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(SRB S FEMNEHAL) 9% 5 B3 3 % TR T A A4 0% 5 395 ke L FRAE
A, R IEF ARG AT~ H R A Fe T, BH, BHBEEN T RFLET
RE kR R R IR GE TR, GGG LRE LTS, RAR
769 S MR, & B9 b, A topic-based content vocabulary VAR # A 64 1) IC $ 7
b Blde AT XA EEE P A S AR A, A 2R TR price, t 2 BHEA rate, 4
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HAF AR B TAE, %I FLRERLE L EM RO ARZERT AREFAIL, 1
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ABEEHRIPEAKSEfER X ERIGEANE" OO HFEENE, L
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HikA kAR RE, B BFIHER, LA REHGIL, BHITFHHFEE, R
BEX—% , BRARRBE, AEINMAER, ERAFHR-AFT I Mo
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Topic-based Content. Trademark, Brand and Logo
Topic Reading: Extracts of Trademark, Brand and Logo

# 4% (trademark ) & — ML & & % 8 T % 7 (intangible property) , W #5 % B X F AF
B RITRERAEH R BN EERARETHXZ LT RE-—NLLN T BIRS
SRty e K EfRE KA TR, BT AFGHE RADYHE Y HREE
B, —MMAKERERBEFEMZEARLEEN, AL EMPARBERAERUE
Hy F e B A B AL B T 5 SRS R G R A A TR K O T AT A R AR AT AR AR
EE L, B AR E A A oK ECH A B Br A D 48 E X)) (Madrid Agreement
Concerning the International Registration of Marks) b4 & % [ #) % #) 7% ( Trademark Act) , [ Fr [5]
A E M BT B AR R, HRGE 2 (B AR E M & 4) (Trademark Registration Treaty ) .

T™ vs. ®
Trademark rights are acquired by the proper, continuous use of the trademark. A trademark

that has not been registered with the Trademark Office is noted with TM. Registered trademarks
are noted with ®. Although specific permission is not required for referential use, Microsoft does
request that you use the trademarks and registered trademarks correctly and refer to them properly.
Proper reference includes marking them with the appropriate trademark symbol (® or TM) and
using the correct product descriptor (at least 50% of the time). You should refer to the full
product name and mark the trademark (s) completely at the first and most prominent reference, or

as soon as practicable thereafter.

Key to Exercises
1. brand,iZ 2 3] SEdf ik —F e L,
2. trademark , 4} R gk 4o 4k 49 LALBLARAE“ HITACHI” , € & — AN 2 At B 47 6

1



MACH & HOE R FE sunems

3. brand, kAR ER G H T M EZH L7

4. brand name, /28] X — R G FUH LA FH — 6 g L AR,

5. trademarks, & T 4% 2 K697 o 7 R3] 2 #F LR K89 3k4k# 4 = B, Coke & Coca-
Cola ZH# R LR F LB 47,

6. brand, A& ArLIF e 2 BPIE R K S BT F BN BALAEA ZELBHHF A,

7. brand names, ZZ ZM T o F L ARAS 6 —Nmhf,

8. brands,#R4% 1990 &9 — il , T o TR KR F R ATE R RA#F ERA Y
ESE R R

Extract 2. The Trademark Application Process

Key to Exercises
I.1.F 2. F 3. T 4. T 5. F
. 1. combination, AAFTARZ B XL F . FFH HKF X ELALSH K,
2. sign, 1994 F( A A7k) ME BAFT AT AT AR, ZEF T TUAABREFH LA
R Hid b A AR AT L Z 66 B & RIRS,
3. image, B AR RALE T * iR E B RS R IR A AL £,
4. protection /authority /authorize , B 47 K | 4% B 3 47 BT A A 69 4% R B 4748 A A 3T 7 & X
RS2 5) AR E F H IR, & B AR AR,
5. identify, WAFA B Tl Z LA 21 A FMNFPEZAT S,
6. trademarks, 7T @ T R 3400, AT IR VA BRAR R SR AR R — 2 de £ B AT
7. copyright /patent, B A7k & o i F AR — A5 X, iR FROS T LG EEL%,©
O3 HF| Fo A
8. infringer /infringer, & 4% Ff A AT AR IF 12 R # A L4 AR AAE 48 B B 47
9. trademark , 76 /i ( Xerox ) & Jf| F 5 ¢7 4t 32 4k A # & 57 A R AL 69 B 47,
10. trademark , #Ti&  F T2 4% X ABHLAo I K 4 B A%

[ ScHIE§IE] Link to Authentic Document. Sample Trademarks (1),(2) oo db 90

Extract 3: Brand &Logo

EEFS L oo kG A

A Brand is not a Logo
“A brand is a result, not a tactic. ”
Your logo is not your brand.

A logo is a visual representation of your agency comprised of your name and any graphical element

2



that appears with the name.

So what is a brand?

-+ Every organization, service and product has a brand.

+ Brand is just another word for “reputation”.

Brand is what you want to stand for.

A strong brand .

- Creates an affinity for your agency among your target audience.

Builds loyalty.

Minimizes competitive threats.

+ Creates confidence, risk-reduction, simplicity in decision-making and time-saving.

- Enhances the self-image of those who associate with it.

+ Brand is one of the most confusing concepts for non-profit organizations (and lots of for-profit

companies!) to grasp.

- Logo is just an image. If you had never seen, heard about or visited Starbucks, the logo

wouldn’t mean anything to you.

+ As long as you’re going to have a reputation anyway, why not make it a strong one that will

make it irresistible to give to your agency?

+ Successful branding is not the outcome you should strive for; successful fundraising through

successful branding should be your goal.

A well-known and trusted brand makes it easy for the donor to say, “Yes, T will give!”

A strong brand will help your agency survive negative press or public misunderstandings.

A strong brand creates a code that donors can use to quickly and easily understand the value of

your agency and comprehend why supporting it is important.

Key to Exercises

AN OIS o

advertisement , ¥ 72 % W AR 45 £ ) B AE 5T %

circular, 15 & B BURT & A 69 % S0 B AA £ M 22
bulletin /notice , #. X i #7 | A4k . iZ3H X RAEAF T ALhiE &
leaflet, Z 2 & T 4 F REFRNFT EH LA S,

notice , 1R B A K X K AK AR 09 AL AT 8 40Dy 7

circular, Z B P T —Hril & SH X RAE

Extract 4. Coca-Cola

Key to Exercises

1.

2:

spot: scenic spot 7 %
FRZ P TR SRS,
spot: ads #&#% %



 EREHIOBHIRRE swme

JEB KRR R IEE EEARERRLRAIT RS E S,

. spot: at the place of action ¥3%

RFERPELS BT ARITE RS BT 2RSS P BA SRR kAN B
VAR B IT Fo ik A 7 B 89 F 545 SRS,

. spot: find /recognize & I KX I/ FEik
EMOHRAREAALZFETLZBAZG L
REA RGO AHE

. spot: a particular place /scenic spot 7 % 4F#ki /7 5

P ts 2 AR AL K R R Z B E R EIERE R, AR R R R,

. spot: commercials ( J" 3% . wALEY ) I L/ Fh & KL
EHFRTARLEELG TR 45 A LG 30 HEH 5 T 2HLRGEE S
T M AS | R AHT K (o) ™ 3,

AR AR BT 3 8 4% 51 69 ook /5

[ X{LiEHE] Culture Link; Branding — Its All about Focus 7 0 %

RS

[ L] Link to Authentic Document, Trademark Assignment

Key to Exercises

. a conflicting mark # % #) % 47
a registered trademark JZ# % 47
corporate mark 23] B 47
fake brands of merchandise § M % o
International Registration B Fr £
principal register ¥ -2/ M
registration of trademark 7 A JZ#t
service mark JR 4% 4%
supplemental register #h % i M
the right of trademark users % #R{& A & &9 A A
to apply for registration of a trademark ¥ % 7] 4% iE At
to renew registration of the trademark ﬁ}é'ﬁiﬁ'éﬁ&ﬂﬂ‘
trademark registration procedures % A% iEMAE 5
trademark cancellation & 4% %44
trademark infringement #4742 4%
trademark management 7 475 2
trademark registered administration % 4% i # & 22
Trademark Registration Treaty ] A7iEM &%
the Registrar of Trademarks & 4%/ #t'E N
unregistered trademark % JZ## 47



Unit1 gtz z

I. (=)
M. (1) RE2ZE£A, HHAFRER LG(LG EA %48 %k B T Lucky Goldstar #9 4 F % 5 )

(2) sk &AL 23] (ICELAND AIR)

(3) 7 Fik B R4 (MasterCard,, 2 20 #4250 4K K £ 60 K47 814 1 69—+ B Fr
WATHAE A FIRA)

(4) & & (NOKIA)

(5) BB (FedEx)

(6) M % (Gateway, & —#P 7 % 43 T4+ AL R L&)

(7) % B3RS

(8) Adobe %%t 3] #947& (Adobe £ 4t/ 3] 2 — K B304 T £ B Av i RAT K 69 & 4K
o8] )

(9) RAFMRME

(10) Microsoft Network #9455 , — #4413 &R 4.

(11) fiedk s3] 49 LOGO L%

(12) R (ERF LG LM P M 3k)

(13) BFA L Ena, s B k&, @4 IBM ( International Business

Machines Corporation )

(14) #ik 8]

(15) £ %5

(16) && 23]

(17) =& 3

(18) A&

(19) g4 ( Visa International Service Association) , X iF A 4 iF , & — MMz B F ekt

(20) ¥R '

(21) £ EIEN 3

(22) 5%

(23) FLARARAT

(24) KR RIGAB T

(25) T e ik

(26) BfAR el 4]



Topic-based Content. Advertising Industry
Topic Reading: Extracts of Advertising Industry

JEYERERZA-F,EH) EW EEAURRERRAASKLEN EME
B &M EE AL R

J &R KA. 4% 4 (classified advertisement ) ; ﬁté};’éf“%(unclasmﬁed advertisement ) ;
B k) % (commercials) ; 7 4 4 (outdoor advertising) ; /2 3 )~ 4 (public service advertisement ) ;
#H)" £ (recruitment advertisement) ; Z W B R)" & (S ERXEFW A FH) EHZA)
(sandwich board advertising) ; it %)~ 4 (service advertising) ; I 445 ¥ )~ 4 ( shopping guide ) ;
(% B Z[E ) #E38) & (spots) ; K i)~ 4 (tourist advertisement ) ; 4 % /£ (window advertising) ;
o 3k )~ 4 (word-of-mouth advertising) % % ,

RE 4 (&) EXEFEXRA L L LR, FANEEAKRURFES L, flD,
FEEABMFYE A Hatch, Match and Dispatch’ Columns” = “ Hatches, Catches, Matches
and Dispatches” tf ) K/ & (M HRKEET) WA BF M, — R EEXNER) &4 K
FrRAERSM, FHREE &, ERXX%EHB K% WA Family Notices, Family
Announcement , Personal Column, Heart to Heart [ % Introductions % ,

KE] &% 404 4 (obituary) R L -4 7, X 2 — M4 % (announce sb.’s death) X
B, REAERBERAEFTENMR I EERLRAA, INMEREEENSZWAA,
—MEAUTAZ  AEML S A TREE A THEAMEREFFSEBEENTFAR
% (mourn /condole the dead) . % # ( pay a condolence call) | i 1 2 ( memorial meeting) #] ff 8]
HEE, ARINERLERAE £ F

FEEERER) EEAXAREMXKEM D EL, 'ﬁl%ifﬁ¥ XEEEZR
HSREWN, HEN) EAEEAZER ANTURRELZ , LEFSRER. FHhUiER
WX FRALBEA BMEAREEN, AR HR. T EEe WU ELEIEARAE: 5
AeEHE FERAXKPHELTE (W Were /I's ) £4F, A FETMEEER R
B EER—BRAEHSHERGFFEG, S EETHANBEHFREALRL HLUR
k¥EE,



Unit2 &R =%

Extract 1: Advertising

Key to Exercises
I.1.F 2. T 3.T 4. F 5. T
O. 1. spots, A G LEER L) 2%, LB R LW XAREIEE &ehubE £4i,
2. medium, S & RHRA, RAMAITE BBl LR B L —HRFH (W FRAEH
%) # YW RIFHOHERT
3. public /advertising, 43 ARX S ELTAAMM S & KL 4 &7 E364
JEFHX
4. advertising, ﬁ#ﬁ%éﬁ%%ﬁ%'fﬁf%iiﬁ&fqé\;ﬁ—ﬂ/ﬁﬁﬁﬁﬁﬁ%ﬁﬁ
B & M,
5. mislead, Z45 A2 ERE  EEFE G T 50 &, X S4b ARt B ORAEF & 0G0
o, PRI ARBERR Y R EFEAF AT iR RIE, TRLEFTELEERLEHE
R RFHEAABAL R LA BB —RAK FREERL

Extract 2: Advertising Media

Key to Exercises

1. ads, S &4 Y h NS FIEBE SO RESFEAXBBMG LT LFRRLR
AR,

2. classified / unclassified, AR3t & T K B W@l ) 48 % HAMAR A 5 £ 7 %, m AR AR D
ey RS £ SRS

3. consumer, )" 24 R4 & KA E 09 252 B 6 B oF, 804 & kAT 4k,

4. Advertising, J~ % S AR X R R L7 7= 5B 69 KA H &

5. commercial, )" £ Z I AL B L EARAKX LT BEH 28R AF A RYG =52
S R ERRKKATY R A

6. consumers / media, & T AR L@ i AR B oG4 2T | H R R fo RS0 S50, A

KAty ;&7 X,
7. advertising, JU-FFF A 69 ) KA 5 & o RAER G R 83 T2 R 242 & b XRS5 AR
BT
8. advertising / media, )" £ 79I L KB KK T A =4 7 HRKE, SN2 AR T %
4k
#8251 Related Link; Background History of Advertising TRIVERCN
[ X fk§§i&] Culture Link. The Top Tens on the Intemet UK SRR e,
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Extract 3. Misleading Advertising

Key to Exercises

1.

price #-#%

AR ZME AR %
person, celebrity A4y / & A

M e ZEMBEARER —NEA,

. the shape of the body of someone you do not know A #

BZWP, — M AB O RA K

. geometrical shape enclosed by lines or surfaces B 7
B—AHR— ARG AT WAL E G IATEY,

. a picture or model of someone # 1%

AR AR A by K B B %] Ko
number #( 3%
R ERAE T RMNRL) E356945 8 3038,

Extract 4: Advertising Careers

[iﬂﬁﬁ?];'CUMre Link: Authentic Advertisements

Sample Advertisements (1)
“Hatch (# 4£), Catch (iT#), Match (44 ), and Dispatch ( #,1-) Columns” #£ H
ERERKN) EF BEHRIABRER" T,
Sample Advertisements (2)

A % Jumble Sale ¥ Pl % % Extract 2, Unit Seven : Jumble sale, 5Z[F | Jumble sale 2 — # # [X
MANEHECHERREZN - FET, AMNKEZBNEIAL L ENM, AR LR EH L
Xk, TEH BEYE,

Jumble sale: A sale of varied, cheap, secondhand goods or home-made wares, with the profit

usually going to a charity. (Dic. of Britain)

Key to Exercises

I.

a matrimonial advertisement 4§48 J~ &
advertising budget J~ 47 j-
advertising media J~ 2454
advertising agencies |~ 44X 2
advertising campaign |~ 24 S5 &3
advertising rates J~ %% J



Unit2 - #=RE%

an advertisement with a coupon (or coupon ad. ) # Wk B F 8y %

brochure advertisement s ft-F 7~ %

classified advertisement (or classified page) %% ) %

commercial advertisement & i) 2

consumer advertising 7§ % |~ %

deceptive advertising # 3Rt ) 4

Discount Coupon 37 3o & #

misleading advertisements % F )~ 4%

outdoor billboard advertising P 957~ i ;- %

personal announcements(or personal column) FaA N4

public service advertisements 2> & J~ %

recruitment advertisement 333 ) 4

reducing weight & &

sandwich board advertising Z & X )" & (7 4R X EF AT H G697 LM h))

special offer 4¥ %44 &

unclassified advertisement 3f 245K J~ 4

window advertising 4 %& )~ 4

word-of-mouth advertising & 3k j~ %

commercials on television A1 Lk #% % k. J~ %

Internet advertising M 4 1~ %4

network television spots W 4& & AL46G3% | %

Worldwide online advertising 4~3k f£ 2%, ] %

. (1) “Olde” is an old-fashioned spelling of “old”, used in the names of shops, products etc.
to make them seem traditional and attractive. (4% [ 'ouldi ], 8 B X35, 4F £ X f&
M) England Z B #6) BARZZH, R RELBEL,
Old England —#& 45 18 3 B , 1 3¢ 18 ik i .

(2) s ARELRIRES B AREH, FRALHL,

. (%)



Topic-based Content. Language of Advertising
Topic Reading: Extracts of Language of Advertising

haracteristics of Advertising Language

Every member of our society soon learns that advertising language is “different” from other
languages. Most children would be unable to explain how “ With Nice’n Easy, its color so natural ,
the closer he gets the better you look!” differs from ordinary language, but they would be able to
tell you, “It sounds like an ad. ” The language of advertising is different from most of the other
languages we use in our everyday life.

1) The language of advertising is edited and purposeful, when most other language transactions are
“elliptical ”.

2) The language of advertising is rich and arresting; it is specifically intended to attract and hold
our attention.

3) The language of advertising involves us; in effect, we complete the advertising
message.

4) The language of advertising holds no secrets from us; it is a simple language. So the

language of advertising is different from other languages because it holds a brightly-lit

mirror up to us.

Key to Exercises

1. induce: to persuade someone to do something (induce somebody to do something)

2. persuaded / convinced ( persuade / convince somebody of something: to make someone feel
certain that something is true)

convinced ( something convinces somebody ( that))

persuade (persuade someone to do something)

. convince (something convinces somebody (that) )

o v s oW

convince / persuade (something convinces somebody )
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