Communication mix analysis focused
on customer’s satisfaction Teilo Engineering Ltd

Patrik Roupa

Bakalarska prace Univerzita Tomase Bati ve Zliné
2007 Fakulta managementu a ekonomiky




Univerzita Tomase Bati ve Zliné
Fakulta managementu a ekonomiky

Vy3si odborna skola ekonomicka
akademicky rok: 2006/2007

ZADANI BAKALARSKE PRACE

(PROJEKTU, UMELECKEHO DILA, UMELECKEHQ VYKONU)

Jméno a pfijmeni: Patrik ROUPA
Studijni program: B 6208 Ekonomika a management
Studijni obor: Marketing

Téma prace: Communication mix analysis focused on customers
satisfaction Teilo Engineering Ltd.
(Analyza komunikaéniho mixu zaméfena na
spokojenost zakazniki Teilo Engineering Ltd.)

Zasady pro vypracovani:

. Study scholarly literature, relevant to the theme of project.
(Prostudujte odbornou literaturu, tykajici se tématu prace.)

. Implement situation analysis focused on communication mix of company, which
will be based on studying literature.

(Na zakladé studia literatury provedte situaéni analyzy, zaméfené na komunikacni
mix spoleénosti.)

. Make a questionnaire and do a customer satisfaction research.
(Vypracujte dotaznik a provedte priizkum spokojenosti zakazniki.)

. Based on analysis results, propose areas, which need attention and ways how to
solve recognized inadequacis.

(Podle vysledkil analyz, navrhnéte firmé oblasti, kterym je tfeba vénovat
pozornost, a zplsoby feseni zjisténych nedostatki.)

. Introduce supposed effects of your suggested solutions.
(Uvedte pfedpokladané efekty Vami navrhovanych opatfeni. }




Rozsah prace:
Rozsah pfiloh:

Forma zpracovani bakalafské prace: tisténa

Seznam odborné literatury:

[11 SMITH, P. R., TAYLOR, J. Marketing communications: an integrated approach. 3rd ed.
London: Kogan Page, 2002. 640 p. ISBN 0 7494 3669 7.

[21 BELCH, G. E., BELCH, M. A. Advertising and promotion: an integrated marketing
communications perspective. int. edition. New York: Mcgraw-Hill Companies, 2004. 779
p. ISBN 0-07-253676-4.

[31 HINGSTON, Peter. Effective marketing. 1st ed. London: Dorling Kingsley, 2001. 192 p.
ISBN 0 7513 1213 4.

[41 BASSINGTON, Frances, PETTITT, Stephen. Principles of marketing. 2nd ed. Essen:
Person Education, 2000. 1079 p. ISBN 0 273 64444 0.

[51 KOTLER, Philip. Marketing management. 12th ed. Prentice Hall, 2005. 719 p. ISBN
0131457578.

Vedouci bakalafské prace: Emannuel Michael
EXT.
Datum zadani bakalafské prace: 27. unora 2007

Termin odevzdani bakalafské prace: 24. dubna 2007

Ve Zliné dne 20. biezna 2007

F /
(lra/ 9// ‘)&7/ e % i

Ing. Alena Dofkova et Ing. lvana Londova
v zast. dékan V281, feditel distavu




ABSTRAKT

Abstraktéesky

Méa bakaléska prace je sousikna na komunikaci a komuni&ai mix spoleénosti Teilo
Engineering Ltd. a navrhy pro jeho zlepSeni. V pheoretickécasti mé bakaigké prace
jsem popsal zakladni poznatky k tomuto tématwaZgem komunikaci, nasledovanou
komunika&nim mixem a jeho nastroji, poté jsem pakneal s popisem SWOT analyzy
a popisem marketingového vyzkumu. V druhé, praktigksti jsem pedstavil spolénost

a zanalyzoval jeji komunikai mix, poté jsem aplikoval SWOT analyzu a dotaamé&
Seteni zandfené na spokojenost zakazilNa konci projektu jsem se pokusil navrhnout
vhodné feSeni, zaloZzena na objevenych poznatcich, kterpSizlkomunik&ni mix

spole&nosti.

Kli¢ova slova: Komunikace, Komunikai mix, Reklama, Podpora prodeje, Osobni prodej,

Ptimy marketing, Public relations, SWOT analyza, 2atkové Seeni

ABSTRACT

Abstrakt ve sw¥tovém jazyce

My bachelor’s thesis is focused on communicatioth @@mmunication mix of Teilo Engi-
neering Ltd. and suggestions for its improvementfirat | described theoretical problems
to this theme. | started with communication, folemwby communication mix and its tools,
than | continued with situation analysis and marketesearch. In the second, analytical
part, | introduced company and analyzed the comeation mix in the company, than |
implemented SWOT analysis and a questionnaire tiga®n focused on customer’s sat-
isfaction. At the end of thesis | suggested fittregommendations, based on discovered

findings, which will improve communication mix.

Keywords: Communication, Communication mix, Advarig, Sales promotion, Personal

selling, Direct marketing, PubliRelations, SWOT Analysis, Questionnaire investmati
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INTRODUCTION

For my project | chose company Teilo Engineerind. Ltvhere | have been on placement.
Company is situated in South Wales and manufactumdssells titanium components and
other titanium parts. In this kind of business uste strong competition. Company’s main
effort is to have friendly, especial relationshifthweach customer and if the company
wants to get it, it is very important to know dtlet customer’s needs and wants and use
them in a right way. On the assumption that thenmss wants to be successful in long-
term time period, good communication with its caséos is necessary. The most important
factor of professional communication is to set Uptkee communication tools integrated

and properly, which is also point of my project.

Analysis of communication mix of the company and fluggestions for improvement are
the most important subjects of this thesis. Custeraee very important for each company
and we should say that they are the key elemesti@fessful business so it is necessary to
set up communication mix and all its parts propéslysatisfaction of customers and other

target groups

In theoretical part | describe at first what is eoumnication, communication mix and its
tools such as advertising, sales promotion, pefsseing, direct marketing, public rela-
tions. Then | follow it with description of situati analysis such as SWOT, marketing re-

search and questionnaire.

In practical part you can find something aboutdrgiof a company and basic facts about
the company, than | analyze in detail communicatiox of a company and its tools. Next
point is marketing research. Marketing researdodsised, as the title of my project sug-
gests, on customer’s satisfaction. If we want tepkall the customers happy we must
know, as | mentioned at the beginning, their needswants. Questionnaire, which is an-

other point of practical part, can help us to araly.

At the end of the whole work | try to find some dieguacies in communication mix and

recommend suitable solutions for customer’s satigfn.



|. THEORETICAL PART
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1 COMMUNICATION

Communication is a very simple process that we atlo all the time. Simple communi-
cation process is defined as: The process of estahing a commonness or oneness of

thought between a sender and a receiver. [2]

You can see from the definition that all you neesdsbmeone to send a message
and someone to receive it. So you need three bbsitents (sender, receiver and message)
of communication for communication process. Butheeommunication process consists
not only of these three basic elements, but alsoaohumber of other elements,
which influence the communication process and agemy these basic elements.
We are talking about encoding, channel of commuimisadecoding, feedback and noise.
After this introduction we know, that each commuaticn consists not only from basic
elements but of eight elements together. Let'snlesmmething more about communication

process and its elements.

At the beginning of the whole process is sarder, who is the person or organization that
has information to share with another person omugrof people. The sender may be
an individual or a non personal entity. The commation process begins when the source
or sender selects words, symbols or pictures,desent the message that will be delivered
to the receiver. This process is knowneasoding and involves putting thoughts, ideas or
information into a symbolic form. The sender’s g@alto encode the message in such
a way that will be understood by the receiver. €heoding process leads to development
of a message that contains the information or meaning the seunopes to convey.
The message may be verbal or nonverbal, oral dtemrior symbolic. Messages must be
put into a transmittable form that is appropriate the channel of communication being
used. The channel is the method by which the conwation travels from the source or
sender to the receiver. Channels of communicatierohtwo types, personal and non per-
sonal. These channels will bring the message tadtever, who is the person(s) with
whom wants the sender shares thoughts or informaReceiver will read, hear or see
the sender’'s information andlecode it. Decoding is the process of transforming
the sender’'s message back into thought. This psdsasfluenced by the receiver’s frame
or field of experience, which refers to the expeces, perceptions, attitudes, and values he
or she brings to the communication situation. Tghmut the communication process,

the message is subject to extraneous factors #matlistort or interfere with its reception.
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This unplanned distortion of interference is knocagmoise. Noise is all the error problems
that occur in the encoding of the message, alratisbns at the point of reception. If
the receiver will finally receive the message, semder can expect sonfeedback. It is

the receiver’'s set of reactions after seeing, hgarmr reading the message. Senders are
often very interested in feedback. It is a partha receiver’'s response, which communi-
cates back with the sender. Feedback, which maydalariety of forms, closes the loop in
the communications flow and lets the sender moritiw the intended message is being

decoded and received.

1.1 Communication in marketing

In the marketing, successful communication is accoptished, when the marketer se-
lects an appropriate source, develops an effectiveessage or appeal that the message
is encoded properly, and than selects the channad¢ media that will best reach the

target audience so that the message can be effeetivdecoded and delivered. [2]

Marketing communication or promotion is one of timgortant parts of a marketing mix.

The marketing mix consists of four basic parts dpic price, place and promotion), we
call them 4Ps of the marketing mix. These four dasyredients (product, price, place and
promotion) can be mixed together in an infinitivewber of ways to find a right marketing

program which will facilitate the potential exchangith consumers in the marketplace.
All these four basic elements of marketing mix mstset up properly and must be inte-
grated to get the synergic effect. If you want ¢éosoiccessful in a market you have to sell
the right product, for the good set up price, viftb excellent function channels of distribu-
tion and consumers must know, that the produabris€ceptable price on the market and

he can buy it somewhere. This information givesrtipeomotion.
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2 PROMOTION (MARKETING COMMUNICATION)

Promotion has been defined as the coordination oflaseller-initiated efforts to set up
channels of information and persuasion in order tsell goods and services or promote

an idea. [2]

Promotion has got its own tools, which are calleel promotional mix. Promotional mix
includes advertising, sales promotion, persondingeldirect marketing and publiela-

tions If you want to get from promotion the expected efffal the parts of promotion mix
must be, as | mentioned before, integrated. Fot @f promotional mix is advertising, so

we can describe it a little bit closer.

2.1 Advertising

Advertising can be defined as any paid form of nompersonal promotion transmitted
through a mass medium. The sponsor should be clegridentified and the advertise-

ment may relate to an organization, a product or &ervice. [4]

The key difference between advertising and othen$oof promotion is that it is imper-
sonal and communicates with large numbers of pebpteigh paid media channels (mass

media).

The average European is bombarded daily with a numdr of advertising messages,
from different channels. Branded goods, machine tds, restaurants, prevention and
thousand of other goods, services and messages allepromoted through advertising.

The battle is to attract and hold attention so thatthe advertising has the opportunity
to generate the desired effects. Rarely can be thachieved by one advertisement.
Most often companies use mix of media and advertiseents for advertising to gener-

ate desired effect. [3]

Advertising media perform the task of delivering tinessage to the consumer. The adver-
tiser needs, therefore, to select the medium npysariate to the task in hand, given their
relative effectiveness and the budget available.céfechoose from different types ad-

vertising media:
* Television

* Print media
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Radio
Cinema
Internet

Outdoor advertising

Regardless of the type of organization, and whattemix of media used, any promises

made must be consistent between different adveréats and must be delivered when

the customer demands them. This implies a highl leflventegration between advertising

decisions and their implementation and the regt@imarketing mix elements.

Advertising normally conforms to one of two basypés:product orientated or institu-

tional.

Product orientated advertisement focuses, as the term suggests.egordlduct or service

being offered. Its prime task is to support thedpici in achieving its marketing goals.

Product orientated advertising can itself take @intaree alternative forms:

Pioneering - is used in the early stages of the life-cycleewlt is necessary to ex-
plain what the product will do and the benefitean offer. The more innovative,
technically complex and expensive the producths,more essential this explana-
tion becomes. Depending on the product’s newnkegpiime emphasis might well

be on stimulating basic generic demand rather dttampting to beat competition.

Competitive or reminder - is concerned to highlight the special featuresefgrod-

uct or brand as a means of outselling the compstitUsually seller seeks to com-
municate the unique benefits, real or imaginargt thistinguish the product and
give it its competitive edge. Given that most mé&slae mature and often crowded,

this type of advertising is very common and verpamant.

Reinforcement advertising - This advertising type tends to operate aftecipase. It
reminds customers that the product still exists t#uadl it has certain positive prop-
erties and benefits. It increases the chances mfrchase and sometimes might
even persuade consumers to buy larger quantitresmiain emphasis is not on cre-
ating new knowledge or behaviour but on reinforgomgvious purchasing behav-
iour, and reassuring consumers that they madeighé choice in the first place.

This kind of advertising clearly relates to estsiiid products in the mature stage
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of the product life-cycle, where the emphasis isnea@intaining market share at

a time of major competition.

Institutional advertising is in contrast of product specific advertisingailins to build up

a sound reputation and image for the whole orgéioizéo achieve a wide range of objec-
tives with different target audiences (communitgahcial stakeholders, government, cus-
tomers). A number of these issues also form an itapbpart of a public relations cam-
paign.

Institutional advertising is important for many seas, for example pioneering, in the sense
of presenting new developments within the orgaropatimage building, or advocacy in
the sense of presenting the organization’s pointiefv on an issue. Some institutional
advertising might be linked with presenting theamrgation as a caring, responsible and

progressive company.

One of the most critical features of any good alfieicéve advertising is that it must have
truth at its core. Advertising simply cannot bedis® create a false image, because as soon
as consumers try the product or service for thereselthey will compare the reality aga-

inst the advertising promises and pass judgement.

2.2 Sales promotion

Another tool of promotional mix is sales promotion.It has been defined as a direct
inducement that offers an extra value or incentivdor the product to the sales force,
distributors, or the ultimate consumer with the primary objective of creating an im-

mediate sale. [2]
If we talk about promotion we must keep in mindesaVimportant aspects:

» First aspect of sales promotion is that it involves some typanaducement that
provides an extra incentive to buy. This incentiseusually the key element in
a promotional program: it may be a coupon or aepreduction, the opportunity to
enter a contest or sweepstakes, a money-back refurebate, or an extra amount
of a product. The incentive may also be a free $amwipthe product, given it hopes
of generating a future purchase, or a premiumdeates as a reminder of the brand
and reinforces its image. Most sales promotionrsefégtempt to add some value to

the product or service. While advertising appealthe mind and emotions to give
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the consumer a reason to buy, sales promotion Eppeae to the pocketbook and
provides an incentive for purchasing a brand. Splesnotion can also provide
an inducement to marketing intermediaries such a®lesalers and retailers.
A trade allowance or discount gives retailers aritial incentive to stock and pro-
mote a manufacturer’s products. A trade contestctiid toward wholesalers or re-
tail personnel gives them extra incentive to penfazertain tasks or meet sales

goals.

» Second pointis that sales promotion is essentially an accetgraéool, designed to
speed up the selling process and maximize salesnIBy providing an extra in-
centive, sales promotion techniques can motivateswmers to purchase a larger
guantity of a brand or shorten the purchase cyclbetrade or consumers by en-
couraging them to take more immediate action. Con@saalso use limited-time
offers such as price-off deals to retailers or apom with an expiration date to ac-
celerate the purchase process. Sales promotian@Eidgo maximize sales volume
by motivating customers who have not respondeddteréising. Many sales pro-
motion offers end up being used by current users lbfand rather than attracting

new users.

* Afinal point regarding sales promotion activities is that tbay be targeted to dif-
ferent parties in the marketing channel. We cantlay promotion can be broken

into two major categories: consumer-oriented aaderoriented promotions.

Activities involved inconsumer-orientedsales promotion include sampling, couponing,
premiums, contests and sweepstakes, refunds aatksebonus packs, price off, frequency
programs, and event marketing. These promotionsliageted at consumers, the end pur-
chasers of goods and services, and are designeduce them to purchase the marketer’s

brand. Consumer-oriented promotions are part ebmptional pull strategy.

Trade-oriented sales promotion includes dealer contests and fivesn trade allowances,
point-of-purchase displays, sales training progtamagle shows, cooperative advertising,
and other programs designed to motivate distrilsugord retailers to carry a product and

make an extra effort to push it to their custonf{push strategy).

Many marketing programs include both trade and wores oriented promotions, since

motivating both groups maximizes the effectiveneSshe promotional program. Sales
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promotion has been a part of marketing procesa fong time, but its role and importance
in a company’s integrated marketing communicatigrogiram have increased dramatically

over the past years.

2.3 Personal selling

Another tool of promotional mix is personal sellingersonal selling involves selling
through a person-to-person communications proceiss. emphasis placed on personal
selling varies from firm to firm depending on aiety factors, including the nature of the

product or service being marketed, size of theromgdion, and type of industry.

Personal selling often plays the dominant rolentgfustrial firms, while in other firms, such
as makers of low-priced consumer nondurable gatgdsyle is minimized. In many indus-
tries, these roles are changing to a more balansedf promotional program elements. In
an integrated marketing communications prograns@el selling is a partner with, not a

substitute for the other promotional mix elements.

Manufacturers may promote their produdisectly to consumers through advertising and
promotions and/oindirectly through resellers and salespeople. Dependingenotk de-

fined by the organization, the responsibilities apécific tasks of salespeople may differ,
but ultimately these tasks are designed to heginatommunications and marketing objec-

tives.

Personal selling differs from the other forms ofntounication presented thus far in that
messages flow from a sender (or group of sendera)réceiver (or group of receivers) di-
rectly (usually face to face). This direct and ipg¥sonal communication lets the sender
immediately receive and evaluate feedback fromrélceiver. This communications proc-
ess, known as dyadic communication (between tw@lpeor groups), allows for more
specific tailoring of the message and more persepaimunications than many of the
other media discussed. The message can be changedress the receiver’'s specific ne-

eds and wants.

In some situations, this ability to focus on specpgroblems is mandatory: a standard
communication would not suffice. Consider an indaktbuying situation in which the
salesperson is an engineer. To promote compangdupts and/or services, the salesper-

son must understand the client’s specific needs fay mean understanding the tensile
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strength of materials or being able to read blupror plans to understand the require-

ments.

Personal selling is important in selling to constsrand resellers. Consumer-product com-
panies must secure distribution, motivate resettesgock and promote the product, and so

on.

Today salespeople are information providers, influecers through proximity

(i.e. through personal contact), demonstrators anéngage in:

e Surveying — educating themselves more about their customerltsusinesses and
regularly assessing these businesses and their @maers to achieve a position
of knowledgeable authority.

* Mapmaking — outlining both an account strategy and a solutionstrategy (for
the customer). This means laying out a plan, discemg it with the customer,
and revising it as changes require.

» Guiding — bringing incremental value to the customer by idetifying problems
and opportunities, offering alternative options andsolutions, and providing
solutions with tangible value

» Fire starting — engaging customers and driving them to commit ta solution.

This new role creates added value and develops antpterm relationship between
buyer and seller - relationship marketing. [2]
A number of criteria may be used to evaluate therdmution of the personal selling effort

to the promotional program. They include:

* Provision of marketing intelligence — the abilitiytbe sales force to feed back in-
formation regarding competitive programs, custoneactions, market trends, and
other factors that may be important in the develepnof the promotional program.

* Follow-up-activities — the use and disseminatiopm@imotional brochures and cor-
respondences with new and existing customers, girayifeedback on the effec-
tiveness of various promotional programs.

* Program implementations — the number of promotigralgrams implemented,
the number of shelf and/or counter displays used,so forth, the implementation

and assessment of cooperative advertising programs.
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* Attainment of communications objectives — the nunidfeaccounts to whom pres-
entations were made (awareness, evaluation), thauof trial offers accepted,
and the like.

2.4 Direct marketing

Is defined as an interactive system of marketing wibh uses one or more advertising
media to effect a measurable response at any loaai, forming a basis for creating
and further developing an on-going direct relationkip between an organization and

its customers. [4]

The key word in this new definition of direct matikeg is the phrasen-going direct rela-
tionship, which implies continuity and seems to contrathe impersonal approach tradi-
tionally offered by mass media advertising. If wanwvto do this database of customers it is

very important, to know as much as we can about eastomer.

Direct marketing is one of the fastest-growing sexbf economy, in which organizations
communicate directly with target customers to geteela response and/or a transaction.
Direct marketing has not been considered an elewietiie promotional mix. However,
because it has become such an integral part ointegrated Marketing Communication
program of many organizations and often involvgsmsate objectives, budgets, and strate-

gies, we can view direct marketing as a compongtiteopromotional mix.

Direct marketing is much more than direct mail andil-order catalogues. It involves a
variety of activities, including database managemmeinect selling, telemarketing, and di-
rect-response ads through direct mail, the Integed various broadcast and print media.
Some companies do not use any other distributi@mmoéls, relying on independent con-
tractors to sell their products directly to conswsnand have been very successful in using

direct marketing to sell their products.

In this promotional technique we can use diffedirgct marketing tools:
* Mail orders
* Telemarketing
* Internet marketing

» Teleshopping
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e Direct mail
e Direct response advertising

One of the major tools of direct marketing is direzsponse advertising, whereby a prod-
uct is promoted through an ad that encourages dhsuener to purchase directly from
the manufacturer. Traditionally, direct mail hasemethe primary medium for direct-
response advertising, although television and magazave become increasingly impor-
tant media. Direct-response advertising and otbieng of direct marketing have become
very popular over the past two decades, owing piiyni® changing lifestyles, particularly
the increase in two-income households. This hasitmaare discretionary income but less
time for in-store shopping. The availability of diiecards and toll-free phone numbers has
also facilitated the purchase of products fromaliresponse ads. More recently, the rapid
growth of the Internet is fuelling the growth ofetit marketing. The convenience of shop-
ping through catalogues or on a company’s websitepdacing orders by mail, by phone,

or online has led the tremendous growth of direatk®ting.

Direct-marketing tools and techniques are also ¢peised by companies that distribute
their products through traditional distribution ohals or have their own sales force. Direct
marketing plays a big role in the integrated mangetommunications programs of con-

sumer-product companies and business-to-businesketas. These companies spend
large amounts of money each year developing andteiaing databases containing ad-
dresses and /or phone numbers of present and ptovEpeustomers. They use telemarket-
ing to call customers directly and attempt to seém products and services or qualify
them as sales leads. Marketers also send out-tiv&@tipieces ranging from simple letters

and flyers to detailed brochures, catalogues, addotapes to give potential customers
information about their products or services. D@arketing techniques are also used to

distribute product samples or target users of apatimg brand.

2.5 Public relations

Organizations need to be concerned about much tharejust their trading relationships
with their target markets. Customers are importhat,a business as a whole cannot func-
tion effectively without the support and co-opeawatof its financial backers, its employees

and trade unions, its suppliers, the legal andla¢gy bodies to which it is answerable,
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interested pressure groups, the media, and mang groups or “publics” which have the
ability to affect the way in which the organizatidoes business. There is no direct trading
relationship between the organization and manyefpublics listed above, which means
that the objectives of whatever communication tgiase are centered more on explaining
what the organization stands for, and creating@gt positive corporate image than on
a hard sell. Public relations are the area of mangecommunications that specifically
deals with the quality and nature of the relatiopdfetween an organization and its pub-
lics. Its prime concern is to generate a sounegcéffe and understandable flow of commu-
nication between the organization and these gresopthat shared understanding is possi-
ble.

It is defined as a management function that determies the attitudes and opinions of
the organization’s publics, identifies its policieswith the interests of its publics, and
formulates and executes a program of action to earthe understanding and goodwill

of its publics. [4]

Or we can define it as the deliberate, planned andustained effort to institute and

maintain mutual understanding between an organizatin and its publics.[4]

The second definition is nevertheless, a more Uskdfiinition that gets close to the core
concern of PR, which iswutual understanding. The implication is that the organization
needs to understand how it is perceived in the mwetrld, and then work hard to make
sure, through PR, that those perceptions matatedgsed image. Two-way communication
is essential to this process. Another interestlagient of this definition is the specific use
of the wordpublics. Advertising, in its commonest usage, is usudtlgu talking to cus-
tomers or potential customers. Public relationsngsfa much broader range of target au-
diences, some of whom have no direct trading wratip with the organization, and thus
PR encompasses a wide variety of communicationsneed objectives no necessarily
geared towards an eventual sale. Advertising ceminol/ be used as a tool of PR, but it is
not the best communication method for many puldicebjectives. Finally, the definition
emphasizes that PRadsliberate, planned and sustained. This is important for two reasons.
First, it implies that PR is just as much of a teflgecally thought out, long-term commit-
ment as any other marketing activity, and secanchunters any preconceptions about PR
simply being thead hoc seizing of any free publicity opportunity that happ to come

along.



UTB ve Zling, Fakulta managementu a ekonomiky 21

The essence of PR, as stated in the introductsotg iook after the nature and quality of
the relationships between the organization andait®us publics. This means that PR cov-
ers the management of a range of activities tlegtterand maintain the character and status

of the organization in the eyes of those who matter
It includes activities such as:

« the creation and maintenance of corporate ideatityimage

» the enhancement of the organization’s standing esrorate citizen, through ac-
tivities such as arts and sports sponsorship, teltdei involvement and community
initiatives

« the communication of the organization’s philosophy purpose, through activities
such as open days, visitor centres and corporaertsing

* media relations, both for dissemination of good siestories and for crisis man-
agement, including damage limitation

* attendance at trade exhibitions, which helps tgdatronger relationships with key
suppliers and customers as well as enhancing anmation’s presence and repu-
tation within the market.

If we talk about public relations it is importamt tinderstand who the variopsblics

are. Public is any group, with some common charsties, with which an organiza-

tion needs to communicate. Each public poses ardiit communication problem, as

each has different information needs and a diftekémd of relationship with the or-

ganization. We know six basic types of publics:

1. General — general public, community, pressure ggoup

Financial — shareholders, investors, bankers

The media — television/radio, national/local préissje press

Internal — employees, trade unions

Authority — central/local government, trade assiaies, regulatory bodies

o ok~ WD

Commercial — customers, suppliers, competitors

The PR manager hasrange of techniquesand activities to draw on, limited only by
imagination. The main area to look at is publiatyd press relations, a major concern
within the PR remit. While considering techniquieéss important to relate them to the tar-
get publics and the PR objectives for which eadpjsropriate. The range of techniques is

as follow:
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» Advertising — corporate image

* Press relations — press releases, press confergiress briefings,

press receptions
* Internal — house journals, staff briefings
* Events — social events, factory tours, annual gémeeeting

e Publications — annual report, magazines, videas;Hures, books
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3 SWOT ANALYSIS

Planners have evolved structured ways of lookinthatcurrent situation of an organiza-
tion. One of the simplest and most effective waysdlled SWOT analysis. It is a tool to
find out the Strengths, Weaknesses, Opportuniéied, Threats that are to be expected in
a project or in a business venture or in somethinglar. It means that the marketing envi-
ronment (internal and external to the organizatiomdividual) is looked at. The technique

was developed by Albert Humphrey.

SWOT- | Internal analysis |
analysis | Strengths [ Weaknesses |
E [P W-O-Strategies:
X || Opportuni- |[Develop new methods Eliminate weaknesses to en-
t ties which are suitable to the able new opoortunities
e company's strength. PP '
r
n
a
I
. W-T-Strategies:
A SURSICs [ Develop strategies, to avoid
Threats |Use strength to defend
n threats that weaknesses could be taf-
a ' geted by threats.
I
y
S
e]

Pic. 1. SWOT-Model as a Matrix. [11]

3.1 Internal and external analysis

Strengths and weaknesses tend to be internal pashol with the past or the present. Oppor-

tunities and threats tend to be outside the orgé#ioiz, and to do with the future.
« Internal factors — strengths and weaknesses internal to the o@j#omz

» External factors — the opportunities and the threats presentetidgxternal envi-

ronment.
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The internal analysisis a comprehensive evaluation of the internal imment’s poten-
tial strength and weaknesses. Factors should Haated across the organization in areas

such as:
e Company culture
« Company image
e Organizational structure
* Key staff
* Access to natural resources
» Operational efficiency
* Operational capacity
* Brand awareness

The SWOT analysis summarizes the internal factbthe firm as a list of strengths and

weaknesses.

The external analysisdescribes the external environment. An opportusite chance to
introduce a new product or service that can geaesaperior returns. Opportunities can
arise when changes occur in the external envirohnhgny of these changes can be per-
ceived as threats to the market position of exgsproducts and may necessitate a change
in product specifications or the development of newducts in order for the firm to re-

main competitive. Changes in the external envirammeay be related to:
» Customers
» Competitors
* Market trends
e Suppliers
* Partners
» Social changes
* New technology

» Political and regulatory environment
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The SWOT analysis summarizes the external enviratahéactors as a list of opportuni-

ties and threats.

Often it may appear that the same aspect of amaion may be both the strength and
the weakness depending on how you look at it. et very helpful finding in practical
planning and signals the need for further analy&isaking down the aspect into its com-
ponent parts will usually reveal a more usefulgrattin this case. It helps to be as specific
as possible. Another aspect of effective SWOT aislis to prioritise. Ranking entries
under each heading into an order of importanceathnap the key issues facing an organi-

zation. This can then feed into the informatiorappropriate objectives.
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4 MARKETING RESEARCH

Marketing research is the function which links theconsumer, customer and the pub-

lic to the marketer through the information. [7]

Market research involves collecting, recording amaking sense of all the available infor-
mation which will help a business unit to underdtéda market. Market research sets out to

answer the following questions:
* Who makes up the target audience?
* What do they want?
*  When do they need it?
*  Where does it sell best?
* How can it be taken to them?
* Why do they want/need it?
* What are our competitors doing?
* How is our market changing?

In business, demand is always changing and theréfa essential to know how things are
changing. Market research requires a special fdriskidl and therefore market research
companies are often employed because they havaeitessary experience and also be-
cause market research takes up a lot of time. Stoalpanies most often use marketing
research companies, but bigger companies sometimesarketing research on their own.

Market research helps firms to plan ahead ratteer th guess ahead.

4.1 Different methods of marketing research

4.1.1 Quantitative marketing research

Relates to methods such as questionnaires, whittbeaised to gather a lot of informa-
tion, but which often use fairly closed respondgsesdhased on numbers, does not tell you

why, when and how.
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4.1.2 Qualitative marketing research

Relates to more intensive methods involving smathgles such as a focus group who
come together to discuss their feelings about acpdar product. Has got more details, tell

you why, when and how.

4.2 Data gathering

Data gathering involves collecting as much infoioratas possible about the market, usu-
ally before any further steps are taken. It retieslesk research and field research. Data is
divided into primary and secondary categories. Brynaata are collected in the field. Sec-
ondary data are gathered from all the material ihat present time available on the sub-

ject, and is always studied first when doing desslearch.

4.2.1 Desk research

This method involves the search for secondary dakesther published or unpublished.
A good place to begin is with a company’s recordiseons such as production, sales, mar-
keting, finance and other data. Other sourcesadrs#ary data are for example government
publications on the internet. Commercial reseandamisations also provide market re-

search reports, many of, which are accessible @mtbrnet.

4.2.2 Field research

Field research involves the search for primary nmfation. Before an organisation con-
ducts primary data collection it has to be cleaicWwhespondents it wishes to interview.
A company cannot possibly interview the whole pagioh to get their opinions and views.
This simply would be too costly and unfeasible.afnple of the population is taken to help
them conduct this research. To select this santestare again different methods of
choosing your respondents, a mathematical approalted “probability sampling” and

a non- mathematical approach, simply called “nasbpbility sampling”.
Probability Sampling Methods

Probability sampling methods are a mathematicahohaf selecting the respondent and

they are as follow:
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Simple random samples - With this method of sangptire potential people you
want to interview are listed e.g. a group of 108 lssted and a group of 20 may be

selected from this list at random. The selectioly beadone by computer

Systematic samples - out of the 100 people we dadlk®ut above, systematic sam-
pling suggests that if we select the 5th persomftbe above list, then we would
select every 5th, 10th, 15th, 20th etc. The patierthe every consecutive 5th. If

the 6th person was selected then it would be es@rgecutive 6th.

Multi-stage samples - With this sampling processe thspondents are chosen
through a process of defined stages. For exampldeamts within Islington (Lon-
don) may have been chosen for a survey througfotlosving process: Throughout
the UK the south east may have been selected doman stage 1), within the UK
London is selected again at random (stage 2),gllimis selected as the borough
(stage 3), then polling districts from Islingtoria@e 4) and then individuals from
the electoral register (stage 5). As demonstratedstages were gone through be-

fore the final selection of respondents were setefiom the electoral register.

Non Probability Sampling

Convenience sampling - Where the researcher guestinyone who is available.
This method is quick and cheap. However we do mmwk how representative

the sample is and how reliable the result.

Quota sampling using - This method the sample agdiés made up of potential
purchasers of your product. For example if you flkat your typical customers will
be male between 18-23, female between 26-30, there ©f the respondents you

interview should be made up of this group, i.euatq is given.

Dimensional sampling - An extension to quota sangplirhe researcher takes into
account several characteristics e.g. gender, agen@, residence education and en-
sures there is at least one person in the studyrépaesents that population. E.g.
out of 10 people you may want to make sure thatdple are within a certain gen-
der, two a certain age group who have an inconeehetween £25000 and £30000,

this will again ensure the accuracy of the samalmé again.
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As we can see from this chapter we can use twatgpeampling frames (probability and
non-probability) within six types of sampling mettso(simple random samples, systematic
samples, multi-stage samples, convenience sampungfa sampling using, dimensional

sampling).
For searching gbrimary data collection we can use two different methods:

¢ Observation — includes the observation of respanbgra trained observer or by
electronic equipment (camera). The aim is to olesseonsumer responses and be-

haviour to a product or customer service.

* Interviews — face to face interview between anrinésver and the respondent (per-
sonal interviews, postal surveys, telephone surnfegsis groups). In this method of

primary data collection we could use questionnaire.

4.3 Questionnaire

People often ask themselves what is so difficutivalilesigning a questionnaire. Asking
guestions and getting the right answers is not ydves straight-forward as it may seem.
Someone beginning their market research careerpmesyme that questionnaire design is
clear-cut-process — ask the question to the rigepandent and you will get the answer.
How hard can it really be? It is true that anyoae string some questions together, and
normally you will get an answer in some shape omfdout the problem is, it may not be

the answer you were looking for.

Questionnaire design is one of the hardest and mygstrtant parts of market research.
Given the same objectives, two researchers wowlbaly never design the same ques-
tionnaire, as questionnaire design is an art fdrat allows individual license to the crea-

tor.

The questionnaire plays a number of important rdkssprimary purpose is to facilitate
the extraction of data from a respondent. It seare&ide memoire” to the interviewer so
that there is no necessity to learn the questidgh®yheart. It provides consistency in
the way the interview is conducted, especiallyraguently a number of interviewers are
working on a project at the same time. Without asg@nnaire, questions would be asked

in a haphazard way at the discretion of the indigldQuestionnaires are also an important
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part in the data collection methodology. They all@sponses to be recorded in a consis-

tent way to facilitate data analysis.

The questionnaire can be administrated in thrderdiiit ways: by phone, face-to-face and

self completion (through mail/Internet). These éhinecongruent methods require different

forms of questionnaire.

Questionnaire type

Area of use

Method of administration

Structured

Large, quantitative studies

Telephone, face-to;faedf

completion

Semi-structured

Qualitative  consumer

business to business studies

studiesTelephone, face-to-face

Unstructured

Qualitative studies

Telephone, face-to-face,

group discussions

Tab. 1. Types of questionnaire [6]

Question type

Information sought

Types of surveys

Behavioural Factual information of what theSurveys to find out market sizg,
respondent is, does or ownsnarket shares, awareness ¢
Also the frequency with whichusage
certain actions are carried out,
where people live etc.

Attitudinal What people think of somethinglmage and attitude surveys.

Their image and ratings ¢

things. Why they do things.

pfBrand mapping studies. Cu

tomer satisfaction surveys.

Classification

Information that can be used
group respondents to see h
they differ one from the othe
such as their age, gender, so(
class, location of household, ty,

of house, family composition

té\ll surveys
DW
r

cial

and

Tab. 2. Types of questions in the questionnaire [6]
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5 INTRODUCTION

Teilo Engineering Ltd. has got more than 30 yearg history. It was set ug®3ebruary

1962 by Michael John Emannuel, who is the owner @l secretary of a business.
The firm was established in a small town Pontaraidulhich is part of the West Glamor-
gan district, in Wales. Company is defined as aufanturing-trade company. At the pre-
sent time, company employs 50 people, from wort@rggh professional experts. In sales,
telemarketing and account department is employe@rployees and in manufacturing

process work 30 members of a staff.

The main subject of the business is everythingradomave soldering machines. Company
provides all the services, which are connected théhwave solder machines. Teilo Engi-
neering manufactures and sells the titanium commsni®r these machines, repairs and
sells used wave solder machines and also provideshmical consultancy. Firm also

manufactures and sells press tools, injection nsgudtbw moulds, special purpose ma-
chinery and do all kinds of welding, manufactunésnium components according to cus-
tomer’s individual needs and does some other thinggh are not part of the main subject
of the business. Before 5 years, company has dtertmanufacture and sell seating com-

ponents and is quite successful in this part oiness.

Teilo Engineering is one of the front supplierditénium components and wave soldering
applications in UK and in the next few years theg going to try to get their products on
the markets in Western and Central Europe, whexdas of wave solder machines situated

and not so strong competition in this part of basgas in UK.
The main motto of the company is:
“We are here, to make all our customers happy.”

Motto expresses customer’s politics of the compésyattitude onto customers. It is mean
that each customer is for company very importaudt @eople in Teilo Engineering will do

everything to satisfy his or her wants and needs.
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6 COMMUNICATION MIX OF TEILO ENGINEERING LTD

Promotion is for Teilo Engineering the most impattpart of marketing mix. Company
considers professional and friendly communicatior for the key of success on the mar-
ket. Teilo Engineering tries to set up all the camimation tools properly and integrated,
because only integrated marketing mix and commtioitanix can get the desired syner-

gic effect.

6.1 Advertising

Teilo Engineering is not one of these companieschvhan afford advertising in national
television channels or in radio broadcast. Advergisn some mass media such as men-
tioned television or radio would be absolutely tinfhen using the rest of promotional
tools, expensive and uneconomical. For companyisftype is not a lot of ways how to
advertise its products and services. The idealfaayeilo Engineering is to advertise their

products and services through Internet and Sclygtatblication, which company does.

6.1.1 Internet advertising

This new multimedia medium becomes more and mopellpo. More and more companies
use this media for propagate their businesses. Aliesay that if at present time company
wants to be successful, get new customers anddaap relationship with all the existing

customers it has to use internet to promote itsédist often they use combination of web-
sites and internet advertising. Internet is verpamant medium for brand support. Using

Internet advertising has got many advantages:
* Itis the most dynamic segment of advertisementdyvor
* ltis interactive.
* Immediately effect.

e Very good aim.

One of the main activities which Teilo Engineerimgges to highlight itself on the internet is
naturally presentation of company and its producten the websites

(www.teiloengineering.com). On these websites aatergial customers find description of
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most of the products, which company manufactumsjces which company provides and
short introduction of the firm. In my opinion, wetasis very good designed. It is designed
professionally from a firm, which provides web dgsiand services. It consists of three

main sections:

* Home - this section includes short introductiortref company, says briefly what

company does and inform visitors about manufacfupirocesses.

* Products — this section gives to potential custofuér description of most of
the products which Teilo Engineering manufactutiesy can see them in 2D or 3D

view, find their specification and used material.

» Contact — in this section can visitors find all tentact details including telephone
numbers, email addresses and postal addressescdmejew external map and lo-

cation of a company. Contact form is part of tld@steon as well.

The most important part of company’s website isapct range. In this section can poten-
tial customer see most of the products, compasthitthe products which he uses and gets

acquainted with them in detail, which is for compagry important.

A[TEILOENGINEERINGLIMITED]- Microsoft Internet Explorer [BEE
I

File Edit View Favortes Tools Help L

Qe - @ - [x] B @ O secartn §lgravonies @) - E-JAES

Address @) http: ffaoww.teloengineering.com v B |unke >
Canon €asy-WebPrint - (EPrint  0High Speed Print [E, Preview |Options & Duplex [E| view Print List
Google |[Cl+ v Goo @ B -~ € -~ ¥ bookmarksw Bioblocked 3 Check = %, Autolink - | Send tor () settings—
y A
LIMmITED

g!; z
CLICK TO VIEW PRODUCTS

OTHER
PRODUCTS.

Welcome to Teilo Engineering Ltd

Teilo Enterprises specialises in the design
and manufacture of a wide range of
products for your PCB assembly operation.
Our products are widely accepted and used
by major OEMs and PCBA subcontracting
companies worldwide.

We can assure you our professionals will
wiork closely with you to develop the most
cost effective solution so that you can
derive the greatest efficiency and highest
productivity from your operation.

Product & Services

Titanium Fingers for Wave
Soldering Machines.

Design & Manufacturing of
PCB Carriers for Wave
Soldering and T application.
Tool & Die Manufacturing.
Metal Stamping.

Cell Compenents (Drawn
Parts).

Precision Toolmaking.
General Engineering.
Special Purpose Equipment

‘We have Engineering
experience totalling over 40

Many products have been
manufactured to meet
customers designs, to cover
specific requirements. To
purchase our products please
either select the products
section from above or contact
us direct, where one of our
professional sales assistants
would be more than happy to
oblige any requests.

Our contact details may be
found by selecting the contact
section from the menu
system above.

&) Done

B Internet

Pic. 2. Company’s web page. [8]
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Other type of advertising on the internet, whichmpany uses, is advertising with Kel-
lysearch (www.kellysearch.com). Kellysearch is walown search engine for business.
Companies, which want to have got their data ig $keiarch engine, have to pay at least one
year membership. If you are an advertiser, keliggeallows you to check, how many peo-
ple have seen your company and than compare itregbonses from them, which is very

helpful for advertisers. Companies can see how rpaonyple were reached.

A Teilo Engineering Ltd - Swansea - UK - Microsoft Internet Explorer

Fle Edit View Favorits Tools  Help o

Qresc - © - Iﬂ @ ,h /f"sEarm \;:‘i(Favunl'Es D R = LJE E 3
Address | €] htp: o kellysearch.co, kfgb-company-6684439.html V| EYoo |tnks *
Canon €asy-WebPrint - | Print EHigh Speed Print I Preview | [Y]Options [ Duplex | [E] View Print List
Google |G~ v Goo @ B - @ - ¥ Bookmarksw Bioblocked P Check = 'y Autolink ] AutoFil |wp Send tov () settings=
~
E Catalogues [ What's New @] Add my company | Advertise

Kellysearch.co.uk e | Find it |
Everything you need, nothing you don’t

@ Product/Service © Company

Teio Enterprises specialises in the design and manufacture of a wide range of products for your PCB
assembly operation. OUr progucts are widely sccepted and used by major OEMs and PCBA subcontracting
companies workwide.

GINEERING tianium Fingers for wave Sokering Machines

1eo Design & Manufacturing of PCB Carriers for Wave Soldering and T application
Tool & Die Manufacturing. Metal Stamping
Cell Components (Drawn Parts).
Precision Toolmaking

EN
(&

[)

General Engineering

Special Purposs Equipment

Wie have Engineering experience totaling over 40 years combined wih mould buiding and manufacture. OUr business has been established with
overseas companies and high profie UK people

Hany products have been manufactured to mest cUStoMErS designs, to CoVer Specific requirEmeNts. To pUTChase our products plesse efther select the
products section from above or contact us direct, where one of our professional sales assistants would be more than happy to oblige any requests.

View Catalogue

Titanium Tooling and Fixtures for
1 the PCB process Industry

Address and contact details

Address:  Unit 24, Pontardulais Workshops. Tyn y Bonau Industrial Estate, Tyn y Bonau Road, Swansea. SA4 835G, UK
Telephone: (01792) 885594

Fax: (01792) 835594

Web: www teilaengineering com

Pontarddulais companies
Save ~

4&] htip:/fimages.kelysearch.com/Zadink|289175221]1] 1 |Adld=1345870;8nld= Litine 7459078 13;ku =466 748; ey =COE684439; R, ® Intemet

Pic. 3. Kellysearch webpage. [9]

This kind of advertising has got many of other adages. Customers like to look for po-
tential suppliers in this way, because it is veagyeto find the right company or the prod-
uct. Potential customers can type in the name efptloduct or the name of the company

and search engine will show them possible results.

6.1.2 Advertising in scholarly publication

It make possible to target the right segment ofausrs. For company Teilo Engineering
we are talking about electronic manufacturerss lappropriate to advertise in magazines
and newspapers which have got a lot of custometsnawst of them are companies not
individuals. Teilo Engineering advertises in Eleaics Weekly magazine, which is na-
tional publication about electronic companies atsdsuppliers. If we want to measure

number of reached customers, we can do that witlben of sent and bought copies.
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6.2 Sales promotion

Is one of the promotional tools, which effectivelypport advertising and in some ad-
vanced countries predominates. It sense increasmy éay. A lot of companies have

started to invest more money into sales promotiwh lass money into advertising. Sales
promotion includes all the materials and activitighich act as a direct incentive. All these
incentives act shortly and have to be very intemsivthey want to influence consumer’s
behaviour and decision making. Consumers or otleget groups must get something
valuable, what they do not have to pay. It candraeething free, better price or possible
attractive prize in competition. The most importéimng is, that the target groups must
know, that they will get the desired benefit, ieyhwill act in the desired way, at the de-
sired time (for example, if they will buy some kinfigood for particular price they will get

discount).

Companies must use sales promotion very choicelgah not only help to company’'s

sales, but it can also damage the company. Temypdistounts can not be used very often.
It can invoke impression of low quality of our prads or problems with its sales and
could damage company’s image. It can also disceutlag consumer. The consumer will
buy the product because the bargain offers notuseche will see its quality and benefit.
The sales would be shortly high, but after the ehshles promotion consumer could go to

the competition. Company Teilo Engineering usesdhypes of sales promotion activities.

6.2.1 Employees sales promotion

Motivation of employees in a company is very impattas well. Teilo Engineering moti-

vates its employees in these ways:

» Trainings — company regularly organises trainimgsirses and meetings for its em-

ployees. In fact, salespeople spend 20% of theie tt work in this way. It is very

important for them to get acquainted with all tloalg, new sales strategies and re
sults of the company. Most of them are organisgdlegly, but some of them are

emergency. Most often, when is by management soote#gm discovered.

* Money bonus — every month one of the salespeopecimmpany gets extra money
bonus to the wages. This bonus reflects extrateffdrich he exercised. It can be

attainment of the biggest sales turnover or sorheraxtra effort such as the big-
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gest number of meetings or something else. Mosinadales person with the big-

gest turnover gets this premium money.

» Sales competitions — telemarketing people compmetthé biggest number of found
potential customers. They can win different preseot financial prizes. Prize is

every month different.

6.2.2 Consumer oriented sales promotion
In this category we can talk about:

* Free samples — are mostly used with the new prediibe goal is to stimulate con-
sumers for checkout of the new product. It is usetthe early stages of product life
cycle. Teilo Engineering sends around 30 samplesyaveek, most of them are ti-

tanium fingers.

e Discounts — are most often used to stimulate exjstustomer to bigger purchase
or to stimulate potential customer to purchaseait also be used as a tool against
competition actions. Teilo Engineer offers discayunivhen customer buys
the whole conversion kit or set of products. Cuspran also get a discount if he
orders goods for extremely high price. Quality @ild Engineering’s products is
very high and prices are very competitive so T&lmineering does not give dis-

counts very often.

e Premiumproduct—is a product offered free or for minimum price agratuity for
shopping of specific producthis kind of sales promotion is good to use in sase
where both products are related. Teilo Engineeiangexample gives free shaft or
shaft for minimum price when customer orders ingye{parts of wave solder ma-

chines, which are connected).

6.2.3 Trade oriented sales promotion

If we talk about middleman’s sales promotion inld étngineering. We mostly talk about
sales promotion for its distributors. Distributer® independent people or companies, who
buy Teilo Engineering’s products in a bulk and $etb final consumers. This people or
companies have got off course different prices thaal customers. They want to make

a profit as everyone in a distribution channelthsgy buy products from Teilo Engineering
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put their commission to the price and sell it teaficustomer. The reason, why the com-
pany can give them lower price is, that they bugrghing in a bulk, which means that
they buy all the products in bigger quantity thanal customers, so the price can be lower.

Teilo Engineering uses for these people followyypes of sales promotion activities:

* Business exhibitions and meetings — company méehalmiddlemen to regular
exhibitions, where all the new products are showedperties of each product are

described and the way of use is demonstrated.

* Free goods — includes free goods for sale of ecegaantity of products. Teilo most

often gives free titanium fingers for sale of 10®@ers or more.

» Special offers — distributors get reduction in ericthey will pay before or in cash

6.3 Public relations

Public relations have come to mean a great deal merthan informing others about
someone or some group. It also tells the group whathers think of it, helps the group
determine what it must do to gain the goodwill of thers, plans the ways and means
by which to do it, and then implements the activites to achieve goodwill. This entire
process known as public relations encompasses a grenany functions, concepts and
techniques - including the range of activities in public affairs” that help an organiza-
tion come into confluence with the social forces fcting it. All are coordinated into

a gestalt of coordinated ideas and functions. [10].

In Teilo Engineering, public relation experts ustedent types of instruments for work

with public. Messages are one of thefne target of PR staff is to create and find inter
ested messages about company, its products andysap| which are most often pub-
lished by press or on the internet. Most of thesagss are concerned with titanium, which
Teilo Engineering uses for its products, and itswafacturing processes. Other tools of
public relations, which are commonly use are semjnaxhibitions and meetings. Every
event is an opportunity to write specific artiakeiented to specific groups. Company edit

its own brochures and magazines as well.
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6.3.1 Relation between advertising and public relations

If we talk about public relation and advertisingg valk about two different types of per-

sonal communication, which have got some similaitdr They most often use similar me-
dia to communicate. They work with similar targebgps. Both of them needs creative
access and both of them contribute to generate moage of a company. But they are not
similar in all aspects. We can find some areas revtteey are absolutely different. Adver-

tising is a part of marketing, but public relaticare function of management. Advertising
focuses its attention for individual products orveees and concentrates itself on exactly
defined target groups, but public relations conegaton the whole company and its incor-
poration into society with objective informationdyertising acts in a short term period but
public relations act in a long term period. Advartg tries to promote products or services

but public relations aim to mental sphere.

6.3.2 Publicity

In this occasion it is necessary to mention terrolipity. Publicity supports with positive
information in press, TV or other mass media imafja company or other subject. It is
an autonomic reaction of consumers for good sesyipeoducts and so on. Organization
can not influence it directly, only with good sex@s$, products and employees, who are in
contact with clients, customers. Opposite of thresgiirements provoke negative publicity,
which can strongly damage good name of a compamycémpany Teilo Engineering is
good publicity very important, because target ausis most often know each other. We
should say, that in this kind of business is gooldlipity necessary. Letters of recommen-

dation or references are in the company used daily.

6.3.3 Sponsorship

Today is sponsorship one of the most extended awdl@ping parts of communication. If
we talk about sponsorship we mean planning, orgamizmplementation and controf all
the activities, which are connected with money tgam goods grants to the individuals or

to the organizations in cultural, sport or socralaa

Sponsorship is double-sided deal with two partn§monsor gives money, goods or ser-
vices to the receiver with the aim of get speaftisfaction. The satisfaction is most often

services for the sponsor, which are beforehancheefi
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Company Teilo Engineering has become the sponsarroW of sport, social and cultural

occasions.

* Rugby —Teilo Engineering is one of the sponsor@aftardullais rugby team. In
Wales is rugby very popular sport. This sponsorshgkes it possible to put name
of the company on dresses of the players and haivetiger propagation materials

such as the posters on the walls in the local ratydy.

» Blind children donation — company supports thisatam, which helps blind chil-

dren in their lifeu.
» Cancer Research UK — Teilo Engineering donatesetarsearch in UK.

Sponsorship can follow two types of goals. Econaingoals are the first type. This area
includes goals such as profit, sales, turn over @hdrs. Psychological market goals are
the second type. This area includes goals suckrmamd of a brand, prosecution of con-
tacts, higher motivation of employees and othetsthds sponsorship projects are at first
realized to improve good name and image of the emyn public eyes. All the sponsor-

ing actions must be carefully well-considered tda tiee right effect for the company.

The goals of sponsorship must be defined beford, @mpany must be shore that,
the money, expended on sponsorship, will have igesiallout on consciousness, image,

loyalty of customers or some other goal, which valbound in improve of sales.

6.4 Personal selling

Personal selling is one of the oldest forms of mbam. It involves the use of a sales force
to support a push strategy (encouraging intermiegdian buy the product) or a pull strategy
(where the role of sales force may be limited tppsuting retailers and providing after-

sales service). We can say, that personal seBitigei process of communicating with a po-
tential buyer (or buyers) face-to-face with thepmse of selling a product or a service.
The main thing that sets personal selling apamnfrather methods of selling is that

the salesperson conducts business with the custonperson. Personal selling comprises

five stages:

1. Prospecting — this stage is about finding the pFols) or new potential customers.
Prospects should be “qualified” which means thaytheed to be assessed to see if

there is potential business, otherwise the salesperould be wasting his time.
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2. Making first contact — this stage is about prepamathat the salesperson goes

through before they meet with the client (teleph@mail, letter).

3. The sales call or sales presentation — during tbseptation of a product it is best
to be enthusiastic. If the salesperson is not es@bout it, he can not expect the p-
rospect to be excited. Very important is to focaglee real benefits of a product or

a service, rather than listing endless lists offufiess.

4. Objection handling — it is the way in which salegple tackle obstacles put in their

way by clients.

5. Closing the sale — this is a very important st&fgen salespeople will leave with-

out ever successfully closing a deal.

In the first stage salesperson has to plan a sgipsoach focused upon the needs of
the customer. He determines which products andcesnbest meet customer’s needs and
in order to save time, ranks the prospects ancteaut those that are least likely to buy. In
the second stage salesperson must make sure thatdmetime. Before meeting with
the client he sets some objectives for the salésHa must know what the purpose of
the call is and what outcome is desirable beforéelaees. In this stage it is good to show
that you are committed in the eyes of customergi@mple do some homework. To save
time, sales people can send some information befae visit, it will wet the prospect’s
appetite. And the last think, which can be goothis stage is to keep a set of samples at
hand, and make sure that they are in a very gonoditon. Third stage involves sales call
or presentation. Experts recommend let the cliersitdeast 80 percent of the talking. This
will give you invaluable information on client’s eds. Very good is to ask plenty of ques-
tions. Questions of all different types can be uggukn questions, closed questions, yes or
no questions). Never be too afraid to ask for th&iress straight off. Fourth stage is about
objection handling. Try to anticipate the clienefdye they will try. Ask the clients, why
they feel the way that they do. The salespersoidaso tactfully and respectfully contra-
dict the client. The last fifth stage is about olgsthe sale. Do not be afraid to ask for
the business in this stage or look for buying dgyiflaody language or comments). Do not
forget to stop talking and let the client say “yed’the end of conversation. This really

works.
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Through personal selling is more likely to be efifiee with products and services which
Teilo Engineering sells. Company sells most ofpitsducts through its salespeople (pull
strategy). These salespeople must be well edueatgoheers, because most often some
scholarly advices and recommendations are conn&gthdselling of company’s products.
We can say that the sales people are the most tampcemployees in a company, they
make the turnover. This is the reason, why theywdpen trainings, special courses and
other educational programmes more time than othglaees. Not everyone could be
good salesperson. It is well known, that for thisdkof selling must be chosen people with
specific qualities. The whole process of sellingatels on personality of the salesperson,
who must be able to communicate with the custonvengsh means that he or she must be
sensitive, friendly, expressive and representdiking. Company considers well edu-

cated and professional salespeople for the keyafess in the market.

6.5 Direct marketing

Direct marketing is a promotion mechanism that allevs focused messages to be re-
ceived by a targeted audience. The main differenceetween direct marketing and
other promotion is that you can closely qualify you audience to deliver a message

that appeals to their specific needs. [11]

Originally was set up as the direct marketing segddroducts from a manufacturer to
a consumer without any distribution channel. Lalés term meamarketing run by post,
which was sending catalogues or direct productdisgnAt present direct marketing basi-

cally covers:
e Catalogues
* Mail-order sale
* Direct mall
* Telemarketing
e Direct-response advertising
Company Teilo Engineering uses only some of thectlimarketing tools, which are:

* Telemarketing



UTB ve Zling, Fakulta managementu a ekonomiky 44

* Direct mail

6.5.1 Telemarketing

Telemarketing is for the company the most import#irgéct marketing tool. It is an ideal
tool, which enables two ways communication, whiokams that salespeople can react im-
mediately on customer’s reactions, questions, agwires. Telemarketing has got many
advantages against other forms of direct commupitaOne of the most important is that
it enables fast contact with customers and immedi@action. Others are for example in
faster building of databases or supervision ofs&attion of customers. As a disadvantage
we can mention for example possibility of interioptfrom called person or need of edu-
cated personnel . Conversation on the phone is asedmain communication instrument
in Teilo Engineering. Company uses active telemargeActive telemarketing means that
company searches and reaches out customers dn Tiselmain objective of active tele-

marketing is to sale specific product.

Company has got its own telemarketing departmetit @iemployees. These people have
got two main definitive tasks, which is organisiigousiness meetings for salespeople and
offering of the new products to existing customéisthe employees from this department
spent the first week of their job on special tnagjiwhere they are educated about products
and services which company does and about systéheqfhone calls. Contact with each
target customer has got similar structure. At fplsone call employee introduces himself
and a company and asks if he or she can send proatatogues or other promotion mate-
rials to study to the potential customer. After &0 12 working days he or she calls
the same customer again, asks him what he thindst gdvsoducts, answers possible ques-
tions and asks the customer if he is interestgaoducts. At the end of the phone call tele-

phonist most often arranges meeting for sales septatives.

Each of telephonists has got its own phone calkbadere the phone calls are noticed.
This evidence is quite important. Anybody with e&ascéo this evidence can find here how
many phone calls each person did, the times optimme calls and how many customers

were find out.
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6.5.2 Direct mail

Direct mail is in principle sending direct offers ¢oncrete receivers. It can be send by post
or electronically. This kind of direct communicatidnas got many advantages. We can
mention for example possibility of exactly targetithe customer or particular exclusive-

ness, because offers send by post most often dcongpete. Disadvantages are for exam-

ple higher costs connected with manufacturing gh lziost on database creation.

In Teilo Engineering direct marketing plays impottaole. After telephone calls company
directly sends product ranges, catalogues or gif@notional materials sometimes elec-
tronically, sometimes by post. All these materiadsre got similar design with the same

colours and the same heading.

6.6 SWOT Analysis for company Teilo Engineering Ltd.

This analysis is one of the simplest, but also oihthe most effective ways, how to find
what companies should hold, what they need to irgr what they should omit. Com-
panies need to know its strength and weaknessesldshe able to discover its opportuni-

ties and avoid its threats.

6.6.1 Analysis of strength and weaknesses
Strength

» High-quality of offered products (titanium)

» Good reputation among customers

e Qualified labour

» Cooperation with distributors (big orders-lowerges)

* Qualified consultancy

* Short delivery dates

* Modern facilities (information technology and maaxctiiring machines)
Weaknesses

* Not very good and not very effective propagation
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* Small workshop (not enough place for stock)
e Bad internal communication and organisation

* Not enough of vehicles

6.6.2 Analysis of opportunities and threats

Opportunities
* Weak competition
e Support from a local government
* A developing market (Internet — possibility to akkanternational companies)
* Building of a good name of a company

Threats
« Growing competition
» Growing costs (material, transport)
» Loss of customers (they will start to prefer chedpe lower quality products)

* Emergence of substitute products
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7 ANALYSIS OF QUESTIONNAIRE

In this part of my bachelor’s project | will evateaoutcomes of questionnaire, which was
focused on customer’s satisfaction with producis services of the company Teilo Engi-
neering Ltd. Questionnaire shows us specific caichs, which will be the most impor-

tant factor for improvement suggestions for TeitayiBeering Ltd.

7.1 Preparation for questionnaire investigation

In preparation of questionnaire investigation | thyosccupied by compilation of question-
naire for customers. | had started to create thestgonnaire at the beginning of January
and at the beginning of February | started thestigation betweegustomers.Investiga-

tion took me about one month time. | collected ittfermationby email and on the tele-

phone.

Customers Replied Has not replied Total
Email 59 6 65

Post 17 10 27
Total 76 16 92

Tab. 3. Structure of respondents [own]

As you can see from table | sent this questionrtaif@?2 companies in total. | asked 65 of
them through email and 27 by post. 76 of themdilie and replied, which is not too bad

and 16 did not. Fruitfulness of this questionnaies approximately 83%.

7.2 Evaluation of questionnaire investigation

At the beginning othe questionnaire you can find a name of the compaaid Engineer-
ing), which sends questionnaire to its customelievied by couple of sentences about
the reasons why we do that. In my opinion if pasgnespondent will see these couple of
sentences why we do and send this questionnairmidiig be more open to fill it in and

send it back.

The first investigated questionis asking customers how they found Teilo Engineer-

ing Ltd.
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Question: How did you know about us?

1% 8% O Recommendation

\

B Advertising

OTeilo Engineering
employees

O Other source

80% Graph 1. Source of the primary information [own]

From this chart we can see that most of the cusoi®@% were reached by company’s
employees (sales representatives and telemarkpengpnnel). 11% of customers were
reached by advertising, 8% was reached by recomatiend and only 1% was reached

from the other sources.

Second questiorfrom questionnaire is focused on reasons why bagpanies decided to

cooperate with our company.
Question: Why did you choose our company for ergjing services?

This question is open so we can not evaluatetiiéenchart. Most of the customers decided
to choose our products and services after demaiostraf the products with one of our
sales representatives, the rest was impressed bygite® or they did not find any other

supplier, who would meet their needs.

Question number three concentrates itself on customer’s opinion aboubgany’s pro-

motional materials.

Question: What do you think about our promotionatenials?
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5% 2%
_\ |( O Excellent and
" synoptical

B Quite good

OO Not very good
——65%

OBad

Graph 2. Quality of promotional materials [own]

From this chart we can see that most of the conega®®b% of customers think that com-
pany’s promotional materials are excellent and ptinal, 28% think that they are quite

good, 5% think that they are not very good and ®¥#sicer promotional materials for bad.

Fourth question relates to a kind of products which companies fiickn Teilo Engineer-

ing. And results of the question we can see intdhelow.

Question: What kinds of our products do you utitise

11%

O Titanium components
B Seating components
O Other components

73%
Graph 3. Types of used products [own]
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From this chart we can see that 73% of all the etackproducts are titanium components,
16% are seating components and 11% are other cansmwhich are mostly PCB Carri-

ers from Durastone, Stainless Steel Wash baskdtethrrs.

Question number fivesearches if customers are willing to pay more mdoegood qual-

ity products or if they are not.

Question: Are you willing to pay more for good gtyaproducts?

OdYes | am, | am sure

17% 2204 that | will have quality
0

B It depends on each
product

[OMost often I choose
the best rate between
21% guality and price
40% OMost often | buy
cheaper products

Graph 4. Willingness of paying for quality [own]

As you can see from the chart most of the compa#d8é choose the best rate between
quality and price, 22% are willing to pay more hesethey will be sure that they have
good quality product, 21% decide in accordance with product and 17%shonost often

one of the cheapest product.

Question number sixtries to find how the customers are satisfied Widillo Engineer-

ing’s products.

Question: How were you satisfied with the qualityar products?
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11% 4% 2%
. ]

Graph 5. Satisfaction with products [own]

OExcellent

B Good

[ Satisfactory
OPoor

We can view that most of the customers 83% thik tuality of company’s products is

excellent. 11% consider company’s products for gquodlity components, 4% think that

quality is satisfactory and 2% are not satisfiethwiie quality, they think that the quality is

poor.

Question number severooks if customers are satisfied with willingnessl friendly ac-

cess of our employees.

3%
11% /

\

68%

OVery professional, |
am absolutely
satisfied

M Good, | am satisfied

O It could be better

OBad, | am not
satisfied

Graph 6. Willingness and friendly access of the employees

[own]

Question: How would you classify willingness aniemidly access of our employees?

In question number eightcustomers classify company’s communication witmth
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Question: What do you think about our communicatidh you?

26% 4%‘\ 4%
_\ l O Professional

M Good
OIt could be better
OBad

66%

Graph 7. Quality of the communication [own]

From the chart we can see that most of the cus®BEds think that communication is
professional, 26% think that company’s communicai® good 4% think that it could be

better and 4% think that communication is bad.

Question numbernine wants to find how customers are satisfied with pany in total. In

total means products, services, communication Hrideaother business aspects together.

Question: Were you satisfied with our company talt

8%

OVYes

B No

92%

Graph 8. Satisfaction with the company [own]
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Most of the customers 92% were satisfied with T&if@ineering, which is very encourag-
ing, only 8% of all customers were not satisfiethicla had different reasons for example

long delivery dates or low quality of products {lireir eyes).
Question number tenis focused on repeated using of products.

Question: Would you use our products again?

14%
13%

OYes
B No
OIn the case of need

Graph 9. Possibility of repeated use [own]

In this chart we can see that most of the custom&¥s was satisfied with Teilo Engineer-
ing’s products and will use them again only 13% sthat they are not going to use prod-
ucts again and 14% will use them in the case ofi.n€kis number of answers (in the case
of need) had most often one simple reason. Titamproducts will hold for a long time so

companies do not need to change them very often.

Question number eleventhasks customers if they would recommend our compaany-

one else.

Question: Would you recommend our products to aeyse?
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17%

OdYes
B No

83%

Graph 10. Possibility of recommendation [own]

We can view that 83% of customers would recommeamdpany to anyone else, which is

great. Only 17% replied that they do not want ttoremend company to anyone else.
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8 SUGGESTIONS FOR IMPROVEMENT

Company Teilo Engineering Ltd. is on the market entbran 30 years, which means that
company’s marketing is quite good set, but in spiteéhat, we can still find some areas
such as the internet or promotional materials, Wwiaiee not without some small inadequa-
cies.The whole communication process with the custonmetise company is mostly based
on the direct marketing and on the personnel ggllithis strategy is good and effective.
We can find only couple of things which we can edfgnd. Company’s marketing com-
munication is set very properly but if we look @nn detail we can find some small areas

which need to improve.

From questionnaire investigation we can deducedhstiomers are satisfied with the com-
pany. Most of them think that Teilo Engineeringi®gucts are of excellent quality, they
are going to use them again and they would recordrtteam to someone else. Two thirds
of existing customers utilize titanium products @his also good, because titanium com-
ponents are the main part of the business. Nednlglfaof the customers choose the best
rate between quality and price when they are pgingasome components. This decision
is also good for Teilo Engineering Ltd., becaussnium products are not the cheapest, but

their quality is the best.

The questionnaire also showed us some absenceg.h@hlof the customers think that

company’s promotional materials are excellent. Bhiguld be a big problem. Promotional
materials such as flyers, brochures, catalogueotiats are the first thing, which custom-
ers see. They must be perfect, because they représeimage of a company and give
the first judgement about the company. The mistakizh company does is that the pro-
motional materials are not innovated regularly aoche of them are not designed profes-
sionally. If company will improve their design amdll start to innovate them on regular

basis, it can help a lot to the image of the corgpartustomer’s eyes and customers could

be more satisfied with the services.

Another area for improvement which questionnair@gd us is in communication of em-
ployees with the customers. Only a little bit mtivan half of customers think that employ-
ees of the company are willing, friendly and prefesal. | found this as the biggest prob-
lem, because company’s main effort is to have eshddendly relationship with each

customer and the response in the questionnairetithe best. In my opinion is an inade-
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quacy in motivation and skilled education of empley. Sales representatives and engi-
neers are well motivated and educated, they spantlamings and educational courses
a lot of time, but company does not develop theeseffort for the telephonists who are
also in touch with the customers a lot. If companly improve motivation and education

of employees in telemarketing department this acedd be without any problems.

And the last area to improve is internet advergjsiss | mentioned in analysis of commu-
nication mix before, company focuses its advergsffort mostly on the internet and in
the scholarly publications. This type of advertigsiis probably the best to the size of
the company and its financial possibilities. | fduanly some small inadequacies here.
Very important is easy access to company’s webfrage different search engines, which
company does not always have. If customers will fired the company’s webpage on
the first page or in the first positions of the rebaengine, they will probably choose
the competition. Improvement of SEO (search engipiémization) and of SEM (search
engine marketing) with different packages on therimet should help. | found some small
problems on the company’s website as well. Prothrgge is not complete. Not all the pro-
ducts which company manufactures and sells arb@mwéebsite. This should be a problem
again, because customers can not see everythidggraployees must exercise extra effort
to get it to the customer, which costs money ame tiReplenishment of product range on

the web page should solve this problem.

If company will try to improve these suggested arigaan get a lot of benefits back. Im-
proving of company’'s search engine marketing (SEM)l search engine optimization
(SEO) can get a lot of new potential customer'sabee all the people who will be search-
ing titanium components or other products which pany sells and manufactures will see
the company’s website in the first positions. T¢vslld at the end improve company’s turn-

over a lot.

Improving of organisation of company’s webpage Wwélanother good step to biggest turn-
over and lower costs. Completion of company’s pobadange on the web can attack new
customers, who will see the product which theysmarching on the first sight and will be
impressed. Another thing which can be ad to thepagb is all the names of employees in

a company and its positions. This can very helpmal customers with the first contact.
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Improving of motivation and education of employaesl innovation of promotional mate-

rials will help to the image of the company in thees of customers.
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CONCLUSION

The aim of my bachelor’s thesis was to work up ilatlale literature focused on communi-
cation and communication mix with its tools and iempent detailed analysis of communi-

cation mix of the company Teilo Engineering Ltd.

In theoretical part | characterised on the basisabfolarly literature communication and
communication mix with all its tools followed bytgation analysis such as SWOT, which
reveals external and internal factors, which affmrnpany. Further | described theory of
marketing research finished by theory of questicendecause | consider this theory as a

necessary base for marketing research realisation.

In practical part | did analysis of Teilo Engine®yis communication mix and all its parts
in detail. | focused on practical things and methadhich company uses. Next important
point of practical part is SWOT analysis where urfid strengths, weaknesses, threats and
opportunities for the company. Marketing researes wealized by questionnaire, where |
asked 92 respondents and 76 of them replied. | tesdts of this questionnaire for suit-

able recommendations for the company.

Teilo Engineering wants to attack the markets ofit€ and Eastern Europe in the next
few years. | hope that my analysis of the commui@namix will help them to improve
their communication mix for satisfaction of custasmand will help them to be successful

in these markets.
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ZAVER
Cilem moji bakal&ské prace bylo zpracovat dostupnou literaturu &anou na

komunikaci a komunikani mix s jeho nastroji a provést detailni analyzumkinikaniho

mixu spol€nosti Teilo Engineering Ltd.

V teoretické c¢asti jsem charakterizoval na zakiaddborné literatury komunikaci a
komunika&ni mix s jeho nastroji, nasledovany sitnaanalyzou SWOT, ktera odhaluje
externi a interni faktory, které oviiuji spol&nost. Dale jsem popsal teorii
marketingového vyzkumu, zak&mnou teorii dotaznikového gei, protoze povazuiji tyto

znalosti za nezbytné pro realizaci vyzkumu jakatadho.

V prakticke ¢asti jsem detaikh provedl analyzu komunikaiho mixu spolénosti Teilo
Engineering a vSech jelidsti. Sousedil jsem se na metody a postupy, které salst jiZ
vyuziva. DalSim dlezitym bodem praktick€asti je SWOT analyza, kde jsem rozebral
slabé a silné stranky spotesti a také plezitosti a hrozby pro spalrost. Marketingovy
vyzkum je realizovany pomoci dotazniku, kde bylrat#do 92 respondentu a 76 z nich bylo
ochotno odpovidat. Vysledky dotaznikovéhoiéeit jsem pouZzil spolu s dalSimi navrhy

k zawrecnym dopordenim pro vylepSeni komuni&aiho mixu spolénosti.

Teilo Engineering by se aib pokusit proniknout v nasledujicich letech na/tvie stedni
a vychodni Evrop Doufam, Ze analyza komunikgho mixu jim ponize k vylepSeni
prvkia komunikace pro &Si spokojenost zakazriila pontize jim také v budoucnu uspna

téchto novych trzich.
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Al Questionnaire



ATTACHMENT A I: QUESTIONNAIRE

Teilo Engineering Ltd.

manufacturer of titanium components and other meatiaal parts

As part of our customer service programme we ansistently seeking valuable feedback

from our customers, such as you.

We base our entire business on the service provaledr all important customers. In rela-
tion to this, we would be extremely grateful if yoould complete and return this question-

naire.

Thank you for choosing to do business with oursebsed for your cooperation in this mat-

ter:
Company name: Your name:
Date: Position:

1. How did you know about us?
€ Recommendation

€ Advertising

ah

Teilo Engineering’s employees

€ Other source

2. Why did you choose our company for engineeringises?

3. What do you think about our promotional materials?

€ Excellent and synoptical

€ Quite good



€ Not very good

€ Bad

4. What kinds of our products do you utilise?
€ Titanium components
€ Seating components

€ Other components (Stainless Steel, Durastone)

5. Are you willing to pay more for good quality prodse
€ Yeslam, | am sure that | will have quality
€ It depends on each product
€ Most often | choose the best rate between qualidypaice

€ Most often | buy cheaper products

6. How were you satisfied with the quality of our puots?
€ Excellent

€ Good

ah

Satisfactory

€ Poor

7. How would you classify willingness and friendly ass of our employees?
€ Very professional, | am absolutely satisfied

€ Good, | am satisfied

ah

It could be better.

€ Bad, | am not satisfied.



8. What do you think about our communication with you?
€ Professional

€ Good

ah

It could be better

€ Bad

9. Were you satisfied with our company in total?
€ Yes

€ No

10.Would you use our products again?
€ Yes
€ No

€ In the case of need

11.Would you recommend our products to anyone else?

€ Yes

€ No

We look forward to working as part of your teanthe future. Thank you for your time.



