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Introduction
Who is this book for?
Professional English in Use Marketing presents the vocabulary and expressions required 
to speak about marketing and related fi elds. It is designed to help those who work in 
marketing and need to use English. It will also help marketing students preparing for their 
fi rst contacts with English speakers or studying for exams in English. The level of the 
book is intermediate to upper-intermediate. 

This book assumes you know, or are in the process of learning from your marketing 
course, common marketing and communication concepts (such as the marketing mix and 
targeting). Our focus is on the words that are often used by professionals when talking 
and writing about marketing (such as core target and focus groups) and on English words 
which are given a special meaning in marketing (such as buzz and loyalty). Every unit 
uses authentic sources, including marketing forums, company websites, articles from the 
trade press, marketing blogs, marketing presentations, and case studies. 

You can use the book on your own for self-study, or with a teacher in the classroom, one-
to-one or in groups.

How is the book organized?
The book has 50 two-page thematic units. The units are divided into ten sections 
which cover topics such as Product, Price and Place. The fi rst section, Marketing basics,
introduces essential marketing vocabulary and concepts which you will need to tackle the 
more specialized units later in the book.

The left-hand page of each unit explains new words and expressions and shows how the 
vocabulary is used in real contexts. The right-hand page allows you to check and develop 
your understanding of the new language and how it is used, through a series of exercises. 
There is cross-referencing between units to help you develop your vocabulary.

There are twelve appendices, covering examples of confusing words, preparing a 
marketing plan, talking about numbers, describing brand values, market segments, 
indirect distribution methods, advertising techniques, TV and radio dayparts and 
programmes, types of out-of-home advertising, types of magazine, a newspaper rate card, 
and mailshot items.

There is an answer key at the back of the book. Most of the exercises have questions with 
only one correct answer. But some of the exercises, including the Over to you activities at 
the end of each unit (see opposite), are designed for writing and / or discussion.

There is also an index, which lists all the new words and expressions presented in the 
book and gives the unit numbers where they appear. It also indicates how the terms are 
pronounced.

The left-hand page
This page presents the key vocabulary in bold typeface for each theme or skills area. The 
language is introduced in a series of short texts, dialogues, diagrams and tables. Many 
vocabulary items are illustrated. Each unit has sections indicated by a letter – usually A, B 
and C – and a clear title.

In addition to vocabulary explanations, this page includes information about typical 
collocations (word combinations) and register (formal and informal language).

There are also notes on language points, for example where a particular grammatical 
form is associated with a word, or where the same word may have different uses.
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The right-hand page
The exercises on the right-hand page allow you to check your understanding and give you 
practice in using the words and expressions presented on the left-hand page. There are a 
variety of exercises including crosswords, short texts, gap fi lls, matching exercises, and 
tables to complete.

‘Over to you’ sections
An important feature of Professional English in Use Marketing is the Over to you section 
at the end of each unit. This is your opportunity to put into practice the words and 
expressions in the unit by relating it to your professional situation, studies or opinions.

How to use the book for self-study
We suggest all learners start with the Marketing basics section. Learners can then work 
systematically through the book or pick topics that interest them from the contents page.

Read through the texts on the left-hand page. If you meet words which you consider 
important and which are not explained in the text, look at the index to see if they are 
explained in another unit. Do the exercises on the right-hand page and check your 
answers in the key. If you fi nd you have made mistakes, go back to the left-hand page 
and read through the texts again. Do the Over to You section and make sure that you 
use as many new words as possible. You should present your ideas out loud and ideally 
record yourself. The index gives help with pronunciation.

How to use the book in a classroom
Teachers can use this book as a framework for an ‘English for Marketing’ course or to 
supplement more general course books. The illustrations can often be used as a warm-up 
activity or as a talking point during the class. Sometimes, the left-hand page may be used 
as the basis for a presentation, either by the teacher or the learners. Learners can do the 
exercises individually or in small groups. They can compare answers in the groups or as a 
whole class feedback session. In the classroom, the Over to you sections can be used as a 
starting point for role plays, discussions and presentation activities, or adapted to out-of-
class projects.

We hope you enjoy using this book. 

Professional English in Use
Professional English in Use Marketing is part of a new series of Professional English in 
Use titles from Cambridge University Press. These books offer vocabulary reference and 
practice for specialist areas of professional English. Have you seen some of the other titles 
available in the series?
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