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nitone Advertisement

1. Brainstorming. Work with your partner and write out as
many words or expressions as possible about advertising.

Advertising Media Advertising Methods Verbs

television jingles promote

2. Pairwork. Discuss the following questions with your
partner.
1) What is the purpose of advertising?
2) What are the basic elements of a typical advertisement?
3) Could you list a few advertising practices in common use?
4) What do you think makes a good advertisement?
5) What is your favorite advertisement? Describe it and tell why you like it

most?
Advertising

ﬁ Imost everyone in Britain and North America is exposed daily to continu-
ous advertising, in the press, on television and on hoardings. Newspapers,

1



magazines and television companies are dependent on advertising for a large
part of their income. Glossy magazines and the supplements to Sunday news-
papers frequently contain full-page colour advertisements of different kinds,
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. About
64 percent of total advertising expenditure is on advertising in the press and 30
percent on television advertising.

National newspapers concentrate more on specialized advertising, especial-
ly for business and professional people, while local papers frequently have a
high proportion of advertisements devoted to the sale of cars and houses. All
newspapers have a selection called “classified ads” where small advertisements
or announcements are listed under various headings. Free newspapers, which
are delivered weekly to most homes, have the highest advertising content of all
newspapers.

One of the most powerful and pervasive types of advertising is that of tele-
vision, and slogans used in television commercials often become popular catch-
phrases. All the independent channels in Britain, ITV, Channel 4 and the satel-
lite stations include commercial breaks in their schedules, both between pro-
grammes and during them. Similar commercial advertising is carried by the in-
dependent radio stations, BBC television and radio (and in the USA, CBC and
PBS), however, carry no advertising.




“lﬂ fing Advertisement

Manufacturers often use other methods of promotion to advertise their
products. Sometimes they arrange to send leaflets with details of a particular
product inserted in a magazine or newspaper, or posted to a person’s home.
Free samples of new products are often also delivered. A firm may telephone
people at home to tell them about a new service or brand of product, perhaps
with a special “introductory offer” to persuade them to buy. As more of these
direct marketing and telephone “shots” are used both in Britain and the USA,
many people regard them as a nuisance and ask for their names to be taken off
the mailing lists, which are often sold by one company to another. In towns,
advertisements are seen on almost every street, both on individual shops and on
hoardings and posters. Stores place eye-catching notices in the window to tempt
people in, and advertisements are put on buses and taxies, and inside trains on
the London Underground.

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.

Advertising on British television is subject to strict regulations. Present leg-
islation limits advertising to 7 minutes an hour between 6 and 11 pm and adver-
tising breaks may not be inserted in certain kinds of programmes, such as school
broadcasts. On independent radio, advertising is restricted to a maximum of 9
minutes per hour. “

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 solicitors and family doctors in Britain and lawyers in the USA.

In Britain advertising in the press, the cinema and on posters is controlled
by the Advertising Standards Authority, which aims to ensure that advertise-
ments are “legal, decent, honest and truthful”. The public has the right to com-
plain to the authority for any reason, about an advertisement. The Independent
Broadcasting Authority (IBA) is responsible for controlling advertising on tele-
vision.
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New Words and Expressions

. hdarding /'hordm/ . n. large boardfor

. glossy /'glpst/
. supplement /'sapliment/

. expenditure /1k'spenditfa(r)/
. heading /'hedmy/



“Ilﬂ fine Advertisement

- 14. tempt /tempt/ to attract &t}l‘"
15. sponsor /'sponsa(r) /

1. aim to/at

2. regard. ..as
3. be subject to

1 glossy magazine: magazine printed on high- quallty shmy paper, with
many photographs, coloured illustrations, etc. We also say “glossy pho-
tograph”, which is photograph printed on shiny paper.

2 spec1ahzed advertlsmg advertlsmg de51gned for a partlcular purpose
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