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Students' Book Ads and Az[vertising

REapy

GLOBAL

Do some research on the various forms of advertising listed below and write down the

advantages of each form.

———
| Various Forms of l
| Advertising |

 Television Advertising “ :,"f Pl A dvertisi "1
}— | Radio Advertising |
TV Commercials ) | & )
Advantages: | Advantages: ‘
— — NS _// (\\h———o ——————
(" Print Advertising ) (" Outdoor Advertising |
| magazines; newspapers \ billboards; hoardings |
Advantages: l | Advantages:
— __// l\,_ e
" Internet Advertising | (" Airport Advertising )
. banner; E-mail marketing | \ Kiosks; digital signage

- S — J— R
Advantages: H \-—{ Advantages:



Unit1 Teacher's Book

Ko
GETTING READY

TEACHING TIPS

1. Ask the students to fill in the Various Forms of Advertising table in Pre-class table before class,
which can help them familiarize themselves with the advantages of different types of advertising,
and get fully prepared for the oral activities in Scene 1 and Scene 3.

2. The Lead-in part includes a two clips of TV commercials (one is a public service ad (PSAs) and
the other is a commercial ads (CA). The teacher can give a brief introduction about these two

categories of advertisements and then ask students to compare their differences.

REFERENCES T

Various forms of advertising and their advantages

Television Advertising

Nature of Television Advertising: Television advertising is entertaining in nature as it
provides both audio-visual facilities. Television advertising pfovides effective reach to the target
audience along with good coverage. A television ad generally lasts between 40 and 60 seconds.

Advantages of Television Advertising

Mass coverage

Effective reach and coverage

Preferred channel by the masses

Radio Advertising

Nature of Radio Advertising: Radio ads usually last between 30 and 60 seconds. Radio
advertising has widespread reach because of its portable nature. Audiences love listening to radio ads
along with their musical jingles.

Advantages of Radio Advertising

Entertaining in nature

Mass coverage

Efficiently delivers the message to the right target group

Portable and can fit anywhere

Cheap and affordable

Provides call-for-action facilities for advertisers

T 002a
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Print Advertising

Nature of Print Advertising: Any type of publicity which is carried out through the print medium
comes under print advertising. Examples include magazines, newspapers, journals, flyers etc.

Advantages of Print Advertising

Focused target

Repetition (one can go through a particular print ad again and again)

Good for future reference

Message can be effectively transmitted

Airport Advertising

Nature of Airport Advertising: Airport advertising is a form of outdoor advertising, or OOH
advertising. Airport advertising is carried through various advertising tools such as kiosks, digital
signage, billboards, hoardings etc.

Advantages of Airport Advertising

Effective reach

Attention grabbing

High-glamour look

Outdoor Advertising / OOH Advertising

Nature of Outdoor Advertising / OOH Advertising: Outdoor advertising or OOH Advertising
involves any kind of promotion carried out of home. Examples include billboards, hoardings, kiosks,
digital signage, lamp posts etc.

Advantages of Outdoor Advertising

Wide reach and exposure

Attractive and eye-catching

Effectively reaches the target audience

Not limited to a particular region

Mobile and Internet Advertising

Nature of Mobile and Internet Advertising: Mobile and Internet advertising has become one of
the latest trends of promotion. They are both customer centric. Forms of mobile advertising include
SMS-Push, Pull, Shortcut, Keywords, WAP / Voice Portal / Bluetooth / Gaming, Contest Hosting;
Subscription based alerts, Download-Ringtones, Wallpapers, Sponsorship of zones, Brand Zone /
Customer Care Zone etc. Some forms of Internet advertising include banner / text advertising (CPM,
PPC, CPL), E-mail marketing, Viral marketing etc.

Advantages of Mobile and Internet Advertising

Renders effective reach and immediacy

Interactive in nature

Not time consuming and delivers the message within a short period of time

A personalized mode of promotion

T 002b



Unit1 Students' Book

1. Watch two interesting TV commercials and summarize the main idea of each one.
2. Work in groups and discuss the following questions.
(1) Do you think the commercials are impressive? Why?

(2) What do you think advertisements encourage people to do?

The following diagram might provide some guidance for your discussion.

humorous
movmg
beautiful funny
interesting \ / creative
good ads .
) exciting
meaningful \
instructive
1mag1nat1ve
ersuasive )
p attractive

informative
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CULTURAL NOTES

Public Service Advertising—Advertising for Social Causes

Public service advertising is a technique that makes use of advertising as an effective
communication medium to convey socially relevant messages about important matters and social
welfare causes like AIDS, energy conservation, political integrity, deforestation, illiteracy, poverty
and so on. David Oglivy, who is considered to be one of the pioneers of advertising and marketing
concepts, reportedly encouraged the use of the advertising field for social causes. Oglivy once said,
“Advertising justifies its existence when used in the public interest—it is much too powerful a tool
to use solely for commercial purposes.” Today public service advertising has been increasingly
used in a non-commercial fashion in several countries across the world in order to promote various
social causes. In the US, radio and television stations are granted funding on the basis of a fixed
amount of public service advertisements aired by the channel. Groups such as the Red Cross,
United Way, and International Ladies Garment Workers Union have sponsored a great deal of
public-service advertising.

(http://www.buzzle.com/articles/different-types-of-advertising.htm)

Television commercials

A television advertisement or television commercial, often just commercial, advert, ad, or
ad-film (India), is a span of television programming produced and paid for by an organization
that conveys a message. Advertisement revenue provides a significant portion of the funding
for most privately owned television networks. The vast majority of television advertisements today
consist of brief advertising spots, ranging in length from a few seconds to several minutes (as well as
program-length infomercials). Advertisements of this sort have been used to promote a wide variety
of goods, services and ideas since the dawn of television. The effect of commercial advertisements
upon the viewing public has been successful and pervasive. In many countries, including the
United States, television campaign advertisements are considered indispensable for a political
campaign. In other countries, such as France, political advertising on television is heavily restricted,
and some, like Norway, completely ban it.

(http://en.wikipedia.org/wiki/Television_advertisement)



