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Unit One
Advertising

I . Warming-up Exercises
1. Answer the following questions orally.

1) In what way do you find out new products?

2) Do you like watching or reading advertisements? Why
(Why not)?

3) What kind of advertising influences you the most?

4) Can you name some well-known advertisements in your
country?

5) Can you also list several world-famous commercials in
other countries? A

6) Do you think that advertising does more good than harm
to consumers or vice versa?

7) Who does most of the shopping in your family? What
would you do if the product you bought was in poor qua-
lity?

8) Do you ever buy something you don’t need because of
advertising?

9) What do you think are the main reasons for fake prod-
ucts? _

10) What suggestions do you have to combat fake commodi-

ties?






11) Why are lots of advertisements featured by famous peo-

ple?

. Related Expressions

1) Advertising is a primary way of persuading people to buy
certain goods or services. | AR ULIR AT E A
B EMRFHERET A,

2) The main function of advertisements is to disseminate in-
formation on commodities, employment, student enroll-
ment and even marriage. J SR EE/EHAREEEA
KA VR AZR FIREN EFE R,

3) Advertisements provide the most direct, comprehensive
and detailed information. [ HRMMBEEEIER. £
HFIEH,

4) Advertising is a process of artistic creation. J £ —
FEARGE LR,

5) Advertisements are inconsiderate to the public. What
they care about is making money. [ HXRLBIREBAK
2, TRBRE.

6) Advertisements are simply misleading and cheating.
They are filled with flowery phrases and empty pro-
mises. J HAULEBRFMKIEYE, HPxH TS
GBS I 15,

7) Fake advertising cheats consumers and, in some serious
cases, threatens gullible people’s lives. th4 T 45 HK IR
B, E—-LPENERT, LS8 L EENER,

8) Consumers have to pay more for the goods owing to the
advertising expenses. BT & HTEHRA, HAEBHX
WA AEELZ M,

9) Important measures must be taken to ensure respect for
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consumers’ rights and the supervision of businesses. ¥
BRBIE R E RE RS EEMX AT
=

10) As the economy develops, advertisements may even-
tually penetrate every corner of our lives. FE&E L5
AR, EhFSBRERARRNEEPHE 1
v,

11) People are becoming more and more aware of the impor-
tance of protecting themselves legally. Afi1E Mk
IWIRB| R RIPITE S WEEN,

12) If you are unlucky enough to buy some fake products,
you will have to pour a lot of time and energy into get-
ting compensation. {VRRIEE AEL T HhE M, IR
KA B AR KRB B R ) 23R4,

13) Advertising has to depend upon reaching consumers
indirectly. [ ABAMKE T RGN RE

14) Advertising tells what products are around and where
they are sold. Consumers can shop and compare prices
without leaving home. [ %M AMIAEREE K™ 5 K
BREAE, HIAEARBB R E GRS LR
i B A%

15) Manufacturers have to keep on their toes because con-
sumers know about the different brands. il X& B W50
i B PRI, RN B T AR R A A

16) Advertising encourages impulse buying, without plan-
ning ahead. [ HRBANE—mhahlad, BREFHL
Tl

17) In most cases, advertising pays the costs of presenting
entertainment on radio and television. HEXZHIFMR



TR BB AT B LR,

18) In our daily life, most people tend to tolerate poor-
quality goods, partly because they don’ t care, but
mainly because it is frustrating to try to get refunds or
replacements. ZERIMWH EEEH, KEBEHALE
BEFE=G, — WS FEEREAMMNAREFR HEEK
FEE R R R EEHRRBBRAE O

3. Some Language Tips

1) That’s how I feel.

2) I guess you could be right.

3) I couldn’t agree more.

4) What I mean is that. ..

5) All I’m trying to say is that. ..

6) I disagree entirely.

7) Perhaps, but don’t you think that. ..

8) I’m not so certain.

9) Yes, that’s quite true, but...

10) Yes, but isn’t it also true to say that. ..

11) I take your point.

12) Well, you’ve got a point there.

I . Information Input and Output
Part A Conversations

A: Hi, Bob. Haven’t seen you for ages. How’s everything

going on with you?



>

: I’ ve been quite busy these days.
: What are you busy with?

: We’ re having a debate on advertising tomorrow and I

have to take part.

;. That’s interesting. I should like to hear what you think

about advertising.

. It seems to me that advertising is essential to all of us.

Everything in modern society is linked to information,
while the main function of advertisements is to dissemi-
nate information on commodities, services, culture,

employment, student enrollment and even marriage.

: Don’t you think that one can also obtain such information

by listening to hearsay and making on-the-spot investiga-
tion?

: Perhaps, but the information provided by advertisements

is doubtless the more direct, comprehensive and detailed.
You can find a job, rent an apartment, buy or sell a
house, etc., by way of advertising.

. Yes, that’s true. Advertisements give the shopper useful

information about a range of similar products, helping him
to choose more carefully, and informing the shopper of

new items on the market.

. Yes, people save a lot of time shopping and looking for

jobs. And advertising itself is a business which has pro-
vided a great number of jobs.

. That’ s how I feel. Without advertising, newspapers,

commercial radios and television companies could not sur-
vive; without advertisements, manufacturers may find it

difficult to sell their products.



B: In fact, advertising encourages competition between
manufacturers, hence keeping prices down and improving
the quality of products.

A: I’m with you on that. As far as I know, advertising is a
process of artistic creation. Good advertisements have
strange and humorous associations with charming, deep
male voices, colorful images and songs that are pleasing
to the ear and easy to learn.

B: I agree entirely. A cheerful and witty advertisement
makes a great deal of difference to a drab wall or a news-
paper full of the daily ration of calamities, it makes news-
papers and magazines more interesting.

A: Yes. Although some ads nowadays may be too good to be
true, I believe, as the economy develops, advertisements
may finally penetrate every corner of our lives.

1. New Words and Expressions
disseminate [ di'semineit ] v. distribute or spread widely
4%, B
enrollment [in'roulment] n. &ic, HEM
hearsay [ 'hiesei] n. common talk, rumor EWri&it, &

paill

item ['aitom] 7. 4, MA

witty ['witi] @. full of humor KIEH, B THLEW

drab [dreeb] @. dull, uninteresting = BRAY, RIFK
ration ['reefon] n. B, ER®

calamity [ke'leemiti] n. B KM ™&HAAEH KR
penetrate ['penitreit] v. make a way into or through #t

A BE, B&E



on-the-spot FEGHY, BLHM
inform...of “5VF, BH
make a great deal of difference EIRKAIER

2. Notes

1) Advertisements give the shopper useful information
about a range of similar products, helping him to
choose more carefully, and informing the shopper of
new items on the market. | HAMPWERMELT —F
FIMM RNE BER, # M EIF 4k, i
VF Y & W 5 L BB FT S,

2) Good advertisements have strange and humorous associa-
tions with charming, deep male voices, colorful images
and songs that are pleasing to the ear and easy to learn.
HWEFFN SR ETRTEBRABAE, FEXANSE
FEE, ZR M ERMEE 5 FKH,

3) A cheerful and witty advertisement makes a great deal of
difference to a drab wall or a newspaper full of the daily
ration of calamities: A cheerful and humorous adver-
tisement is very important to an uninteresting wall or a
newspaper full of the daily ration of calamities. R4k
POBR T AR Z W A B IR H # R R B R M
1 A IR AR, & T RREER.

3. Oral Activities
1) Give your own opinions in a group discussion:
a. Do you think that advertising is indispensable to the
lives of people in modern society? Why?

b. What’s the main function of advertising?



c. Would you like to read advertisements before going
shopping or looking for jobs?

d. Do you think advertising is a process of artistic
creation? Why?

2) Pair work: Along with a partner, read the following
advantages of advertising and share your opinions about
them.

a. stimulates demand
b. gives information
. saves time

c
d. stimulates competition
e. lowers prices

f

. provides entertainment

A: What’ s wrong with you, Mr. Chen, you don’t lopk so
cheerful.

B: It’ s so annoying! Last month I attended a hairdressing
course offered by a vocational schaol, and I found I had
been cheated by false advertising.

A: Really?

B: Yes. Now I feel like an idiot. I spent much money but
learnt nothing.

A: How come you believe advertising? I don’t care mﬁch
about advertising. It seems to me that they are sim-
ply misleading. They are filled with flowery phrases and
empty promises.

B: Perhaps, but they are so tempting that few people can
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refuse to believe them. The ad had stated that two well-
known hairdressers from Hong Kong would teach the
class.

: Is it true?

: No. As it turned out, one of the ” Hong Kong hair-

dressers” was a man from a remote area who has been

living here since his marriage.

: Oh, could you get an official certificate from the city’s

education bureau?

: No. The ad promised to provide it at the end of the

course, but what we obtained was the certificate of that
school. The ad also stated that a Hong Kong beauty salon
would provide textbooks for the students. But the texts
turned out to be only pamphlets printed by a jobless young
man.

: Well, you may ask the school for your money back, other-

wise, charge them at the China Consumers’ Association.

:1 guess you could be right. I have come to realize that

quite a few advertisers are inconsiderate to the public. All
they care about is making money.

:I couldn’ t agree more. Have you noticed that more and

more ads appear in the media? And advertisements on TV
are a nuisance; they interrupt television programs at a

shocking frequency, most of them are in poor taste.

. Furthermore, consumers have to pay more for the goods

owing to the advertising expenses.

1. New Words and Expressions
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flowery [ 'flaveri] @ . having many flowers Z 1B, iR B4
il B4

certificate[ sa'tifikit] n. WEBH, IEBH

bureau [bjus'rou] n. (BUFHLM) L, B,

pamphlet ['peemflit] n. /MiFF

charge [tfa:dz] v. accuse F¥#&, &4

inconsiderate [ iinken'siderit] a. AEHAEEM

media [ 'middia] n. (pl.) AN, HE:

nuisance [ 'njusns] n. WREYI, A\, T H%

beauty salon &P

owing to Bk, BF

2. Notes

1) It’s so annoying. : It’s an expression used for complai-
ning. HiTK, BEFA,

2) vocational school: In that school, special training courses
for some occupations, business, trade, etc., are offered.

AR =225

3) How come you believe advertising?: How come? An ex-
pression of surprise. Similarly, why is it? How can it be
that...? A7 (FRREF)

4) flowery phrases and empty promises: &M A 75 f1 25
T e

5) the China Consumers’ Association (CCA): HHEIHEH®HF
e

6) I couldn’t agree more. : I agree entirely.

3. Oral Activities
1) Discussion: Since the main purpose of advertising is to
11



