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Unit 1 Introduction to Advertising
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1. As consumers, we are all exposed to hundreds and maybe even
thousands of commercial messages every day.

YE AT 9, 30 10 K B B A i T L0 R A B T i

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

20 2], BihR A B 5 Z A BT /RA%E - L s -4 5 Oh dh A
RK R ENFEAR EHERAR "

3. Advertising is the structured and composed nonpersonal communication
of information, usually paid for and usually persuasive in nature, about
products ( goods, services, and ideas) by identified sponsors through
various media.

HOREA A LR A AR A RE S AL 1R 1 2l 38 w2 b ol U B B
LA B FH i) 7 2000 0 25 PR , A% 3 567 il IR 55 8O0 i i e IR M1 L

4. Advertising is typically directed to groups of people rather than to
individuals.
AR R AT A R A

5. Most advertising is paid for by sponsors.
REE) 5 e BB 9% o

6. In addition to promoting tangible goods such as oranges, oatmeal, and
olive oil, advertising helps publicize the intangible services of bankers,
bike repair shops.

B AT AT LUBRI ™ G (LU anBE 22 e i) ) A B T B Y
N



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

medium.

SRR S AL okt — PR LA (B AR — ) 5 A

. Advertising reaches us through a channel of communication referred to as

a medium. An advertising medium is any paid means used to present an
ad to its target audience.

) A I A R R Ay A 4 A2 4 A T R FRATT , AT AT A 9% 1 ] A 455 S B
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. Today technology enables advertising to reach us efficiently through a

variety of addressable media and interactive media.
A KB A JE AT 45 T LA JE o — ZR 51 o] 3k P S A 3t AR A 35k 3 5
KA,

10. The role of advertising is to inform, persuade, and remind groups of

11.

customers,or markets,about the need-satisfying value of the company’s
goods and services.
JUA A T R U A W B s T, 2 R IR S5 e
AT B A s B AR
The importance of advertising in individual countries depends on the
nation’s level of development and national attitude toward promotion.
Typically, advertising expenditures are higher in countries with higher
personal incomes.
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12. As a social force, advertising has been a major factor in improving the

1. advertising

standard of living around the world.
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. action advertising {73l 4
.author E#H
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. channel #&iH

. collateral sales material  #ij B4 B4}
. consumer advertising HHE &
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37. product =i

38. professional advertising £l 4
39. public relations A 3LK R

40. public relations activities /K1 5
41. public relations advertising /5] 4
42. receiver AP AYIERZ

43. regional advertising X )45

44. regular price-line advertising H BHLA4%) 45
45. retail advertising FHE

46. sales promotion  {i¢ 54

47. sale advertising [ H )45

48. services IR 55

49. sponsor  FERRY, KA E

50. sponsorship %}

51. target audience [ FR3ZAR

52. trade advertising 5] 4
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Relevant Knowledge
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Types of Advertising

Advertising helps 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 advertising, depending
on their particular marketing strategy. The strategy determines who the targets of
advertising should be,in what locales the advertising should run, what media should
be used, and what purposes the advertising should accomglish‘j'. These various
critiia@)also determine what advertising skills are required.

1. Identifying Target Markets and Target Audience. A firm’s marketing

activities are always aimed at a particular segment of the population—its target

L4



Unit 1 Introduction to Advertising

market. Likewise, advertising is aimed at a particular group called the target

audience. When we see an ad that doesn’t aBBeal®

to us,it may be because the ad is
not aimed at any of the groups we belong to. For example, a TV commercial 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 business.

(1) Consumer Markets. Much of the advertising we see daily in the mass
media; radio, newspapers, and magazines—falls under the broad category of
consumer advertising. Usually sponsored by the producer (or manufacturer) 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 America.

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 behavior. The better advertisers understand the buying behavior of people,

the better they can bring their products into the collective consciousness® of

prospective customers.

(2) Industrial/Business Markets. Companies use business advertising to reach
people who buy or specify goods and services for business use. It tends to appear in
specialized business publications or professional journals,in direct-mail pieces sent to
businesses, or in trade shows. Since business advertising (also called business-to-
business,or B2B advertising) rarely uses consumer mass media, it is typically invisible
to consumers. However ,some business-to-business ads,by computer manufacturers and
firms like FedEx,do appear on Qrime—timg@ TV and in consumer magazines.

There are three types of business advertising: trade, professional, 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 existing 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

o B
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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 individuals employed in
agribusiness@. Agricultural advertising typically show farmers how the advertised
product will increase efficiency,reduce risks,and widen profit mar, ins®.

Business customers are often very knowledgeable, sophisticaledab buyers, and
they may require extensive technical information before making the purchase
decision. So people who work in business-to-business advertising need more
specialized product knowledge and experience than their consumer advertising
colleagues.

2. 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, distribution, and communication.
Each of these elements affects the type of advertising used.

(1) The Product Element. For mass-merchandised grocery brands like Tide
laundry detergentqz,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 advertising 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 advertising, in which the price of a product is not shown, or at least
not highlighted®. More price-competitive companies use sale advertising, clearance
advertising or loss-leader advertising to either increase 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. Other firms may promote their products in foreign markets

.6 -



Unit 1 Introduction to Advertising

with international advertising, which may contain different messages and even be
created locally in each geograghic@ market.

Companies that market in several regions of the country and use the major mass
media are called national advertisers, and their promotion is called national
advertising. Some companies sell only in one part of the country or in two or three
states. They use regional advertising, placing their ads in local media or regional
editions of national media. Businesses and retailers that sell within one small trading
area typically use local advertising placed in local media or direct mail.

(4) The Communication Element. The final element of marketing strategy is
communication. Advertising is just one of the tools in the marketing communications
tool kit. Marketing communications typically refers to all the planned messages that
companies and organizations create and disseminate® to support their marketing
objectives and strategies. In addition to advertising, major marketing communication
tools include personal selling, sales promotion, public relations activities, and
collateral® materials. The extent to which an organization uses any or all of these
tools again depends on its marketing needs, objectives,and strategy.

Each marketing communication tool offers particular opportunities and benefits
to the marketer. Personal selling, for example, in which salespeople deal directly
&thm customers either face-to-face or via telemarketing , offers the flexibility possible
only through human interaction. Personal selling is thus an excellent tool for
conveying information, for giving demonstrations, and particularly for consummating
the sale especially on high-ticket items like cars,real estate,as well as most business-
to-business products. The drawback to personal selling is its high cost,so companies
that emphasize personal selling in their marketing mix often spend a lower percentage
of sales on advertising than other firms.

As a marketing communications tool, advertising enables marketers to reach
more prospects at lower cost than a salesperson could ever do. Further, the creativity
inherent in advertising allows the marketer to conjure® an image or personality, full of
symbolic meaning and benefits, for the company’s brand. No sales person can do this.
In fact, of all the marketing communication tools, only advertising has this ability.
However, advertising does suffer from credibility gaps. For creating brand awareness,
familiarity ,and image ,as well as for reinforcing prior purchase decisions, advertising
is usually the marketing communication tool of choice.

Advertising can be used to satisfy a variety of sponsor objectives. Some
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advertising is meant to help generate profits for the advertiser; some is sponsored by
non-profit groups. Some ads try to w@ the target audience to immediate action,
others to create awareness or understanding of the advertiser’s offering.

For example, to promote their goods and services, companies use product
advertising. To sell ideas, though , organizations use corporate advertising. A Citgo ad
for its gasoline is a product ad. But a Citgo ad promoting the company’s mission or
philosophy is called corporate or institutional advertising.

Similarly , while commercial advertising seeks profits, noncommercial advertising
is used around the world by governments and nonprofit organizations to seek
donations, volunteer support,or a change in consumer behavior.

Some ads are intended to bring about immediate action by the reader; others
have a longer-term goal. The objectives of awareness advertising, for example, are to
create interest in,and an image for a product and to influence readers or viewers to
select a specific brand the next time they shop.

A direct-mail ad,seeks an immediate ,direct response from the reader. Most ads
on TV and radio are awareness ads, but some are a mixture of awareness and action.
For example ,a 60-second TV commercial may devote the first 50 seconds to image
building and the last 10 seconds to a local phone number for immediate information.

Sales promotion is a communication tool that offers special incentives to motivate
people to act right away. The incentives may be coupons, free samples, contests, or

® on the purchase price. By offering added value,sales promotion accelerates

sales. So it is a very effective tool. It is often used in conjunction with advertising—to
promote the promotion. However, like personal selling, it is very expensive; it suffers
from other drawbacks as well.

Public relations (PR) is an umbrella® process—much like marketing—responsible
for managing the firm’s relationships with its various publics. These publics may include
customers but are certainly not limited to them. Public relations is also concermned with
employees,stockholders® ,vendors and suppliers,,government regulators,and the press. So
PR is much larger than just a tool of marketing communications. However ,as part of their
marketing mix ,marketers use a number of public relations activities because they are so
good at creating awareness and credibility for the firm at low cost. These activities
include publicity, press agentry, sponsorships, special events, and a special kind of
advertising called public relations advertising,which uses the sponsored format of media
advertising to accomplish public relations goals. While PR is closely aligned with
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Unit 1 Introduction to Advertising

advertising, it requires very different skills and is usually performed by professionals in
PR firms rather than ad agency people. However, advertising people need to understand
how important PR activities are.

Companies use a wide variety of promotional tools in nonpaid media to
communicate information about themselves and their brands. These collateral
materials include M@) ,brochures,catalogs® ,posters, product specification sheets,
instruction booklets,® and so on. These materials may be very inexpensive or costly.
But because they contribute so much information to customers and prospects, they are
very important to both closing sales and reinforcing prior sales decisions. The people
who produce collateral materials may work for the company’s advertising agency , but
often they work for outside graphic design firms, packaging specialists, and

independent film and video producers.
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