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SCL Ao

COURSE OVERVIEW

Mini MBA

What is the Mini MBA?

The Mini MBA is a flexible, hands-on enterprise programme for young people aged 14 and over.
Groups attend for 1-5 weeks and choose their weekly projects from a curated menu. Each week
is a complete simulation ending in a team pitch. Schools and agents can mix and match projects
to suit interests (business, media, events, tourism, sustainability) and timetables.

WHY IT WORKS?

B Real-world simulations in a safe, school-friendly
environment.

B Clear outputs every week (posters, finance sheets,
site plans, prototypes, pitches).

B Transferable skills: teamwork, problem-solving,
creativity, communication, budgeting & pitching.

HOW DOES THE PROGRAMME RUN?

B Weekly structure:
5x 3-hour sessions
(Mon-Fri or any five consecutive days).

B Team-based:
Learners work in teams with rotating roles
(e.g. PM, Marketing, Finance).

B Showcase:
Each Friday ends with a 5-7 minute pitch and Q&A.

B Evidence of learning:
Take-home portfolio of weekly outputs.

OUTCOMES ACROSS ALL PROJECTS

By the end of their Mini MBA, learners will have:

B Planned and executed one or more small ventures/
campaigns/events from idea to pitch.

B Practiced market/audience research,
branding, campaign design, basic finance,
and persuasive presentation.

B Built confidence in leadership, collaboration,
critical thinking, and public speaking.

CUSTOMISATION OPTIONS

B Sequence: Build a 2-4 week pathway
(e.g. Start-Up = Media Campaign = Festival/Event).

B Focus: Emphasise finance, marketing, or sustainability
depending on group goals.

B Language support (optional): Brief language focus
for international cohorts (e.g. persuasive language,
future forms for arrangements) without turning the course
into an EFL class.

ASSESSMENT & CERTIFICATION

B |nformal assessment through rubrics and
peer feedback each Friday.

B Certificate of completion from SCL International College,
listing the project(s) completed and key outputs.

EXAMPLE OF TWO-WEEK PATHWAYS

B Enterprise pathway
Week 1: Start-up = Week 2: Media campaign.

B Events & tourism pathway
Week 1: Festival/event = Week 2: Tourism experience.

B Sustainability pathway
Week 1: Sustainable product = Week 2: Start-up
(eco-business focus).

NEXT STEPS FOR GROUP ORGANISERS

1. Pick your weeks and project(s).

2. Share cohort size, dates, and any access/safeguarding needs.
3. We'll confirm schedule, materials, and showcase format.
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SCL Ao

PROJECT MENU (CHOOSE 1-5 WEEKS)

Use this table to select the project(s) that best match your goals.
Eachis self-contained and can be taken in any order.

Project (1week)

Core aim

Typical weekly outputs

Create & launch
a start-up company

I

Move from problem to pitch:

B |dentify a customer need

B Craftasimple brand

B Design a focused campaign

B Prepare a basic finance plan
B Deliver an investor-style pitch

B |dea +target market insight,
brand moodboard (logo/slogan)

B Campaign poster + digital asset
B Basic finance sheet
B |nvestor pitch (5-7 min)

Create a sustainable Design and prototype an W Problem & persona pack
eco-friendly product: _
product challenge B Concept, sketches/mock-up photos
™ Make credible green claims ® Sustainability claims sheet
W Build a simple BOM/cost & break-even  m poster + digital asset/storyboard
> B Present a Dragons’ Den-style pitch ® Finance pack
B Pitch
Design & promote Act as travel entrepreneurs: B Validated concept
a tourism experience ® Researchan opportunity W 3-day tour spec
B Design a distinctive 3-day tour B Brand identity & campaign
M Build brand & campaign B Finance sheet
B Complete simple pricing B |nvestor pitch

B Pitch toinvestors

Develop a media
campaign for a cause

I

Become a creative agency:
B Choose a teen-relevant cause
B Research your audience

B Build a message house & slogans,
produce campaign assets

B Planalaunch
B Pitch

B Cause/audience insight pack
B Message house +slogan

B A3 poster +one social ad
+30-sec script/storyboard

B Press release & rollout plan
B Campaign pitch

Plan a school festival
or event

I

Plan arealistic school event:
B Set concept & audience

B Create atimed programme & site plan
B Build a budget & ticket tiers

B Produce marketing

B Address risk/safeguarding

|

Pitch to a mock board

Concept one-pager
Programme grid & roles
Annotated site/room map
Budget & break-even
Poster +1G plan

Ops/risk checklist

Boardroom pitch

sclinternationalcollege.com
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CREATE & LAUNCH A

Part of SCL's
Mini MBA

START-UP COMPANY

Project overview

This programme turns students into start-up founders. 4
L

Students work in teams, to identify a real customer need, build a simple brand, FIVE_DAY

design a focused marketing campaign, and prepare a basic financial plan.

The project culminates in a 5-7 minute investor pitch with Q& A. The week blends PROGRAMME

creative ideation with practical business skills so learners experience a realistic,

N : . . 15 hours a week
school-based simulation of enterprise and innovation. At

No prior business knowledge is required. The course emphasises entrepreneurial
thinking, collaboration, problem-solving, critical thinking, and confident public speaking,
with teacher guidance and structured templates to keep the experience motivating,
safe, and achievable.

OBJECTIVES OUTPUTS

B Inspire entrepreneurial thinking and creativity. By the end of the week, each team will produce:
B Equip students with practical business skills
in market research, branding, marketing, finance,
and pitching. B A brand identity (logo, slogan, values)

B A business idea with target market analysis

B Develop transferable skills including teamwork, B A marketing campaign (poster + digital element)

problem-solving, critical thinking, and public speaking. B A financial plan (basic costs, pricing, profit margin)

B Provide students with a realistic simulation B A5-7minute investor pitch with 0&A

of enterprise and innovation in a safe,
school-based environment.
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SCL Ao

WEEKLY OVERVIEW: CREATE & LAUNCH A START-UP COMPANY

Day Focus Activities Output
Day 1: Identifying a B |cebreaker: 1-Minute Pitch (random object) B Business idea chosen
Market business B Discussion: successful start-ups (Uber, Gymshark) B Defined target market
el opportunity B Brainstorm everyday problems to business ideas
& team : gsvscl]?rn surlve.y/mind map for target customers
. analysis
formation y
Day 2: Creatinga B Features vs benefits workshop B Moodboard with logo,
P product/service B Design product/service (USP, function) slogan, concept
roduct & dentit 9np '
. identity - N
brandlng Branding: name, logo, slogan, colour scheme
B Reflection on brand image
Day 3: Promoting to B Case study: analyse real campaigns B Campaign package
Marketing target audience B Teams design campaign: poster + social media/ad (poster + one medium)
. - - . .
campaign Peer critique swap and improve ideas
Day 4 Costs, revenue, B |nput: fixed vs variable costs, profit B Finance sheet
. . and preparin ici i i

Financials r : paring u Tearps complete budget template(costs, pricing, B Pitch outline
2 pitch pre pitc profit)« Prepare structured pitch

pitch prep B Rehearsal with teacher coaching
Day 5: Presenting B Teams deliver 5-7 min pitch B Final pitch
Final persuasively B Audience Q&A as investors B Team reflection sheet
. - . - .
investor Voting: Best Idea, Most Realistic, Best Presentation
pitch B Reflection activity

sclinternationalcollege.com
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CREATE A SUSTAINABLE

Part of SCL's
Mini MBA

PRODUCT CHALLENGE

Project overview

This programme turns students into eco-innovators. 4

L
Students work in teams - they identify a teen-relevant environmental problem, FIVE_DAY =2
design a sustainable product, prototype it (sketch/mock-up), craft evidence-based &
green claims and campaign assets, and build a simple finance plan. This project PROGRAMME s

culminatesinaDragons’ Den-style pitch with Q&A. The week blends creative design
with practical business thinking so learners experience a realistic, school-based
simulation of sustainable enterprise.

15 hours a week

No prior business or design experience is required. The course emphasises sustainable,
entrepreneurial thinking; teamwork, problem-solving, ethical communication, and
confident public speaking — supported by teacher guidance, safety-first prototyping,
and structured templates.

OBJECTIVES OUTPUTS
B Foster sustainable, entrepreneurial thinking and By the end of the week’ each team W|" produce:
creativity.

B A one-page problem & insight pack

M Build probl d audi insight th h light
ut'd problem and audience Insig rougn ig (problem statement, persona(s), 3-5 facts).

research (personas + 3-5 facts) to define clear user
needs. B A product concept specification
(name, purpose, how it works, eco-features, packaging

B Appl tainable desi incipl duce/ . .
pply sustainable design principles (reduce/reuse 8 end-of-life, safety notes).

low-impact materials, durability, repairability,
packaging, end-of-life). B Prototype evidence
(labelled sketches and/or a simple mock-up with 2-3

B Prototype and iterate using labelled sketches and .
photos and annotations).

simple mock-ups, refining with peer feedback.
B A sustainability claim sheet
(2-3 specific, measurable claims with brief proof/
assumptions).

B Communicate ethical green claims with clear benefits,
evidence, and strong CTAs across poster and social
media.

B Marketing assets
(A3 poster + one digital/social ad or a 30-sec
storyboard) with a clear CTA.

B Develop financial literacy: cost sheet (BOM, fixed/
variable), pricing rationale, and a simple break-even.

B Strengthen teamwork and pitching skills through a

concise Dragons’ Den-style presentation with 0&A. B A finance pack (BOM + fixed/variable costs, target

price, break-even summary, and two pricing options).

B A5-7 minute Dragons’ Den-style pitch with Q&A and a
short team reflection.
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SCL Ao

WEEKLY OVERVIEW: CREATE A SUSTAINABLE PRODUCT CHALLENGE

Day Focus Activities Output
Day 1: Choose B Cause areas gallery (waste, energy, water, fashion) B Problem statement
Probl the problem B Stakeholder & persona mapping (teens’ needs/ B 1-2 personas
roniem .
. . and understand constraints) B Miniinsight pack
& |nS|ght th _ ini insight pac
. e user B Desk research sprint (3-5 facts) (3-5 facts)
dlscovery B Draft problem & success criteria B |dea pool(shortlist 2-3)
B Rapid concept brainstorming (diverge)
Day 2: Turn the idea B Select concept (criteria: impact, feasibility, safety) B Product concept spec
into a testable i - i
Concept & | Productlspec(how it works, eco-features, materials, B Sketches + photos/
concept end-of-life) notes of mock
prOtOtype B Sketches +labelled diagram B |teration notes
B Simple mock/prototype (paper/card/tape)
B Peertest & iterate
Day 3: Communicate B Value proposition & user promise B Claims sheet
Green benefits without B Sustainability claims sheet (2-3 specific claims + B Poster mock
marketin greenwashing proof/assumptions) ® G post (or 30-sec
g B Create assets: A3 poster + one digital (IG post or storyboard)
30-sec storyboard) B Mini brand/tone notes
B CTA & tone-of-voice check
B Peer critique & refine
D 4- Costs, pricing, B Cost build: BOM + fixed/variable B Finance pack
) d simpl (BOM, pricing
. and simple i i i ' '
Finance & P B Unit cost & two price options(standard vs bundle) break-even)
. break-even B Break-even summary
impact B Impact summary
B Estimate green impact (e.q., single-use items ® Risk not
displaced/year) Isknotes
B Risks/compliance (safety, use)
Day 5: Present B Finalise deck & artefacts B Final pitch
the venture -7 min oi i i
Dragons’ B 5-7 min pitch + Q&A (investor panel style) B Compiled venture pack
o [ ] |
Den Pitch Gallery walk & peer feedback Peer feedback
B Teamreflection B Teamreflection

sclinternationalcollege.com




SCL Ao

DESIGN & PROMOTE A

Part of SCL's
Mini MBA

TOURISM EXPERIENCE

Project overview

This programme turns students into tourism entrepreneurs. a

L
Students work in teams, to spot local tourism opportunities, validate customer needs, FIVE_DAY 22
design a distinctive 3-day tour, build a brand and campaign, cost and price the offer, “
and deliver a 5-7 minute investor pitch with Q& A. The week blends creative product PROGRAMME s

design with practical research, marketing, and finance in a realistic, school-based

simulation that emphasises accessibility, sustainability, and workable logistics. 15 hours a week p

No prior tourism knowledge is required. The course develops enterprise mindset and
practical skills —market research, product/service design, branding, campaign creation,
basic budgeting/pricing, and pitching — while strengthening teamwork, creativity,
critical thinking, project management, and confident public speaking.

OBJECTIVES OUTPUTS

B Spark enterprise mindset by identifying local tourism By the end of the week, each team will produce:
opportunities and defining clear customer needs.

B Validated concept:
A clearly defined tourism business idea with target
market insight (survey/mind map + brief SWOT).

B Build practical skills in market research, product/
service design (USP), branding, campaign creation,
basic budgeting/pricing, and pitching.

B Tour product spec:

A 3-day tour outline (key highlights, route/sequence,
inclusions/exclusions, USP).

B Develop transferable skills including teamwork,
creativity, critical thinking, project management,
and confident public speaking.

B Brand identity & campaign:

Name, logo, slogan, mood board, plus a campaign
package (poster + one digital/social ad).

B Promote responsible design by considering
accessibility, sustainability, and realistic logistics
in a safe, school-based simulation.

B Finance sheet:
Basic costs, pricing, and estimated profit margin.

B Investor pitch:
A 5-7 minute presentation with visuals and Q&A,
plus a short team reflection.
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SCL Ao

WEEKLY OVERVIEW: DESIGN & PROMOTE A TOURISM EXPERIENCE

Day Focus Activities Output
Day 1: Identifying a B [cebreaker: B Businessidea chosen
) i 1-Minute Pitch (random object) .
Market business B Defined target market
opportunity B Discussion:
research examples of successful start-ups
& team (Uber, Gymshark, Airbnb)
: B Brainstorm everyday problems to tourism
formation business ideas
B Design survey/mind map for target customers
B SWOT analysis of 2-3 ideas
Day 2: Creatinga B Features vs benefits workshop B Mood board with logo,
P product/service  m Design product/service (USP, function) slogan, concept
roduct & c 9np '
branding identity B Branding: name, logo, slogan, colour scheme
B Reflection on brand image & consistency
Dav 3: Promoting to B Case study: B Campaign package
ay o: i | | ism/brand i digital/
Marketing target audience analyze real tourism/brand campaigns (p(_)ster+dqne igita
. B Teams design a campaign: print medium)
campaign poster + one online/social media ad
B Peer critique swap and improve ideas
D 4- Costs, revenue, B [nput: B Finance sheet
ay 4: i fixed iabl t fit i
Financials & and preparing ixed vs variable costs, profit margins ® Pitch outline
. pitch B Teams complete finance sheet
pitch prep (costs, pricing, profit)
B Prepare structured pitch
(problem => solution => USP = price)
B Rehearsal with coaching/feedback
Day 5: Presenting B Teams deliver 5-7 min pitch with visuals B Final pitch
Final persuasively B Audience Q&A as investors B Teamreflection sheet
investor B Voting: Best Idea, Most Realistic, Best Presentation
pitch B Reflection activity

sclinternationalcollege.com
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Part of SCL's
Mini MBA

DEVELOP A MEDIA

CAMPAIGN FOR A CAUS

Project overview

This programme turns students into creative agencies. 7
Students work in teams, they choose a teen-relevant cause, research their audience, FIV E_DAY
build a message strategy, produce campaign assets (poster, social ad, 30-sec video

script/storyboard), plan alaunch with a press release and rollout timeline, and deliver PROGRAMME

ab5-7minute campaign pitch with Q&A. The week emphasises ethical, inclusive
communication and a realistic, school-safe simulation of agency work.

15 hours a week

No prior media experience is required. The course builds core communication and
production skills (research, framing, copywriting, layout, storyboarding), professional
planning(channels, timelines, metrics), and transferable strengths—teamwork,
problem-solving, critical thinking, and confident public speaking—within a motivating,
safe, school-based environment.

OBJECTIVES OUTPUTS

B Build core media and communication skills: By the end of the week, each team will produce:
Audience research, message framing, slogans, and
strong calls-to-action. B A cause & audience insight pack

B Develop creative production skills: (cause summary, teen profile(s), 3-5 research findings).
For posters, social ads, and short videos B A message house
(visual hierarchy, copywriting, layout, storyboarding). (campaign purpose, three core messages with

B Plan and measure campaigns professionally: supporting points, slogan, and primary CTA).
select channels, create a simple rollout timeline, B Creative assets:
and define success metrics An A3 poster; one social media ad (static or carousel),
(e.g. reach, saves, shares, engagement). a 30-second video script with a simple storyboard.

B Practise ethical, inclusive communication: B A mini brand tile
Accuracy, respectful language, image consent, (moodboard with colours, typography, imagery style,
and safequarding for sensitive causes. and tone-of-voice notes).

B Strengthen transferable skills: B Alaunch plan
teamwork, problem-solving, critical thinking, and (300-400-word press release plus a 7-day rollout
confident public speaking through a final pitch. timeline with channels, roles, and KPIs).

B Experience a motivating, safe, school-based B A 5-7 minute campaign pitch with 0&A
simulation of real agency work. and a brief team reflection.
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INTERNATIONAL
COLLEGE

WEEKLY OVERVIEW: DEVELOP A MEDIA CAMPAIGN FOR A CAUSE

Day Focus Activities Output
Day 1: Understand the B Cause “menu” & vote: B Chosen cause
. roblem and who gree a clear problem statement +1-2 personas
Aud p A I bl 1-2
uaience you're speakingto ™ Stakeholder map B Problem statement
& cause (teens, parents, school, community) W Mini insight pack
discovery W Create 1-2 personas o (top 3-5 findings)
(age, interests, barriers, media habits)
. B Researchplan
B Plan quick research: +survey/interview
6-8 Q survey + 3 interview prompts script
B Desk research: 3-5 credible facts/statistics
B Teamroles & workflow
B Roles & workflow board (PM/Creative/Copy/Comms)
B Ethics & safequarding check
(sensitive language, consent)
Day 2: Frame persuasive, M Mini-input: message framing (AIDA), tone, inclusivity =~ M Completed
Message ethicalmessages M Build a Message House message house
g with a clear CTA (purpose => 3 core messages => proof => CTA) B Primary slogan
strategy & B Slogan sprints (10x10), shortlist with criteria +1-2 alternates
slogans (memorable, clear, on-cause) B Poster & social copy
B Draft copy blocks for poster & social ad blocks
B Peer test messages with another team; refine B Tone-of-voice notes
B Style notes: voice, do/don't language +CTA(s)
Day 3: Turn messages B Mini-input: B Brand tile/moodboard
. into campaign visual hierarchy, contrast, white space, accessibility g
Creative assets (alt-text/contrast) Poster mockup
. o . | i i
production B Mini brand tile: ngoizzll?l ad(static/
colours, type, imagery style, moodboard
B Produce assets: W 30-sec script +
A3 poster mockup; one social ad 30-sec video script storyboard
+6-8 frame storyboard
B Peer critique swap, iterate
Day 4 Plan rollout, B Channel & timeline plan (week-ahead rollout) B Press release draft
write pressrelease MW Define success metrics/KPls B Rollout plan with
Launch plan and prep pitch (reach, saves, shares, sign-ups) channels/timeline/KPls
& press B Write a 300-400 word press release B Launch run-sheet
(headline, lead, background, quote, CTA, boilerplate) . .
. . B Risk/consent checklist
B Qutline a simple launch event/run-of-show
(roles, timings) B Pitch deck outline
B Risk/consent checklist (images, quotes,
safeguarding)
B Build pitch deck skeleton
Day B5: Present the full B Rehearsal with timekeeper & checklist B Final pitch
Finalise & campaign and B Final polish to assets & deck ® Complete
t reflect B 5-7 min pitch + Q&A campaign pack
presen B Gallery walk & peer feedback ggs::rggs?tzs;?gses
B Team reflection (what worked/next step) releas’e, Iaunc,h plan)

B Peer feedback
B Teamreflection

sclinternationalcollege.com
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SCL

PLAN A SCHOOL

Part of SCL's
Mini MBA

FESTIVAL OR EVENT

Project overview

This hands-on programme turns students into event organisers.

Working in teams, they design a compelling festival concept, plan the programme
and site layout, build and justify a budget with ticket tiers and a simple break-even,
create a targeted marketing campaign, and present a boardroom-style proposal
with Q&A. The week blends practical event planning with communication,
budgeting, and persuasive pitching in a motivating, school-safe simulation.

No prior events experience is required. The course develops teamwork, problem-solving,
stakeholder thinking, project management, and confident public speaking, while applying

FIVE-DAY
PROGRAMME

15 hours a week

targeted language skills (future forms for arrangements, sequencing/linking, budgeting

lexis, and persuasive proposal language).

OBJECTIVES

B Design and plan a compelling school festival
Define a concept/theme with target audience
and success criteria, create a timed programme,
clear roles and a simple site/room plan.

Build and justify a budget

Outline fixed/variable costs, set ticket tiers,
and calculate a simple break-even to support
pricing decisions.

Market the event effectively
Produce a poster, slogan, and Instagram plan (posts,
captions, rollout timeline) aligned to audience insights.

Ensure operations, risk, and safeguarding are in place
Permissions, staffing, crowd flow, accessibility, and
contingency plans suitable for a school setting.

Apply targeted language skills
Future forms for arrangements (will/going to/present
continuous), sequencing/linking, budgeting lexis, and
persuasive proposal/pitching.

Develop transferable skills

Teamwork, problem-solving, stakeholder thinking,
project management, and confident public speaking
via a final pitch.
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By the end of the week, each team will produce:
B Concept one-pager

(name, theme, audience, 3 metrics).

B Programme plan
(day timetable + roles).

B Site/venue layout
(annotated map).

B Budget & ticketing pack
(costs, tiers, break-even).

B Marketing assets
(A3 poster, slogan, 3 |G posts + captions, 7-day rollout).

B Ops &risk checklist
(safeguarding, permissions, crowd flow, contingency).

B Boardroom pitch
(5-7 mins + Q&A) with brief team reflection.
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INTERNATIONAL
COLLEGE

SCL

WEEKLY OVERVIEW: PLAN A SCHOOL FESTIVAL OR EVENT

Day Focus Activities Output
Day 1: Definea B Warm-up: “Festival in a Tweet(1 sentence hook) B Concept
compelling B Examples discussion: what makes a great school event one-pager
go:f:ept & festival concept, (theme, variety, flow, inclusivity) (pnuarr;gé;f)\eme,
uaience theme, and .
. B Brainstorm & vote:
Dlscovery audience music/food/sport/culture angles, pick a working concept W 1-2 personas
B Stakeholder map (students, staff, parents, local community) W Success metrics
B Create 1-2 personas: set 3 success metrics W Research plan
B Quick research plan: 6-8 surveys + 3 interview prompts W Teamroles
B Roles: Event Lead, Programme, Ops, Finance, Marketing
Day 2: Build the B Mini-input: scheduling basics B Timetable grid
Programme timetable and (set lengths, turnovers, noise conflicts) B Annotated site/
2 Sg PI basic operations  m Programme grid: stages/rooms x time slots, MC/host notes room map
Ite Plan B Site/room map: zones, entrances/exits, signage, B Staffing &
accessibility & quiet space, first aid equipment list
B Staffing roster (stewards, stage management, first aid, B Ops &risk
safequarding) checklist
B Equipment list & suppliers B Run-of-show
B Risk & safeguarding checklist: wet-weather/backup plan, draft
comms plan
B Draft run-of-show
Day 3: Cost the event B Mini-input: fixed vs variable costs; simple break-even B Budget sheet
Budget & and set (worked example) B Ticket/pricing
. . ticket strategy B Build budget lines (staging/AV, printing, security/first aid, rationale
Ticketing décor, permits if needed) ® Attendance
B Revenue: tickets, stalls, sponsorship, merch assumptions
B Price tiers & rationale: attendance assumptions B Break-even
B Calculate break-even and a simple margin summary
B Supplier shortlist & basic terms W Supplier shortlist
Day 4 Create brand & B Brand sprint: name, slogan, tone B Poster mock
o promo assets with ; ; :
Marketlng arollout plan B Design A3 po.st.er(head.llne, key info, CTA) . B Slogan -
Campaian B |nstagram mini-campaign: 3 mock posts + captions B |G campaign
paig +hashtags (3 posts +
B 7-day rollout timeline (channels, owner, status) captions)
B Write short newsletter/press copy ® Rollout timeline
B Approvals & safequarding check for images/quotes W Newsletter/
press copy
Day 5: Present the B Final polish & rehearsal with timekeeper B Final proposal
event proposal B 5-7 min pi pitch
Boardroom and reflect 5-7 min pitch + Q&A to a mock school board . o .
. B Gallery walk of posters/site maps: peer feedback ompiled even
Pitch plan(concept,
B Team reflection: what we'd change for version 2

programme,
site map, budget,
marketing, risk)

Peer feedback

sclinternationalcollege.com




