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l. Teaching Objectives

Cognitive Information

Advertisement

Language Focus

» Reading [

® Key Words: commerce, impressive, rational, decision-making,

- time-consuming, campaign, enticing, asymmetric, detect, ingredient,
verify, irreplaceable, sophisticated, signal, considering, lifespan,
distinction, confound

e Jdioms & Expressions: excel at, cajole ... into, lay/place/put
emphasis on, in advance, as/so long as, on the whole, agree
on/upon, as opposed to, at staké, for now

> Reading 11 _

® Key Words: proliferate, overt, service-oriented, bothersome,
literally, pushy, considerably, decent, linger, abhorrent, spam,
pertinent, unobtrusive, inoffensive, regarding, constrain

® [dioms & Expressions: of use, one way or another, in tune with,
stick out, participate in '

Business Vocabulary

Expressions of Advertisement

Practical Reading Classified Advertisements
Translation Skills Comparative Structures
Writing Strategy Layout and Envelope of Business Letters

ll. Background Information

1. An Overview of Advertising

Advertising is a form of communication that typically attempts to persuade potential
customers to purchase or to consume more of a particular brand of product or service by creating
and reinforcing brand image and brand loyalty. Advertisements are often placed anywhere an
audience can easily or frequently access visual, audio and printed information. Advertising
spending has increased dramatically in recent years, which will contribute a lot to the economic

growth of a country. Advertising is a process, not a medium in its own right, although it uses
different media forms to communicate. Advertising, in its simplest form, is the way in which the
vendor or manufacturer of a product communicates with consumers via a medium, or many

different media. It has become a prominent feature of modern economic life.
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The key reasons for advertising include: increasing the sales of the product or service, creating

and maintaining a brand identity or brand image, communicating a change in the existing product
line, introducing a new product or service, increasing the buzz value of the brand or the company,
etc.

2. Types of Advertising

Virtually any medium can be used for advertising. Commercial advertising media can include
wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema
and television adverts, web banners, mobile telephone screens, shopping carts, web pop-ups,
skywriting, bus stop benches, human biliboards, magazines, newspapers, town criers, sides of buses,
banners attached to or sides of airplanes (“logojets”), in-flight advertisements on seatback tray‘
tables or overhead storage bins, taxicab doors, roof mounts and passenger screens, musical stage
shows, subway platforms and trains, elastic bands on disposable diapers, doors of bathroom stalls,
stickers on apples in supermarkets, shopping cart handles, the opening section of streaming audio
and video, posters, and the backs of event tickets and supermarket receipts. Any place an
“identified” sponsor pays to deliver their message through a medium is advertising.

3. The Advantages of Internet Advertising

The Internet has not only brought the global community close but introduced a new medium of
advertising that is quite unlike any other. Internet advertising is different from conventional
advertising and has its own unique advantages.

Internet advertising is targeted — As a company is looking for advertising opportunities to a
specific market, Internet advertising offers some targeting methods which ensure that those who see
your ads are the ones most likely to buy. Forget the costly machine-gun strategy of newspaper
advertisements. Internet advertising is targeted!

Internet adverting enables good conversion tracking — It’s impossible to get a good idea
of how many people see advertising through traditional means. Tracking the reach of newspaper
and television advertisements is difficult. However, Internet advertising allows the advertiser to
track the number of impressions an ad gets (how many people see it), and how many visits their
business website gets from particular ads, making it easy to see what kind of conversion rates
Internet advertisements are getting. '

Internet advertising has a lower entry-level fees — If you have a limited budget, Internet
advertising can be much more in reach than traditional methods. A small yellow-page ad can cost
several hundred dollars. However, you can bid for advertisements on Google and Overture on a
performance basis. That means you only get charged when visitors click on the advertisement, and
bidding starts at a nickel or a dime. |

Internet advertising can be much cheaper — Because of the targeted nature of Internet
advertising and the ability to track the effectiveness of ads, conversion rates from Internet
advertising is typically much better than traditional media.




'I':"”"»i

& B w msnanann s0rA

Internet advertising has greater range -— One more benefit is that, since the Internet spans
the globe, pockets of your target market scattered around the world can all be targeted at once,
rather than trying to find different publications, radio stations and television stations that cater to a
particular geographical area.

Internet advertising can convey the message effectively and efficiently — The technology
that is available to Internet advertising allows the creative team to present their message in versatile
and flexible ways.

4. Common Advertising Strategies

Ideal Kids

The kids in commercials are often a little older and a little more perfect than the target
audience of the ad. They are, in other words, role models for what the advertiser wants children in
the target audience to think they want to be like. A commercial that is targeting eight-year-olds, for
instance, will show 11- or 12-year-old models playing with an eight-year-old’s toy.

Heart Strings

Commercials often create an emotional ambience that draws you into the advertisement and
makes you feel good. For example, the McDonald’s commercials feature father and daughter eating
out together. We are more attracted by products that make us feel good.

Amazing Toys

Many toy commercials show their toys in a lifelike fashion, doing incredible things. Airplanes
do loop-the-loops and cars do wheelies, dolls cry and spring-loaded missiles hit gorillas dead in the
chest. This would be fine if the toys really did these things.

Lifelike Settings

Barbie struts her stuff on the beach with waves crashing in the background, space aliens fly
through dark outer space and all-terrain vehicles leap over rivers and trenches. The rocks, dirt, sand
and water don’t come with the toys, however.

Sounds Good

Music and other sound effects add to the excitement of commercials. Sound can make toys seem
more lifelike or less lifelike, as in a music video. Either way, they help set the mood advertisers want.

Cute Celebrities _

Teenage Mutant Ninja Turtles (ZFE#h) sell pizza. Spuds McKenzie sells beer. “Joe Cool”
camel sells cigarettes. All of these are ways of helping children identify with products either now or
for the future.

Selective Editing _

Selective editing is used in all commercials, but especially in commercials for athletic toys like
Frisbees or footballs. Commercials show only brilliant catches and perfect throws. Unfortunately,
that’s not the way most children experience these toys.

Family Fun

“This is something the whole family can do together!” or “This is something Mom will be glad
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to buy for you.” Many commercials show parents enjoying their children’s fun as if the toy will

bring more family togetherness.

Excitement

Watch the expressions on children’s faces — ever a dull moment, never boring. “This toy is
the most fun since fried bananas!” they seem to say. Or one bit of snack food and you’re surfing in
California or soaring on your skateboard.

Star Power

Sports heroes, movie stars, and teenage heart throbs tell children what to eat and what to wear.
Children listen, not realizing that the star is paid handsomely for the endorsement,

lll. Language Focus

A~

L/Reuding I |

The Money in the Message

1. The Money in the Message
The title can be understood as “the money spent in advertising” or “the money that can be made
from advertising”, referring to people’s study of and experiments with advertising or the
potential profits that can be gained by means of advertising. |~ & i &4k
2. excel at — to be exceptionally good at sth.
Examples:
® The one who excels at communication will excel at such areas related to communication as
teamwork, managing people, building products and services, and interacting with
customers. C :
® They are trying to recruit someone who excels at negotiation.
3. commerce — ». the buying and selling of goods, trade (esp. between countries)
Examples:
e With electronic commerce growing exponentially, staying competitive through an effective
e-business strategy is a tough challenge.
® Industrial expansion and international commerce have a similar impact on the Third World.
[ Inflexion ] ’
commercial —
1) a ‘
D of or for commerce; of business practices and activities generally

Examples:
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® His practice reflected sound commercial sense.

® We consider profit and commercial growth as our top priorities.

@ making or intended to make a profit

Examples:

® Computers are used increasingly for commercial purposes.

® The movie was a huge commercial success, and earned eight Academy Award nominations.

(2) n. advertisement on TV or radio

Examples:

® In general a radio commercial is going to have a much better chance of achieving its desired
effect if it is created from scratch.

® Investing in a TV commercial is much more cost-effective than one might think.

4. If you watch the Winter Olympics in Nagano, you will see that same impressive blend of

sports, creafivity and the profit motive at work.

If you watch the Winter Olympics in Nagano, you will find operating the same remarkable

mixture of sports, creativity and the motivation for making profit. WISE/RUERKEFAL B L, R

SRMAEFES . QUEMAEREIIX =A T MR, ERREEMEM, & A

ZIRA o

impressive — a. making a strong or vivid impression; striking or remarkable

Examples:

® An impressive résumé can make an impact on a potential employer and help a job seeker land
a job interview with the company of his or her choice.

¢ At the beginning of the conference, he mentioned the impressive economic performance of
some developing countries like Indonesia.

[ Inflexion ]

impress — vz. to have a favorable effect on sb.; fix sth. in sb.’s mind

Examples:

® The flexible packaging material has already impressed several key customers.

® We were greatly impressed by the career development opportunities of the company.

impression — n. deep lasting effect on the mind of sb.; idea, feeling or opinion

Examples:

® Our manager’s appearance gives an immediate impression of determination and courage.

® He was under the impression that the renewal of his contract was a formality.

5. For, while the world’s best skiers and skaters compete heroicaily for medals, its best-known

colas and copiers will compete ferociously for market share.

The world’s best skiers and skaters strive courageously and daringly for Olympic medals and at

the same time the world’s most famous cola companies and copier companies will battle fiercely

for market share through Winter Olympics advertisements. 7ttt 57 T4 T is ) 53 g iKia

i B R RIS EME AR, R F AL R RO R A0 R EDHL IS R T R

FFHH .
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[ Additional Note ]

Market share here refers to the share of the total sales of all brands or products competing in the

same market that is captured by one particular brand or product, usually expressed as a

percentage. '

To economists — the official sponsors of rational decision-making — the motives and

methods of advertisers raise doubts about a fundamental claim: that people are good at

making decisions for themselves. v

To economists, who advocate officially rational ways of making purchasing decisions,

advertisers’ motivations and methods bring up doubts about a basic claim: that people are good at

making decisions for themselves. @K EBEEUSRIBE(E SH, FEMI1ENR, &R

HIZIILRIBAE R BE— M A R, BAMTEET B OBREm.

rational — 4. having or exercising the ability to reason :

Examples:

® Rational economic and financial analysis will be vital in presenting proposals.

® Rational buying motives usually appeal to the consumer’s reason or better judgment.

decision-making — ». the process or action of making a decision

Examples:

s All members in the marketing team participate in the decision-making process.

® [t is self-evident that better managerial decision-making and problem-solving can greatly
improve an organization’s profits and goals.

. In the economist’s view of the world there is little need for firms to spend so much money

cajoling consumers into buying their wares.

In the economist’s view of the world firms actually have no need to spend so much money

enticing consumers into buying their goods. LA ¥ KRB R, Ad] L FREGLER

PN E R 51N R WL H R

cajole ... into — to persuade (sb.) often by clever means, away from (doing sth.)

Examples:

& Software companies usually cajole their customers into buying more licenses than they need.

® We should recognize that advertisements are there to cajole us into having the latest gadget or
whatever else.

. time-consuming — a. taking up much time

Examples:

® Organizing a conference or corporate event can be a time-consuming and frustrating exercise
for any company.

® Organization-wide data analysis may be rather costly and time-consuming.

So advertising a product’s features, its price, or even its existence can provide genuine

value. '

So it can provide people with real value to advertise a product’s features, its price, or even just to

tell people that there is such a product. FTEL, XIP=@MIREtE. Mg, HEHRH KFEHIT
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10.

11.

12.

13.

14,

15,

But many ads seem to convey no such “hard” information.

However, many advertisements don’t seem to convey some reliable and definite information for

consumers, such as a product’s features, its price, or even its existence. {HEWZ [ HIL T

AL I ] ST B

lay/place/put emphasis on — to attach importance to

Examples:

® The delegates at the conference placed an overriding emphasis on hanging on to the foreign
investment.

® The Union lays a firm emphasis on the importance of employees’ social and recreational life.

campaign — ». series of planned activities with a particular social, commercial or political aim

Examples:

® If you can get your message and timing right, you will be able to maximize the impact of
your advertising campaign,

® They launched a campaign to raise money for the renewable energy project.

Economists need to explain, therefore, why a rational consumer would be persuaded by an

ad which offers nothing but an enticing image or a good laugh.

Therefore, there is a need for economists to explain why a consumer who has the ability to

reason would be cajoled into buying something by an ad which only offers an. eye-catching

image or a hearty laugh. i, SZFFERFEEMRE, M ABERH RS SHE N &

T )™ S AR T = B A BHRERS NP RK T E .

enticing — a. attractive; drawing one’s attention

Examples:

® Even the most savvy job seeker can experience a temporary lapse in judgment when faced
with an enticing job offer.

® According to the survey, consumers agree that the most enticing part of the product is its
packaging.

The existence of such advertising thus stands out like a giant billboard, proclaiming to

‘economists that something is amiss.

The existence of such advertising thus catches the attention of people like a huge billboard,
which shows to economists {hat something must be wrong. &, REE) EHFLERE 1
EXR SRR, B AR5 5 R I R 1) AT

Most economists would reply that advertising is a way to deal with “asymmetric
information”: the fact that sellers often know more about their product than buyers.

Most economists would reply that advertising a product is a way to handle “asymmetric
information”, which refers to the fact that sellers often know more about their product than
buyers. KZHEATFEFSEEW, A= 52— F4O 8 “dEXRER” 875k “dF
MRS R BEFEM AR THRF B RE 2R/ E.

asymmetric — a. having no balance or symmetry
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Examples:

® Such an asymmetrical distribution of transport systems has been shown in its websiie.

® They found a red asymmetrical shape and a green symmetrical one on the package.

detect — ¢ . to find out; notice or discover

Examples:

® Employers should know how to detect common signs that might indicate an employee is
committing fraud. .

® Such data are valuable for detecting and monitoring changes in corporate structure.

[ Inflexion ]

detection — . the act of detecting; discovery

Examples:.

® This medical device company is committed to developing innovative systems for the early
detection of cancer.

® All staff are concerned with the prevention and detection of fraud, but the prime
responsibility for designing, operating and reviewing control systems rests with the managers
involved.

ingredient — ». an element in a mixture or compound; a constituent

Examples:

® Running a successful business requires a delicate mix of many different ingredients.

® ]t was thought that these were the essential ingredients of economic stability in the country.

verify — vt. to determine or test the truth or accuracy of, as by comparison, investigation, or

reference

Examples:

® Due to high fraud activities from the Internet, we need to verify our new online business
partner from the legitimate source.

® The profit has been verified by the bank’s internal audit department.

irreplaceable — a. impossible to replace

Examples:

® Certain employees are secure in their jobs because they are irreplaceable.

® The price used to play an irreplaceable position in the couniry’s futures market.

in advance — beforehand; ahead in time

Examples:

® Negotiating can be difficult, but sharpening your skills in advance will put you on top.

® Visits to the storage space must be arranged in advance.

as/so long as — if; on condition that; provided

Examples:

e Customers are probably OK with your automated solution so long as they can complete their
task.

e As long as sales are greater than returns, the company will make a profit.




