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Advertising

Pre-reading Questions

7. hat do you know about advertising?

2. How do you think advertising will inflence our hfe?
3. Wil the study of advertising change our COnSUMING habits?-Give examples.

Advertising

Advertising images are surely the most common art we see today. We have to
go out.of our way to see a good movie or a good painting, but advertising images
are everywhere. We see them whether we want to or not, on billboards as we drive
to work, on the walls of stores where we shop, in magazines and newspapers, on

television, and on the products we use. We even get them in the mail. Everything
gets advertised. Advertising. is an art form that is uniquely linked to our economic
system.

Unlike fine art®, which usually gives us the perspective of a single individual,
advertisements give us the perspective of a whole community of institutions. If
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fashion advertisements show people wearing baggy clothes, then the characters in
toothpaste ads also wear baggy clothes, and there are baggy clothes in the store for
us to buy. Advertisements repeat and reinforce each other’s social messages. One.
tells us to buy underarm deodorant to prevent body odor, another tells us to buy
deodorant soap, and another asks us to buy feminine deodorant spray; all reinforce
the message that we smell bad and need products to make us smell the way we
should.

Because we are exposed to so much advertising, we absorb its messages and
accept its values and attitudes in our approach to life, Throughout our day, we ask
questions like: “What do I want to buy?” “What are they trying to sell me?” “What
can I afford?” in response to advertising. This keeps us focused on money as the
essence of daily life. It maintains in us an awareness of how we lack products that
would make our lives more comfortable or enjoyable. In this way, exposure to
advertising creates within us a self-interest and a restless striving to become more
comfortable. It focuses our attention on our own interests at the expense of others
or of the collective good.

There is also an atmosphere of dishonesty about advertising. We all know that
the claims ads make for their products are often greatly exaggerated. We hear the
advertisers claim that they want to improve our lives when we know they just want
to improve their sales. Often companies put out image advertisements® to counter
bad impressions people might have of the company. Qil and paper companies show
beautiful pictures of nature and say they are concerned with the environment, and
cigarette companies put out advertisements saying they really don’t want kids to
smoke. Constant exposure to -this sort of hypocrisy destroys our befief in human
decency, and makes us suspicious of people’s real motives. Because. we live our
lives surrounded by hypocritical, or even false .advertising messages, advertising
for good causes® may also.appear corrupt. /

Advertisers generally serve two functions for their clients: They: create ads for
products or causes, and they give their clients advice on what will sell. The
advertisers research the demographics (sex, age, marital status, race, religion,
region, income, labor-force participation©)-of their target consurners, and then

design ads that appeal to that group. Advertising acts as a social mirror. The
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advertisements we see are generally: only 'weeks or' months old, showing
completely contemporary people doing completely contemporary things. This is
part of the power of advertising. We see -ourselves as we are now. However,

advertising is a distorted mirror, reflecting back at us only those values and
attitudes that the advertiser wants us to hold.

Most ads use picturés because- mental images are the predominant mode of
thinking in daydreams and fantasies. Text by itself gets people to think, but pictures
easily bypass thinking and get people.to feel and do, i.e., to imagine themselves as

the central players walking through the scene.

Advertising constructs fantasies for us that play on our desires. for such things
as social acceptance or romance. If that magic kiss comes with breath mints, we
can try using breath mints ourselves to get a magic kiss. This gives the daydream |
constructed by the ad that much more power as we replay it in ouriown lives.

Word Study

advertising’/‘®dvataizin / »  business that deals with the publicizing of goods, esp. to
increase sales &

billboard / ‘bilbo:d / n. "R, AR

uniquely / ju:'ni:kli / ad.  BhfFHL, M—ib, B

perspective® /pa'spektiv/ n. EMLE L, BILE, T8, BTk, Wk, M

institution® /.insti'tju:fn/n a large establishment or organization 'that has a particular
kind of work or purpose t &ML

baggy / 'beegi/ a. large and loose  FEFAFHI

reinforce’ /.rizin'fois /ve.  IN3E, HE4E, ANTE, Wh0-ee o BOBCE, BN, N i SRE,
BREEE n EY

deodorant / di:'sudarant /. BRI

feminine® /'feminin/a. &AL, TFERHY, B, Lotk

essence’ /'esns/n.  the central or most important quality of a thing 3%, SEJR

maintain® /men'tein /vr. 4E¥E, 4EIE, GR4E, 3, Ek

awareness / o'weanis / n.  knowledge or understanding of a particiilai subject or sithation
iR

exposure4 /iks'psuze / n. the state of being forced or allowed to experience sth. or be
effected by sth. B, EF
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collective® /ko'lektiv/a. relating to a group or society as a whole /&[]

claim® /kleim / . GGRIBBUFISR )R, TR, T3k, ERTTE B KR PG

exaggerate’ /ig'zedzareit /v, regard or describe sth. as being greater, better or worse
than it really is &3k

hypocrisy / hi'pokrasi/ n.  the behavior of someone who is not honest and puts on false
appearances Rk

decency / 'dizsnsi/n.  a quality in someone’s character that makes them honest and polite
and makes them have respect for other people 1EJR, A&

suspicious® / sas'pifas /. thinking that someone might be guilty of doing sth. wrong or
dishonest, without being sure PREEH

motive’ /'moutiv/n.  HHl, BE a KEIN, E3HK

corrupt6 /katapt/a. dishonestly using one’s position or power to one’s own advantage,
esp. for money JEMH, TS5

demographics / dema'grefiks / n.  (pl) (FEIETTHWE YA O GV HIE

appeal’ /o'pizl/n. R, WEOF, LR, BB, Bk v KB, VR, Bk v #B0F

distort® / dis'to:t / v explain a fact, statement, idea, etc. in a way that changes its real
meaning 3 [

predominant® / pri'dominent/ a. being the most noticeable, important or largest in
number FEEH,BEM

fantasy® / 'fentosi, 'fentozi /n.  £)48, G A%

bypass® /'baipa:s /v avoid sth. by going aronnd 3T, 2. BEFF

mint® /mint/n. R

construct’/ kan'strakt /v.  form sth. or create sth. by putting different parts together ¥4
% TEm

spray’ /sprei/n. WEEH (IMFK, WEHR)

marital / ‘meritl /a. connected with marriage &R

Notes

@ fine art: &FF & R4

@ image advertisement: %)%
® good cause: B

@ labor-force participation: J2:k
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TEFO SRR T & o
A FSETE an awareness E A MARIEER EEEHEK, TMES5Z 4T, Him
A EGETE in us ERRE BAREWE,; 5B EIED LT ME) how we lack products
YES A B3, that would make our lives more comfortable or enjoyable 2454717
products [FJ5E &

4. ...we live our lives:
A live JRAARYIBhIE, life ARFERE W, DERRYATESELRRE
FERVEREE, kAT live one’s life.

5. ...that'play on our desires for such thing$ as:
A9 play on 4 R Yahia)iE 4, B “FIF”. #110: They played on his fears of losing
his job to get him do what they warited.

Working on Information — Reading for Understanding

1. Choose the word which is approximate in meaning to the italicized one.
1. There has been a decline in the economic status of that country.

a. condition b. position c. policy
2. Try to look at it from a woman’s perspective.

a. outlook b. interest c. viewpoint
3. My father seemed very restless and excited.

a. without rest b. uinable fo be quiet ¢. constantly moving
4. 1 countered her arguments by pointing out the advantages of the plan.

a. opposed b. supported c. fought
5. He had a fine singing voice, uniquely gentle and deep.

a. fairly b. unusually c. generally

Il. Choose the best answer to each of the following questions.
1. Which of the following is NOT TRUE according to the 5th paragraph?
a. Advertising is a social mirror.
b:\In ads, we see how contemporary people do completely contemporary things.
¢. We see ourselves as we are.
d. Advertising reflects back all kinds values and attitudes.
2. What can be learnt from the 4th paragraph?
a. All ads are dishonest.
b. Ads always provide exaggerated information.
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TEFO SRR T
A FSETE an awareness E A MARIEER EEEHEK, TMES5Z 4T, Him
A EGETE in us RRE BAREWE; 5B EIED LT ME) how we lack products
YFS-iAl B3, that would make our lives more comfortable or enjoyable 254717
products [FJ5E &

4. ...we live our lives:
A live JRAA RIS, life ARFERE W, LERRYATESEELRRE
FERIERE, ik a)F live one’s life.

5. ...that play on our desires for such things as:
A5 play on 4 RABNIFEL, BRI 7. #1140 They played on his fears of losing
his job to get him do what they wanted.

Working on Information — Reading for Understanding

1. Choose the word which is approximate in meaning to the italicized one.
1. There has been a decline in the economic status of that country.

a. condition b. position c. policy
2. Try to look at it from a woman’s perspective.

a. outlook b. interest c. viewpoint
3. My father seemed very restless and excited.

a. without rest b. uinable fo be quiet ¢. constantly moving
4. 1 countered her arguments by pointing out the advantages of the plan.

a. opposed b. supported c. fought
5. He had a fine singing voice, uniquely gentle and deep.

a. fairly b. unusually c. generally

Il. Choose the best answer to each of the following questions.
1. Which of the following is NOT TRUE according to the 5th paragraph?
a. Advertising is a social mirror.
b.In ads, we see how contemporary people do completely contemporary things.
¢. We see ourselves as we are.
d. Advertising reflects back all kinds values and attitudes.
2. What can be learnt from the 4th paragraph?
a. All ads are dishonest.
b. Ads always provide exaggerated information.
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c. Although many ads are dishonest, some are concerned with gooa causes.
d. Cigarette companies put out ads to prevent kids from smoking.
. How do ads send messages to customers?
a. Through unique ideas.
b. From the perspective of a single individual.
c. From the perspective of a whole community of institutions.
d. Through carefully invented stories.
. Which of the following doesn’t contribute to the success of advertising?
a. Human decency.
b. People’s desire for social acceptance or romance.
c. Pictures.
d. The research on demographics of target consumers.
. What can we conclude according to the passage?
a. Advertising images are the most common art today.
b. Advertising is dishonest with its exaggerated information.
c. The influence advertising has on our life will be inevitable.
d. Advertising helps to replay the daydreams constructed by the ads in our real life.

/B:ckground Information \

Aavertising has existed in various rorms 1or many, many years. in one
way OF another, al aavertisements mrorm porential buyers about a prodict
or g Service with the basic aim OF Increasing saks. Nowadsys, virtualy every
busimess fas to use some 1rorm or agvertising or publcrty Over the years,
avereisers have Used many airferent walys or capinrmg the attention or the
re3cer, the ASstener oOr viewer, clrever TUSICE! tUNEs, AUmOrous Sgans,
SAOCKITG 1TMEGES, TEMOUS PEOPIE, and wel-known works orf art have ay been
Used 1o Communicate the message abolt a particubr product, Advertismg is
everywhere ana mpossible 1o escape. It has become & necessary evil in modern

{w/ez‘z/ /




-8

- RFEBOREE (B )

Skimming and Scanning

1) Write down the time you,start.

2) Write down the time you finish.

3) Work out your reading speed.

4) After you have recorded your speed, please check your answers, and write down

your comprehension score.
The Appeals of Ads

The main appeal of an ad may not be immediately
obvious. In some ads, the central message fricks the | frick: K3
consumer into wanting the product. Some of the more
common types of advertising appeals are: appeal: 5|}

Pleasure Appeal: Ads with this appeal show people
having a good time. These people may be at parties or
playing games. They appeal happy and active. The central
message of such advertising is that using the product will
bring you fun and friends.

Snob Appeal: Everyone wants to feel successful. | snob appeal: Xt 304
That is why some ads feature well-known, successful | & & A% W& 5] 5 f4:
people. Such ads show well-dressed people in their fancy |
offices or homes. The central message in these | feature: Lh---- H4EE
advertisements is that if you wish to show that you are
successful, you shouid purchase the product. purchase: 3£

Individual Appeal: This technique is a variation of
the snob appeal. Do you want people to think of you as
own person-tough and independent? Ads appealing to
this desire may show men and women who appear
self-confident. The central message of these ads is that

using the product will make you stand out from the



