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Advertisement

eUnit1e

\» Part I Pre-learning

1. Aims of This Unit
By the end of this unit, students shouid be able to:
1) have the basic knowledsge of advertising;
2) understand how to persuade people;
3) master the use of present participie and past participle adjectives;
4) grasp the words and expressions related to advertising.

2. Cultural Background

Advertisement

As is known to all, angels and evils are poles apart. But is there anything that
combines the two perfectly? Advertisement. With the growing influence of mass media,
advertising invades every aspect of our lives. Whenever we turn on TV, look through a
newspaper, open o mailbox, or surf on the Internet, advertisements would
immediately jump into our sight. As they make things so attractive, we often end up
buying things that we do not really need. Advertising not only adds to the price of the
goods, thus harming the consumers’ interest, but also imposes a kind of materialistic
value upon the audience. But only part of the story-advertisements are informative as

well as persuasive. They provide us with up-to-date information about the latest
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products. Some advertisements are so elegantly presented that we are inspired or even
moved. No matter it is an evil or an angel, advertisement has become an indispensable
part of our modern life.

We live in a world of advertising. As potential consumers, we are endlessly
bombarded with all kinds of product or service information from various media
including newspapers, magozines, television, radio, posters and Internet, etc.
Advertising provides a valuable service to society and its members, because it defines
for consumers the meaning and the role of products, services, and institutions. [t
indicates the difference that exists between brands of products and alternative services,
as well as the distinguishing characteristics of companies and institutions. Advertising
also tells the consumer what a specific product, brand or service should do when it is
used and thus helps him or her to understand and evaluate experience with the products
and services that he or she uses. On the other hand, by making people aware of
products, service and ideas, advertising promotes sales and profits. Finally,
advertising is one of the major forces that are helping improve the standard of living
around the world. Combined with all these communicational, marketing and social

functions. Advertising becomes indispensable in the modern world.

\»_ Part I Learning Procedure

\ Reading I /

1. Key Language Points
1) glossy: a. smooth and shiny Y45 /)
glossy magazines: printed on high-quality glossy paper with many
photographs coloured illustrations (esp. fashion magazines) & Y64EENRI &
ZBEOUR R
(#%i)
gloss: n. brightness or shine on a smooth surface Y6i% . &
e.g. You can see the gloss on her hair. {RE]LLE itk & K65,
2) expenditure
@ n. the act of spending or using money 7£ %

Unit 1 Advertisement \ °



e.g. expenditure of money on weapons 3K 2% H T 32
@ n. the amount of money spent #£ 3% (FI4R)
e. g an expenditure of $500 on new furniture W3E:H F EH 500 £ T
3) channel
@D n. a way by which news, information, etc. may travel (B . B)1&#5
wiz
e. g Your complaint must be made through the proper channels.
WLAGEL I DR EERF.
@ n. a particular television station H3ES5E
e.g. What’s your favorite channel? BN EVRBE W E HIFIE?
4) schedule
@D n. a programme of planned events ITXI%,#HEFR
e. 2. have a full schedule, i.e. have many things to do
a factory production schedule T.J 4= E %
@ n. list of items, etc. 8, 4%
e. g a spare parts schedule 4%
The attached schedule gives details of the shipment.
M LR RS T RIEM4Y .
5) nuisance: n. sth. that is inconvenient, annoying, or vexatious; a bother 4
AR A SR, BRI
e. g The noise was so loud that it was a nuisance to the neighbours.
AR FH RBIEBEITIR,
You are a confounded nuisance. Stop pestering me.
PRxX AR R S BEER T .
6) poster
D n. a large notice displayed in a public place 80 ; R ; fi &
e. g a poster advertising the circus ‘B {53k F 1 %ER
@ n. alarge printed picture 3 i
e.g. Her bedroom is hung with posters. Mg Bi:E - KEH .
7) eye-catching: a. striking and noticeable $FERA, 5] AEH K
[H1%saia] ]
eye-catcher; n. sth. or sb. that is noticeable 5| Ay H A (84
8) tempt: v. to attract k5|
e. g Nothing would tempt me to commit a crime. f+AWHAEES|FHRICTE.
tempt sb, (into sth. /doing sth. )

T —
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e.g. The warm weather tempted us into going for a swim.
B K SE AR LWk .
9) sponsor
(D v. (of a person or a firm) to pay for a sporting event, a concert, etc. in
order to get publicity for themselves B¢ ; ¥t
e.g. an athlete sponsored by a bank HBITHBINEE R
a government-sponsored cheap textbooks scheme
E AT BF B ) R BB 53R
I am doing a sponsored swim on Saturday. Will you sponsor me?
BERARESMERBIK. RETRBRSHEG?
@ n. aperson, firm, organization, etc. , that finances a project or an event
for a radio or television program to advertise a product, etc. #BI#H
[ 1% 2450
sponsorship: n.
e.g. We are very grateful for his sponsorship. IRA1/R BRI HES.
10) prominently: ad. conspicuously # AT &
g;iP3:30)
prominent a. noticeable, excellent FEBH, B3EH
e.g a prominent teacher — NI FHIF
11) regulation: rn. a rule or restriction & ; #lE
e. g rtules and regulations 2 HE
traffic/fire/flood regulations 2@ B30/ B K 24 / By it 4451
12) restrict: v. to put a limit on FR#; 45 ; e
restrict sb. /sth, to sth,
e. g Speed is restricted to 80 km in towns.
T NER G/ P ASET 80 A8,
(%A ]
restricted: a. having certain limitations 3% R il #9
e. g restricted development/potential 3% PR & 2/ ¥ /1
restriction: n. FRH
e. g place/impose/enforce restrictions SL47 Rl
speed/price/import restrictions & & /#r#% /33 O BR 1
13) maximum: n. the greatest amount or size possible £ K& ; F KFRE
e.g. maximum capacity B K4 FERES
maximum contrast & AKX} b
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[#X4id)
minimum
@ a. B/H, BAEH
®@ n. B/ME, 8/ME
14) be subject to: WAZARM Fooree-
e.g. We are subject to the law of the local land. AR Y.

2. Difficult Sentences

1) Almost everyome in Britain and North America is exposed daily to continuous
advertising, in the press, on television and on fhoardings.

[##i¥] All people in Britain and North America contact various
advertisements everyday, for example, in the books, magazines,
newspapers, on TV channels or on the large board stands along the
street. ‘

[EA] be exposed to: to be introduced to
expose: v. to uncover to make sth. visible; display % & ; &«

e.g expose one’s skin to the sun AR E FAAT
When he smiled he exposed a set of perfect white teeth.
REXEEE—2RETNE T,

[NFE] LFEANEBAFLEAS KRS R A S IRK, LMFT L0 L6
I &,

2) ..., with the product service often carefully aimed to a particular type of reader (e.g.
according to age, social status, profession, sex, etc.) in Britain.

(%] The advertisements of product service are often carefully divided
according to the target customers’ age, social status, profession,
sex, etc.

[£X] aimto/at: §&, R&ET
e. g She is aiming at (i.e. trying to win) a scholarship.

WEFRERRLFE,

[IXE] wenee AR, FRRHS O] SR ERBRS ARSI LA F
L A FFE k.,

3) National newspapers concentrate more on specialized advertising, especially for
business and professional people, while local papers frequently have a high proportion
of advertissments devoted to the sales of cars and houses.

, e e e - 0 e 20 ’
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[%i¥] The advertisements in the newspapers issued all over the country
are mostly for business and professional people. In contrast, the
advertisements in local newspapers are usually sales information,
such as the sales of cars and houses.

[E&] concentrate on sth. : to center on sth. 2Rz F ;£ ¥ F
e.g. This firm concentrates on the European market.

BN eI ESEPARMNTY,
We must concentrate our efforts on improving education.
BAVLIRE S i F T,
devote to
@ to give (one’s time/energy, etc.) to sb. /sth. & A F, %< F
devote oneself/sth. to
e.g I devote all my efforts to my task. K& h vAAbie T4k,
@ to set aside or apart for a specific purpose or use
e.g. The newspaper devotes four pages to the Olympic Games.
XA 4 ARERE T RARE LiEFHE,

[NiF] cEEHALAOMA LG SEARUTAAREE LALHE
Ny, mAERMBHRERERZES TRXAWE i £ B RHEH
gr&.

4) All the independent chanmels in Britain, ITV, Channel 4 and the satellite stations
include commercial breaks in their schedules, both between programmes and during
them. .

[Z£iF] All the independent channels in Britain, ITV, Channel 4 and the
satellite stations has their own schedules, therefore we can see
commercial breaks both between programmes or during
programmes.

[E4] commercial
@ a. of or for commerce H &, K 58

commercial law ® 3k #L, commercial activity # ¥ £ %h
@ a. making or intended to make a profit &85, LA 4 Bty
e.g. commercial theatre % i8] i, commercial music 7 Jk k¢
Her novels are well written and commercial as well.
R DR ERET, BT,
@ a. (of TV or radio) financed by broadcast advertisements (3% %,

Unit T Advertisement ) e



MEAREG 18 F 7SRNG, Bk
e.g. 1 work for a commercial radio station.
BRATL L s T4k,
@ n. advertisement on TV or radio (# AR LKL Pa5) 5 &

[(NiF] XEAAGBRIERE: ZHEN.F4AE . LELANEY B PEK
AP BZRAEMFHET LN,

5) Many large companies sponsor popular events as well as individual athletes or players,
using the opportunity to advertise their name prominently at the sports ground or on
the individual’ s sportswear or equipment, at a football match or a tennis tournament,
for example. Tobacco companies frequently use this method.

[3€i¥] Many large companies use the opportunity to make their name or
logo appear at the sports ground or on the individual’s sportswear or
equipment as a kind of advertisement. Tobacco companies conduct
their promotion a lot in this way.

[Em] as well as: in addition to
e.g. The editors as well as the proofreaders are working overtime.

G 381 Fo R 2T AR A A BE

[XiE] # S A2 BBy —BEHRFAIARTF,F A XIS LK
AHRLETFHMEREWRBEM L, ERHILERAERNRFAFR LA
AT &, MENNREFRAXMT EdT 4,

6) Advertising on British television is subject to strict regulations.

[2£iF] In Britain, TV advertising should obey strict regulations.

[E&] be subject to sth. /sb.

D to be obliged to, obey sth. /sb., under the authority of sth. /sb.
BMEEFHCEAN), TEFHEA) LA
e. g We are subject to the law of the land. & AT56 & F Lk,
Peasants used to be subject to the local landowner.
REGHZH 26y EH,
@ to often have, suffer or undergo sth. ¥/ . ¥ B L F
e. g Are you subject to colds? ¥ & & § 57
Trains are subject to delay(s) after the heavy snowfalls.
—TFTREREREFIRE,
@ to depend on sth. as a condition AX EH A &4, AT EEY

e. g. The plan is subject to the director’s approval.

[ETTT———
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ZIH XA EEMAE,

[RF] R eil, &8RO ETELHHR,

7) Recently, changes were made in the law so that some professional groups that were
previously not allowed to advertise their services, may do so. These include sofifitors
and family doctors in Britain and lawyers in the USA.

[%i%] Recently, laws were changed, some specific business such as
solicitors and family doctors in Britain and lawyers in the USA,
who were not allowed to advertise their services, now may place
advertisements for their services.

[EAH] so that
@ in order that vA{&

e. g I stopped so that you could catch up. #4$ T kA {REEAL L,
@ with the result or consequence that B, B A

[RiF] &, @ FAAMEL, RRFEA § THRSAT S0 — LT LGk
Beyif i Ffe REE A, £ BARF)ILERTATIKES H THIR
%7.

3. Structure of Reading 1
Part | (Para. 1)
Introduction: The current situation of advertising in Britain and North America,
Part § (Para. 2~5)
Different forms of advertising.
1) (Para. 2) Advertisements in the newspaper.
National newspaper: specialized advertising.
Local papers: the sale of cars and houses.
Free newspapers: having the highest advertising.
2) (Para. 3) Advertisements on TV & through radio.
TV: the most powerful and pervasive type.
Independent channels: having commercial breaks.
Radio: carrying similar commercial advertising.
However, some stations carry no advertising.
3) (Para. 4~5) Other methods of promotion: leaflets, free samples, telephone
“shots” on street, store window notice, ads on buses, taxies, inside trains,
sponsoring events.

Unit 1 Advertisement ) o



Part I (Para. 6~8)

Advertising controlling.

1) (Para. 6) Time limits.

2) (Para. 7) Laws changed to permit some services to advertise.
3) (Para. 8) Advertising is controlled by all authorities.

\ Reading I ,
lJWﬁ%

1) scan
@ v. to traverse (a region) with a beam from a radar transmitter 34, {3
e.g. The radar scanned the sky for enemy planes.
@ v. to make a wide, sweeping search of J%¥
e.g. She scanned the newspaper over breakfast.
fhiz 2 AR DR B T — .
2) splice
@ v. to join the ends of JEH swERK
e.g. He can splice together the broken ends of ropes quickly.
b BETEMT T A28 TR B R .

® v. to perform a marriage ceremony; marry 454§
e.g. Have you heard? John’s just got spliced. Wiifi 7157 Z8NIZ T 4.
3) synchronize
@ v. to make (motion picture sound) exactly simultaneous with the action
{575 i [F) 4
e.g. The sound on a film must synchronize with the action.
—HRE R B A AR
@ v. to happen at the same time [A]A} &4
e.g. The wheels must synchronize as they revolve.

X FEEE 5.
2. Difficult Sentences

1) At the same time, however, advertisers may be unchaining a technological force that
will turn much of the advertising business upside down.

IE——
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(%]
(Ex]

[iXiE]

Advertisers may continue to develop new technologies, which may
greatly influence the traditional line.

% &) & & advertisers, 3§ 5 & be unchaining, may & =38 . FH,
%45 # a technological force,that 3] F & EM 4],

EREE, SR THRSAXBHGHERA T H7 LR XM,

2) ... the increased productivity and flexibility that technology brings.

[3&iF]

U]

The new technology speeds up productivity and makes production
more flexible.

------ FRARE T FHHEAAEHXEH LS,

3) Unlike the old system of splicing bits of film together and trying to synchironize the

voices, music, and sound effects, these new systems let you work with all the parts on

your computer screen; then they create a broadcast-quality videotape when you're

Sfinished.

(%]

(ER]

(R#F]

With the new technology, when you are finished, there is a
broadcast quality on the computer screen. Compared with the old
technology to splice bits of film together and synchronize the
voices, music, and sound effects, that is much easier.

X R VA unlike §| Fe9 b8 M), B F M S H UL L H5RLW
WALS &AM T L ATILER,

ARG EA SN E R BT LML IR, e — L5 T4,
FEa . FR.FHATRS, ARG L A%4 Rt v b
A RE—RTR, LB ERBHGFE.

3. Structure of Reading I

Part |

(Para. 1)

Introduction: Technology is transforming the creation and transmission of

Part J

traditional advertising,

(Para. 2~4)

Advertising benefit from the new technology.

1) (Para. 2~ 3) Print and broadcast advertising benefit from the new

technology.

@ Print and broadcast advertising process before.

@ Print and broadcast advertising process now.

2) (Para. 4) Television spots benefit from the new technology.

Unit 1 Advertisement 1 0



Part T (Para. 5)
The disadvantage brought by the technology to advertising.

If viewers end up in control, advertisers will have to completely rethink the
nature of television advertising.

\Word Study,
1. assume
€% 9iitr3!
1) v. to accept (sth.) as true before there is proof B, B %
e.g. We cannot assume anything in this case.
TERXFAETE T RA VAR R i
2) v. to begin to act in or exercise (sth.); undertake, take on &, #H{E
e.g. He assumes his new responsibilities next month.
fits T A RBHHER .,
2. unchain
[ A )
v. to free from or as if from chains; set free {8 5 B ; B fR A
giiEan)|
chain: v. ~ sb. /sth. (to sb. /sth, )
e.g chain the dog to a tree ¥ SR EW L
workers who were chained to a life of dull routine
ZHTHE—HBZWAEFHLIAN
~ sb. /sth, up
3. flexibility: n. 3t ;ERYE; HLEIH:
[ 83 )
flexible
1) a. capable of being bent easily without breaking ZE ] ; A MK
e.g flexible plastic tubing #VEERIE
2) a. easily changed to suit new conditions & 15 i ; T A58 B
e.g. Our plans are quite flexible. AT RIFEH RIE.
3) a. (of people) willing and able to change according to different
circumstances; adaptable (#§ A\)BEREHLNZE B , T
4, remote
€331

1) a. far away from other communities, houses, etc. ; isolated [ from] {RiT

ETT—
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