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Abstract

Companies that offer online insurance services have their work cut out for them. Not only must they search for
loyal customers, but also for free advocates who can influence their friends to purchase an insurance policy online
from them. In terms of time, cost and effort, attempting to attract the whole market is just a waste. As the best
customer services with all insurance coverage for too much insurance policies is just vain. This is where the
concept of target marketing comes in, as the most important factor influencing market share of an online insurance
company is targeting an accurate market segment. Market segmentation is defined as a marketing strategy that
involves dividing a broad target market into subsets of consumers who have common needs and priorities, and
then designing and implementing strategies to target them. Market segmentation strategies may be used to
identify the target customers, and provide supporting data for positioning to achieve a marketing plan objective.
Businesses may develop product differentiation strategies, or an undifferentiated approach, involving specific
products or product lines depending on the specific demand and attributes of the target segment (Kotler, 2003).
Then again, it’s not enough for a company to market its product to its customers. It has to keep and maintain that
customer’s loyalty through the provision of excellent services and other relationship-building activities. Our
project aims to study these two aspects of online marketing by analysing the websites of three well-known
insurance companies (www.metlife.com (US) www.standardlife.co.uk (UK), www.william-russell.com (UK).
This paper will study the websites of the three selected insurance companies, which use similar E-Business models
but different market segmentation, and examine how they intend to meet the needs of the different customer
segments, and the extent to which they have managed to build customer relationship activities to maintain
customer satisfaction through their website designs. Thus the study deals with these issues, not only from a
customer perspective, but also from a business perspective. The findings present the effectiveness of the MetL.ife
site which has offered various features to woo the retirement sector, whereas Standard Life has concentrated on the
corporate client with regard to healthcare. William Russell is particularly focused on the expatriate client and is
equally savvy for policy holders as it is with new customers.

Keywords: life insurance, E-business, marketing, segmentation, relation-building
1. Literature of E-Business

As the internet continues to transform the business world, businesses, along with their conventional systems of
trading, try to reach out in order to cater for the needs of a large customer base in the comfort of their own homes.
Electronic commerce companies have replaced one of the traditional marketing 4Ps - “place”- with “perception”
that depends on the design of the company website. Several researchers have noted that adoption of internet-based
business has become imperative for today’s organisations in order to create value by cutting costs, attracting
visitors and satisfying customers’ needs by providing just-in time outcomes (Barsauskas et al., 2008; Soliman &
Youssef, 2003). The insurance business is no different. Gone are the days of long waiting hours in an office, a
barrage of insurance jargon, and traps in the form of hidden costs, as all that the customer requires now is only a
mouse-click away. Hence, the design of the company website plays a major role in creating customer loyalty and
determining visitors’ decision to stay, change to another electronic commerce site or return to their traditional
market (Merwe & Bekker, 2003).

Obviously, well-designed, effective and efficient website content attracts visitors to the company website, and
convinces them to become a customer of the online business (Aladwani, 2006).
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According to E-business models presented by Chaffy (2007), insurance companies can be fitted into one of two
models - the “revenue” and the “commercial” models.

> A “revenue model” centres on value appropriation. Revenues can be realized through a combination of
subscription fees, advertising fees and transactions.

» The “commercial model” can be seen as brokerage and negotiator deals which can also be seen on these

websites.
1. Marketplace position 2. Revenue model 3. Commercial model
Y
Manufacturer or Direct product . .
. ] Fixed-price
primary service sales of |
provider product or service sale
B B B A
Y Y
Reseller/retailer Subscription or Broker.ed or
(intermediary) rental of negotiated
service deal
A B
Y P Y Y
Commission-
Marketplace/exchange based sales Auction or
(intermediary) (affiliate, auction, spot
marketplace)
Y
Supply chain Advertising
provider (banner ads, Key
or integrator sponsorship) Y = Yahoo!
A = Amazon
B = Book publisher
Not-for-profit
organization

Figure 1. Alternative perspectives on business models (Chaffy, 2007, p. 63)

This can be applicable for insurance companies. Models 2&3.

As far as dealing with target segmentation is concerned, one must understand that directing time, cost and effort at
wrong target market is just a waste. Companies classify users into categories by use of free insurance quotes — into
either price conscious, quality conscious or status conscious persons for online insurance policies. Target segments
are chosen demographically, geographically and psycho-graphically or behaviourally for online insurance
companies whether in the USA, the UK or elsewhere.

2. Methodology

This paper prepared evaluation criteria for the three websites (www.metlife.com, www.standardlife.co.uk and
www.william-russell.com) based on the literature. It shall discusses how these companies focus on their target
segments demographically, geographically and psychographic, customer-wise and product-wise. The findings
have also studied the features present in each site to encourage relationship-building activities to attract and
maintain customer loyalty. For this analysis, the paper has approached the websites as an ordinary user.

3. Who Are the Websites Targeting?

The companies are well known for their services. They are multinational in nature. Two are based in the UK, and
one in the USA. Each one has made it clear that it is targeting one segment rather than any other segment. Target
segments range from individuals, to corporate clients, to brokers, to intermediaries and to expatriates. The
segments also vary in terms of the type of services and products offered. For example, MetL.ife targets retirement
customers, Standard Life targets corporate business, and William Russell targets expatriates living outside their
native countries.

4, Evaluation Criteria

Before start the website analysis we shall discuss some of the basic evaluation criteria to be used in the form of a
checklist. Since our evaluation will be solely concentrating on the extent of segmentation to attract different
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customer groups, and specific features in site for relationship-building activities. We shall modify Knox’s (2007)
list to include these features. The checklist is very focused on first impressions from a business point of view. If
users do not like a site, for whatever reason, they just leave. If they do stay, we have to consider what webpage
features can help and encourage them to complete an insurance transaction.

1) Isthe company name and logo on every page? Does it suggest brand and status?

2)  Does the site’s free insurance quotes allow price conscious users to compare them with others online, and
does the user understand the aim is to categorise him into the proper user list?

3) Is segmentation done customer-wise, product-wise, demographically, geographically, psycho-graphically
and is it based on benefits?

4)  Are headlines and page titles clear?

5) Do links work and clearly describe the page they will lead to?

6) Are there benefits for switching or bringing in others, creating behaviour segments?
7) Can you leave feedback or extend the relationship, e.g. through a newsletter.

5. Website Analysis Site No-1-Metlife (www.metlife.com)

At first sight, the home page is very pleasant, with a vibrant feel, and a nice warm picture. The page is not crowded,
and allows easy navigation. There is the company logo on every page so that the user will be aware if he clicks
away from the site. The homepage consists of clear headlines and titles, making it easy to choose from as the
browser wishes.

5.1 Segmentation Focus of MetLife
a). Product-wise retirement schemes

MetL.ife has made it clear that it targets baby boomers of the 1960s in the Retirement, and health, accident and life
insurance section for customers from some countries in America, Asia and Europe. They have put in a lot of effort
to present this information in a very simple and understandable manner, even for novices. They have explained all
the stages in the cycle in a stepwise manner that can educate users and allow them to simply follow the steps.

There are also several linkages to schemes and IRA benefits. For example, in the investment link, three pages deal
with deferred and income annuities, IRA’s and Immediate annuities, and explain how to enrol in the retirement
scheme. One can also access the income annuity guide to understand its benefits in retirement.

There are various tools to calculate how much you need to save, premiums, interest compounding, etc., including
how this is actually calculated, and which type of insurance would actually suit one. Alternatively, one can also get
a quote according to one’s financial position.

b) Customer-wise
Individuals, businesses, brokers and consultants.
¢) Geographically

It has operated for a long time in the City of New York, gathering clients from a variety of businesses with different
types of insurance - auto, estate, health, etc.

d) Demographically
Americas (6-countries) — Asia (7-countries) — Europe (3-countries) with three languages used on the web interface.
e) Behaviourally

Customers are invited to ask for a quote and to receive information through the site as a result of trust built up over
years of business.

f) Psychographic
Matching needs to lifestyles in the way they provide a service.
5.2 Relationship Building Activities of Metlife

Website has shown a close relationship according to events such as National events, New Year’s Eve to keep
personal contact with clients. One can also follow events at MetL ife posted on the Press Releases link. Feedback
options are available from customer on line enquiries to comment cards that evaluate customer satisfaction with
services .You have options for a representative to contact us and also to find offices close to us for details and
enquiry. Also ease of procedure to change address/ contact numbers online itself.
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6. Website No-2-Standard Life (www.standardlife.com)
The company is based in the UK and provides a multitude of services.

This website is a no-frills one which gets down directly to business. The Standard Life logo is on every page.
However the pages are white and the fonts is too small and the pages have no borders.

6.1 Segmentation Focus of Standard Life
a) Product wise

Insurance Healthcare for corporate clients. Ease of procedure and explanations aim to woo corporate clients to the
site. The plan covers not only health but dental and travel insurance, with preventive modules also available.

The site also provides a step-by-step guide for making a business health plan which is easy to follow. Companies
also have the option to contact the Standard Life health adviser.

The website provides example plans and tailor-made plans according to one’s budget.

Standard Life has an aggressive strategy to woo clients by providing discount options once employee cover has
been selected, reducing premium levels without affecting total cover. For corporate clients who wish to switch to
Standard Life there is the option to continue with the same benefits or the same underwriting agreement and
different benefits.

Corporate healthcare with extra benefits is given when 100+employees are covered.

b) Geographically

It has operated for a long time in the UK, gathering clients from a variety of businesses.
¢) Demographically

Corporate clients.

d) Benefits

Discounts and switching benefits provided.

6.2 Relationship-Building Activities of Standard Life

The company takes its customer relationships very seriously. There are direct linked sites for complaints and
feedback which only clients with secured id’s can use. Contact numbers are also available. The site also sends
clients an Ethical Funds Newsletter in which results of various surveys and the comments of clients, are published.
Surveys are also done on an annual basis.

7. Website No-3-William RusseL L (www.william-russell.com)

The company provides award-winning insurance services to its clients who are expatriates. These include
corporate clients, individuals and families, and intermediaries. The home page reeks of ambience made out in cool
white and blue. Below the page, one can find a site map that makes navigation through this site very easy. The
home page basically divides clients into corporate clients, individuals and families, and intermediaries, providing
Global Life, Global Health and Global Income options in each category. The William Russell logo is on every page.
The logo appears to be a status brand.

7.1 Segment Focus of William Russell
a) Product wise
It provides Global Health, Global Life and Global Income protection.

Each category is simply and easily explained. There are contact numbers for its offices in Dubai, Malaysia and the
UK. Call back options are available at the client’s convenience.

Tailor-made solutions are available for individuals and corporate clients, Existing policy holders are linked to
every page on the site to make complaints, renewals, claims, etc.

Quote options are available on every page for individuals and for groups, along with testimonials that add
credibility to the site

Complementary-like discounts are available for recommending the company to a friend, platinum plans, etc. All
these market strategies are aggressively and effectively brought out in the site.

b) Geographically
It is based in the UK, with offices in Dubai, Indonesia and London
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¢) Demographically

Service are catered to all nationalities globally (expatriates)

d) Customer wise

Individuals, corporate, and intermediaries

e) Behaviourally

Platinum schemes available and brand name are strong psychological pullers.
7.2 Relationship-Building Activities of William Russell

The company appreciates feedback and publishes this on the site in the form of testimonials and case studies.
Dissatisfied customers have the option to call the relevant Director and not just a simple customer service line.

8. Website Analysis

Table 1. General website analysis

Company name and website address

Characteristics observed Met Life Standard Life William Russell
www.metL ife.com www.standardlife.co.uk www.william-russell.com
Direct sales of services. Revenue and commercial* - Revenue and commercial
Commercial brokerage Uses agents also Revenue -encourages use of intermediaries
and negotiated dealers
Business strategy Targeting retirement, heath, life  Targeting corporate sector in UK Targeting expatriate sector outside
and accident insurance sector + some other countries UK.

(Americas (6 countries) — Europe
(3 countries) , Asia (7 countries)

Websites comment notes Good presentation, easy Font is too small, colours too Good presentation but too little
navigation. Comprehensive.  drab to capture attention of user  information at the forefront +
Three different languages. more pictures that delay access

Comments for affective E  More testimonials to add More attention to homepage to  Allow customers to register
Business webpage credibility make it warm and interesting on-line

General Observation Very good Could use better presentation Good

Table 2. Web site analysis, online target segmentation (Criteria 1)

Target Company name and website address
Segmentation Met Life Met Life Met Life

www.metL ife.com www.metL ife.com www.metL ife.com
Geographic USA UK Global
Demographic Retirement sector Healthcare Health, Income, Life
Product Focus  Retirement Schemes Business and corporate healthcare Global health, income, life schemes
Customer wise Individuals, businesses, brokers Corporate Individuals, corporate and

and consultants. intermediaries

Psychographic ~ Matching needs to lifestyle Tailor-made healthcare schemes Matching needs to lifestyle

Discounts+ free travel with Platinum

Benefits Not known Reduction in switching cost and discounts Plan
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Table 3. Website analysis, online target segmentation (Criteria 2) (Brand name, Price and Status Criteria)

Rank: 1= Dire 10 = Excellent

Target Segmentation Met Life Standard Life William Russell
Brand Conscious 8 8 8

Price Conscious 8 7 5

Status Conscious 7 5 8

Total 23 20 21

Different customers think in different ways about their insurance requirements. However their main concerns are:

e Brand name of insurance company
e  Price (Premium)
e  Status

The analysis of the target segmentation is based on the type of customer orientation. This can be shown in Table 4.

If we give Rank 1 = Dire and Rank 10 = Excellent, the MetL.ife ranks highest while the other two have almost the
same ranking.

Table 4. Analysis of website based on relationship activities

Met Life Standard Life William Russell

Type of relationship activities  Individual, Comment cards, Ethical funds surveys, newsletter,
Business, Press releases on site feedback
Focused Groups feedback

9. Recommendations
9.1 Met Life

Relationship-building activities need to be improved. It comes across as being too occasional and impersonal.
Perhaps Testimonials from satisfied customers and annual newsletters would help in building relationships.

9.2 Standard Life

1)

2)

3)

Although it targets the corporate sector, the range of online comprehensive insurance services is too narrow
(only healthcare). If a client wants travel insurance, s/he has to subscribe to the whole package. Though this
may be economical, it is not always convenient.

Although their relationship-building activities are adequate, it is strongly recommended that the include
testimonials since proper testimonials can be of prime importance in establishing the credibility of any
website.

Use of colors and larger fonts may also help in relationship-building by giving the website a more personal
and friendly feel.

9.3 William Russell

1

2)

3)

They are targeting expatriates (anyone outside the UK) which is too broad a segment. Giving equal
importance to all the online services provided by them may not be competitive. It would be wiser to stress
one type of online insurance scheme.

Although they use testimonials for relationship-building activities, they could improve their
relationship-building activities through the use of newsletters and online surveys.

Make provision for accepting customer complaints online.

10. Conclusion

Our analysis of these websites was done in the manner of a novice rather than an expert. As we evaluated these
websites as visitors, over a very short period and with only access to the general content as users of the internet, our
judgment lacked concrete analysis. Therefore, all the characteristics that we have analysed are those that can easily
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be accessed, rather than those that can be found from hours of browsing or being a real customer attempting to
form a judgement. The websites were also assessed on their ease of use. On the basis of our findings, we have
formed a table comparing and contrasting the three insurance companies. In the target segment category, we have
graded Met Life better than the others since its targeting of the retirement sector is aggressive and clear through
various linkages, advertisements and animated presentations. All of this is enough to make even a casual browser
curious about their scheme’s benefits. This, coupled with ease of use and a three language interface, make it
undoubtedly the best site in this category. In the relationship-building category, Standard Life has the upper hand
with expert handling of customer complaints and protection of customer interests. Surveys and annual newsletters
further strengthens its lead position in this category.
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Appendix
Appendix 1

Home page of www.metlife.com IRA’s & annuities

For Business  For Brokers & Consultants About MetLife  Careers
. .
Metlife

Home Insurance Investments Retirement Employee Benefits Life Advice

All fields are required

Life Insurance Selector 4§ .
» Geta Quote

How Much? ll What Kind? - ; ' Have ARep Contact You
' '» Find an Office

Find out what’s " [ ' Products & Services
rl ht for ou. Auto Insurance
,‘ . g 7 y ! : Banking
= Deferred Annuities
Disability Income
Retirement Tools Term Life & Disability Auto Insurance Financial Planning

Get smarter, more complete Home Insurance
A simple, Auto Insurance Coverage Income Annuities

affordable Leam More IRAs
package Life Insurance

Long-Term Care
Dental Center Mutual Funds & Brokerage
Learn how to maximize and Now it's easier than ever to get

protect your retirement income the two types of insurance Find adentistby ZIP i

families need most :
Income Annuities Guide e Visit the Dental Center Tools & Forms

More Retirement Tools Leamn More Download a Claim Form

[SelectaTod

Forms Library

Appendix 2
Customer Segmentation MetLife- Retirement Scheme

For Int Mduah Business  For Brokers & Consultants About MetLife  Careers
Metlife

Home Insurance Investments Employee Benefits Life Advice

Retirement Strategy Stages of Retitemen lirtement Toolbox

Retirement & Print
e i e ——

All fields are required
Select an Option =l
» Geta Quote .
» Have A Rep Contact You
"% Find an Office
y the second half of your life.

lages of retitement outlines the retirement
effectively a your retirement future

Retirement Stateqy takes you step-by-step * Saving for retirement
through the significant phases of retirement planning o Nearing retirement

« Envisioning your retirement * In retirement

* Determining what retirement will cost Retirement toolhox provides tools, calculators, and
* Funding your retirement fact sheets help you assess your retirement needs
o Protecting your retirement income

Calculators & Tools | Forms Library | Investor Relations | Press Room | Legal Notices | Privacy Policy
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Appendix 3.

Brokerage Customers services \
A Mutual F s & Brokerage from MetLife - Windows Internet Explorer provided by Sohar University A ﬂ -8 x|
Fle Edt View Favorites Tools Help | G

Qe - © - (%] (2] (0| Jsewen Jorowmms @] L3- 1 61 - ) irt i \ :

Address [&] htto metiife.com/individual investment-products/mutual-fund/index. html?WT.ac=GN_individual_investment-products_mutual-fund

U.S.A. [change] | EnEspatol | 3L | ContactUs

For Business For Brokers & Consultants About Met\ife Ca

MetlLife

Home Insurance Investments Retirement Employee Benefits Life Advice

Deferred Annuities Financial Planning Immediate Annuities t v Banking

Mutual Funds & Brokerage

Mutual Funds & Brokerage

Overview

Mutual Funds

5629 Plans Investments to fit
Brokerage Accounts your financial goals

About MetLife Securities, Inc. Learn More About

Investing

MetLife Securities, Inc. is diary of MetLife, Inc., and a registered Broker-Dealer offering
nent products tforms, including mutual funds and other se as well as a regis

. vesting for the First Time
stment adviser offering financial planning and investment advisory servic

Financial Freedom
MetLife Securities offers;

Mutual Funds Advisory accounts are also available at MetLife
These professionally-managed investment portfolios Securities. With the: ccounts, you pay fees for Financial Professionals
can provide an easy, cost-efficient and diversified advice ar envices rather than commissions for

investment solution. MetLife Securities. Inc , offers trades. D

ding on the account you choose, a Access your portals here

@istart| @ (- [ » P)E Business Final_1[1] [... | )€ Business_Final 77 Ash... |[&) Mutual Funds & Broke... B[« i3 12:378M

Appendix 4. Standard Life Home Page of UK

Customer Segmentation, - Healthcare
/J Standard Life - UK - Pensions, Mortgages, S 1vings & Investments, Insurance, Healthcare - Microsoft Internet Explorer provided
Fie Edit View Favorites Tools Help | @

) o= - e “ ‘:] E,] »h‘/:‘s“ch \i}(Favotiﬁes &)

Addressl@hnp i

2 =3/l
hdex.html zl Go '@ 5

ﬂ Customer |0g in  Advisers Conmtact us  Search — ‘s

tandardiife.co.uk/content |

STANDARD LIFE®

Pensions Mortgages Savings & Investment: Healthcare Insurance

Welcome to Standard Life

Business &
Whether you're looking for a Self Invested Personal Pension or a Mortgage, from Health Insurance to an [SA, an Investment Bond to a Savings Acq
explore your possibilities with us like 7 million customers worldwide have already done Corporate
Healthcare
Pensions Mortgages Savings & Healthcare Insurance =
Investments
Choose from: Choose from: Choose from: Choose from: Choose from:
Saving for Re t Our mortgage range Personal Savings Personal Healthcare Life Insurgy
Company Pe Mortgage calculators Individual Investments Business He
Income in Re! Useful guides Business Savings
Existing gage
customer site
Learn more Learn more Learn more Learn more Learn more
Customerlogin  svicing Fund Information Other

Online servicing

Latest Share Price

Register Log in With Profits & PPFM

Important Fund Information
ension Sterling Fund- Updated

dard Life Property Funds

~al . PEOPLE DON'T GROW OLD
o e LIKE THEY USED TO
2.65% variable pa/AER "

Bistart] @ (- (@ > ) esusness 8 176 Ass.. | ) 8us eeting report - M. [ €] Standard Life - UK - P...
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Appendix 5.

nsurance to St e thcare - Microsoft Internet Explorer provided by Sohar University

O - Q- ¥ @ B Psewr Serorm @3- L5 L)1

address [€] nue:

_heaithcare. htmi

STANDARD LIFE*

Mortgages % Investments Healthcare

Personal Healthcare - Business Healthcare - Corporate Healthqare - jSwitching Healthcare - Policyholders

Corporate —_—

ou are hers Home Healthcare Switching Healthcare

schemes Products provided by Standard Life Haaitheara Limited

ndividual switchin Switching your healthcare insurance is easy
plans > individual switching

> Business switching

It's sasy to switch healthcare providers whether you are an individual policyholder or a company already with health

Insurance.
> Comtactus
You could be worried that switching could mean losing out on cover, or dealing with endless forms and medicals. Not
sol
What are you interested in? | Switching my family or personal health insurance %]
Switching your » Quote & Apply
healthcare to us  Geta personal
: 5
1 quote online & see
is so simple! which healthcare
policy is right for
Useful tools
Considering switching your private medical provider?
3
Receive the same cover terms you have now S
Requast a call back
In the past, switching health insurers could mean you had to start again with =

Bistor] @ o (3 > E)Eausness x5 176 Ass.. | )€ bus beetiog report - .. [ €] Switching private me.. B« s

Corporate Healthcare | Corporate Health Care Cover & Plans - Standa ife Healthcare UK - Windows Internet Explorer provided b

Fie Edit View Favorites Tools Help |ﬂ

Qe - © - [¥] [A) | P Jgrovores @) (- L [F L) 47

STANDARD LIFE®

Home sions I ings & Investments Healthcare Insurance

Personal Healthcare - Business Heaand 2ut more shout our range of mortgages avalable ;o Healthcare - Policyholders

¥ou are here: Home | Healthcare | Corporate healthcare

Products provided by Standard Life Healthcare Limited

3 Aflexible approach Corporate healthcare (for 100+ employees)

A corporate healthcare plan is an investment in your employees. Locking after them - ensuring they stay healthy or, if
they become ill, raceive the best possible cars - makes sound financial sense.

What are you interested in?| Dewnloading 2 corparate healtheare brochure ¥ |

A big hello - | Call us

to corporate healthcare from i@, on 0845602 3461
8 for further details.
Standard Life Healthcare Lines open

Monday-Friday,

Download a brochure &:45am to 5:30pm

A flexible corporate healthcare solution

Corporate healthcare is built with flexibility in mind. Whether you are switching
From an existing plan or building from seratch, the plan ic designad to suit all
budgets and company requirements.

Medical cover for the entire workforce
If vou're looking for a healthcare plan that can support an entire workforce -

from directors to employees - our corporate healthcare plan could be the
perfect fit.

iirtl & (v [@ ” 61)ESusiness 18 176 Assi.. | 5] Bus Mesting renort - Mi...| [ €] Corporate Healthcare...
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Appendix 6. Home Page — William Russell

WILL

Home | AboutUs | Policy Holders | News | ContactUs | Brochure Library

IAM RUSSELL

International health, life and income protection insurance
plans for expatriates of all nationalities

][ search |

Individuals and Families & Intermediaries
gp CGlobal Health Insurance >
ffordable infemational madical insurane . Expatriate clients
: g & Award-winning plans,
From just $72 per month \ exceptional support and

Award-winning expatriate insurance
you can rely on wherever you are

no nonsense service
Find out more »

Retrieve a Quote

e —

Global Health

Global Health Insurance / /-/
: 3 L | For March
Affordable international medical insurance @ "
High-value employee benefit plans ﬁ J only. FREE
from a company you can trust 7. R ) with every
,,,:5&44,,5[ / Platinum plan
Global Health \\f'(‘f /
Find out more >
Prevention rather than cure
The steps to a healthier lifestyle are simple.
We all want to make the best of our health, but sometimes work pressures or UK: + 441276 486455
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