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- ¢ Situational Conversations

e advertising media TV spot and commercial
an advertisement plan

.
i
n

the right m'arketing mix the image brand recbgnition
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Advertisement I

{What media do you plan to use? ,
:97”Weﬂ taking into account the image you want to project, we’ ve asked ‘
| our copywnters to prepare copy for computer magazmes and the Inter-

net first. : ' ‘ ¢
:«So 1hat way, our advemsmg dollars would be focused on computer

USEI' 8.

lYes We’ll also run billboards and newspaper ads to help create broad

brand recognition.

: Will there be any direct mail? ,
: No. That would not be correct for a manufacturer like you. Leave thaI to the f

retailers.

: Good point. Please prepare a more detailed proposal, and then [l

pitch it to the higher-ups.

: Great. We'll get started right away.

i

advertising campaign style on slice of life slogan

: Good morning, Carla. How are you today?

: I'm doing fine. How about you? ,

: Great, thanks. So, what's the status of our advertising campaign?

: As | mentioned before, a national advertising campaign will start next

~ month. We've decided to use a variety of media for full coverage.
~ First, we'll have 30-second spots on television once a day for 3 weeks.

- At the same time, we'll do 15-second radio commercials 3 times a day

in selected cities with large population. Finally, we'll have some out-

~door ads using billboards near the main entrances to b;g cities.
: What style will the ads be? '
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: We're focusing on slice of life, showing how you can beat the summer

i
2.
3.
4.
5.
6.
7.

10.

AN

)3

heat by biting into a cool ice-cream sandwich. We'll also show every-
one there are a variety of flavors and they're not stuck with just vaml!a

: Sounds like an ideal approach. Will we have a new siogan’? .
| Deﬁmte!y The advertising agency are working on that right now

‘They’!l have some proposals ready by the end of the week ;,::

: Sounds like we'll have a winner on our hands!

the advertising media: |4 it {4

TV viewers: HL AR

sales promotion efforts: {441 3N

TV spots: J#i#k#9% /N HEl &

the right marketing mix: &3 i) 2 45 it {4

tactical planning: A§#& 1%

Taking into account the image you want to project, we've asked our copy-
writers to prepare copy for computer magazines and the Internet first.
FRB BT ARIER BT E, R CERURBREHBREFITREE
Foen A0 2% FAAR o

direct mail: |45 HR4

pitch it to the higher-ups: #EfEAE R EE

What's the status of our advertising campaign?

EAVRFIR) S BRI ERE?

As | mentioned before, a national campaign will start next month. We've
decided to use a variety of media for full coverage. First, we'll have 30-
second spots on television once a day for 3 weeks. At the same time,
we'll do 15-second radio commercials 3 times a day in selected cities with
large populations. Finally, we'll have some outdoor ads using billboards
near the main entrances to big cities.

WMRZATTYE, TAA RIS ETEEN, Fo5F AR ER R TR S
AT emEE: B, W3 ABMEN T EEE, —K—K, BK30/
By ST, DADBZHWAT IXS, #TEE HEE, —XK3 K, Bk
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Advertisement l

15 fb; 5=, BIFE MM POMESS, FERMAT I EEA DS E .
12. We're focusing on slice of life, showing how you can beat the summer
heat by biting into a cool ice-cream sandwich.
FRATHY B AL ORISR A T, AT, W2 E— Bk =8a, i
REM AR E H BRI
13. They’re not stuck with just vanilla.

BRI A RAATHE— B IR

:; Related Information

1. SRR AZ—, HENE A AIDMA SE#HE, X—485+ A B atten-
tion(yF &) . | B interest( %) . D Ef deswe(},%%) . M Bl memory (ic
1) . A Bl action(173h) .

2. ITEME ABAEWRA. 8. MBS, A, PR E

R4 RS T SRR ST RET R AT R, T X
A S T SRR . MR AR AR, A
TP EFRZ NS ) o MARAR b B BRI 7™ S il S EE, AT U)Ky
HRZ I dmiBre) &
BAWINER, M 5T 1994 F eI TRE, 1994 410 H 14 H, XEFH
24 1) WiredZ:E#EH T 4% ik Hotwired( http: //www. hotwired. com), H 311
EIFIRA AT&T 55 14 D P |y & Banner, 3X02) & 52— B AR
o PHEE B MM & HH T 1997 £ 3 A, F#H M52
Chinabyte, HRIIEA K 468 x60 LR s mEIR &, Intel #1 I1BM ZE K
B R AEEHRN_E RO A

Wl Business Conversation Steps P

Advertisement

«Steple Askingithescharge:
&

. Step/2. Choosing the marketing mix:




BFEENE
| &

. Step:3: Makingian:advertisingipla

EH.
= How much do you charge us if you design an ad for us?
WRERAF BT, HRTERARE S
* BHTFB R, 0
Taking into account the image you want to project, we've asked our
copywriters to prepare copy for computer magazines and the Internet
i first.
i FRBRAFRBITNTE, RITCBRURREHFREFITE
2 5 R 9 4% I AR o
SRR L, BEr S M E L.
We are focusing on slice of life.

HATH E AL T RN SR AE N .

Useful Words., Expressions & Sentences

commercial: n. @) 4

billboard: n. |4 f#

full-page: a. &K

graphic: n. E%

animation: n. zfiH

make advertisements on popular or major newspapers: 7EJ 3% Wil 5§ B
9 1 o O

8. do radio commercials: KB G4

9. have outdoor ads using billboards: & 4k 45 i

10. the same full-page ad in the Sunday edition of major newspapers: FE
4R B 3 K Wi P AR R B R

11. advertise products in survey show: AT ZEZE WIER BrE S &
advertise products on the Internet: 7RIS I k7= S i) &

12. try to build the corporate image through advertising: PAJ™ 45 3 #f 57 4k

Pl Ll e o
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Advertisement I

jiZ 3

13. You are certainly targeting specific customers such as housewives.
T8 B AR R N E E IR Z KRR E I

14. Haier Group makes its brand quite famous among children through car-
toons.

VR4 ARl A R 58 B (A R O L E BT AL

15. Electric advertising is quick, cheap and widespread.
B AR, MRk, BAZRE)

16. Ads online can be updated anytime with a minimal cost.
LR 45 AT LAAE /D i B T Bt BEGHT o

17. One of the major advantages of Internet advertising is the ability to cus-
tomize ads to fit individual viewers.

FELR) B EEMBZ R U LI EA RN E TR,

18. Web ads can effectively use the convergence of text, audio, graphics and
animation.

W& 5 A AIE RO LR &R T . BE . B MshEFB,

19. A consumer can click with the mouse on the ad for more information, or
take next step to purchase the product in the some online session.
HAHETLUHBR ARG EURBELSER, SEEEAAT -SRI
T o

SIRE: ¥ree Tans 3

A
" .ﬁ,
1POSSO e
g T
How to Select a Suitable Agency to Handle it

a Company'’s Advertising

Three points should be considered in order to select a suitable agency.
First, the selected agency should be familiar with the characteristics of the
products which the company wants to advertise so that the best features of the
advertised products of the company can be demonstrated by the advertise-
ment. Second, the agency should have profound knowledge in designing,
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producing and publishing advertisement which is not only a kind of art, but al-
so an important marketing method. Third, the selected agency should have
the strong ability to combine the aesthetic presented by the advertisement with
the need of the company to promote products.

i Diclogue

9

* A: As you know, the Light 2000 is due for release next month | think

we've finally worked the kinks out. /

B: Great. That's vital. Quality is the focus of the ad campaign. The
boards must work well if they’re going to be the cash cow we want
them to be. ‘

A: Let's go over our promotion plans again.

- B: OK. We have 7 major retailers running demonstrations at most bran-
ches. And our exhibition team is already on the road setting up for
computer shows. '

A: Good. What about print and TV? ) .

B: We've taken out full-page ads for three large trade magazines. And

. more important, our press releases have been received. ‘

A: Any larger ads?

B: Yes. We're putting the same full-page ad in the Sunday edition of two
major newspapers. .

A: Sounds perfect. , ‘

B: But nothing ever works out as you want it. So | have a number of other

tricks up my sleeve, as well. .

£

dditional Terms and Expressions

USPs(unique selling points): 3z
brochure: n. EEFH

mix: n. 44

coupon: n. fiEZ, HIESH
outlet: n. %, MATERE

buy-one-get-one-free: L— % —

1
2
3.
4.
5.
6.




7.

10.
i{alF

12.
13.
14.

. brand: n. fhp#

%o/ | !&
Advertisement I

advertising: n. |4

advertising and sales promotion: |~ & g £

advertising effects: |55 H%

advertising ethics: | & 15 HE 5

advertising feedback: |4 i

advertising frequency: | & 5%

advertising media: | EA

advertising message: | 415 8.

aadvertising reach: | &%

advertising source: %515 Bk

brand awareness: IR / INH

brand extension: i i %iE {d

brand loyalty: [ EAEE

brand mark: [ EFRER

brand name: kR4 FK

brand positioning: & fE.5E {3

brand recognition: i i#iR A

brand’s equity: i {E

branding: n. Sk

branding strategy: i 4k fik & '
IUAA: International Union of Advertisers’ Association ([EPr) & H P EKES)
IUPA: International Union of Practitioners in Advertising ( EFrJ 45 Mol A 3
REREE)

IUA: International Union of Advertising ( Efr) 458G 4)
AIAA: Association of International Advertising Agency (EFR) 4&5{CERTh4) B
IAD: International Advertising Association ( EFrI ™ 45134) fit
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- Passages for Reading

1. Hightech Creature Comforts (WRZES)

There’s more to technology than silicon chips in metal boxes. Some inno-




