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1. Advertising 19T 1SS T2V
Advertising is the paid. non-personal promotion of a cause, idea, product,
or service by an identified sponsor attempting to inform or persuade a
particular target audience. Advertising has evolved to take a variety of
forms and has permeated nearly every aspect of modern society. Every
major medium is used to deliver the message: television, radio, movies,




magazines, newspapers, the Internet, and billboards. Advertisements can
also be seen on the seats of grocery carts, on the walls of an airport
walkway, and the sides of buses, or heard in telephone hold messages or in-
store PA systems (Public Address System, # 24 /" {6 & %) — nearly
anywhere a visual or audible communication can be placed. Advertising
clients are predominantly, but not exclusively, for-profit corporations
seeking to increase demand for their products or services. Other
organizations that frequently spend large sums of money on advertising
include political campaigns, interest groups and = religion-supporting
organizations. While advertising can be successful at getting the message
out, it does have several limitations. including its inability to focus on an
individual consumer’s specific needs. to provide in-depth information about
a product, and to be cost-effective for small companies.
. Forms of advertising

Advertising can take a number of forms. including advocacy, comparative,
cooperative, direct-mail, informational, institutional. outdoor. persuasive .,
product, reminder, point-of-purchase; and specialty advertising. Most
companies are successful in achieving their goals for increasing public
recognition and sales through these efforts.

Advocacy Advertising is normally thought of as any advertisement, message,
or public communication regarding economic, political. or social issues. The
advertising campaign is designed to persuade public opinion regarding a
specific issue important in the public arena. Almost all nonprofit groups use
some forms of advocacy advertising to influence the public’s attitude toward
a particular issve.

Comparative Advertising compares one brand directly or indirectly with one
or more competing brands. This advertising technique is very common and is
used by nearly every major industry. One drawback of comparalive
advertising is that customers have become more skeptical about claims made
by a company about its competitors because accurate information has not
always been provided. thus making the effectiveness of compafison
advertising questionable. In addition., companies that engage in comparative
advertising must be careful not to misinform the public about a competitor’s
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product. Incorrect or misleading information may trigger a lawsuit by the
aggrieved company.

Cooperative Advertising is a system that allows two parties to share
advertising costs. Manufacturers and distributors. because of their shared
interest in selling the product. usually use this cooperative advertising
technique. Cooperative advertising is especially appealing to small
storeowners who, on their own, could not afford to advertise the product
adequately.

Direct-Mail Advertising Catalogues, flyers, letters, and postcards are just a
few of the direct-mail advertising options. Direct-mail advertising has
several advantages, including detail of information, personalization,
selectivity, and speed. But while direct mail has advantages. it carries an
expensive per-head price, is dependent on the appropriateness of the
mailing list,  and is resented by some customers. who consider it *junk
mail”.

Informational Advertising In informational advertising. which is used when
a new product is first being introduced, the emphasis is on promoting the
product name, benefits, and possible uses. Institutional Advertising takes a
much broader approach, concentrating on the benefits, concept, idea, or
philosophy of a particular industry. Companies often use it to promote
image-building activities, such an environmentally friendly business practices
or new community-based programs that it sponsors. Institutional advertising
is closely related to public relations, since both are interested in promoting a
positive image of the company to the public.

Outdoor Advertising Billboards and messages painted on the side of buildings
are common forms of outdoor advertising, which is often used when quick,
simple ideas are being promoted. Since repetition is the key to successful
promotion. outdoor advertising is most effective when located along heavily
traveled city streets and when the product being promoted can be purchased
locally.

Persuasive Advertising is used after a product has been introduced to
customers. The primary goal is for a company to build selective demand for
its product. For example. automobile manufacturers often produce special
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advertisements promoting the safety features of their vehicles. This type of
advertisement could allow automobile manufactures to charge more for their
products because of the perceived higher quality the safety features afford.

Product Advertising pertains to non-personal selling of a specific product.
An example is a regular television commercial promoting a soft drink. The
primary purpose of the advertisement is to promote the specific soft drink,
not the entire soft-drink line of a company.

Reminder Advertising is used for products that have entered the mature stage
of the product life cycle. The advertisements are simply designed to remind
customers about the product and to maintain awareness. For example,
detergent producers spend a considerable amount of money each year
promoting their products to remind customers that their products are still
available and for sale.

Point-of-Purchase Advertising uses displays or other promotional items near
the product that is being sold. The primary motivation is to attract
customers to the display so that they will purchase the product. Stores are
more likely to use point-of-purchase displays if they have help from the
manufacturer in setting them up or if the manufacturer provides casy
instructions on how to use the displays.

Specialty Advertising is a form of sales promotion designed to increase public
recognition of a company’s name. A company can have its name put on a
variety of items, such as caps. glassware, gym bags. jackets, key chains.,
and pens. The value of specialty advertising varies depending on how long
the items used in the effort last.

Advertising objectives

Advertising objectives are the communication tasks to be accomplished with
specific customers that a company is trying to reach during a particular time
frame. A company that advertises usually strives to achieve one of four
advertising objectives: trial, continuity, brand switching, and switchback.
Which of the four advertising objectives is selected usually depends on where
the product is in its life cycle.

Trial' The purpose of the trial objective is to encourage customers to make
an initial purchase of a new product. Companies will typically employ
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creative advertising strategies in order to cut through other competing
advertisements. The reason is simple: Without that first trial of a product by
customers. there will not be any repeat purchases.

Continuity Continuity advertising is a strategy to keep current customers
using a particular product. Existing customers are targeted and are usually
provided new and different information about a product that is designed to
build consumer loyalty.

Brand Switching ~ Companies adopt brand switching as an objective when
they want customers to switch from competitors’ brands to their brands. A
common strategy is for a company to compare product price or quality in
order to convince customers to switch to its product brand.

Switchback Companies subscribe to this advertising objective when they
want to get back former users of their product brand. A company might
highlight new product features, price reductions, or other important product
information in order to get former customers of its product to switchback.

. Selecting the right advertising approach

Once a company decides what type of specific advertising campaign it wants
to use. it must decide what approach should carry the message. A company
is interested in a number of areas regarding advertising, such as frequency,
media impact, media timing, and reach.

Frequency Frequency refers to the average number of times that an average
consumer is exposed to the advertising campaign. In a crowded and
competitive market repetition is one of the best methods to increase the
product’s visibility and to increase company sales. The more exposure a
company desires for its product, the more expensive the advertising
campaign.

Media Impact Media impact generally refers to how effective advertising
will be through the various media outlets (e. g.. television, Internet.
print). A company must decide, based on its product. the best method to
maximize consumer interest and awareness. Before any money is spent on
any advertising media. a thorough analysis is done of each one’s strengths
and weaknesses in comparison to the cost. Once the analysis is done, the
company will make the best decision possible and embark on its advertising




campaign.

Media Timing Another major consideration for any company engaging in
an advertising campaign is when to run the advertisements. For example,
some companies run ads during the holidays to promote season-specific
products. The other major consideration for a company is whether it wants
to employ a continuous or pulsing pattern of advertisements. *Continuous”
refers to advertisements that are run on a scheduled basis for a given time
period. The advantage of this tactic is that an advertising campaign can run
longer and might provide more exposure over time. Pulsing indicates that
advertisements will be scheduled in a disproportionate manner within a given
time frame. The advantage with the pulsing strategy is twofold. The

company could spend less money on advertising over a shorter time period #
but still gain the same recognition because the advertising campaign is more ]
intense. A
Reach  Reach refers to the percentage of customers in the target market g
who are exposed to the advertising campaign for a given time period. A 2
company might have a goal of reaching at least 80 percent of its target b
audience during a given time frame. The goal is to be as close to 100 percent i
as possible, because the more the target audience is exposed to the message, (4)
the higher the chance of future sales. g
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1. expose vr.
1) to show something that is usually covered or hidden {if $£§%
K%%1] He lifted his T-shirt to expose a jagged scar across his chest.
Potatoes turn green when exposed to light.

If you exposc your skin to the sun for too long, it will get
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suntanned.
2) to put someone in a situation where they are not protected from
something dangerous or unpleasant {Jiiff 3% . i 5 5% ; {13
[ {4 4111 The report revealed that workers had been exposed to high levels of radiation.
expose oneself to discases {5 A2 BHHS Y E 0
3) to show the truth about someone or something. especially when it is bad
[ f4l43] The film exposes the utter horror of war.
The report exposes the weaknesses of modern medical practice:
4) to make it possible for someone to experience new ideas, ways of life,
ete. e~ Jfh Chr e ) 5
[ {#%4)] expose their children to classical music
{ifi il 100152 38 oy e A B R i
[HEEEe ]
be exposed to: to be introduced to %l ; 3£5%
[ 5]47] Some children are never exposed to classical music.
Students should be exposed to all views, even wrong oncs.
How often docs your current job require that you be exposed to
radiation ($§#51) 7

The baby was left exposed to the wind and rain.

2. continuous: adj. uninterrupted in time FEZ5 AN BTHY

[tk%: ] continuous & continual

Continuous indicates that the action or object carries on without stopping
or interruption. while continual usually describes an action which is
repeated again and again.
[f#4)] They chattered continuously for an hour,

Is this a continuous flight, or do we stop off anywhere?

Our political institutions are in continuous evolution.

How do we preverit these continual breakdowns?

He was continually late for work.

Please stop your continual questions.

3. the press: (journalists who work for) newspapers, periodicals and the news
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