..............  

b. they are very big.

c. they have windows.

d. people visit them to see the products on sale.

8. About 7: “Finally, include your .... “

a. We must print our electronic addresses and web addresses on our stationery and advertising because ......... 

b. they will look better.

c. this will be necessary in future.

d. this will attract people to our site.

9. Conclusion

a. If you follow this advice, in two years’ time you will feel ............. 

b. proud of your site.

c. proud of yourself.

d. that the internet was only a fad.


1. Now go back to the text and find the underlined words or expressions. Answer:

a. “They won’t”, means ..........   

b. “People will not come”.

c. “People will not build a Web site”.

d. “Web marketers will not work.”

a. In the expression .. “such as...”, the word “such” refers to .....   

b. your Web site.

c. the Web index.

d. search engines.

a. “The untutored”, means ....  

b. a description written with no help.

c. people who write with no advice from the experts.

d. users who do not have on-line tutors.

2. “.... a carelessly-written 25-word or 200-character marketing description “ is .....   

a. un descuido al escribir una descripción de marketing de 25 palabras o 200 caracteres.

b. una descripción de 25 palabras o 200 caracteres que uno se olvidó de escribir.

c. una descripción para marketing,  de 25 palabras o 200 caracteres, escrita en forma descuidada.

a. “ .... a tried-and-true ... “ means that .....  

b. many times, this has been done successfully.

c. people think it is good, but there is no objective evidence of such a thing.

d. this is a tradition.

a. “ While” in this case indicates ............  

b. that the two actions were simultaneous.

c. an opposition.

d. a consequence.

a. “Industry-wide” means .....   

b. including only large industries.

c. covering the competitors.

d. covering all the industry.

a. In “... seek links there.”, the word “there” refers to ............  

b. the key sites.

c. the net.

d. your field.

a. “... a carefully-selected, high-volume Web site” is ......  

b. un volumen muy grande de sitios bien seleccionados.

c. un sitio bien diseñado, con muchos links.

d. un sitio cuidadosamente elegido, muy visitado.

a. In  “.... such ads”, the word “such” refers to ............  

b. a whole industry.

c. a carefully selected, high-volume Web site.

d. a rectangle ad with a clickable link.

a. In “People do it, but while it may bring customers, it doesn’t offer the solid reputation and respect .... “, the pronouns “it” all refer to ............  

b. spamming.

c. parlance.

d. bulk e-mail messages.

a. In “Others take any business... “ , the word “others” refers to ...........  

b. gross revenues.

c. malls.

d. Internet Service providers.

a. “... many will do so”, means ............  

b. People will find out more about your products.

c. Many people will look on-line to find out about your products.

d. More people will believe in your advertising.

a.  “.... when you did, ...” , means “... when you  ................  

b. bragged about your foresight.

c. use these forms of marketing.

d. developed your Web site.

a. “... you threw good money after bad” , means that you ........... 

b. spent your well-earned money on something that was not good.

c. invested money that you had and money that you borrowed.

d. invested money that you needed for something else.


A. TEXT THREE

B. Read the following text.

PRIVATE
Stop Whining and Start Selling

 
By Neil Rackham 

Here's a scary little factoid. Less than half of the business-to-business salespeople on the planet today have ever sold during an economic downturn. One of the penalties of the longest expansion in history is that an entire selling generation has grown up knowing nothing about hard times and how to cope with them. And for those who do remember a recession, it is a distant memory. Even worse, mid-level sales managers--and sometimes senior management-are inexperienced when it comes to the task of leading a sales through difficult economic times. 

So how do you handle this present situation? I'm already seeing some companies implement selling strategies that failed in the last slowdown and are likely to have the same lack of success this time around. Don't succumb to the same fate. Working harder doesn't help The first knee-jerk reaction during hard times is to push salespeople for more activity--more calls, more demos, more proposals. Now there's nothing wrong, in any economy, with working hard to fill the sales pipeline with every qualified opportunity you can find. In fact, studies done during the recession of the 1980s showed that for smaller transactional sales, that was all you needed. Pure hustle, hard work, and lots of cold calling was an effective way to survive. Successful companies selling low-value products managed their call activity ruthlessly and made their people knock on a lot of doors. But the same strategy proved less productive for the more complex and consultative business sale. There are several reasons for this, but the most important is that buying cycles in economic slowdowns take up to 40 percent longer due to budget freezes and added approval steps. Attempts to pressure or speed up the buying process will only serve to anger customers and make your company appear desperate while bringing in little in terms of sales. So don't simply amp up the cold-calling efforts in an attempt to generate new business. 

C. Say which of these three paragraphs is the best summary of the extract from the article “Stop Whining and Start Selling”

1

Las ventas de empresa a empresa son difíciles en tiempos de crisis, y lo malo es que los gerentes actuales no tienen práctica en resolver estos problemas porque la mayoría están viviendo una crisis por primera vez. Exigir más actividad y empeño a los vendedores puede funcionar si venden al público, pero no de empresa a empresa, dado que en este terreno las decisiones se tornan lentas en una crisis, y presionar mucho puede evidenciar desesperación por vender y no necesariamente redundar en más ventas.

2

En tiempos de crisis los gerentes deben concentrarse en vender más de empresa a empresa, dado que es en este terreno donde las crisis se sienten menos. Los gerentes actuales saben esto a pesar de no haber vivido muchas crisis. La presión sobre los vendedores puede dar muy buenos resultados si no redunda en desesperación por vender, lo que puede hacer que los clientes desconfíen y se tomen más tiempo para tomar decisiones.

3

Dado que los gerentes jóvenes no han vivido serias crisis, no están capacitados para moverse en ellas y no saben cómo manejar el problema de las ventas que decaen en estos períodos. Un buen método fue, en crisis pasadas, presionar más a los vendedores para que aumentaran su productividad, pero esto hizo a veces más cautelosos a los clientes, quienes comenzaron a dilatar sus decisiones y consultarlas mejor.


VOCABULARY

Find the right word:

1. You do good business if your customers are loyal/loyalty/loyally.

2. He opened a shop but was successful/unsuccessful/successless and closed down.

3. If we are well-positioned on the market, we are competent/competitive/competed.

4. Salesmen get a percent/percentage/percenting of the profits.

5. It was very rewarded/reward/rewarding to receive the manager’s congratulations.

6. The manager tried to pressure/pressurize/precise the salesmen for more sales.

7. During a crisis, sales/sells/sellings go down.

8. Good managers can cope/succumb/back with hard times.

9. A bad strategy will result in back/sack/lack of success.

12. Our managers turned down/grew up/came about without a crisis.

Scoring criteria:

30/50 = 4 (four) – Passing –mark  (Criterion: A person who understands less than 60% of a  text cannot be considered an able reader)

31 – 35 = 5

36 – 40 = 7

41 – 45 = 8

46 – 48 = 9

49, 50 = 10
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