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LESSON ONE

35333333333 33-3333

ADVERTISING DEFINED

What is advertising? In this text we shall use the following
working definition of advertising:

Advertising is the nonpersonal communication of
information usually paid for and usually persuasive in
nature about products, services, or ideas by identified
sponsors through the various media. @

Let’ s take this definition apart and analyze its componentq
Advertising is directed to groups of people and is therefore
nonpersonal in nature. © The group might be teenagers who enjoy
rock music or men and women who watch soap operas or sporting
events. @ But it is not personal or face-to-face communication.

In direct-mail advertising an attempt is often made to
personalize the message by inserting the receiver’s name one or more
times in the letter.® But direct — mail is still nonpersonal; a
computer inserted the name. And the signature on the direct-mail
advertisement is written electronically.

Most advertising is paid for by sponsors. ® General Motors, K
mart,and the local record shop pay for the advertisements we read,
hear, and see.® But some advertisements are not paid for by their
sponsors. The messages of hundreds of organizations are customarily
presented at no charge as public services.

A company sponsors advertising in order to convince peoplé that
its product will benefit them.® Most advertising tries to be

persuasive to win converts to a product, service, or idea.

However, some advertisements, such as legal announcements, are
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intended merely to inform, not to persuade.

Advertising is not restricted to the promotion of tangible
products such as soap and soft drinks. Advertising is also used
extensively to help sell services such as hair styling and motoreycle
"repairs. And increasingly advertising is used to sell economic,
political, religious, and social ideas.

For a message to be considered an advertisement, the sponsor
must be identified®. Obviously, the sponsor usually wants to be
identified

Most advertising reaches us through the mass media®

or else why advertise?

that
is, billboards, newspapers, magazines, radio, and television. But
much advertising also reaches us through direct mail. Some
advertising even reaches us through flyers hung on our doorknobs or
placed under our windshield wipers at the shopping center. ©

HEAER:

@ Advertising is the nonpersonal communication of information
usually paid for and usually persuasive in nature about products,
services, or ideas by identified sponsors through the various media. ) 4%
AEAE D NS SRR 8 5 i TN E I 4 e B o R
AR I AT AT S AT B 7 ot A R 55 B S A AT W

ZGE X2 3£ EHE 8 2 ( American Marketing Association ) 1Y
i %1 22 b1 2= (The Definition Committee) FJ7 2 i 59, H 87 &0 15 2 #L 2
FHHRKEEINA . XEFHED 2R EEFEON CEHEM L
BRUP R FAURA T AR, KR B R BN T M ET HE#HFH
RBL

sponsor: | &, P

@ Advertising is directed to groups of people and is therefore
nonpersonal in nature. )" [ [ BEAC , BT B PR R AR A

nonpersonal s 3 > AT, T 0] 23 AR 1)

@ The group might be teenagers who enjoy rock music or men and
women who watch soap operas or sporting events. EASBEA A AT BB A
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H TR R R R R PRE R B AR

rock music: Bl rock and roll, %8 f, — M EIMREL | FEMR A
B RATE S BT R 5 S8 Wl RS Lk BT 20
f4g 50 FERMEE, '

soap operas: BS54 —Fft DA SR BE [o] B 4 REBA 199 7 466 s R
gl , R B A h IR R R T B TS A

@ In direct-mail advertising an attempt is often made to personalize
the message by inserting the receiver’ s name one or more times in the
letter. B 12 MR8 4 & % 1 B M A 7E 05 BB P - - IR Z IIE A
IN:ZA S VRS SISO (A

direct-mail advertising: Eﬁéﬁllﬁﬁf‘ o X R — i 3 B EF U7 1%
6435 BRI 4 K BUIR T A 6 A S R, SRR SR TE VY
TTERERE X

( Most advertising is paid for by sponsors. K Z 8" H &M &
EHBEN,

© General Motors, K mart, and the local record shop pay for the
advertisements we read, hear, and see. i JHVA %2 Al K SHFA 7l
Hi W T R A AR B B BT SR R

General Motors ; ﬁﬁ?(bi/‘j EEBEAWHKELFAZ—,

K mart: X[H K B oE, 2 KEELEH LT TES
Bk 55 B |

@ A company sponsors advertising in order to convince people that
its product will benefit them. —->2> w0 2 (1 H A9 2 S8 A {194
FE R R ATA i

® For a message to be considered an advertisement, the sponsor
must be identified. —ME B E R A HLAMEV R E,

@ Most advertising reaches us through the mass media. £ ¥ %
FEE AT K AR A R A ) A 1 1R 5 B

mass media; (5 )BT Z# “IJ]E’J'E'%I& KA T A KA
ARG, IR Ak 1 A,

EHELAERQO.O.OQ.Q.QRTEMEKER, BI . 11 [ 2
ARMAEN N Ot —E ) M5 — EfR R AR E & R A
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(D Some advertising even reaches us through flyers hung on our
- doorknobs or placed under our windshield wipers at the shopping center.
HESEEZERAEERNMNEFRREITRF £ S0 ERIE
FEWg Yy O IR P X BB AR T i ME A R R0

flyers: () /D E)HIEH,

JTHIE

itk

BRIBEERE

HAREESHIVER, AENTHTHE/AMB HAEE, 4
ANIRIEEFL . FBSZRWARE BES]EAWARR 2T 0
] -5 S A A S RGN SR SNEREEZHENIELH
. BRI ERIEFRAENEEWEGEX HREET &, &
XEEPLESZIRERIARERNH 2, Bk, &5&EN
AR 2R TER,

HEHE -, SRR ERREEERCEEWMZ RN, |
HRZARE)VMPKFSEAF, MBS WRERE, HE T
ATFFRZAIN T EARBTCRER M BR"ITH, XEHPH
I ER M B 2L 298 - 8RBT (John E. Powers) Ut “ B v M4 SCF Y
EHRERBREE. | ENE - RIRAZ2HEET S, S0eif
(30T AU AR 2 B 5% S H 8, M B a9l Bk &R
B9 FC 9K 7% - B8 /K (George P. Rowell) W F 5K . "R E k8 &
B RANBRMBAEENGE—MARL REBIREWN, IR
WALEEMR S| A B & & A& R R B0 B, TR B R Ay
B2 W B K, 1 4 S0 iR 2 5k Fl K AR 1B 4K (public-colloguial ),
XEERIE 5B 18 5 T, 78 B0 M AT 3 1 (readability ) , 45 A\ — F 3%
Pl & BEFRRERGE, 458 T OB E SR/ R
Ok, @k HERA0 T ASEE BTN R IR EN]
A — BRI Y H 8 (a precise material goal ) HHEH A A
5%, HP&FFENEZE ARG RMBE XA LLEANER
AR5, 7 BEIE LRt AR B s, AR BRI AIES, B
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R TI &%EN - K,

YFR T 458 AR RE IR B AIDMA 3L IR SR, Bl 5 ) 21 B
( Attention) 3% & 34 # (Interesting ) . A & 8K 32 ( Desire ) , M & i 12
(Memory)\ﬁﬁjzﬁfij](Action)o MEFT S EANEREF, I
ATRAE ST EREHHE A

A A E R PIAE B2, AR X T
B EEEH TS ASMEE -FMEH KRB ESE. o
REAMIAT SRR P ISR FE FAC LT AMRZH,
“HARMEEMTZAEBM T E, ETEER . SRATRNEY
HASHME AN A O, B AMTHEERE I, X& ALK LB I
P, MMIE S A EEE, 1RBF( misspeiling ) . &% & 1R ( grammatical
solecism) % “RHE "W RE AT LU A RFIFEE DA R %
(attention-getter or eye-catcher) o

BT R, A EE A SR AR KT A B R AT
T EEZBEIARS, T REREVHERE S WEEZ
N7 KB G, BETXHE - SRNEFREBZIH
AT X AR AL 2, S 2 P A SR A Rl A AR A
PL, B S A SCRY , i 6 A0 78 38 INE R B oR e M A= s P BT I
R, oo & AERBENRIL, EM—1NTTEAREE
PR, 5B AT RE S X — A W AWM A AL, B8 A S — W
KE)THBEANTRR2—BmEET”

AIZ M - A2 4R A B 5 W SE AT B Z BT A — AR IR R e
HERT - AMHRAMNE, EEEFFEMNTGHL, BT
AENRET & A REX B & W K AT AP g mfE AL ik, T
HEPEERAZMBHTFERMEEEFRR LD Hid5iH. EX
T WEMENEDEERABONEZ ROEDE, A LET
ok B R EEARAREPZ LA,

A RN ESEAN -BHEN, Ry, -,
TSGR IR A RS A (B AR AR SR BB, TR R
AR AR GRRRIE S, UEE A PRy =5 B 4% 18 /2 AT R
ZWER. B—FiE,MiEMESEW W T 5. 50 BEHE
BT IBG A, TR BB MIE T A S AR, W —&1 &8F

5




PEAXE KOS M EAKS, & T IR ILRE &
S AR, EERAE G RS KIAR, RNERFRE, M
B —FER TR B AR S B R0 T T i 07 S S5 AT 52 iR L El
Al (GRS RS R R S AR EE, ‘
THIEAELTHIB N ERA A, MR- ABBEFE
BT S IE R BT I A B BT B BIEK T s I
R ESCOER N T HE B B —SE PR AR E AR E . H L TR
TEICPrE, 2 B, Z S0, S —ERBILER 5 B W,
VAN, B — fF B B8 A, RIR SURGE 5 R A TR 22 BR
MFRE. WRETHEREIRPE BEG) S EENEFE T,
—BRIB R BT AT M RAL BT, B SR SRS M % TR, 3
KB HEMALKOA RN, X LTS & RE S R PRk
EER R,

[TEIR
BREHERRT EA

O OREA AR A AT ATITHOROE . BEE M S T
HIRSE, =X — TR R %R, 4 42 BATT Y B i
RIEZFEATMT . e Sl ke, REEHE, EE— 43
FIAE Y . RBOE EH FIERRERGR BB — & & A
I A BB R T RATHAETS, 21 T AT A4 73R
B, iR IE R TR R REERS] TR AN ERA B,
TE AR EEA BRI 4R E MR E R R AT GRS
", 7 AFORE ERANANE AR T .
SRR A IS, LR b T AR T &P,
RATIEGEAR, HERRF, BEVEBRAET ¥ %,
D KREHRY EFMES¥E T E2N¥LUERZARH
HERIES B A% FROANAE, X —EEAREME,
XEZAREMBA T KM AR ERZ m R RH, B
HANWH BN T, 00008 Ik H 5% HEREIEA R
fEH7, — P REIRT WL H T LR & A BRI A HfE & R
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PN R N d K TE 1R (BT 7, )T T AR
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FUNCTIONS OF ADVERTISING (I)

Marketing Function

To make money, companies manufacture and sell products that
compete in the marketplace. To increase their sales or profits, companies
develop marketing strategies. The marketing strategy is determined by
the particular way companies combine and use various marketing
elements. This marketing mix includes a variety of options known as the
four Ps and generally categorized under the headings of product, price,
place and promotion @

Advertising falls into the promotion category and is part of the
promotional mix along with personal selling, sales promotion, and public
relations——all of which are used to sell or win acceptance of the
company's products, services, or ideas.®

Advertising involves presenting the message, usually through the
mass media, to a large group of people known as the target audience . &’
Through advertising, the cost of reaching a thousand people in target
audience is usually far less than the cost of reaching one prospect through
personal selling.'zD

For example, to make a personal sales call on every football fan who
watches the Super Bowl game in order to sell each a bottle of Coke would
be unbelievably expensive.\@ The McGraw-Hill Laboratory reports that the
average face-to-face sales call now costs a company well over $170. If
we multiply that by the 100 + million people who watch the Super Bowl,
the cost is mind—boggling.@ However, you could buy a 30-second
television commercial during the Super Bowl and tell those same 100

million people about Coca — Cola for only % 525, 000. That's a lot less.
8



In fact, through advertising, you would be able to talk to a thousand of
those prospects for only $ 5.25——about 3 percent of what it costs to
talk to one prospect through personal selling.

Communication Function

All forms of advertising communicate some message to a group of
people. As a communication function, advertising had its beginnings in
ancient civilizations. Most historians believe the outdoor signs carved in
clay, wood, or stone and used by ancient Greek and Roman merchants
were the first form of advertising. Since the population was unable to
read, the signs were symbols of the goods for sale, such as a boot for a
shoemaker's shop.

Because early artisans took pride in their work, they placed their
own marks on goods such as the cutlery, cloth, and pottery they
produced. These trademarks enabled buyers to identify the work of a
particular artisan, just as trademarks do today, thus assuring consumers
that they were getting the goods they wanted ®

Today the communication of information is still one of the basic
functions and objectives of advertising. Examples of advertising used
primarily for communication are ads in telephone directories, newspaper
classified ads, and legal notices published by various organizations and

. ()]
government bodies.

MESER

(D To increase their sales or profits, companies develop marketing
strategies. 73 h A 8 Bk AL, 28 W) AE HE HME o marketing
stralegies: IR WS, MEHE - EARTHMXHAXLEHAR
BT h . AN, BRI R, o HARD
%5 b, BEMAGHE: o EHILHRA,

( This marketing mix includes a variety of options known as the
four Ps and generally categorized under the headings of product, price,
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