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Unit 1 Introduction to Advertising
RRARSVRSRSURSRRRSR USSR SRR RN
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Sentence Patterns %

.y e . L

1. As consumers, we are all exposed to hundreds and maybe even
thousands of commercial messages every day.
EAHRE  BRARBEZ LTRGBS HBERITE
o

2. At the beginning of the 20th century, Albert Laser, generally re-
garded as the father of modern advertising, defined advertising
as “salesmanship in print, driven by a reason why”.

20 HEL2 WD, WH AR R BT & Z MR RIS - HIET R BT
HESCH HERERERENELE ERHER AR .

3. Today, definitions of advertising abound. Journalists, for exam-
ple, might define it as a communication, public relations, or
persuasion process; business people see it as a marketing pro-
cess; economists and sociologists tend to focus on its econom-
ic, social, or ethical significance.

BRI, X EHEXEMER, i, FEicE I &5 RS

B AR RNE RVRS R, AT R RS

B B R R FREam TR E SR &A% 4t
o1 - d



B EER L.

. Advertising is the structured and composed nonpersonal commu-
nication of information, usually paid for and usually persuasive in
nature, about products (goods, services, and ideas) by identi-
fied sponsors through various media.
TEREHAN ZEH ARG EEHES EERET
WHIR R B RT LA 3 2B & MR ALk X T RS
WA B ULRAESRS B

. Advertising is a type of communication. 1t is a very structured
form of applied communication, employing both verbal and non-
verbal elements that are composed to fill predetermined space
and time formats that are controlled by the sponsor.
TER—MMERES, ER—FMAHSMM AL X NEE,
HAAESHAEESH IR RARRYHELEFTEHAE
) B e [E] FI S R]

. Advertising is typically directed to groups of people rather than
to individuals.

JTEEE R B RTAR A

. Most advertising is paid for by sponsors.

KEBT & m BRI 5

. Most advertising is intended to be persuasive—to win converts
to a product, service.

R EH B LT UL, BB AT A SRR & 3R

. In addition to promoting tangible goods such as oranges, oat-
meal, and olive oil, advertising helps publicize the intangible
services of bankers, bike repair shops.
BR TR 8 M (LB T E A BT, SR A BT
« 2 .
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10.

11.

12.

13.

14.

15.

An ad identifies its sponsor. This seems obvious. The sponsor
wants to be identified, or why pay to advertise?

— AT EEARHERBRE, XU RA RN, BEREA B
W, B - A AR R 7

Advertising reaches us through a channel of communication re-
ferred to as a medium. An advertising medium is any paid
means used to present an ad to its target audience.

I E B AR AR I R RIE R A AT T T Bt
B AT EASES 5 R IAEH B AR5 R AT B AR R R A,

Word of mouth, while it is a communication medium, is not an
advertising medium.

R DL R — FvE IR B e AR B ik,

Today technology enables advertising to reach us efficiently
through a variety of addressable media and interactive media.
SRPHL R B 57T LUE S — R 5 o F At s M 5 3
BB LR ARN.

The planning, scheduling, and buying of media space and time
are important to advertising effectiveness.

[T E BRI S TR AR SRR A E
£-3: 08

Marketing is the one business function whose primary role is to

attract revenue; without revenue, of course, a company can-

not recover its initial investment, pay its employees’ salaries,

grow, or earn a profit. So marketing is very important.

BHR—FELES, K EEIH5REEKBRAME, 4R, BEH

H, — A ERA BB B B AR MR BE N R TR TR,
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16.

17.

18.

19.

20.

WA R BEE KA, LB HRIEHEEN,

The role of advertising is to inform, persuade, and remind
groups of customers, or markets, about the need-satisfying
value of the company’s goods and services.

JERERREN LR EEERERET S, AWK
B 55 REAE T 2 I A T E R MME

An effective advertising specialist must have a wide under-
standing of the whole marketing process in order to know what
type of advertising to use in a given situation.

HT TRENREHER TR AMMARET &, — M ETr
HEEWAA DI BN EHIBRAE EHT®,

A firm’ s marketing activities are always aimed at a particular
segment of the population—its target market. Likewise, ad-
vertising is aimed at a particular group called the target audi-
ence.

— AT HEHES QR M EEMA DB —HK HiRT
io IR, 4R BARZ RERE DI BE

In the end, customers are people. So advertising professionals
must understand how people act and think—and why they buy,
what they buy, and this requires great skill.

HRERARRA. Bl &% W ARLA T BANR I
AT EER, THRANAMMTABE WEM 2, XEEEH
TS,

The importance of advertising in individual countries depends
on the nation’s level of development and national attitude to-
ward promotion. Typically, advertising expenditures are higher
in countries with higher personal incomes.

4
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EEETEZNERERERRTXTERAEZRKFHER
SHEMMSE . —BORH, MABRABBHER, 2 &% A
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As a social force, advertising has been a major factor in im-
proving the standard of living around the world.
TEEN—FHENR ARSSMANERKF IR
—HEERER

Professional Terms

advertising | &

advertising medium | ik

action advertising T3l &
agricultural (farm) advertising &Mk 45
author 1E¥&

awareness advertising RIS
branding AR

brand awareness fhAR I E

brand leader 4S8

. brand name FMELK

. brand switching &

. brand positioning ShARENL

. business advertising T#&] &

. channel ¥EiE

. collateral sales material Hf BiHESS 1K}
. consumer advertising {H#HRE] &

. consumer HWE



18.
19.
20.
21.

22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44.
45.

consumer market JHHE T
clearance advertising R &
decode FH

demarketing BB i 4 75 4§ (attempting to reduce the demand

for a product)
feedback iRt
global advertising ®BRME
goods T k-
ideas EIE
implied consumers FEHEHE
institutional advertising HUHIJ] &
international advertising HERFRT & .
local advertising Hi P &
marketing E4
marketing communication &8EHE
marketing public relations (MPR) B8/ %
medium  J{K
message 1358
national advertising ®EE] &
noncommercial advertising IERNS &
nonproduct advertising JIEFEMT &
personal selling > A
positioning era &AL
product =5
professional advertising & MJ 4%
public relations activity X153
public relations advertising A% &
receiver (Y )EZH
regional advertising X &

- 6 .



46. regular price-line advertising EHMET
47. reseller market FEHTH

48. retail advertising FE] &

49. sales promotion i 84

50. sale advertising [FEUMHE &

51. service fR%F

52. sponsor MEBIES . REE

53. sponsorship #eBl

54. target audience HARZA

55. trade advertising HH &

nt Knowledge

Types of Advertising

Advertising help the organization achieve its marketing goals.
So do market research, sales, and distribution. And these other
marketing specialist all have an impact on the kind of advertising a
company employs. An effective advertising specialist must have a
broad understanding of the whole marketing process in order to
know what type of advertising to use in a given situation.

Companies and organizations use many different types of adver-
tising, depending on their particular marketing strategy. The strate-
gy determines who the targets of advertising should be, in what lo-
cales the advertising should run, what media should be used, and
what purposes the advertising should accomplish®. These various
criteria® also determine what advertising skills are required.

Identifying Target Markets and Target Audience

.7



A firm’ s marketing activities are always aimed at a particular
segment of the population—its target market. Likewise, advertising
is aimed at a particular group called the target audience. When we
see an ad that doesn’t appeal® to us, it may be because the ad is not
aimed at any of the groups we belong to. For example, a TV com-
mercial for denture cream® isn’ t meant to appeal to youngsters.
They’ re not part of either the target market or the target audience.
There are two main types of target audience: consumers and busi-
ness.

Consumer Markets

Much of the advertising we see daily in the mass medium, ra-
dio, newspapers, and magazines-—falls under the broad category of
consumer advertising. Usually sponsored by the producer (or manu-
facturer) of the product or service, these ads are typically directed at
consumers, people who buy the product for their own or someone
else’ s personal use. This includes retail advertising, advertising
sponsored by retail stores and businesses. Consumer advertising also
includes noncommercial public service announcement from the
American Cancer Society or the Partnership for a Drug-Free Ameri-
ca.

In the end, customers are people. So advertising professionals
must understand how people act and think—and why they buy,
what they buy. This requires great skill. In fact, this area of study
is the province of another specialty in marketing, consumer beha-
vior. The better advertisers understand the buying behavior of peo-
ple, the better they can bring their products into the collective con-

sciousness® of prospective customers.

Industrial /Business Markets
. 8 L



Companies use business advertising to reach people who buy or
specify goods and services for business use. It tends to appear in spe-
cialized business publications or professional journals, in direct-mail
pieces sent to businesses, or in trade shows. Since business advertis-
ing (also called busincss-to-business, or BTB, advertising) rarely
uses consumer mass media, it is typically invisible to consumers.
However, some business-to-business ads, by computer manufactu-
rers and firms like FedEx, do appear on prime-time® TV and in
consumer magazines.

There are three types of business advertising: trade, profes-
sional, and agricultural. Companies aim trade advertising at resellers
(wholesalers, dealers, and retailers) to obtain greater distribution of
their products, to develop more outlets? or to increase sales to exis-
ting outlets.

Advertising aimed at teachers, doctors, dentists, architects,
engineers, lawyers, and the like is called professional advertising
and typically appears in official publications of professional societies.
Professional advertising has three objectives: to convince professional
people to recommend or prescribe® a specific product or service to
their clients, to buy particular brands of equipment and supplies for
use in their work, or to use the product personally.

Companies use agricultural (or farm) advertising to promote
product and services used in agriculture to farm families and to indi-
viduals employed in agribusiness®. Agricultural advertising typically
show farmers how the advertised product will increase efficiency, re-
duce risks, and widen profit margins®.

Business customers are often very knowledgeable, sophisticated
buyers, and they may require extensive technical informational be-
fore making the purchase decision. So people who work in business-

. 9 .



to-business advertising need more specialized product knowledge and
experience than their consumer advertising colleagues, who may
spend their time promoting one fast-food hamburger over another.

Implementing Marketing Strategy

Once the organization determines the target market for its
products, it designs a strategy for serving the market profitably.

Marketing strategy is the particular mix of strategic elements
over which the marketer has control: product concept, pricing, dis-
tribution, and communication. Each of these elements affects the
type of advertising used.

1. The product element. For mass-merchandised grocery brands
like Tide laundry detergent®, companies use a type of advertising
called consumer packaged goods advertising. An insurance company
is likely to use service advertising. Manufacturers of scientific and
technical products use high-tech advertising. In other words, for
virtually every product category, specialists in that area use a specific
type of advertising.

2.The price element. A firm’s pricing strategy also affects ad-
vertising style. Companies that don’t compete on price typically use
image advertising to create a particular perception of the company or
personality for the brand. Or they may use regular price-line adver-
tising, in which the price of a product is not shown, or at least not
hig}ﬂighted@. More price—competiti;le companies use sale adverti-
sing, clearance advertising or loss-leader advertising to either in-
crease store traffic® or create an impression of everyday low prices.

3. The distribution element. The third element of marketing
strategy, distribution, also affects the type of advertising used.
Global marketers like Coca-Cola, IBM may use global advertising,
in which messages are consistent in ads placed around the world.

. 10 .



