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How to use this study pack

• Study the grammar and vocabulary before attempting the output tasks.

• Use the public site for audio playback; this PDF is the printable study companion.

• Mark answers directly on paper, then return to the online lesson for media-rich practice.

• Keep a separate C1 notebook for rewritten answers, useful collocations and pronunciation
notes.

Unit workflow

Input: reading, listening and media exposure.
Language focus: grammar, vocabulary, idioms and Use of English.
Output: writing, speaking, mediation and realistic everyday communication.
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Lesson 1: Introduction

¿De qué va esta unidad?

En esta unidad, nos adentraremos en el fascinantemundo del marketing, el branding y la psicología
del consumidor. No se trata solo de aprender palabras sobre publicidad, sino de comprender los
mecanismos sutiles que influyen en las decisiones de compra y cómo las marcas construyen
identidades globales. Para un estudiante de nivel C1, este tema es crucial porque el lenguaje del
marketing suele ser persuasivo, sofisticado y lleno de matices, lo que requiere un control léxico y
gramatical de alto nivel para ser capaz de analizar críticamente los mensajes comerciales.
El principal reto de esta unidad será dominar el uso del hedging (lenguaje de cautela) para expresar
opiniones de manera diplomática y profesional, así como perfeccionar la pronunciación de grupos
de consonantes finales (word-final consonant clusters), un área donde muchos hispanohablantes
suelen cometer errores. Aprenderás a navegar entre la argumentación directa y la cautela estratég-
ica, una habilidad esencial tanto para el examen de Cambridge como para entornos profesionales
de alto nivel.

Objetivos de aprendizaje

• Vocabulary: Master advanced terminology related to consumer behaviour, brand identity, and
market trends.

• Grammar: Use hedging language effectively to express degrees of certainty and professional
nuance.

• Reading: Develop strategies to identify tone, bias, and implicit meaning in complex marketing
articles.

• Listening: Improve the ability to follow fast-paced discussions involving complex word-final
consonant clusters.

• Use of English: Apply advanced grammatical structures to sentence transformation and open
cloze tasks.

• Writing & Speaking: Produce persuasive, well-structured arguments for C1-level essays and
oral presentations.

Lo que vas a encontrar

• Introduction: Una visión general de los conceptos clave de la unidad.

• Grammar: Un estudio profundo sobre el hedging language para suavizar afirmaciones.

• Vocabulary: Ampliación de léxico especializado en branding y psicología del consumidor.

• Idioms: Expresiones idiomáticas comunes en el mundo de los negocios y el marketing.

• Reading: Análisis de textos académicos y periodísticos sobre tendencias de consumo.

• Listening: Práctica auditiva con diferentes acentos y velocidad de habla natural.

• Use of English: Ejercicios tipo examen (Use of English Part 1-4) enfocados en el tema.
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• Writing: Tareas de redacción de ensayos y reportes profesionales.

• Speaking: Simulaciones de debates y presentaciones orales sobre casos de estudio.

• Mediation: Ejercicios para sintetizar información de diferentes fuentes para un tercer interlocu-
tor.

Tiempo estimado

Total: 6 horas

• Introduction: 15 min

• Grammar: 45 min

• Vocabulary: 30 min

• Idioms: 30 min

• Reading: 45 min

• Listening: 30 min

• Use of English: 45 min

• Writing: 45 min

• Speaking: 45 min

• Mediation: 30 min

Lesson 2: Grammar Focus

Explicación (en español)

En el contexto de negocios y marketing, la precisión es vital, pero la certeza absoluta puede sonar
agresiva o poco profesional. El hedging (lenguaje de mitigación o cautela) se utiliza para expresar
ideas de manera que no parezcan hechos absolutos, sino opiniones, tendencias o posibilidades.
En el nivel C1, esto es esencial para redactar informes de investigación de mercado o proponer
estrategias sin sonar demasiado dogmático.
Utilizamos hedging para suavizar afirmaciones. En lugar de decir ”The campaign failed” (La cam-
paña falló), que es una afirmación tajante, decimos ”It would appear that the campaign did not
meet its objectives” (Parecería que la campaña no cumplió sus objetivos). Esto permite dejar es-
pacio para el debate o para la posibilidad de que existan otros factores. Es una herramienta de
cortesía intelectual y de cautela académica.
Un error común entre los hispanohablantes es traducir directamente expresiones como ”parece
que” como ”it seems that” de forma repetitiva. Aunque es correcto, en un nivel avanzado se
esperan estructuras más sofisticadas como ”There seems to be a tendency for...” o ”It would
appear that...”. Otro error es confundir el uso de los tiempos verbales; a menudo, el uso de would
o could ayuda a crear esa distancia necesaria para que la frase suene como una hipótesis y no
como una verdad absoluta.
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En español, solemos usar el subjuntivo para matizar la realidad (”Parece que la marca sea...”),
pero en inglés el hedging se apoya mucho más en verbos modales (might, would, could) y en
estructuras impersonales (it is thought that, there appears to be). Dominar esto te permitirá sonar
mucho más diplomático y profesional en entornos corporativos internacionales.

Form — estructura

Type of Hedging |
Structure |
Example |
Impersonal Expressions |
It + [verb of appearance/belief] + that + clause |
It would appear that consumer loyalty is declining. |
Existential/Tendency |
There + [verb] + a tendency for + noun/gerund |
There is a tendency for customers to switch brands. |
Modal Verbs |
Subject + [might / could / would] + verb |
The new branding might influence younger demographics. |
Adverbs of Degree |
Subject + [appears / seems] + [slightly / somewhat] + adjective |
The results were somewhat unexpected. |

Examples

• It would appear that the recent rebranding has confused our core audience. (Parecería que el
cambio de imagen reciente ha confundido a nuestro público principal.)

• There is a tendency for consumers to associate premium pricing with higher quality. (Existe una
tendencia de los consumidores a asociar precios elevados con una mayor calidad.)

• It might be argued that social media influencers have more impact than traditional ads. (Podría
argumentarse que los influencers de las redes sociales tienen más impacto que los anuncios
tradicionales.)

• There appears to be a growing demand for sustainable packaging. (Parece haber una demanda
creciente de envases sostenibles.)

• It could be suggested that the target demographic was too narrow. (Se podría sugerir que el
grupo demográfico objetivo era demasiado reducido.)

• There is a tendency for brand loyalty to diminish during economic downturns. (Existe una ten-
dencia de que la lealtad a la marca disminuya durante las crisis económicas.)

• It would seem that the psychological pricing strategy was successful. (Parecería que la estrate-
gia de precios psicológicos fue exitosa.)

• It is widely thought that emotional branding creates stronger connections. (Se piensa amplia-
mente que el branding emocional crea conexiones más fuertes.)

4



Contrast

-
� The product is a failure. / � It would appear that the product has not met market expectations.
(La primera es demasiado directa y puede ser ofensiva; la segunda es una observación profe-
sional.)
-
� Customers always buy the cheapest option. / � There is a tendency for customers to opt for
the most cost-effective option.
(Evitamos generalizaciones absolutas como ”always” usando ”tendency”.)
ly 3. � The data proves the strategy is wrong. / � The data suggests that the strategy might
need adjustment.
(En marketing, los datos raraprecamente ”prueban” algo de forma absoluta; ”sugieren” es más
preciso.)

• � We will lose market share. / � We could potentially lose market share if we do not adapt.

(Usamos ”could” para expresar una posibilidad futura, no una certeza fatalista.)

Mini-quiz — 10 preguntas

Part 1: Complete the sentences with the correct word or phrase from the options provided.
-
It ___ that the target audience is shifting towards mobile platforms.
a) appears
b) appearing
c) appearedly
-
There is a ___ for consumers to overreact to minor price changes.
a) tendency
b) tendency to
c) tendency in
-
It ___ be argued that the campaign was too aggressive.
a) will
b) would
c) is
-
___ to be a growing interest in eco-friendly branding.
a) It seems
b) There seems
c) It is seeming
Part 2: Sentence Transformation. Rewrite the sentences using the word in brackets so that the
meaning remains the same. Do not change the word provided.
-
The brand is losing its appeal. (APPEAR)
It ______ its appeal.
-
People often buy more when they see ”limited edition” labels. (TENDENCY)
There ______ more when they see ”limited edition” labels.
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-
The marketing budget was too low. (WOULD)
It ______ that the marketing budget was too low.
Part 3: Multiple Choice. Choose the most professional/appropriate option.
-
”The survey results ___ that consumer habits are changing.”
a) definitely show
b) would suggest
c) are proving
-
”There is a ___ for brand names to become verbs (e.g., to Google).”
a) tendency
b) tendency to
c) tendency of
-
”It ___ that the competitor’s strategy was more effective.”
a) seems
b) is seeming
c) would seem to
Respuestas:
1. a | 2. a | 3. b | 4. b | 5. It would appear that the brand is losing / It appears that the brand is
losing | 6. There is a tendency for people to buy | 7. It would appear / It would seem | 8. b | 9. a |
10. c (or a)

Lesson 3: Vocabulary Lab

Vocabulario C1 — Marketing, Branding & Consumer Psychology

30 palabras con definición, traducción, ejemplo y audio.

ubiquitous //

/juːˈbɪkwɪtəs/adj
Definition:Present, appearing, or found everywhere.
Traducción:ubicuos / omnipresente
Example:By 2026, augmented reality advertisements have become ubiquitous in urban shopping
districts.
Collocation:ubiquitous presence

• ### paradigm shift //

/ˈpærədaɪm ʃɪft/n
Definition:A fundamental change in approach or underlying assumptions.
Traducción:cambio de paradigma
Example:The rise of AI-driven personalisation represents a paradigm shift in consumer engage-
ment strategies.
Collocation:represent a paradigm shift

• ### empirical //

/ɪmˈpɪrɪkl/adj
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Definition:Based on, concerned with, or verifiable by observation or experience rather than theory.
Traducción:empírico
Example:Marketers must rely on empirical data rather than intuition to justify their budget alloca-
tions.
Collocation:empirical evidence

• ### cognitive dissonance //

/ˈkɒɡnɪtɪv ˈdɪsənəns/n
Definition:The state of having inconsistent thoughts, beliefs, or attitudes, especially relating to the
way one behaves.
Traducción:disonancia cognitiva
Example:The brand’s sudden pivot to sustainability caused cognitive dissonance among its long-
term traditionalist customers.
Collocation:experience cognitive dissonance

• ### elucidate //

/ɪˈluːsɪdeɪt/v
Definition:To make something clear; to explain.
Traducción:dilucidar / aclarar
Example:The latest market report aims to elucidate the complex psychological drivers behind Gen
Alpha’s purchasing habits.
Collocation:elucidate the reasons

• ### nuanced //

/ˈnjuːɑːnst/adj
Definition:Characterised by subtle shades of meaning or expression.
Traducción:matizado / sutil
Example:A nuanced understanding of cultural sensitivities is essential for global brand expansion.
Collocation:nuanced approach

• ### ascertain //

/ˌæsəˈteɪn/v
Definition:To find something out for certain; to make sure of.
Traducción:determinar / averiguar
Example:We need to ascertain the exact correlation between social media engagement and actual
sales conversion.
Collocation:ascertain the facts

• ### inherent //

/ɪnˈhɪərənt/adj
Definition:Existing in something as a permanent, essential, or characteristic attribute.
Traducción:inherente
Example:There is an inherent risk in relying solely on algorithmic recommendations for brand dis-
covery.
Collocation:inherent risk

• ### manifest //
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/ˈmænɪfest/v
Definition:To display or show (a quality or feeling) by one’s acts or appearance.
Traducción:manifestar
Example:Consumer dissatisfaction often manifests as a sudden drop in brand loyalty metrics.
Collocation:manifest itself

• ### corroborate //

/kəˈrɒbəreɪt/v
Definition:To confirm or give support to a statement, theory, or finding.
Traducción:corroborar
Example:The qualitative interviews were used to corroborate the findings from the large-scale
quantitative survey.
Collocation:corroborate findings

• ### leverage //

/ˈliːvərɪdʒ/v
Definition:To use something to maximum advantage.
Traducción:aprovechar / potenciar
Example:The company intends to leverage its strong reputation to enter the luxury tech market.
Collocation:leverage resources

• ### penetrate //

/ˈpenətreɪt/v
Definition:To succeed in entering a particular market or group.
Traducción:penetrar / entrar en el mercado
Example:It is becoming increasingly difficult for new startups to penetrate the saturated smart-
phone market.
Collocation:penetrate the market

• ### brand equity //

/brænd ˈekwɪti/n
Definition:The commercial value that derives from consumer perception of the brand name of a
particular product.
Traducción:valor de marca
Example:The rebranding exercise was designed to bolster the company’s overall brand equity.
Collocation:build brand equity

• ### segmentation //

/ˌseɡmenˈteɪʃn/n
Definition:The division of a market into distinct groups of potential customers.
Traducción:segmentación
Example:Effective market segmentation allows for more personalised and cost-effective advertis-
ing campaigns.
Collocation:market segmentation

• ### niche //
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/niːʃ/n
Definition:A specialized segment of the market for a particular kind of product or service.
Traducción:nicho
Example:They found a highly profitable niche in eco-friendly, high-end wearable technology.
Collocation:niche market

• ### disruptive //

/dɪsˈrʌptɪv/adj
Definition:Innovative technology or business models that significantly alter the way industries op-
erate.
Traducción:disruptivo
Example:The company’s disruptive marketing tactics caught the attention of every major industry
player.
Collocation:disruptive technology

• ### scalability //

/ˌskeɪləˈbɪləti/n
Definition:The capacity to be changed in size or scale.
Traducción:escalabilidad
Example:When designing a digital marketing strategy, one must consider the scalability of the
platform.
Collocation:ensure scalability

• ### incentivise //

/ɪnˈsentɪvaɪz/v
Definition:To provide someone with an incentive for doing something.
Traducción:incentivar
Example:Loyalty programmes are designed to incentivise repeat purchases through exclusive re-
wards.
Collocation:incentivise behaviour

• ### acquisition //

/ˌækwɪˈzɪʃn/n
Definition:The act of acquiring a customer or a company.
Traducción:adquisición
Example:Customer acquisition costs have risen sharply due to increased competition in the digital
space.
Collocation:customer acquisition

• ### retention //

/rɪˈtenʃn/n
Definition:The ability of a company to keep its customers over a period of time.
Traducción:retención
Example:High customer retention rates are often a better indicator of success than rapid growth.
Collocation:customer retention

• ### hype //
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/haɪp/n
Definition:Extravagant or exaggerated publicity or promotion.
Traducción:bombo / publicidad exagerada
Example:Despite all the hype surrounding the new gadget, sales figures were disappointingly low.
Collocation:generate hype

• ### buzzworthy //

/ˈbʌzwɜːði/adj
Definition:Likely to cause excitement and public discussion.
Traducción:que genera tendencia / de lo que se habla
Example:The influencer’s latest unboxing video was incredibly buzzworthy, reaching millions in
hours.
Collocation:buzzworthy content

• ### game-changer //

/ˈɡeɪmˌtʃeɪndʒə/n
Definition:A person or thing that significantly alters the existing situation or activity.
Traducción:algo que cambia las reglas del juego
Example:The introduction of seamless biometric payments was a total game-changer for retail.
Collocation:a real game-changer

• ### clout //

/klaʊt/n
Definition:Influence or power, especially in politics or social media.
Traducción:influencia / poder
Example:Social media influencers wield significant clout over the purchasing decisions of young
adults.
Collocation:wield clout

• ### viral //

/ˈvaɪrəl/adj
Definition:An image, video, or piece of information that is circulated rapidly and widely via the
internet.
Traducción:viral
Example:The brand’s cheeky response to the critic went viral overnight.
Collocation:go viral

• ### vibe //

/vaɪb/n
Definition:The atmosphere or feeling of a place, person, or situation.
Traducción:vibras / ambiente
Example:The new minimalist packaging gives off a very premium, high-end vibe.
Collocation:catch a vibe

• ### aesthetic //

/esˈθetɪk/n / adj
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Definition:A set of principles underlying the work of a particular artist or artistic movement; visual
style.
Traducción:estética
Example:The brand’s entire social media presence is built around a cohesive, dreamy aesthetic.
Collocation:curate an aesthetic

• ### clutter //

/ˈklʌtə/n
Definition:A large amount of things in an untidy mass; in marketing, an excess of advertisements.
Traducción:desorden / saturación (publicitaria)
Example:To stand out, brands must find ways to cut through the digital advertising clutter.
Collocation:cut through the clutter

• ### relatable //

/rɪˈleɪtəbl/adj
Definition:Able to be related to; easy to understand or connect with personally.
Traducción:con el que uno se puede identificar
Example:Consumers are increasingly drawn to brands that use relatable, everyday people in their
ads.
Collocation:highly relatable

• ### seamless //

/ˈsiːmləs/adj
Definition:Smooth and without gaps or interruptions.
Traducción:sin fisuras / fluido
Example:The goal is to provide a seamless transition between the mobile app and the in-store
experience.
Collocation:seamless experience
-

Lesson 4: Idioms & Natural Expressions

Idioms & expressions—Marketing, Branding & Consumer Psychology

To capture the zeitgeist · formal

formal
Meaning:To represent or embody the particular spirit or mood of a particular period in history.
Significado:Capturar el espíritu de la época / el zeitgeist.
Example:The new sustainable fashion line successfully captured the zeitgeist of eco-conscious
consumerism.

• ### To build brand equity · formal

formal
Meaning:To increase the commercial value that derives from consumer perception of the brand
name.
Significado:Construir valor de marca.
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Example:By focusing on authentic storytelling, the startup is rapidly building brand equity among
Gen Z.

• ### To tap into a niche · neutral

neutral
Meaning:To successfully target a specific, specialized segment of the market.
Significado:Aprovechar un nicho de mercado.
Example:The company managed to tap into a niche for high-end, AI-integrated home office furni-
ture.

• ### To drive engagement · neutral

neutral
Meaning:To encourage active participation or interaction from consumers or followers.
Significado:Impulsar la interacción / el engagement.
Example:Our latest social media campaign is designed to drive engagement through interactive
augmented reality filters.

• ### To be ahead of the curve · neutral

neutral
Meaning:To be more advanced or innovative than competitors.
Significado:Estar a la vanguardia / un paso por delante.
Example:The brand remains ahead of the curve by integrating generative AI into its customer ser-
vice workflows.

• ### To pivot one’s strategy · neutral

neutral
Meaning:To fundamentally change the direction of a business or brand to adapt to new market
realities.
Significado:Pivotar la estrategia / cambiar de rumbo.
Example:After the initial launch failed to gain traction, the team decided to pivot their strategy
towards a subscription model.

• ### To create a frictionless experience · formal

formal
Meaning:To design a customer journey that is seamless and without any obstacles or difficulties.
Significado:Crear una experiencia sin fricciones / fluida.
Example:The goal of the new app interface is to create a frictionless experience from product
discovery to checkout.

• ### To lean into the hype · informal

formal
Meaning:To embrace and actively use a sudden surge of popularity or excitement to one’s advan-
tage.
Significado:Aprovechar el ’hype’ / dejarse llevar por la tendencia.
Example:Instead of ignoring the viral trend, the marketing team decided to lean into the hype to
boost sales.

• ### To be algorithm-proof · informal
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formal
Meaning:To possess a brand identity or content quality that remains relevant regardless of changes
in social media algorithms.
Significado:Ser inmune al algoritmo / resistente a los cambios de algoritmo.
Example:The influencer’s goal is to build a community that is truly algorithm-proof through direct-
to-consumer engagement.

• ### To go viral-native · informal

formal
Meaning:To create content that is designed specifically to spread rapidly through organic digital
sharing.
Significado:Diseñar contenido con potencial viral nativo.
Example:The creative agency focuses on making content that is viral-native, ensuring it fits per-
fectly into user feeds.
-

Lesson 5: Reading Practice

Unit 17: Marketing, Branding & Consumer Psychology

Reading text

H3: The Authenticity Paradox: Navigating the Post-Truth Brand Era

In the rapidly evolving landscape of 2025, the traditional pillars of marketing—reach, frequency,
and repetition—have become increasingly obsolete. As we navigate a digital ecosystem saturated
with generative AI and hyper-personalised algorithms, the consumer has undergone a fundamental
psychological shift. We are no longer merely passive recipients of advertisements; we are sceptical
investigators. This shift has birtised the ’Authenticity Paradox’: the demand for brands to be
transparent and human, while simultaneously being driven by invisible, data-driven manipulation.
For decades, branding was about aspiration. A luxury watch or a high-end car was sold as a
symbol of status. However, the modern consumer, particularly the Gen Z and Alpha cohorts, views
such overt displays of prestige with profound suspicion. Instead, they seek ’radical transparency’.
They want to know about the ethical implications of a supply chain, the carbon footprint of a
delivery, and the socio-political stances of a corporate entity. Consequently, brands are now forced
to perform ’humanity’ to maintain relevance. This performance, however, carries a significant risk.
If a brand’s commitment to social justice or environmentalism is perceived as mere ’purpose-
washing’, the backlash on social media can be instantaneous and devastatingly permanent.
Furthermore, the rise of AI-driven consumer profiling has introduced a new layer of psychologi-
cal complexity. Algorithms can now predict a consumer’s emotional state with uncanny accuracy,
triggering a purchase at the exact moment of vulnerability. While this provides a seamless user ex-
perience, it raises profound ethical questions regarding autonomy. Are we making choices, or are
we merely responding to sophisticated psychological nudges? This tension between convenience
and manipulation is the frontline of modern consumer psychology.
The most successful brands of the mid-2020s are those that manage to navigate this tension
without losing their soul. They have moved away from the ’one-way monologue’ of traditional
advertising toward a ’dialogic engagement’. This means engaging in genuine, often messy, con-
versations with their audience. It requires a willingness to be imperfect. In an era where perfection
can be easily faked by an AI, imperfection has become a premium commodity.
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However, the challenge remains: how can a brand remain authentic when its very existence is
predicated on the art of persuasion? As wemove further into this decade, the line between genuine
connection and calculated manipulation will continue to blur. The brands that survive will not be
those with the largest marketing budgets, but those that manage to build genuine trust in a world
where trust is the rarest of currencies.

Comprehension — multiple choice (Cambridge Part 5 style)

1. In the first paragraph, the writer suggests that the shift in the digital ecosystem has...
A. made traditional marketing techniques more effective than ever.
B. turned consumers into active and questioning participants.
C. primarily focused on the rise of generative AI.
D. rendered the concept of branding entirely useless.
2. What is the ’Authenticity Paradox’ as described in the text?
A. The struggle to balance profit with ethical social responsibility.
B. The difficulty of using AI while maintaining a human brand image.
C. The conflict between consumer demand for truth and the use of manipulative tactics.
D. The tension between luxury branding and the desire for transparency.
3. According to the second paragraph, why is ’purpose-washing’ dangerous for modern brands?
A. It leads to a decrease in the perceived status of luxury goods.
B. It can result in immediate and lasting reputational damage.
C. It makes supply chains more difficult to manage.
D. It alienates the Gen Z and Alpha cohorts specifically.
4. The writer mentions AI-driven profiling to illustrate...
A. the seamlessness of the modern shopping experience.
B. how technology has solved the problem of consumer predictability.
C. the ethical dilemma regarding consumer freedom of choice.
D. the inevitable decline of human autonomy in the marketplace.
5. What does the writer imply about ’imperfection’ in the fourth paragraph?
A. It is a flaw that brands must work hard to hide from consumers.
B. It is a tool that can be used to distinguish real brands from AI-generated ones.
C. It is an unavoidable consequence of engaging in social dialogue.
D. It is a strategy used to mask a lack of genuine corporate values.
6. What is the writer’s concluding thought regarding the future of branding?
A. Marketing budgets will become less important than technological prowess.
B. The blurring of truth and manipulation will make branding impossible.
C. Success will depend on the ability to establish genuine trust.
D. Consumers will eventually reject all forms of persuasive marketing.

Gapped text — missing sentences

Instructions: Read the text again. Four sentences have been removed. Choose from the sentences
A-E to fill the gaps. There is one extra sentence you do not need.
Gap 1 (Paragraph 1):
A. This has led to a world where every marketing claim is scrutinized.
B. This transition has fundamentally altered the power dynamic between buyer and seller.
C. Consumers now demand more than just a product; they demand a value system.
D. Traditional advertising has failed to keep pace with this technological surge.
E. The result is a marketplace defined by constant skepticism.
Gap 2 (Paragraph 2):
A. This shift has forced companies to move beyond mere aesthetics.

14



B. Consequently, the definition of prestige has been redefined.
C. Such transparency is often difficult to maintain in a global market.
D. This makes the pursuit of authenticity a complex strategic challenge.
E. Brands are now judged on their actions rather than their slogans.
Gap 3 (Paragraph 3):
A. This capability allows for a level of influence previously thought impossible.
B. Such precision makes it difficult to distinguish between need and want.
C. While helpful, this technology is often viewed with significant apprehension.
D. This creates a feedback loop that reinforces consumer habits.
E. The psychological impact of such constant targeting is still being studied.
Gap 4 (Paragraph 4):
A. They have moved from broadcasting messages to fostering community.
B. By embracing vulnerability, they bridge the gap between corporation and individual.
C. This approach requires a complete overhaul of traditional marketing departments.
D. They recognise that a perfect image is often an unbelievable one.
E. This engagement is often more unpredictable than traditional advertising.

Glossary

• Obsolete (obsoleto/caduco)

• Satiated/Saturated (saturado)

• Sceptical (escéptico)

• Prestige (prestigio)

• Backlash (reacción violenta/crítica social)

• Uncanny (extraño/inquietante)

• Nudge (pequeño empujón/incentivo sutil)

• Predicated on (basado en/fundamentado en)

Answers

#### Comprehension

• B

• C

• B

• C

• B

• C

#### Gapped Text (Suggested placements for the exercise)
Note to teacher: In a real exam, the gaps are marked in the text. For this exercise, the student
must identify which sentence fits the logical flow of the paragraph.
Target Answers:
1. B
2. E
3. A
4. D

15



Lesson 6: Listening Lab

The Psychology of Consumption: Branding and Scarcity

Esta actividad de comprensión auditiva se divide en tres partes: preguntas de opción múltiple,
completar frases con palabras extraídas del audio y una tercera sección de opción múltiple. Es-
cucha atentamente el audio para identificar matices, vocabulario avanzado y argumentos com-
plejos típicos del nivel C1.

Part 1 — Conversation (questions 1–6)

# |
Question |
Options |
1 |
Why does the first speaker find the new branding somewhat confusing? |
The design is too complex compared to the previous version. / The brand has lost its focus on
functional products. / The premium feel is difficult to pinpoint exactly. / The new logo is too
minimalist to be effective. |
2 |
According to Speaker 2, what is the primary goal of the new branding? |
To provide better utility for the user. / To create an emotional connection and lifestyle association.
/ To differentiate itself from derivative competitors. / To reduce the cost of production through
minimalism. |
3 |
What risk does Speaker 1 identify regarding the shift to a ’brand persona’? |
The brand might become too expensive for its core customers. / The brand might lose its original
identity. / The marketing might feel insincere if the product fails to meet expectations. / The brand
might alienate tech-savvy users. |
4 |
How does Speaker 2 explain the effect of minimalist design? |
It makes the product look more expensive than it is. / It simplifies the decision-making process
by reducing friction. / It allows the brand to hide technical flaws. / It attracts a more sophisticated
demographic. |
5 |
What does Speaker 1 conclude about the essence of modern marketing? |
It is primarily about product innovation. / It is about managing how people perceive the brand. / It
is about creating a sense of urgency. / It is about overcoming consumer skepticism. |
6 |
What is the relationship between the two speakers’ views on the new brand? |
They both agree that the brand is being manipulative. / They disagree on whether the brand is
derivative or sophisticated. / They both acknowledge the tension between branding and authen-
ticity. / They argue about the specific cost of the new products. |

Part 2 — Monologue: sentence completion (questions 7–12)

Complete each sentence with 1–3 words from the recording.
1. The brand’s new look is described as being more _ than its previous version.
2. The speakers discuss how the brand is shifting from a functional aesthetic to one of _.
3. Speaker 1 worries that the brand’s new direction might feel _ to consumers.
4. If the brand overpromises, the _ could drop very quickly.
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5. The minimalist design is a form of _ that influences the buyer’s subconscious.
6. The conversation highlights a shift from brand identity to a brand _.

Part 3 — Panel discussion (questions 13–18)

13. What is the main focus of the ’Scarcity Heuristics’ discussion?

• The economic impact of supply and demand.

• How perceived rarity influences how much value people assign to goods.

• The history of limited-edition luxury products.

• The way retailers manage their inventory levels.

14. According to the narrator, how does scarcity affect decision-making?

• It encourages more rational and analytical shopping.

• It allows consumers to compare prices more effectively.

• It triggers an impulsive response that bypasses logic.

• It helps consumers identify high-quality craftsmanship.

15. What is the primary difference between ’artificial’ and ’genuine’ scarcity?

• Artificial scarcity is used by mass-market retailers, while genuine is for luxury.

• Genuine scarcity is based on real production limits, whereas artificial is engineered for prestige.

• Artificial scarcity is always unethical, while genuine scarcity is always ethical.

• There is no significant difference in how consumers perceive them.

16. What is the ’double-edged sword’ of using scarcity as a marketing strategy?

• It increases sales but decreases the quality of the product.

• It attracts new customers but alienates existing ones.

• It creates urgency but can lead to a loss of credibility if perceived as fake.

• It is easy to implement but very expensive to maintain.

17. How does the panel distinguish between persuasion and manipulation?

• Persuasion is for luxury goods, while manipulation is for mass-market goods.

• Persuasion helps informed choices, while manipulation exploits vulnerabilities.

• Persuasion is about price, while manipulation is about scarcity.

• There is no meaningful distinction between the two terms.

18. What is Speaker 3’s skeptical view on neuro-marketing?

• It is too expensive for most companies to use effectively.

• It is essentially a form of manipulation because it bypasses rational thought.

• It is only ethical if the product is of high quality.

• It is a tool that will eventually be replaced by better technology.

17



Vocabulario clave

• put my finger on — identificar o explicar algo con precisión - derivative — poco original / deriva-
tivo - brand equity — valor de marca - priming — preparación psicológica / condicionamiento -
heuristic — heurística (atajo mental) - caveat — advertencia / salvedad - double-edged sword
— arma de doble filo - inherently — intrínsecamente ### Respuestas

Part 1: 1. D · 2. C · 3. A · 4. D · 5. A · 6. B
Part 2: 1. premium · 2. emotional resonance · 3. derivative · 4. brand equity · 5. psychological
priming · 6. persona
Part 3: 13. C · 14. A · 15. C · 16. C · 17. A · 18. A

Transcript

Ver transcript completo
SEGMENT 1 — CONVERSATION
Speaker 1: I was just looking at the new branding for that tech giant, the one that launched last
week, and honestly, I can’t quite put my finger on why it feels so much more... premium than their
previous iteration.
Speaker 2: Well, if you look closely, they’ve shifted from a purely functional aesthetic to one that
leans heavily into emotional resonance. It’s not just about the product anymore; it’s about the
lifestyle it ostensibly facilitates.
Speaker 1: Right, but isn’t that a bit of a cliché? I mean, every brand seems to be pivoting towards
that ”experience-driven” model these days. It feels somewhat derivative, doesn’t it?
Speaker 2: I wouldn’t necessarily go that far. While it might seem derivative on the surface, the
psychological triggers they’re pulling are actually quite sophisticated. They’re targeting a sense of
belonging rather than just utility. It’s less about ”what it does” and more about ”who you become”
when you own it.
Speaker 1: I suppose that makes sense. It’s that subtle shift from brand identity to brand persona.
But, don’t you think there’s a risk of it feeling inauthentic? If the gap between the brand’s promise
and the actual user experience is too wide, they might face a significant backlash.
Speaker 2: Oh, absolutely. That’s the danger zone. If they overpromise and underdeliver, the
brand equity could plummet overnight. It’s a delicate balancing act, really. They have to cultivate
this aura of exclusivity without alienating their core customer base.
Speaker 1: It’s funny you mention that, because I find myself wanting to buy it, even though I know
it’s essentially an incremental upgrade. It’s almost like I’m being manipulated by the minimalist
design.
Speaker 2: That’s exactly the point! It’s psychological priming. The minimalism suggests clarity
and ease of use, which subconsciously alleviates the friction of the purchase decision. You aren’t
buying a gadget; you’re buying the feeling of a streamlined, uncomplicated life.
Speaker 1: So, in essence, the marketing isn’t even about the product anymore, is it? It’s about
managing perceptions.
Speaker 2: Precisely. We’re living in an era where perception often outweighs reality in the con-
sumer’s mind.
SEGMENT 2 — MONOLOGUE
Narrator: Welcome back to ’The Market Pulse’. Today, we are delving into a concept that gov-
erns much of our modern consumer behaviour: the phenomenon of ’Scarcity Heuristics’ and its
profound impact on brand loyalty. Now, when we talk about scarcity, we aren’t just referring to
limited-edition sneakers or flash sales. We are talking about a much deeper psychological mech-
anism that dictates how we assign value to goods and services.
Narrator: Essentially, the scarcity principle suggests that humans tend to place a higher value
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on objects that are perceived as being difficult to obtain. This isn’t merely a matter of supply and
demand in the classical economic sense; it is an emotional response to the fear of missing out—or,
as many of you might know, FOMO. When a brand creates an environment of perceived scarcity,
they are effectively triggering a sense of urgency. This urgency bypasses our rational, analytical
processing and taps directly into our primal, impulsive decision-making faculties.
Narrator: However, it’s important to distinguish between ’artificial scarcity’ and ’genuine scarcity’.
Many brands, particularly in the luxury sector, masterfully engineer artificial scarcity. They might
limit production runs or implement exclusive membership tiers to create an illusion of rarity. This
isn’t because the resources are limited, but because the brand wants to cultivate an aura of pres-
tige. By making the product harder to acquire, they inadvertently increase its social capital.
Narror: But here is the caveat: this strategy is a double-edged sword. If consumers begin to
perceive that the scarcity is entirely manufactured and lacks any underlying justification, the brand
risks losing its credibility. Once the illusion is shattered, the perceived value can evaporate instantly.
The consumer feels manipulated rather than enticed. Therefore, the most successful brands are
those that manage to weave scarcity into a narrative that feels authentic to the brand’s identity.
Narrator: For instance, a brand that prides itself on artisanal, small-batch production uses scarcity
as a testament to quality and craftsmanship. In this context, the limited availability is a logical con-
sequence of the production process. This is vastly different from a mass-market retailer claiming a
’limited time only’ sale every single week. The latter, quite frankly, leads to consumer fatigue and
a complete erosion of trust. As we move forward in our discussion, keep in mind that the most
potent marketing isn’t about creating a shortage; it’s about managing the tension between desire
and accessibility.
SEGMENT 3 — PANEL DISCUSSION
Speaker 1: To wrap up our discussion on consumer psychology, I’d like to pose a question to our
panel. We’ve talked about the power of branding and the ethics of scarcity. Is there such a thing
as ’ethical marketing’, or is the entire industry fundamentally built on psychological manipulation?
Speaker 2: That’s a bit of a heavy question to start with, isn’t it? But I suppose I would argue that
there is a distinction between persuasion and manipulation. Persuasion is about highlighting the
unique benefits of a product to help a consumer make an informed choice. Manipulation, on the
other hand, involves obscuring the truth or exploiting vulnerabilities to force a decision.
Speaker 3: I have to partially disagree with that distinction. In practice, the line is incredibly blurry.
Most marketing strategies are designed to tap into our subconscious biases. If you are using
neuro-marketing techniques to bypass a person’s rational thought process, aren’t you, by defini-
tion, manipulating them? Even if the product is of high quality, the method of sale is inherently
coercive.
Speaker 1: That’s a valid point, Speaker 3. But if we follow that logic to its conclusion, shouldn’t all
marketing be banned? Surely the goal of a business is to drive sales through any means necessary.
Speaker 2: Well, I think themarket provides its own checks and balances. If a company relies solely
on manipulative tactics, they might see short-term gains, but they won’t build long-term brand
equity. In the age of social media, where transparency is at an all-time high, a brand’s reputation
can be dismantled in hours. So, there is a strong commercial incentive to remain ethical.
Speaker 3: I’m still skeptical. I think ’ethical marketing’ is often just a way for corporations to
rebrand their tactics to sound more palatable. They use terms like ’empowerment’ or ’community-
building’ to mask what is essentially just a sophisticated way of driving consumption. We need to
be more critical of the psychological frameworks being used on us.
Speaker 1: It seems we are divided. One side sees it as a tool for connection and informed choice,
while the other sees it as an inherent form of exploitation. Perhaps the reality lies somewhere in
the middle—a constant tug-of-war between consumer agency and corporate influence.
Speaker 2: Exactly. It’s a dynamic relationship that’s constantly evolving alongside technology
and social norms.
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Speaker 3: And as long as there is a desire to consume, those psychological levers will continue
to be pulled. It’s an inescapable part of the modern economy.

Lesson 7: Use of English

Part 1 — Word formation

Instrucciones: Complete the sentences by changing the form of the word in CAPITALS. You must
use the correct derivative to fit the grammatical structure of the sentence.

• The company’s decision to rebrand was driven by a need to remain ____ in a rapidly changing
market. COMPETITION

• Many consumers are becoming increasingly ____ of clever marketing tactics used to manipulate
their emotions. SUSCEPTIBLE

• The brand’s ____ reputation was built over decades of consistent quality and customer service.
PRESTIGE

• There is a growing ____ among young adults to favour ethically sourced products over cheaper
alternatives. TENDENCY

• The sudden ____ of the product in the market led to an immediate surge in sales. APPEAR

• Marketing experts suggest that brand loyalty is often ____ by emotional connections rather than
price. REINFORCE

• The campaign was criticized for its ____ approach, which many felt ignored cultural nuances.
DISCRIMINATE

• The ____ of the new logo wasmet with mixed reviews from the existing customer base. RECOG-
NISE

Part 2 — Key word transformations

Instrucciones: Complete the second sentence so that it has a similar meaning to the first sentence,
using the word given. Do not change the word given. You must use between three and five words,
including the word given.
1. It seems that the new advertising campaign is working. APPEARS
� There ________ that the new advertising campaign is working.
2. People often buy luxury goods to show off their status. TENDENCY
� There ____ to buy luxury goods to show off their status.
3. It looks like the company has underestimated the competition. WOULD
� It ___ the company underestimated the competition.
4. Consumers often buy things impulsively when they see a sale. TENDENCY
� There __ to buy things impulsively when they see a sale.
5. It seems likely that the brand’s popularity will decline. APPEARS
� It __ the brand’s popularity will decline.
6. People often associate certain colours with specific emotions. TENDENCY
� There _____ certain colours with specific emotions.
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Answer key

• competitive

• susceptible

• prestigious

• tendency

• appearance

• reinforced

• discriminatory

• recognition

• appears to be

• is a tendency for people

• would appear that

• is a tendency for consumers

• appears that

• is a tendency to associate

Lesson 8: Writing Workshop

Task (Cambridge C1 Advanced, Part 2 style)

Question:
You work for a national retail chain that is considering rebranding its identity to appeal to a younger,
more environmentally conscious demographic. Your manager has asked you to write a proposal
outlining how the company could change its branding and marketing strategies to attract these
new consumers, while also addressing potential risks to current customer loyalty.
Write your proposal. You must write between 220-260 words.

Tips (en español)

• Structure: Para una proposal, utiliza subtítulos claros (e.g., Introduction, Proposed Changes,
Potential Risks, Conclusion). Esto facilita la lectura y demuestra control estructural.

• Register: El tono debe ser formal y profesional. Evita contracciones (use do not instead of don’t)
y lenguaje coloquial. Dirígete a tu manager con cortesía pero con autoridad profesional.

• Linking: Utiliza conectores de transición sofisticados para guiar al lector a través de tus prop-
uestas (e.g., Furthermore, In light of this, Notwithstanding).
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• Hedging: En marketing, nada es seguro. Usa el ”hedging” (lenguaje cauteloso) para sonar
profesional. En lugar de decir ”This will work”, usa ”This is likely to result in...” o ”This could
potentially lead to...”.

• Evaluación de ideas: No te limites a dar ideas; evalúalas. Un buen candidato de C1 analiza el
coste-beneficio o el impacto psicológico de las decisiones de marca.

• Time management: No dediques más de 45 minutos a esta tarea. Dedica 5 minutos a planificar
la estructura, 30 a escribir y 10 a revisar errores gramaticales o de vocabulario.

Useful language

# |
Expression |
Español |
Audio |
1 |
What immediately stands out is... |
Lo que destaca enseguida es... |
|
2 |
At first glance, the scene appears to... |
A primera vista, la escena parece... |
|
3 |
Whereas the first image suggests..., the second one points to... |
Mientras que la primera imagen sugiere..., la segunda apunta a... |
|
4 |
There is a striking contrast between... and... |
Hay un contraste marcado entre... y... |
|
5 |
The people seem to be dealing with... |
Las personas parecen estar lidiando con... |
|
6 |
It is highly likely that... |
Es muy probable que... |
|
7 |
One could infer that... |
Se podría inferir que... |
|
8 |
This might reflect a broader issue: ... |
Esto podría reflejar un problema más amplio: ... |
|
9 |
Although the setting is different, both images convey... |
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Aunque el contexto es distinto, ambas imágenes transmiten... |
|
10 |
The overall impression is one of... |
La impresión general es de... |
|
11 |
This would be a useful example of... |
Esto sería un ejemplo útil de... |
|
12 |
I would argue that the second image feels more... |
Diría que la segunda imagen resulta más... |
|

Model answer

Proposal for Brand Rejuvenation and Market Expansion
Introduction
The purpose of this proposal is to outline a strategic rebranding plan aimed at capturing the interest
of younger, eco-conscious consumers, while mitigating the risk of alienating our existing customer
base.
Proposed Marketing Strategies
To appeal to a more environmentally aware demographic, it is suggested that the company un-
dergoes a visual identity shift. This would involve adopting minimalist packaging and sustainable
materials. Furthermore, our marketing campaigns should pivot towards ”purpose-driven” story-
telling, highlighting our commitment to ethical sourcing. By aligning our brand values with those
of Gen Z and Millennials, we can foster deeper emotional connections.
Potential Risks and Mitigation
A significant concern is the potential loss of loyalty from our current, older clientele who may
find the new branding unfamiliar. To mitigate this, the transition should be gradual rather than
abrupt. We must ensure that while the aesthetic changes, the core quality of our products remains
consistent. This would reassure long-term customers that the brand’s essence remains intact
despite the visual evolution.
Conclusion and Recommendation
In light of the shifting market landscape, failing to adapt could result in a loss of market share. It
is therefore recommended that we initiate a pilot rebranding phase in select urban locations. This
will allow us to test consumer response before a full-scale rollout. Taking everything into account,
a strategic shift is essential for long-term viability.

Marking checklist

• Content: Did you address all parts of the task? (The proposal must cover both the new strategy
and the risks to current customers).

• Communicative Achievement: Is the tone appropriately formal for a professional proposal?
Does it use the correct format (subheadings)?

• Organisation: Are the ideas logically sequenced? Are cohesive devices (linking words) used to
connect paragraphs and ideas smoothly?

23



• Language: Did you use a wide range of advanced vocabulary (e.g., mitigate, pivot, demo-
graphic) and complex grammatical structures (e.g., passive voice, conditional sentences)?

Lesson 9: Speaking Lab

Speaking — describe & compare

Compare estas dos imágenes y responda a las preguntas. En la primera imagen, la gente está
comprando productos de lujo, mientras que en la segunda, se trata de compras cotidianas. Deberá
hablar durante aproximadamente un minuto sobre las diferencias y similitudes, y luego responder
a una pregunta relacionada con el marketing durante un minuto más. En total, su respuesta debe
durar 2 minutos.

speaking

Useful phrases

• It appears as though the brand is targeting... — Parece como si la marca estuviera dirigida
a... - There is a striking contrast between... — Hay un contraste llamativo entre... - One could
argue that the minimalist setting suggests... — Se podría argumentar que el entorno minimalista
sugiere... - In stark contrast to the first image, the second one... — En marcado contraste
con la primera imagen, la segunda... - The visual cues imply a sense of... — Las señales
visuales implican una sensación de... - It is highly likely that the consumer feels... — Es muy
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probable que el consumidor se sienta... - While the first scene evokes exclusivity, the second...
— Mientras que la primera escena evoca exclusividad, la segunda... - The composition of the
photo highlights... — La composición de la foto resalta... - One might infer that the marketing
strategy is... — Uno podría inferir que la estrategia de marketing es... - They seem to be playing
on the psychology of... — Parecen estar jugando con la psicología de... - The atmosphere is
markedly different from... — La atmósfera es marcadamente diferente de... - It is somewhat
debatable whether... — Es algo debatible si... ### Pronunciación

Para alcanzar un nivel C1, preste atención a los ’word-final consonant clusters’ (grupos de conso-
nantes al final de las palabras), como en ’contrast’, ’products’ o ’brands’. Evite añadir una vocal
extra al final (no diga ’contrast-uh’). Asegúrese de pronunciar cada consonante claramente para
mantener la precisión rítmica.

Model answer

In these two images, we see two vastly different approaches to consumerism. The first image de-
picts a highly curated, minimalist boutique where a single luxury item is showcased on a pedestal.
This setup suggests exclusivity and prestige, where the brand identity is built on scarcity and aes-
thetic elegance. The lighting is focused, drawing the eye to the product as if it were a piece of art.
In stark contrast, the second image shows a cluttered supermarket aisle, brimming with colourful,
mass-produced packaging. Here, the marketing strategy seems to rely on variety and immediate
visual stimulation to attract impulse buyers. While the first scene evokes a sense of sophisticated
lifestyle and status, the second is much more about everyday convenience and volume. One could
argue that while the boutique uses psychological cues of ’prestige’ to justify high price points, the
supermarket uses ’abundance’ to drive sales. Both environments are designed to influence con-
sumer behaviour, but they target entirely different psychological needs: the desire for distinction
versus the need for accessibility. Ultimately, both represent different facets of modern branding
and consumer psychology.

Lesson 10: Mediation Task

Mediation

Basándote en la información proporcionada, redacta un informe interno para tu equipo de mar-
keting. Debes resumir los éxitos de la estrategia actual, analizar el dilecimiento sobre el precio y
proponer una recomendación profesional utilizando un registro formal.

Texto original (español)

Nuestra nueva estrategia de branding ’Eco-Luxe’ ha sido un éxito rotundo. Al utilizar materiales
reciclados para el packaging pero manteniendo un diseño de alta gama, hemos logrado atraer
a un segmento de consumidores conscientes pero que no quieren renunciar al lujo. Los datos
muestran que el 65% de nuestros clientes jóvenes prefieren marcas con valores éticos claros. Sin
embargo, el coste de producción ha subido un 15%. Debemos decidir si mantenemos el precio
premium actual o si ajustamos los márgenes para ganar cuota de mercado frente a la competencia
que ahora también lanza líneas sostenibles.
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Imagen de apoyo

mediation

Estrategias clave

• Identify the core message: The success of ’Eco-Luxe’ and the dilemma between profit margins
and market share.

• Synthesise information: Combine the consumer data with the production cost issue.

• Adapt the register: Use professional, formal business English suitable for a report.

• Structure logically: Use an introduction, a body discussing the pros/cons, and a clear recom-
mendation.

• Avoid direct translation: Rephrase Spanish concepts (like ’cuota de mercado’) into natural En-
glish business terms.

• Maintain focus: Ensure the response addresses the specific needs of the marketing team with-
out unnecessary filler.

Audiencia de destino

your marketing team
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Respuesta modelo (English)

Subject: Strategic Analysis of the ’Eco-Luxe’ Branding Initiative
This report outlines the recent performance of our ’Eco-Luxe’ line and addresses the strategic
decisions regarding our pricing model.
Our recent branding shift has proven highly effective. By merging sustainable packaging with pre-
mium aesthetics, we have successfully captured the growing demographic of ethically-conscious
luxury consumers. Data indicates that 65% of our younger target audience prioritises brand val-
ues, validating our current direction.
However, we face a significant challenge: a 15% increase in production costs. We must now
decide whether to maintain our premium price point to protect margins or adjust our pricing to
expand market share, especially as competitors launch similar sustainable lines.
Given the current market trends, I recommend maintaining our premium pricing in the short term.
Our brand identity is currently built on exclusivity and high-end positioning; a price reduction might
dilute our brand equity. Instead, we should focus on communicating the superior quality of our
sustainable materials to justify the cost to our customers. We should monitor competitor move-
ments closely before considering any price adjustments.
Prepared by: [Your Name]

Lesson 11: Podcast Guide

Podcast Guide — Marketing, Branding & Consumer Psychology

Escuchar podcasts auténticos es fundamental en el nivel C1 para acostumbrarse a la velocidad
natural, los modismos y los diversos acentos que no aparecen en los libros de texto. En esta
unidad, utilizaremos audios de alta calidad para profundizar en conceptos complejos de marketing
y psicología del consumidor, preparándote para el examen de Cambridge.

Recommended podcasts (3 total)

#### 1. TED Talks Daily

• Level & accent: Mixed (mostly American/International), C1 appropriate: Yes.

• Recommended episode: ”How brands use psychology to influence your behavior” (or similar
themes regarding neuromarketing).

• Why it’s useful for C1: Este podcast ofrece una exposición clara pero con un vocabulario
académico y profesional de alto nivel. Te permitirá aprender a seguir argumentos estructurados
sobre temas abstractos.

• 5 key phrases to listen for:

To tap into consumer desires (aprovechar/conectar con los deseos del consumidor)

• A sense of brand loyalty (un sentido de lealtad a la marca)

• To manipulate subconscious impulses (manipular impulsos subconscientes)

• The psychological trigger (el detonante psicológico)

• To shape public perception (moldear la percepción pública)
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#### 2. BBC: The Inquiry

• Level & accent: British (RP/Standard), C1 appropriate: Yes.

• Recommended episode: Episodes discussing ”The attention economy” or ”The ethics of tar-
geted advertising”.

• Why it’s useful for C1: El ritmo es pausado pero el lenguaje es extremadamente sofisticado y
preciso. Es ideal para practicar la comprensión de debates éticos y complejos sobre el impacto
del marketing en la sociedad.

• 5 key phrases to listen for:

To exploit vulnerabilities (explotar vulnerabilidades)

• The pervasive nature of advertising (la naturaleza omnipresente de la publicidad)

• To drive consumer engagement (impulsar la interacción/compromiso del consumidor)

• A double-edged sword (un arma de doble filo)

• To cater to a specific niche (atender a un nicho específico)

#### 3. BBC: Desert Island Discs (Selected episodes on entrepreneurs/creatives)

• Level & accent: British, C1 appropriate: Yes.

• Recommended episode: Any episode featuring a successful brand founder or creative director.

• Why it’s useful for C1: Al ser entrevistas narrativas, escucharás cómo se cuenta la historia de
una marca (storytelling) de forma natural. Ayuda a entender el lenguaje coloquial mezclado con
terminología profesional.

• 5 key phrases to listen for:

To build a brand from scratch (construir una marca desde cero)

• To stand out from the crowd (destacar entre la multitud)

• A breakthrough moment (un momento de éxito/avance crucial)

• To capture the imagination (capturar la imaginación)

• To weather the storm (superar una situación difícil/sobrellevar la tormenta)

Active listening strategies (C1)

• Anticipación de contenido: Antes de dar al play, lee el título y la descripción. Intenta predecir
qué vocabulario técnico o preguntas podrían surgir para preparar tu mente.

• Escucha por capas: No intentes entender cada palabra a la primera. Realiza una primera es-
cucha para captar la idea general (gist) y una segunda para los detalles específicos.

latencia.
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• Identificación de marcadores discursivos: Presta especial atención a las palabras que conectan
ideas (however, nonetheless, furthermore, conversely). Estas son la clave para seguir el hilo
lógico en niveles avanzados.

• Notas selectivas (Notetaking): No transcribas. Anota solo conceptos clave, palabras descono-
cidas que parezcan importantes para el contexto y la estructura del argumento.

• Enfoque en la entonación: Observa cómo los hablantes usan el énfasis para transmitir ironía,
importancia o duda. En C1, el significado suele estar en la entonación, no solo en las palabras.

• Uso de la técnica de ”Shadowing”: Si escuchas una frase con una estructura gramatical com-
pleja o un acento interesante, pausa el audio e intenta repetirla imitando exactamente la en-
tonación y velocidad del hablante.

Follow-up task

Task: The Analytical Summary

• Vocabulary Extraction: While listening, write down 5 new words or collocations. Look up their
definitions and write one original sentence for each, applying them to a real-world marketing
scenario.

• Argument Mapping: Create a brief outline of the speaker’s main argument. Divide it into: Intro-
duction (The Hook), Main Points (The Evidence), and Conclusion (The Takeaway).

• Critical Speaking Reflection: Record a 2-minute voice note on your phone summarizing the
episode. You must:

Summarize the main topic.

• Express your opinion using at least three of the new phrases you learned.

• Challenge or support the speaker’s point of view using advanced connectors (e.g., ”While I see
the validity of the speaker’s point, I would argue that...”).

Lesson 12: Media Guide

Cine & Series — Marketing, Branding & Consumer Psychology

Utilizar contenido audiovisual auténtico te permite exponerte al lenguaje natural y a matices de
registro que los libros de texto suelen omitir. Al analizar la psicología del consumidor en pantalla,
desarrollarás la capacidad de argumentar con sofisticación, una habilidad clave para el examen
C1.

Recommended title

• Title: Mad Men, 2007–2015 (Amazon Prime / AMC)

• Accent/dialect: Primarily American (Mid-Atlantic/Standard American), with some subtle regional
nuances.

• Why it’s perfect for C1: Although set in the 1960s, the series is a masterclass in persuasion,
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branding, and the psychology of desire. The vocabulary is sophisticated, the dialogue is sharp
and idiomatic, and it requires a high level of inference to understand the subtext of the charac-
ters’ negotiations.

• Episodes to start with: Season 1, Episodes 1–3.

Language focus

1. ”The way you look at it, the product isn’t just a tool; it’s a lifestyle you’re selling.”

• Vocabulary note: Lifestyle /ˈlaɪf.staɪl/ (Estilo de vida). In a marketing context, it refers to the
aspirational identity attached to a brand.

• Grammar spotlight: This sentence uses a subtle form of hedging to introduce a perspective.
Instead of saying ”The product is a lifestyle,” the speaker uses ”The way you look at it...” to
soften the claim and invite debate, making the statement less dogmatic.

2. ”We aren’t just selling cigarettes; we’re selling a feeling of freedom.”

• Vocabulary note: To sell [something] as [something else] (Vender algo bajo la apariencia de otra
cosa). A common marketing idiom for rebranding a concept.

• Grammar spotlight: This demonstrates the use of hedging through implication. By framing the
truth as a matter of perception, the speaker uses a ”soft” approach to redefine reality, which is
a hallmark of advanced persuasive speech.

3. ”It would appear that the client is more interested in the emotional resonance than the technical
specifications.”

• Vocabulary note: Resonance /ˈrez.ən.əns/ (Resonancia/Impacto emocional). The ability of a
brand message to evoke a strong reaction.

• Grammar spotlight: This is a textbook example of hedging language. Using ”It would appear
that...” allows the speaker to express a conclusion without sounding overly blunt or aggressive,
which is essential for maintaining professional decorso in C1-level business English.

Viewing task (active watching)

• Vocabulary Log: Note down at least 10 new words or collocations per hour (e.g., niche market,
brand loyalty, consumer trends).

• Register Shift Analysis: Identify moments where characters switch from ”office talk” (formal/pro-
fessional) to ”bar talk” (informal/slang). Note how their tone changes.

• Hedging Hunt: Listen specifically for phrases like ”It seems to me that...”, ”One might sug-
gest...”, or ”There is a tendency for...”. Write down the context in which they are used to soften
a critique.

• Oral Summary: After the episode, record yourself on your phone summarising the main conflict
of the episode in 3 sentences. Focus on using at least one hedging phrase to express your
opinion.

30



Similar titles (2 alternatives)

• Succession (HBO/Sky): Perfect for advanced learners to study power dynamics, high-level cor-
porate vocabulary, and extremely fast-paced dialogue.

• The Social Network (Film, 2010): An excellent study of modern branding, disruptive technology,
and much more contemporary, rapid-fire American English.

Lesson 13: Everyday Scene

The Impulse Purchase

everyday_scene

En esta escena, vemos a una consumidora atrapada en un momento de indecisión frente a un pro-
ducto con un diseño atractivo. La imagen ilustra perfectamente cómo el branding y el packaging
influyen en el comportamiento de compra impulsiva en la vida cotidiana.

Preguntas para hablar (Speaking practice)

• Describe what is happening in this scene and what the woman might be thinking.

• How much do you think packaging influences a person’s decision to buy a product?
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• In your opinion, do brands use psychological tactics to manipulate consumers?

• Compare this situation to your own shopping habits. Are you an impulsive buyer?

• How has the way we experience branding changed with the rise of online shopping?

Lesson 14: Unit Review & Progress Test

Unit review — Marketing, Branding & Consumer Psychology

Al finalizar esta unidad, deberías ser capaz de participar en debates complejos sobre estrategias
de mercado, comportamiento del consumidor y la ética de la publicidad. Habrás desarrollado la
capacidad de utilizar un lenguajematizado (hedging) para expresar opiniones de forma diplomática
o cautelosa, evitando generalizaciones absolutas, lo cual es esencial para el nivel C1.
Asimismo, habrás ampliado tu léxico especializado en branding y psicología del consumidor, per-
mitiéndote analizar campañas publicitarias y tendencias de mercado con precisión. Deberías sen-
tirte cómodo utilizando colocaciones avanzadas y términos técnicos para argumentar sobre cómo
las marcas influyen en la toma de decisiones de los usuarios.

Grammar consolidation

Complete the following tasks using hedging language (e.g., it is widely believed that, there seems
to be, tends to, would appear to, etc.) to make the sentences more academic or diplomatic.
Part 1: Sentence Transformation
Rewrite the sentences so they have the same meaning, using the word in bold. Do not change the
word provided.
-
People think that social media influencers drive sales. BELIEVED
It ______ that social media influencers drive sales.
-
Consumers often buy luxury goods to feel better about themselves. TENDENCY
There ______ to buy luxury goods to satisfy emotional needs.
-
The marketing campaign was a failure. APPEAR
The marketing campaign ______ to have been a failure.
Part 2: Error Correction
Identify and correct the error in each sentence to make it a natural C1 hedging structure.

• It is much thought that brand loyalty is decreasing among Gen Z.

• There is a tendency for consumers to being more eco-conscious lately.

• It would appeared that the price increase caused a drop in demand.

Part 3: Controlled Rewriting
Rewrite the following direct statements into more sophisticated, hedged sentences.
-
”The new product will definitely fail because it is too expensive.” (Use: unlikely)
-
”People always follow trends blindly.” (Use: tend to)
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-
”The data shows that the target audience is shifting towards mobile apps.” (Use: suggests)
-
”The brand is losing its identity.” (Use: seems to)

Vocabulary activation

A. Word Formation
Complete the sentences by changing the form of the word in capital letters.

• The company’s _____ (REPUTE) was damaged by the recent scandal.

• We need to conduct _____ (MARKET) research before launching the product.

• The _____ (DISTINCT) of the brand is its most valuable asset.

• The sudden _____ (FLUCTUATE) in consumer interest caught the team off guard.

B. Collocations
Select the correct word to complete the professional collocations.

• To (capture / catch / take) the attention of the target audience.

• To (build / make / create) brand awareness.

• To (launch / run / start) a marketing campaign.

• To (gain / win / achieve) market share.

C. Register Choice
Choose the most appropriate C1-level term for a formal business report.

• The company decided to (cut / slash / reduce) prices to stay competitive.

• The new strategy aims to (target / hit / strike) a younger demographic.

• There is a (huge / vast / significant) difference between brand image and brand identity.

• We need to (look at / examine / peer) own the psychological triggers of our customers.

Integrated skills task

Reading Text
The rise of ”emotional branding” has fundamentally altered the relationship between corporations
and consumers. Rather than focusing solely on the functional utility of a product, modern market-
ing seeks to establish a deep, psychological connection with the user. By associating a brand with
specific values, lifestyles, or even personalities, companies can bypass rational decision-making
processes.
This strategy relies heavily on consumer psychology, specifically the concept of identity signalling.
When a consumer purchases a high-end product, they are often not just buying a tool, but a
symbol of who they are—or who they wish to be. While this can lead to intense brand loyalty, it
also raises ethical concerns regarding the manipulation of vulnerable demographics. Critics argue
that such tactics exploit human insecurities to drive unnecessary consumption. Nevertheless, in
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an increasingly saturated market, the ability to trigger an emotional response remains a powerful
tool for survival and growth.
Writing Task
Instrucciones: Basándote en el texto anterior, escribe una respuesta de entre 180 y 220 palabras.
Debes argumentar si crees que el ”emotional branding” es una herramienta legítima demarketing o
una forma de manipulación poco ética. Utiliza el vocabulario de la unidad y estructuras de hedging
(lenguaje cauteloso) para matizar tus opiniones.

Speaking checkpoint

Responde a estas preguntas de forma oral para practicar tu fluidez y capacidad de argumentación.

• Compare: Compare the marketing strategies of traditional brick-and-mortar stores with those
of e-commerce giants.

• Speculate: How might consumer behaviour change in the next decade due to advancements
in AI-driven personalised advertising?

• Evaluate: To what extent do you think celebrity endorsements actually influence the purchasing
decisions of young adults?

• Justify: Some argue that branding is merely ”window dressing.” Justify why branding is actually
essential for a business’s long-term survival.

• Speculate: If a brand loses its reputation due to an ethical scandal, how difficult is it to regain
consumer trust?

• Evaluate: Evaluate the impact of ”greenwashing” on brand loyalty. Does it work in the short
term?

Self-assessment rubric

Criteria |
Needs work (B2/Below) |
Solid (C1) |
Exam-ready (C1+/C2) |
Accuracy |
Frequent errors in grammar and spelling. |
Mostly accurate; errors do not impede communication. |
High level of precision; complex structures used correctly. |
Range |
Basic vocabulary and repetitive structures. |
Good use of advanced vocabulary and varied sentence structures. |
Sophisticated use of idiomatic language and complex grammar. |
Fluency |
Frequent hesitations and pauses. |
Smooth speech with natural flow and occasional hesitation. |
Effortless flow; able to sustain complex arguments easily. |
Task Achievement |
Did not fully address the prompt or length requirements. |
Fully addressed the prompt with appropriate detail. |
Insightful, nuanced, and highly engaging response. |
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Answer key

Grammar consolidation
1. It is widely believed that...
2. There is a tendency for consumers to...
3. The marketing campaign would appear to have been...
4. It is widely thought that... (or: It is thought that...)
5. There is a tendency for consumers to be...
6. It would appear that...
7. The new product is unlikely to succeed because it is too expensive.
8. People tend to follow trends.
9. The data suggests that the target audience is shifting towards mobile apps.
10. The brand seems to be losing its identity.
Vocabulary activation
1. reputation
2. market
3. distinctness / distinction
4. fluctuation
5. capture
6. build
7. launch
8. gain
9. reduce (or slash for more impact)
10. target
11. significant
12. examine
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