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Listening: The Container revolution

Page 61, Ex. 2 and 3     Roger Bell   Marc Brown
Anchor: Today on Business World, we’re going to talk about a phenome non 
which has truly changed the world. Probably nothing has contributed more 
to globalization than the revolution in transport 50 years ago. Be fore 1960 
most goods were transported in wooden crates or on pallets. Load  ing and 
unloading these at ports was a time-consuming process and required huge 
amounts of manpower. As we can imagine, the danger of damage and pil-
fering was high. Then in the late 1950’s an American entre pre  neur named 
Malcom McLean came along. He had begun as a truck dri ver, started  his 
own haulage company and then had the idea of creating stan dard ized 
boxes which could be heaved onto a ship. Container ization was born.
Today about 90% of all goods transported in the world reach their 
destination in containers. Our correspondent Roger Bell has been at the 
container port in Plymouth talking to a terminal manager. Let’s hear what 
he has to say. 
 Here I am in Plymouth. Well, this terminal is amazing – it’s the size of 

several football stadiums. Everywhere there are huge cranes and I’m 
surrounded by thousands of containers. I’ve just been talking to Marc 
Brown, who is in charge of the terminal. Marc, how long have you been 
working here?

 I’ve been here for almost 20 years now. And my father worked here in 
the days before we were a container port.

 So how would you say that containerization has changed transport?
 Well, obviously, it’s increased the ease of handling. The docks used to 

be swarming with longshoremen and about the only people you see 
now are myself and a couple of crane and carrier operators. So freight 
charges have dropped dramatically.

 Right. So tell me what happens exactly when an exporter sends a 
container to the port.

 An export box is dropped off by the lorry, then picked up and delivered 
to the stack area by a straddle carrier. After that it’s loaded onto the 
vessel by a crane but in a particular order we call the load sequence.

 And when the container reaches its destination?
 Then it gets loaded onto a truck and taken to what we call bonded 

storage. It stays there for two weeks until it goes through customs 
inspection and then duty will be paid on it.

 So can you tell me approximately what it would cost to ship goods to 
Hong Kong in one of these 40 ft boxes?

 Well, the basic rate at the moment is about $1500, but that can rise 
and fall sharply according to supply and demand …

Telephoning: Business to business

Page 62, Ex. 1     Thetis Shipping   Mapet Engineering
 Good morning. This is Thetis Shipping. How can I help you?
 Good morning. Mapet Engineering. I have a consignment of sensitive 

engineering equipment that has to be sent to Houston by the fast est 
route. It needs to be in the States by 16 May at the latest.

 Where are you shipping from, sir?
 Our company is in Braintree.
 O.K. Then your port of origin would be Felixstowe. You say your 

destination is Houston? Well, the time of transit from Felixstowe to 
Houston is 18 days. The Victo ry is leaving Felixstowe on May 3. That 
should reach Houston on May 21.

 I’m afraid that’s too late for us.
 We have another vessel – let’s see, that’s the Endeavor – leaving on 21 

April. If your consignment is on that ship, it’ll reach Houston on May 9. 
 That would work. O.K. Could you quote me a rate please?
 That’s £540 for a 20 ft. standard container and £980 for a 40 ft. all 

purpose container.
 Oh, yes, and one last question. What kind of documentation am I going 

to need?
 You’ll require a Bill of Lading, the Certificate of Origin, a Packing List, the 

Commercial Invoice, and your insurance policy.  You can find complete 
information about all of these on our website.

 And how do I book?
 You do that on our website www.thetis-shipping.com. Once you’ve 

created an account, you’ll also be able to track your shipment.
 Thanks very much for the information. I’ll have a look at your website 

and get back to you. […]

Small Talk: Saying the right thing

Page 63, Ex. 3     Colin Finn  Ashok Ghosh
 Hello, my name is Colin Finn. I have an appointment with Mr. 

Kumarswami at 11:00. 
 I’m Ashok Ghosh, Assistant Manager of the BPO unit. I’m very pleased 

to meet you. I’m afraid Mr. Kumarswami is still in a meeting and has 
asked me to show you around while you’re waiting.

 Oh, no problem. Nice to meet you Mr. Gosh.
 Nice to meet you too. Did you have a good flight, Mr. Finn?
 Well, the service was very good, but I must say, there seems to be less 

and less legroom in economy class.
 And are you satisfied with your hotel?
 Oh, it’s fantastic. This is quite a place you have here.
 Yes, we’re very proud of our campus. As you can see, there are lots of 

amenities for the employees – restaurants, a health club and even a 
golf course. Is this your first visit to India?

 Well, actually, I backpacked through India 25 years ago, when I was a 
student. But everything has changed so much since then that I feel I’m 
in a different country. It is my first trip to Mumbai.

 Yes, Mumbai is really booming at the moment. May I ask where you’re 
from in Britain, Mr. Finn?

 Actually, I’m originally from Northern Ireland but I’ve been in London for 
the last several years. And yourself? Are you from Mumbai?

 Oh, no, not by a long shot. I’m a Bengali, actually, from Calcutta. 
 Right. And how long have you been at Infosystems?
 I’ve been here for about five years now – shall we go into the cafeteria? 

I don’t think Mr. Kumarswami will be long now.

Page 63, Ex. 4    Colin Finn  Sunil Kumarswami
 Well, Mr. Kumarswami, this is certainly a fantastic restaurant.
 I think you’re familiar with Indian food, Mr. Finn, but please do ask if 

you need help with the menu.
 Well, I was thinking I might try a dosa.
 They’re very good here, but I have to warn you – the sambhar is hot.
 The sambhar?
 That’s the sauce. Tell me, Mr. Finn, are you interested in temples?
 Well, actually, I’m not really into history. I did want to do some shopping 

as long as I’m here.
 I’ll have Mr. Ghosh show you some good shops. He could take you to 

the market tomorrow after our meeting.
 Oh, that would be nice. […]

Page 63, Ex. 5
 Mr. Finn, it’s been a pleasure having you at Infosystems. I do hope 

we’ve been able to provide you with all the information you need.
 Yes, you certainly have, Mr. Kumarswami. It’s been a very fruitful visit. 

And thank you so much for your hospitality.
 It was our pleasure. Give my best regards to your wife.
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Listening: Passing the buck

Page 79, ex. 1 and 2
Richard:  Vice President in charge of Marketing
Christine:  Market Research Manager
Steve:  PR and Advertising Manager
 OK guys – just look at these sales figures. Can anybody explain 

what’s going on here?
 I don’t understand it. We know we got the product right. CoolFit is 

the first brand of jeans to use mass customization.  Fat, thin, big 
bottom, small bottom, no bottom, you name it, anybody looks great 
in them. We use state-of-the art technology and they’re still 
affordable. 

 And they’re a flop. Somebody hasn’t been doing their homework.

 Wait a minute … we got the target group right. We did our market 
research. We used surveys and focus groups until we were sure we 
had an unbeatable feature – guaranteed fit. We had a look at every 
possible demographic group and their wants and needs. So we 
identified teens and twentysomethings.  And here we are. So maybe 
the message just wasn’t reaching the consumers.

 So you’ve just passed the buck.

 What do you mean, the message wasn’t reaching the consumers? We 
ran a fantastic advertising campaign on prime-time television coast to 
coast. The commercials cost us an arm and a leg … We backed this 
up with billboards and celebrity endorsements … 

 Spare me the details.  You’re paid to know that this age group doesn’t 
watch commercials anymore. In fact, they reject advertising hype.

 Of course we know this but all the alternative methods are very risky, 
which means there’s no guarantee of success. So if you want 100 % 
reliable statistics, forget it. 

 I want results. And no risks. We invested a fortune in developing this 
product and putting it on the market. And the competition is 
cutthroat. 

 Well, I’m afraid we can’t have our cake and eat it too. But I heard 
about this guy, Bob Spencer or so, who organizes ad campaigns by 
word-of-mouth. He’s one of the biggest players in the promotion 
business. Maybe he could give us a few ideas about alternative 
marketing methods and talk to us about their effectiveness and risks. 
Does that sound OK?

 It wouldn’t hurt if someone puts us in the picture, would it?
 Yeah. Get him over here ASAP.

Presentations: Reaching your 
audience

Page 82, ex. 2
Bob Spencer: 
Hi, everybody. For those of you who don’t know me: my name is Bob 
Spencer and I’m the creative director of Buzz World.
Buzz World is one of the smaller promotion agencies but we have 
become very successful in the area of unconventional marketing 
support.
I’m very happy to be here with you to present our proposal for a new 
CoolFit advertising campaign because I think you have developed a 
superb product. In fact, the whole agency is really enthusiastic about the 
prospect of working on this campaign. 
OK.

Let me give you an idea what I’m going to talk about.
First I’ll sum up what has been done so far at your end and the results. 
I’ll also outline the reasons why your advertising campaign flopped. 
Then I’ll come to the main point of this presentation, which is our 
advertising concept.
And finally I’ll point out the advantages of our concept.
This will take about 10 minutes. Then there will be time for questions. 
And afterwards I’ll explain the concept in detail, which, as you can 
imagine, will take a little longer.
Right. Let’s start.
Your jeans are state of the art […]

Page 82, ex. 3
Bob Spencer: 
[…] So, here we are – what can Buzz World offer to you?
We’d suggest a mixture of viral marketing measures with a little dose of 
conventional advertising.
We’ve opted for a four-step campaign:
First step: We’ll produce a trio of ultra low-budget video clips; these films 
won’t show your product and won’t indicate that this is advertising. The 
videos will show three different young men and women who are having a 
good time. The key is that the videos will look very amateurish.
Second: We’ll zap these videos to about 200,000 influential young adults 
from a list of web surfers which we’ll provide.
Third: We’ll wait roughly one month for the build-up of the buzz. How is 
this done? Very simple: the recipients of the video clips will send them to 
their friends and they will send them to their friends, etc. So they get the 
ball rolling.
Then – and this is the exciting step – after a month or so we’ll do a TV 
and radio advertising blitz, a) revealing that the three video characters 
were fictional characters and that they were developed as part of an 
online computer game, and b) announcing that the game can only be 
played if the participants get the product identification number from a 
pair of CoolFit jeans, which means that they have to visit a shop. We’ll 
run the TV commercial and the radio spot only for about five days 
because the rest is done by the consumers through communication in 
the net, but to speed the process up a little, we’re thinking of employing 
so-called buzz agents as well.
So at the end of this campaign everybody in our target group will talk 
about the clever advertising and consequently about CoolFit jeans. […]

Page 83, ex. 4
Bob Spencer:
[…] Let me now point out the selling points of this concept. In other 
words: Why are we so sure that a campaign using viral marketing will 
work this time?
Well, first of all, we’ll be able to target about 90 % of the trendsetters in 
the jeans segment. 
Ah, yes – risks! Let me assure you there are hardly any risks involved 
because the costs will be very low. And most important: if it turns out 
that the campaign isn’t as successful as expected we can call it off and 
nobody will have ever noticed that it was us who produced those videos.
And, finally, costs will be absolutely minimal. 

So, to put it in a nutshell:  we are expecting a huge response to this 
campaign, with the result that your jeans will live up to their name.

Thank you. Now, fire away. […]
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Presentations: Preparing slides
Page 83, ex. 2
Professor Steven Lawson:
[…] I’m now going to turn to TV advertising. Television is a medium that 
we’ve all grown up with, and we’ve all been exposed to – believe it or 
not – millions of commercials during our lives. We can all see the 
advantages of this medium. Even with the advent of the internet, it is still 
the dominant medium in most households and provides good mass-
marketing coverage.

However, television has some evident drawbacks, and that’s what I’d like 
to focus on here. We all know that a television commercial can be 
enormously time-consuming and expensive to make. Producing a good 
TV ad requires script writers, actors, and film editors and is often 
organized by an advertising agency. A 30-second commercial costs an 
average of $ 333,000 on prime-time TV, and then you have to pay for 
each 30-seconds of advertising time. That can easily amount to 
$ 300,000 or even more, depending upon the popularity of the program. 
Slots in Desperate Housewives, for example, cost as much as $ 560,000; 
a 30-second slot on the Super Bowl can cost up to $ 2.5 million. 

And of course even an expensive spot becomes dated sooner or later, 
and then it has to be updated, with all the resulting production costs.
And so even if you find talented ad makers and invest this money, you 
may discover that your ad is sandwiched in with a clutter of other 
commercials, announcements, and promotions. All of this advertising is 
very annoying to viewers because it interrupts the programs they want to 
see and in the long term it can even create a lot of hostility. In the end, 
your target group may even reject the message you were trying to put 
across.

You may have invested large sums in order to reach your TV audience, 
but how can you be sure that you have really reached all those people? 
That’s a purely theoretical audience. They may be dozing in front of the 
TV set. They may have left the room to go to the bathroom or get that 
additional beer from the fridge. They may take advantage of the 
commercial to zip around the channels to find out what else is on. Or 
they have recorded the program on a TiVo-style DVR and simply skip the 
commercials. That means that you cannot select the consumers you 
want to communicate with and that of the millions you have invested, a 
lot of the money may simply be wasted.

What’s the answer?  Today we need a new approach to television 
advertising. Just bombarding the viewers is no longer enough. We now 
have to engage their attention and provide content that is interesting, 
useful and entertaining. Everybody has heard of Madison Avenue. That’s 
where the headquarters of all the big ad agencies used to be located.  
There is another less well-known street, in Hollywood, California, which 
of course is the capital of the entertainment industry, called Vine. The 
new advertising approach is what marketers call Madison and Vine, which  
means that advertising and entertainment are being merged to break 
through the clutter and reach the consumer with new, engaging 
messages. […]
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