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INTRODUCTION
The report will focus on a critical analysis of the communication model and strategies used by Admiral car insurance company. In addition, the brand/brand equity model, the customer journey and touch points will also be discussed. Followed by a conclusion and recommendation for future.
[bookmark: _Toc450982361][bookmark: _Toc450983655]Communication
“It refers to the means adopted by companies to convey messages about the product and the brands they sell, either directly or indirectly to the customers with the intention to persuade them to buy.”(businessjargons 2015) This is done through promotion.
According to Philip Kotler,et al 2010) “Promotion includes all the activities the company undertakes to communicate and promote its product to the target market.” “Promotion is an element in the oragnisations marketing mix that serves to inform, persuade an remind the market of the organisations or its products includes advertising, personal selling, sales, promotion and other selling tool.”(Stanson)(cited by Kanagal, JMMR) 
[bookmark: _GoBack]There are two types of Communication impersonal the use of TV channels, radio, newspapers and personal being communication through direct conversations like word of mouth communication.
[bookmark: _Toc449801937][bookmark: _Toc449802397][bookmark: _Toc450981660][bookmark: _Toc450982362][bookmark: _Toc450983656]Communication model: The Shannon and Weaver communication model
This is the conceptual model used to explain the human communication process.

[image: ]
[bookmark: _Toc449802398][bookmark: _Toc450981661][bookmark: _Toc450982363][bookmark: _Toc450983657]Figure 1. Shannon and Weaver Communication Model
Mulder(2016)

The Admiral car is the sender of the message. This message can take different forms like word of mouth, sign and body language, picture images or visuals. The message is then encoded that is being packaged and designed in the most appropriate way possible that the target market can get it clearly, understand and make sense of it. The sender can make the message clear by the use of simple words and good quality of visuals to enhance the quality and understanding of the message being passed. Channels include social media platforms like (facebook and twitter), web, television, radio and emails.(Admiral 2020)
 
The channel that is being used also will affect the quality of the information reaching the sender and at times the feedback coming back to the sender. Noise is any external factor that affects the signals carrying the information to the receiver. This could include poor internet connections, bad phone network, sites that have not been well developed lack of electricity, distraction, tiredness and even sickness like (headaches and coughs) on the side of the sender and the receiver. This affects the quality of information as the customer may receive wrong information, no information at all and miss out the most essential parts to attract their attention and may end up not buying the product.( Mulder 2016)

When the receiver receives the information they interpret and understand the information through the process of decoding. The receiver is people who want a car insurance policy. They then interpret the message and send response as feedback to the sender. 
[bookmark: _Toc449801938][bookmark: _Toc449802399][bookmark: _Toc450981662][bookmark: _Toc450982364][bookmark: _Toc450983658]Integrated Marketing Communication
“IMC, the concept under which a company carefully integrates and cor-ordinates it’s many communication channels to deliver a clear consistent and compelling message about the organisation and its product.” (Kotler 2000.542 cited by Bell et al 2017)The diagram below shows the various stages in an IMC campaign. 
[bookmark: _Toc449802400][image: ]
Figure 2: IMC Plan(Helsinki 2017)

The diagram above, shows the stages of an IMC campaign the situational analysis is carrying out a study on the opportunities and threats on internal and external environment where the Admiral firm is operating. This will involve the PESTLE and SWOT analysis. 

The marketing communication objectives most be clear and specific. The company has to know its target market and what they want to obtain from this campaign. The target market for Admiral car Insurance will be Adults who own cars and the aim is to keep old customers and attract new ones.

The company then takes into consideration the various communicational strategies, which will be the methods through which they want their message to get through to their audience.

The marketing communicational mix is the various strategies put together by the company to send the message to its audience. They company allocates the budget and schedules the time and place appropriate for the promotion.
 They monitor and control the content and effects of the promotion mix if the company has achieved its goals for the promotion. Can be through market research and sales data

[bookmark: _Toc449801939][bookmark: _Toc449802401][bookmark: _Toc450981663][bookmark: _Toc450982365][bookmark: _Toc450983659]The Promotion Mix
“Philip Kotler and Gray Armstrong defined the promotion mix is the specific blend of advertising, public relations, personal selling and direct marketing tools that the company uses to persuasively communicate customer value and build customer relationship.” (cited by marketing and management solutions 2015)

[bookmark: _Toc449802402][bookmark: _Toc450981664][bookmark: _Toc450982366][bookmark: _Toc450983660]Figure 3: Promotional mix Tools
Source: Marketing and management solutions (06/07/2015)

[bookmark: _Toc449801940][bookmark: _Toc449802403][bookmark: _Toc450981665][bookmark: _Toc450982367][bookmark: _Toc450983661]Advertisement
“William J. Stanton, advertising consist of all the activities involved in presenting to a group, a non-personal, oral or visual, openly sponsored message regarding disseminated through one or more media and is paid for by an identified sponsor.”(Stanton 2007 cited by Radhika I)  Admiral car insurance uses a good number of forms of advertisement.
TV they have used skyTV channels like Skysport, skymovies and skycinema

[bookmark: _Toc449801941][bookmark: _Toc449802404][bookmark: _Toc450981666][bookmark: _Toc450982368][bookmark: _Toc450983662]Sales Promotion
“Sales promotion consists of a diverse collection of incentives tool mostly short term designed to stimulate quicker and /or greater purchase of particular product or service or the trade.”( Kotler et al (2013) cited by Kanagal) Admiral carries out sales promotion but not only with the intention to attract new customers but also to keep long term customers. In their multicar insurance policy a customer can save up to £255 but in the case where the cars are insured separately the average cost per car remains the same. But this is more long term because it has no time frame.(admiral 2020)

[bookmark: _Toc449801942][bookmark: _Toc449802405][bookmark: _Toc450981667][bookmark: _Toc450982369][bookmark: _Toc450983663]Public relations  
“It is all about the way an organisation communicate with the public, promote themselves, and build a positive reputation and public image.”(PRCA 2020) Annual reports available on the Admiral website. ISEAD world business school interviews the CEO and founder of Admiral on a TV on how he started the company, his employers, financial power of the company and how they price their clients. Which said “if you are named a Mohamed you will be priced higher than somebody named John” A press briefing on the BBC the UK CEO came to say it was not true and explained their pricing tools and strategies. In this way the journalist have a positive view of the company. (BBC 2018)


[bookmark: _Toc449801943][bookmark: _Toc449802406][bookmark: _Toc450981668][bookmark: _Toc450982370][bookmark: _Toc450983664]Publicity
 Admiral has featured in a good number of media outlets. The Sunday times news paper reported on Admiral as being the awarded the best place to work in the UK. Wales Online, the guardian, Yorkshire radio Forbes recently featured Admiral in their resent editions of its £25 automatic refund to all its customers. The Sun a media outlet accused Admiral car Insurance of ‘racism’, the company was accused of pricing policyholders according to their name. This was also rebroadcasted on BBC news. (BBC 2018)

[bookmark: _Toc449801944][bookmark: _Toc449802407][bookmark: _Toc450981669][bookmark: _Toc450982371][bookmark: _Toc450983665]Sponsorship
 Admiral spend about £400 thousand to fund charities of employee choice in South Wales in 2019/2020. Head line sponsor of Pride Cymru2019. Admiral hosted the LGBT+ Icons and Allies at their head office in Cardiff. They also offer employability training for over 400 children across nine schools in Wales. Volunteering activities and increased visibility like in Cardiff, Admiral has sponsored Pride for twenty years in a row. Admiral community chest fund had a budget of £130,000 in 2019 to support staff and their families who are involved in local charities, clubs and oraganisations. Also sponsoring rugby tournament in South Wales. Admiral says they try to give as much to the community as they can.(Admiral 2019)
[bookmark: _Toc449801945][bookmark: _Toc449802408][bookmark: _Toc450981670][bookmark: _Toc450982372][bookmark: _Toc450983666]Digital Marketing
Admiral has adapted to the recent technological changes taking place in the industry. In the past customers had to meet company representative like Brokers in person to get an insurance policy, the Broker will explain and do the paperwork. Now, the company uses a good number of media outlets like their website, phone number, email, Facebook, Youtube and Twitter where customers can inform themselves about the kind of policies available, their cost and also purchase a policy directly and how to receive claims without having to visit the office. Admiral uses digital markets to inform its customers of changes that may affect them and get feedback if they are enjoying their policy. The also use social media outlets to know more about their customers like their names, like, hobbies, location, age, gender. Such data will help in customer satisfaction. Use marketing research or sales data to see if company has achieved its desired results
[bookmark: _Toc449801946][bookmark: _Toc449802409][bookmark: _Toc450981671][bookmark: _Toc450982373][bookmark: _Toc450983667]Direct Marketing
Admiral has offices in Wales precisely in Cardiff and Swansea. With over eleven thousand staff to attend to its costumers who visit their offices. They also use their website and telephone calls as their main point of sales to their customers. Email is also another way they sell their insurance policies.(Admiral 2020)
[bookmark: _Toc449801947][bookmark: _Toc449802410][bookmark: _Toc450981672][bookmark: _Toc450982374][bookmark: _Toc450983668]Recommendations for the Future
[bookmark: _Toc450981673][bookmark: _Toc450982375][bookmark: _Toc450983669]Advertisement
 In the future Admiral should start using outdoor adverts like Billboard especially. Billboards are mostly placed on high streets with huge groups of people always available in such places. This would greatly attract a good number of new customers. As it will target a larger audience and the use of traditional media like TV and radio are increasingly being redundant. Also, billboards are attract attention as they are large, bright eye catching graphics and they are free for the customers to watch unlike a magazine when you must buy one, or news paper or ticket to get in for the cinema. Billboards can also easily pass the message as they show the same thing over and over again nonstop.
-Disadvantages.
It is expensive.
Noise, customers may be distracted by other things and not get the message or may not be looking and message can be misinterpreted as its just graphics and no talking.

1.3.2 [bookmark: _Toc450981674][bookmark: _Toc450982376][bookmark: _Toc450983670]Celebrity Endorsement
Admiral should also use celebrity endorsement in their adverts as it will increase trust in the brand and increase awareness as the celebrities’ fans will now turn to sympathise with the brand due to their trust in the celebrity and hence the opening of new markets for Admiral. Celebrity endorsement, using a celebrity to promote the brand. This will build credibility in the brand as well as make the brand stand out as the celebrities face will differentiate the brand from the other competitors
-Disadvantages
It is expensive to hire a celebrity
The celebrity may overshadow your brand. The popularity of the celebrity can make the potential customer focus more on the celebrity and be cut out of brand recognition. The customer may also have associated the celebrity with other products already if the celebrity does multiple endorsements.
The brand image can be affected with scandals in the celebrity’s image that may cause the company to loose its customers.

IMC promotes one brand using all different forms of promotions.


















[bookmark: _Toc449801948][bookmark: _Toc449802411][bookmark: _Toc450981675][bookmark: _Toc450982377][bookmark: _Toc450983671]Brand and Brand Equity

“A brand is an identifying symbol, mark, logo, name, word, and/or sentence that companies use to distinguish their product from others. A combination of one or more of those elements can be utilized to create a brand identity. Legal protection given to a brand name is called a trademark.”(Kenton 2020)
Brand Equity
“Brand equity refers to a value premium that a company generates from a product with a recognizable name when compared to a generic equivalent. Companies can create brand equity for their products by making them memorable, easily recognizable, and superior in quality and reliability.’(INVESTOPEDIA, 2018)
[bookmark: _Toc449801949][bookmark: _Toc449802412][bookmark: _Toc450981676][bookmark: _Toc450982378][bookmark: _Toc450983672]Keller’s Brand Equity Model

 Keller’s brand equity model also called the Customer-Based Brand Equity (CBBE) Model. The proposes that in other to built a strong brand companies must first construct how customers think and feel about their product or service. The diagram below shows the various stages that a brand goes through in a customers mind to gain brand loyalty. If your product/service successfully goes through all this stages then the brand is likely to gain loyal customers.



[bookmark: _Toc449802413][image: ]Figure 4: Keller’s Brand Equity Model (Qualtrics 2020)
 
· Brand Identity: Through the use of company websites, social media outlets like Facebook, Twitter and Youtube and the other promotional mix used by the company they create awareness of the brand. Potential customers come in contact with the brand and know what they offer.

· Brand Meaning: This stage is further divided into imagery and performance. Admiral focuses a lot on the social course. Admiral aims to provide car insurance at the lowest cost to its costumers and to make sure their staff are happy because a happy staff would love what they do and do it better. Costumers can get insurance policies and claim quotes online through the company website and also through phone calls that are free. Admiral focuses a lot on giving back to the community and making their employees very happy. Every employee at Admiral is a shareholder. The company also won the 2019 award for best place to work in the UK. Admiral spends about £400 on charity especially those involved in taking care of the homeless chosen by the employee. Head line sponsor of Pride Cymru2019. Admiral hosted the LGBT+ Icons and Allies at their head office in Cardiff. They also offer employability training for over 400 children across nine schools in Wales. Volunteering activities and increased visibility like in Cardiff, Admiral has sponsored Pride for twenty years in a row. Admiral community chest fund had a budget of £130,000 in 2019 to support staff and their families who are involved in local charities, clubs and oraganisations. Also sponsoring rugby tournament in South Wales. Admiral says they try to give as much to the community as they can.(Admiral 2020)

· Brand Response: Admiral offers very affordable car insurance policies that cover a wide range services. They are also available up to 24/7 unlike other car insurance companies that stop working after 4pm and the process to get claims is quite quick and easy and can be done online or through phone calls. Handles claims very efficiency. To make sure the customer is satisfied Admiral contacts their customers via emails, phone calls and use of the Admiral account portal on their website. Through this mediums customers can get policies, process claims and the company contacts its customers to know how they are enjoying they service being offered them. When customers get a policy for the first time they receive a welcome email and also give the process they can follow to get claims. (https:www.youtu.be/MxYIpsm8SOE 2014, Admiral 2020)

· Relationship: The brand has succeeded to get very loyal customers. From customer feedbacks through emails and interaction likes, replies, shares and retweets on social media. Renewal of policy and some customers just arrange for auto renewals. This has help Admiral car Insurance to build a strong brand name and now uses Admiral as a family brand to benefit from their customers brand loyalty like Admiral law. This has given them power over their competitors as Admiral today is viewed as one of UK’s largest car insurance company.

[bookmark: _Toc449801950][bookmark: _Toc449802414][bookmark: _Toc450981677][bookmark: _Toc450982379][bookmark: _Toc450983673]Critical Analysis of Keller’s Model
[bookmark: _Toc449801951][bookmark: _Toc449802415][bookmark: _Toc450981678][bookmark: _Toc450982380][bookmark: _Toc450983674]Advantages
-The brand resonance pyramid is reviewed as a means to track how marketing communications can create intense, active loyalty relationship and affect and affect brand equity.(Keller, 2009 cited by Remy2013)
-With the CBBE model strongest brands excel in all six of the brand building blocks, therefore to be successful brands can use this. (Keller, 2001 cited by Remy 2013)
-Brands that can achieve resonance and affinity with customers reap a lot of valuable benefits such as greater price premiums and more efficient marketing programs.

[bookmark: _Toc449801952][bookmark: _Toc449802416][bookmark: _Toc450981679][bookmark: _Toc450982381][bookmark: _Toc450983675]Disadvantages
-Kuhn et al(2008) found feelings did not play a role in industrial marketing context and suggested resonance may need modifications to be more relevant.
-Also, company representatives play a role in building brand equity thus indicating a need for this human element to be recognised in a B2B brand equity model.(cited by Remy)
































[bookmark: _Toc449801953][bookmark: _Toc449802417][bookmark: _Toc450981680][bookmark: _Toc450982382][bookmark: _Toc450983676]Customer Journey 
“The customer journey is the complete sum of experiences that customers go through when interacting with your company and brand. Instead of looking at just a part of a transaction or experience, the customer journey documents the full experience of being a customer.”

“A common end-to-end customer journey represents all the interactions in between a customer being completely unaware of a company through becoming aware, investigating it, buying it, using and assimilating it, through to becoming an advocate - telling others that they should buy it and use it too.” (Transformation 2019 ) 

[bookmark: _Toc449801954][bookmark: _Toc449802418][bookmark: _Toc450981681][bookmark: _Toc450982383][bookmark: _Toc450983677]Customer Journey Map
“It is a customer-oriented strategic tool useful to analyze and understand an experience from the user point of view, disclosing issues and hurdles as well as opportunities for improvement and innovation (Buttle 2003).” It is particularly helpful and effective also to examine complex experiences and processes that connect different touch points, channels and systems (Brugnoli 2009). The diagram below illustrates the various steps a customer goes through to become loyal to a particular brand.( cited byMangiaracina et al;(2009))


[image: ]
[bookmark: _Toc449802419][bookmark: _Toc450981682][bookmark: _Toc450982384][bookmark: _Toc450983678]Figure 5: Customer Journey Map
(Kilkenny 2019)











· Awareness
After purchasing a car, the customers becomes aware they insurance cover. They start researching information and actively seek out answers that they need to get their cars insured. This may involve researching online or asking from friends and family who already use insurance policies. (Kilkenny 2019)

· Consideration
An insurance policy is a high involvement product, so customers will do a lot of research to be sure they are actually getting the best service for their money. The customer is now aware of some car insurer brands. To further research they use car insurance comparison websites like confuse.com, through the companies website, through reviews from family and friends, social media outlets like Facebook, calls and by emails to the companies for professional review. They directly compare insurance policy covers and their prices of a range of car insurers. The customer may evaluate their alternatives based on choices like price, the number of features covered by the insurer and response to claims. The finally choose a brand that we feel or think would satisfy our wants. (Killkenny 2019, Admiral 2020)

· Purchase
By now the customer gas carried out all the research they need and know what will satisfy their need. The customer will then decide if they are going to go the Admiral office to purchase they service or buy it online. Most insurance policies are bought online. Admiral car insurance policy can be bought online through their website or through the comparison websites. (Killkenny 2019, Admiral 2020)

· Retention
The customer is satisfied with the car insurance policy and can become loyal to the brand. These can be though auto renewals and multicar cover policy. This may be due to convenience and sometimes identifying with some of the cultures of the organisation like Admiral hosting the LGBT+ icons in their office at Cardiff. These are a minority group in the society and are often judged and discriminated against for their sexual orientation. (Killkenny 2019, Admiral 2019)


· Advocacy
The customer now becomes brand loyal to the company. Mentioning the company in your post, likes, shares and retweets on social media that is joining the Admiral community and even attending company public events. Advertising the company by word of mouth to friends and family who may be looking for a car insurance policy. This is more accurate in attracting more customers because it is a more trusted source. (Kilkenny 2020,Admiral 2020)












[bookmark: _Toc450983679]Customer Touchpoint
“A touch point is any time a potential customer or customer comes in contact with your brand–before, during, or after they purchase something from you.”(Patterson 2018 cited by IDF 2020)
The potential customer is an adult in possession of a car and will need an insurance policy to cover their car. 
The diagram below shows the customer journey mapping touch point.

[image: ]
[bookmark: _Toc449801956][bookmark: _Toc449802421][bookmark: _Toc450981684][bookmark: _Toc450982386][bookmark: _Toc450983680]Figure 6: Customer touch points
https://www.slideteam.net/media/catalog/product/cache/960x720/c/u/customer_journey_mapping_touch_points_ppt_infographics_Slide01.jpg
















[bookmark: _Toc450983681]Customer Journey Touch points

	Before Purchase
	During Purchase
	After Purchase

	Social media; Facebook, youtube and Twitter
	Company Website and Insurance comparison websites
	Thank you emails


	Peer referral; word of mouth from friends family
	Admiral offices
	Product feed back surveys

	Company Events; community Events that the company sponsors like the Rugby game and offering development training to MBA students across many universities
	Meeting with Company representative
	Subscription renewals

	 Advertisement; magazines, youtube
	Phone calls and text messages
	Upselling/ cross selling emails

	Digital marketing, youtube, twitter 
	Product reviews, testimonials and ratings 
	

	Publicity; TV, radio, news website, newspapers and magazines
	
	

	Reviews and ratings online

	
	

	Phone calls

	
	


[bookmark: _Toc449801957][bookmark: _Toc449802422]



























[bookmark: _Toc450981686][bookmark: _Toc450982388][bookmark: _Toc450983682] Customer Journey Map for Admiral Car Insurance

	Customer Journey Map
	Awareness
	Consideration
	Purchase
	Retention
	Advocacy

	Company Website
	
	
	4)
Purchase of new contract
	
	

	Comparison websites
	
	3) To check prices of other care insurers
	
	
	

	Twitter, Facebook Youtube
	
	
	
	
	

	Phone calls
	
	2) Called admiral to be informed about policy and prices
	
	6) Informs customer of all changes on premiums
	

	Office and staff
	
	
	
	
	

	Word of mouth
	1) Informed by family
	
	
	
	8)Informs other friends and family

	Email
	
	
	
	5) Welcome emails and Customer surveys to know how they enjoying the product
	7) Discuss  renewal plans annually or monthly



[bookmark: _Toc449801958][bookmark: _Toc449802423]


[bookmark: _Toc449801960][bookmark: _Toc449802425][bookmark: _Toc450981687][bookmark: _Toc450982389][bookmark: _Toc450983683]Benefits of Customer Journey Mapping
1. Closes the gap between the expectations of customers and actual delivery for Admiral. Enables the customer to receive a satisfactory customer experience that actually meets the expectation of the potential customer. As well as know what the customer goes through to make each decision for every step and consequently improve on it. (Knexus 2917)
2. Admiral gets a better understanding of their customers. Provide the information needed by the customers. This will increase customer retention. (Knexus 2017)
3. Builds that emotional bond between the Admiral and its customers. (Knexus 2017)
4. Identifies the gaps within the customer journey and fill them effectively with effective touch points “McKinsey, understand how customers navigate across the touch points as they move through the journey” by providing the right information at the right time and place to reduce customer pain points. (Knexus 2017)
5. [bookmark: _Toc449801961][bookmark: _Toc449802426]Admiral can predict customer behavior and brand success. As well as anticipates the type of content that customers will want in a new product or a modified version of same product. (Knexus 2017)

[bookmark: _Toc450981688][bookmark: _Toc450982390][bookmark: _Toc450983684]Weaknesses of The customer Journey Map  and how to minimize these Weaknesses in Admiral
1. Admiral may pick the customer journey map not from the view point of         
the customer but from the companies view point. Admiral fight to reduce its subtle biases and try as much as possible to see the customer journey from the customer viewpoint.
2. The company may be spending on the wrong customer touch point. Admiral should carry out accurate research to identify the most used touch points and invest to make it function at its best. 
3. Admiral may not have control over some tools of promotion like ‘word of mouth’. Sources like websites may not provide the specific information needed by the potential customer. To overcome this the company should work to provide a good public image and build a good website.























4. [bookmark: _Toc450981689][bookmark: _Toc450982391][bookmark: _Toc450983685]Total Engagement Module 
An engaged a customer is one that is loyal to a focal brand and actively recommends the brand and its products and services to others. The diagram below illustrates the various steps involved in the enlargement module.
[bookmark: _Toc450983686]
[image: ]
[bookmark: _Toc449801962][bookmark: _Toc449802427][bookmark: _Toc450981690][bookmark: _Toc450982392][bookmark: _Toc450983687]Figure 7: Total Engagement Model
(Engaged strategy 2017)


Customer Value proposition (CVP) in simple terms is the value you offer your customers. In other words, this is the reason customers should purchase from you over your competitors. 
Admiral car insurance as a brand stands to provide car insurance that covers a lot of services at the cheapest price possible. Their aim is to give service and value for money to as many people as possible, prioritising satisfied customers and happy staff. This reassures the customer that they are getting the best service here but at a cheaper price unlike other car insurers. (https:www.youtu.be/MxYIpsm8SOE 2014 ,Admiral 2020)


Corporate culture refers to the beliefs and behaviours that determines how a companies employees and management interact and handle business transactions.(www.investopadia.com/terms/c/corporate-culture.asp).The culture at Admiral is underpinned by four main pillars communication, equality, reward and fun. They believe employees who love what they do it better. This means serving customers better and ensuring customer satisfaction. 
(https:www.youtu.be/MxYIpsm8SOE 2014)
 The customer experience is enhanced through the various customer touch points provided by the company. They should match up with the customer’s expectations and build that customer loyalty for the product.
5. [bookmark: _Toc449801963][bookmark: _Toc449802428][bookmark: _Toc450981691][bookmark: _Toc450982393][bookmark: _Toc450983688]Conclusion
This report has defined, explained and critically analysed key issues that affect customer satisfaction, customer journey and touch points, creating awareness of a brand through various model and channels of communication ensuring that all the company, the staff and customers are all fulfilled. The theories used where applied to the Admiral car insurance company in the UK. Even though these theories cannot be generally applied to all products and services has proven to work in a good number of industries across other agencies that is why they will always be benefits and disadvantages of using these models, which are continuously being discovered as time goes on.
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