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dvertising is a form

of communication
intended to persuade an
audience (viewers, readers or
listeners) to purchase or take
some action upon products,
ideas, or services. It includes
the name of a product or
service and how that product
or service could benefit the
consumer, and to persuade
a target market to purchase
or to consume that particular
brand. These messages are
usually paid for by sponsors
and viewed via various media.
Advertising can also serve
to communicate an idea to

a large number of people in an attempt to
convince them to take a certain action. In this
unit, you will read articles on the development
of advertising in China in the 20th century and
different types of advertising in general.
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After finishing this unit, you should be able to:
» analyze the structure at sentence and text levels
» understand and talk about the role and development of advertising in 20th century China, as
- well as different types of advertising in modern times
» master the key language points in the text

develop the translation skill: criteria of translation
> develop the writing skill: effective writing

Step 1

Surf the Internet before class for your top 5 impressive advertisements and prepare to describe them

to your classmates.
Step 2

Describe your top 5 impressive advertisements to your classmates in class and give reasons.



Teaching Objectives

In this unit, the teacher should help the students to:

« analyze the structure at sentence and text levels
understand and talk about the role and development of advertising in 20th century China, as well as
different types of advertising in modern times

master the key language points in the text
« develop the translation skill: criteria of translation
develop the writing skill: effective writing

Time Allocation

Total Time: 180 minutes

Advertising in China

Background Information IENEED

1. William M. O’Barr

William M. O’Barr is Professor of Cultural Anthropology at Duke University, where he has taught
since 1969. He holds secondary appointments in the Departments of Sociology and English. He has been
a visiting professor at Northwestern, Dalhousie, and Oxford Universities. He has been recognized for his
outstanding undergraduate teaching by both the Duke University Alumni Association and Trinity College
(Duke University). His course, Advertising and Society: Global Perspectives, is one of Duke’s most
popular undergraduate courses. His many seminar courses include Advertising and Masculinity, Children
and Advertising, and The Language of Advertising.

He is author or co-author of ten books, including Culture and the Ad: Exploring Otherness in
the World of Advertising, Rules versus Relationships, and Just Words: Law, Language and Power. He
has conducted anthropological research in East Africa, Japan, and the United States. In addition to his
interest in social and cultural aspects of advertising, Professor O’Barr has researched law in a variety
of cultural settings.
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2. The history of advertising in China

The history of advertising in China falls into three broad periods in which the goals and techniques
of publicity are somewhat different. These are: (1) Chinese advertising up to the end of World War I; (2)
the high period of state-sponsored propaganda (roughly, 1949 — 1980s); (3) contemporary China (that is,
China after the Open Door Policy that began in the late 1970s).

Text Structure

1. Outline
Part I (Paras. 1 — 3): The history of advertising in China prior to the end of World War II.
Part II (Paras. 4 — 7): The state-sponsored propaganda that replaced consumer advertising from the
1950s to the 1970s.

Part III (Paras. 8 — 9): The reintroduction and proliferation of advertising in modern China.
2. Detailed Analysis of the Structure

This article explores the history and role of advertising in China. It develops in order of time. Part I examines
the history of advertising in China prior to the end of World War II. It was a long rich history. Part II focuses on
what happened in the history of advertising in China after World War II. From the 1950s to the 1970s, advertising
in China was characteristic of the state-sponsored propaganda that replaced consumer advertising. Part III is
made up of the last two paragraphs, which brings the essay to an end with a description of the new situation in
modern China: the reintroduction and proliferation of advertising.



Pre-reading Activities g

1. Study the slogans in Column A and the brand names in Column
B. Discuss which slogan matches which brand and say whether

you like them or not.

Column A Column B
(1) Make yourself heard. A.LiNing
(2) Make the change. B. Rejoice
(3) Start ahead. C. Sprite
(4) Obey your thirst. D. Nike
(5) Just do it. ‘ E. Ericsson

Word tips ’%

i

Rejoice HAFE
Sprite & # f
Nike #t 3%, k
Ericsson & 343 ‘

&
R— e
e i R i e

Word tips

Coca-Cola T & ] & *
birth-control X £ F
One-Child Policy %%
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2. Study the following ad pictures and discuss whether you like them or not in terms of their

content and design.
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Advertising in China

William M. O ’Barr

This article explores the role of advertising within the avowedly socialist political
environment of China. It examines the history of advertising in China prior to the advent of the
communist regime at the end of World War II, the state-sponsored propaganda that replaced
consumer advertising from the 1950s onwards, and the reintroduction and proliferation of

advertising in modern China.

| "Few actual advertisements printed before the 19th century survive today. ¥ A small number
of packing boxes, wrapping papers and handbills with advertising messages from as long ago
as one thousand years have been preserved and give some idea of China’s rich advertising past.
Treaties signed at the end of the Opium Wars in 1842 opened five Chinese cities to Western
trade. Manuscripts and archives from this period show that advertising proliferated alongside the
trade. Along with Western products came many forms of promotional advertising — signboards,
posters, black-and-white newspaper ads, and colorful advertising calendars.

2 Perhaps the most popular form of advertising in the late
19th and early 20th centuries was the pictorial calendar,
either given to customers as a premium or sold for a small
price. * These calendars carried advertising that named
manufacturing firms and/or retail shops and featured alluring
pictures. ¥ These calendars were frequently used to decorate
the walls of Chinese homes, where they served as enduring
advertisements. Calendar images featured many varieties of
women. Some are demure. Others are more expressive or
overtly sexy. Most are seated, in submissive poses, with bent
heads, collapsed shoulders, and downcast eyes. * Despite these
differences, most are depicted in a style that contemporary

scholars call the male gaze — meaning that their clothes,
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