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s DPre-reading

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

Advertising Media:zelevision,
Advertising Methods:jingles,

Verbs Related to Advertising:promote,

II. Pairwork: Discuss the following questions with your partner.
1. What are the basic elements of a typical advertisement?
2. What do you think makes a good advertisement?

3. What is your favorite advertisement? Describe it and tell why you like it
most.

4. What will affect the success of TV commercials?
5. How does the Internet differ from other conventional advertising media?

v Text

Advertising

1 Almost everyone in Britain and North America is exposed daily to continuous
advertising, in the press, on television and on hoardings. Newspapers,
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magazines and television companies are dependent on advertising for a large
part of their income. Glossy magazines and the supplements to Sunday
newspapers 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, especially
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 heédings. 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
television, and slogans used in television commercials often become popular
catchphrases. All the independent channels in Britain, ITV, Channel 4 and the
satellite stations include commercial breaks in their schedules, both between
programmes and during them. Similar commercial advertising is carried by the
independent radio stations, BBC television and radio (and in the USA, CBC
and PBS), however, carry no advertising.

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,
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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. Current
legislation limits advertising to 7 minutes an hour between 6:00 and 11:00 pm
and advertising 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 advertisements
are “legal, decent, honest and truthful”. The public has the right to complain
to the authority for any reason, about an advertisement. The Independent

Broadcasting Authority (IBA) is responsible for controlling advertising on
television.

Unit 1 Advertisement ’ o



New Wordls and Expressions

12,

. hoarding /'ho:diy/

glossy /'glosi/

supplement /'sapliment/

expenditure
/1k'spendit[a(r) /
heading /'hediy/

pervasive /pa:'veisiv/

. catchphrase (or catch

phrase) /'keet[freiz/

channel /'tfzenal/
schedule /'skedzu:al/

. leaflet /'li:flt/

. nuisance /'njusans/

poster /'pausta(r) /

3 N

large board for displaying advertisement =
(US) billboard X~ £ h%

. smooth and shiny %7 &

additional section added to a newspaper
(IR 4K H9) 34 T
amount of money spent ¥_ i 37

word or words put at the top of a page,
section of a book, etc. as a title 474

. present and perceived everywhere &4t R

At

a short sentence or an expression that
becomes well-known because it is often
used by, and later associated with, a

famous person, esp. an entertainer on
TV SIAZ &8 RATH 5

n. a particular television station ¥ #L3 if

programme of planned events i & it
X &

printed sheet of paper that contains kind
of information, usu. distributed free of
charge # | 7 #) & ; 4% %

an annoying thing, person or behavior
R &G A BATH

large notice displayed in a public place
13 b
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13. eye-catching /'a1keet [/ a. striking and noticeable #3 % 49 ; 3|
AE B

14. tempt /tempt/ to attract & 3|

15. sponsor/'sponsa(r) / (of a person or firm) to pay for a
sporting event, a concert, etc. in
order to set publicity for themselves
%

16. prominently /'prommantli/ ad. conspicuously & A iE &

17. tournament /'tuenament/ n. series of contests between a
number of competitors until just
one person or team emerges the
winner B 3%

18. regulation / regju'leifan/ n. rule or restriction #L1]

19. legislation /iledzs'lerfan/ n. laws passed by a government 4%

20. restrict /r1'strikt/ v. to put a limit on FR4#l; 25 %k

21. maximum /'meeksimom/ n. greatest amount, size, intensity,
possible or allowed & X & .44,
BEF

22. ensure /m'[fuva(r)/ V. to make sure #ifk

* * * * * *
1. (sb.) be exposed to to be introduced to & fik
2. aim to/at to point or direct towards someone or
something B/ ; 54
3. be subject to to be obliged to obey sth./sb. &0 IR A
XF/EA
4. limit sb. /sth. to to set a limit or limits to what sb. can do or

have, control sth. so that it is within certain
amount or degree [k
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Notes

10.

1.

. glossy magazine: magazine printed on high-quality shiny paper, with

many photographs, coloured illustrations, etc. We also say “glossy
photograph”, which is photograph printed on shiny paper.

. Specialized advertising: advertising designed for a particular purpose.
. cClassified ads: small advertisements placed in a newspaper or

magazine by people offering or requesting jobs, furniture, cars.
houses, etc. Also called “want ads”. (4% %)

independent channels: television stations financed by private rather
than government money.

. ITV: Independent Television (in Britain), ITV is privately owned and

provides popular programmes. It gains profit through advertising.
[EE) I EMSE ]

. Channel 4. one of the four main British TV channels. It started in 1982

and has the obligation to provide distinctive programmes aimed at
minority tastes. The other three channels are BBC1, BBC2, ITV.
BBC1 and BBC2 are publicly owned and provide serious programmes.
There is no advertisment on these two channels.

. BBC: British Broadcasting Corporation. (3% & %2 3])
. CBC: Canadian Broadcasting Corporation. (#e4 Xy~ 3%/, 3])
. PBS: Public Broadcasting Service, funded by government and

individual donars. [ (£ E)2 37 3% 3] ]

introductory offer: special price offered on a new product to attract
customers. [ (A4TF45%49) 4% &4 ]

direct marketing and telephone “shots”: leaflets sent by post to
potential customers and telephone calls made to sell goods.

direct marketing: selling goods or services without using shops but by
using postal and telephone services or calling at people’s homes to
obtain orders.

shot: free leaflet sent by post to customers.
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13.

14.
15

mailing list: list of names and addresses of persons, to whom
advertising material, etc. is to be sent regularly. (¥¢& % ¥)

London underground: underground railway in London. (48 3% ¥ 4%)
People there also call it “tube” (e.g. a tube station, a tube train, to
go by tube), while in America “subway” is used (e. g. a subway
station) .

Independent Broadcasting Authority (IBA) . 3 B 4% 5 5~ & LA
Advertising Standard Authority (ASA): % E )~ &454 5

\» Exercises

I . Read the text carefully again and discuss the following questions.

BN
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10.
{1
12;

What advertising media are mentioned in the text?

Who depend largely on advertising for their income?

What do national newspapers concentrate more on?

What are a high proportion of advertisements in local newspapers
devoted to?

What are “classified ads”?

What is one of the most powerful and persuasive types of advertising?
What advertising methods are mentioned in the text?

Why do many people in Britain and the USA regard marketing and
telephone “shots” as a nuisance?

What do they do to escape from this “nuisance” then?

What advertising method do many large companies usually adopt?

What are regulations concerning advertising on British television?

What organization is responsible for controlling advertising in the press,
the cinema and on posters in Britain?

. Choose the best answer to complete the following sentences.
( Doz is NOT mentioned in the text.

a. The legislation and regulation on advertising in Britain
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