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In our daily life, we meet various kinds of advertisements. They have become an
important part of our lives and economy. It’s difficult to say whether ads play good or bad

roles in our lives.

Advertising

1 Advertising is a way of bringing information to the public for the purpose of selling a
product, a service, an idea, or an event. The information is transmitted by means of the
printed word or over the air. It may be presented as a simple statement of fact, or as is more
frequently the case, it may be offered in colorful or even emotional language. All advertisingb
is intended to stimulate people to do some specific thing, such as buy a product, order a
service, join an organization, attend a meeting, or think sympathetically about a situation.
Each advertisement is paid for by a person, a group, an organization, or a business enterprise
seeking to advance his or its goals.

2 In a modern society, everyone uses advertising in one way or another. A person may
obtain a job by answering a classified ad. He may decide to join an organization whose
advertisements express ideas that appeal to him. In choosing food, products and other items
of daily living, he is usually guided or influenced by advertising. Advertisements may also
influence his choice of a vacation spot, restaurant, or recreational activity.

3 Product advertising is closely related to selling and, in most cases, is part of an
overall selling program. Such advertisements are intended to make people familiar with

products and eager to buy them. This type of advertising is an indirect selling tool, because
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the actual selling job is done later in a retail store or by a salesman who calls on the buyer.
However, advertisements are also used for direct selling. Mail-order advertisements are
intended to do the complete selling job without the help of salesmen. Almost all product
advertising is a profit-seeking business operation. '

4 Many services, such as television repair or a course in dancing, are also advertised
for profit-making purposes. On the other hand, organizations and governmental agencies
devoted to public welfare advertise certain services with no thought of profit. The advertising
of free chest X rays and polio shots are examples of such non-profit advertising.

5 Ideas are advertised for a variety of reasons. A large corporation may sponsor ads
that give information about scientific ideas on which it is doing research. The intention is to
build up a favorable image of the corporation so that customers will have confidence in its
products. Idea advertising is frequently used during a labor strike. Both the company and the
union may try to gain public support by presenting their sides of the dispute. In idea
advertising, the question of profit may be involved only indirectly.

6 Events may be advertised for either profit or non-profit purposes. For example,
public museums and privately owned art galleries both advertise forthcoming exhibits of
paintings and sculpture. Sports events and other types of recreational activities are advertised
regularly for the purpose of attracting an admission-paying audience.

7 Every business seeks a sound program for attracting customers. In practically every
such program some form of advertising is used. The type of advertising selected and the
amount of money devoted to it depend on the nature of each individual business.

8 Small retail stores, for instance, get their customers from their immediate
neighborhoods. In such cases, advertising may be limited to the use of window banners that
inform people passing by of special sale prices on desirable merchandise. Handbills listing
merchandise and prices may be distributed, and small advertisements may be inserted in local
newspapers.

9 A department store in a large city has a more complicated problem. It has to draw its
customers from areas far beyond walking distance of its location. A much more aggressive
advertising program is therefore necessary. Department stores use a combination of
advertising methods. They run advertisements in newspapers and other periodicals, mail
brochures and catalogues to potential customers, and insert special advertisements in monthly
statements to charge-account customers. Many department stores also advertise on the radio
and television.

10 A manufacturer does not usually deal directly with the people who use his products.
He sells his products to them indirectly through retail outlets. Therefore his selling problem
has two aspects: He must convince storekeepers that it will be profitable for them to stock the
things he manufactures, and he must induce thousands or millions of unseen people to buy his
products from storekeepers in various places. This kind of selling calls for both trade
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advertising and consumer advertising. The manufacturer places advertisements in trade
magazines that are read by retailers who sell his type of product. He then undertakes more

éostly advertising to appeal to the consumer.
11 Advertisers know from practical experience that products, old or new, cannot be

forced on people. In the modern economy “the consumer is the king. ” Customers are free to
buy what they want. Much money is spent on research in an effort to understand the
consumer’s desires. In spite of these efforts to please the public, customers are often fickle.
They switch their preferences from one brand to another or from one type of product to
another. In many instances no advertising, however clever or persuasive, can keep people
from making such changes. On the other hand, advertising itself is often the cause of the
customer’s decision to change products.

12 Advertising has had a tremendous influence on people’s lives. However, many
people sharply disagree as to whether this influence has been bad or good.

13  Advertising has certainly played an important part in making modern goods and
services available to the general public. It hastened consumer acceptance of such new
products as automobiles, telephones, electric refrigerators, and frozen foods. Advertising
continues to popularize new products of modern industry by presenting them in colorful
phrases and glamorous illustrations. It seeks to make each product represent a new and better
way of life. In its total effect, advertising has built up a concept of gracious living that was

unknown and indeed impossible before mass production. (990 words)

/ ’  NEW WORDS

% transmit v. 4Eit,4E3R program n. it %], K Z
jz print v. EPAY familiar adj. # &% %
% frequently adv. B eager adj. BEH @
% colorful adj. 7§ $%6,R35|AH mail-order n. ¥R, HH g:
% intend v. 3T H, A% complete adj. TAW, TR §
% stimulate v. {23, B profit-seeking adj. 4B KA 84 %
A attend v. B course n. R, T2 %
% sympathetically adv. & # B profit-making adj. FA|#% 1
% goal n. B&, B devoted adj. #K & - #, 8T (@
) appeal v AEI A Gldest e # ¢
) guide v. 3|%,3F chest n. JpE §
42 spot n. Mk ray n. $£ %
% recreational adj. & F#,HEN polio n. JUBRFIE §
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% shot n. &4t aggressive adj. ARARE,HIRE,HE
;\ non-profit n./ adj. XA] / 3E @A 64 ey g:
;« image n. % ,8 periodical n. #AF], & & %
A&,) confidence n. fE4£,13% brochure n. /J#-F 4
N strike n. L potential adj. A, H T §
}‘ dispute n. b, FH outlet n. X B JE %
Y museum n. HE convince v. {##iE,1E1EIR §
7&2 privately adv. FaAE , RF ) storekeeper n. (£)EEJEJE £ g%
z: gallery n. £RM%% %, % K48 stock v. B& &F %
4 forthcoming adj. Bpi§ 2|k &y, Btk induce v. 3|, ¢ ¢
}\ ey unseen adj. AR %
3 exhibit n. B, undertake v. A#F HF §
}’ painting n. &&,KHE fickle adj. (EBHESF5@) 5%, f{
A sculpture n. BEH (%) F ¢
:; admission-paying adj. M EAN% preference n. &4F, B E (‘{
A audience n. FLAX, A persuasive adj. # HLIR 144 §
:j practically adv. %FRE,F5%E hasten v. {2t Amig t
% immediate adj. FKAEEH acceptance n. 4%, RIA {
; neighborhood n. IX , #735 popularize v. £ & 3 (C:
% banner n. £ glamorous adj. A % F1 49 §
Vinsert v, BEE(SEE) A illustration n. 35 9 :
A": draw v. #4k,R7] gracious adj. £ £, §
}\ beyond prep. £ (&) - # AR A, :t
V& §
5 o o e T S Y e S S e B 5 S5 e i i

PHRASES & EXPRESSIONS

for the purpose of % 7 ==-:+ W E be eager to &%

by means of ;i id be devoted to ®k & T: & H T

over the air g =k B A build up AL ;2 S

be intended to E§ & idea advertising EHEEMW AN &
appeal to  Ffe-o- F KT Ay oo BT immediate neighborhoods I 4F

be related to & ----o-F % window banners & & By 48 27 /) 1
overall selling program 4 & 44 €& it X| inform sb. of sth. 4’6% HEmE A

be familiar with #%& ;& R special sale prices A BN
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handbills listing merchandise and prices charge-account customers 1t i Jii &
5 2 g deal with A fE; B ff; A
far beyond walking distance of % & be forced on A & An T
a much more aggressive advertising program in an effort to % 7
FE) in spite of A ; &

potential . customers

OTES

1. Advertising is a way of bringing information to the public for the purpose of selling a

product, a service, an idea, or an event.
TR A ARRME B, HB7ETHER ™ & B I4E57 55, & A REAA A

ARG E

2. It may be presented as a simple statement of fact, or, as is more frequently the case, it
may be offered in colorful or even emotional language.
X I i) or R — N34, FH P as is more frequently the case B] £ A {E R
FE PEETE WA BT Z0RTE A

3. Each advertisement is paid for by a person, a group, an organization, or a business
enterprise seeking to advance his or is goals.
B e AR R BRI A B AR S T LA,

4. He may decide to join an organization whose advertisements express ideas that appeal

to him.
appeal to J&“ X ------ T S HYEE, 10
The system of buying goods on the installment plan appeals very much to the public.
I SR A IR IR T R BEAR B

5. Such advertisements are intended to make people familiar with products and eager to buy
them. .
familiar with products Fj eager to buy them ¥ 5T A A5 1E , 76 8] P F0 people —iEAE
make K S EEiE, “make + ZiREAUHAKER + BEHA" B— N RAAEL 0.
The Association of National Advertisers performs a variety of services to help its members
make their advertising more productive and profitable.
EETEEDE I HRAREEMIRSTE , UEA B TMHATTERN) S ERREHR
A AN A ) AT 1

6. On the other hand, organizations and governmental agencies devoted to public welfare
advertise certain services with no thought of profit.
devoted to public welfare ZJE A5, 7EA]H4F organizations Fl agencies Hf5 B E1E .
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10.

be devoted to B H“EAE T ; ¥ T, W

This magazine is devoted to economics.

XA REL B LTI H ML,
The amount of money devoted to advertising depends on the nature, of each individual
business.

) B I 2B T A Rl PR

. Both the company and the union may try to gain public support by presenting their sides of

dispute.

both. . . and. .. JEIFF R, 7EH) T EHEMNFREMIY

. In such cases, advertising may be limited to the use of window banners that inform people

passing by of special sale prices on desirable merchandise.
FEXREREBUT 745 T A HOBR TR AR /NI 2 R B AT A A TR ZE A IEAE
K o
(1) BRAES A4 1 passing by 7ERAEE & , (B MR T )4 1] people,
(2) be limited to fE“FRF; BRE A" 8%, a0
The height of new buildings in this city is now limited by law to forty-five feet.
BRFE X R T BT R e AR PR A I+ AR,
(3) inform sb. of sth. 2&“{EFEFFEMIEN"HEE, 0.
Did you inform the post office of the change of your address?
WA TR R IR Sh T 7
They run advertisements in newspapers and other periodicals, mail brochures and
catalogues to potential customers, and insert special advertisements in monthly statements
to charge-account customers.

A TR AR A Tl LRI , 43 AR 08 T 2% R 2 B % S AR B SR, R 1
A A A0 IR U 45 Tk St I L4550

A manufacturer does not usually deal directly with the people who use his products.

il S8 AN H R P BT RCE

deal with J&—~% FEI4L, HE R 31k RN s b3, 40

We have dealt with that foreign trade firm for twenty years.
KITSMEIMAXAARCEZTFT,

I don’t know how to deal with so many business letters.

FRAFNE Z AT AL X A 2 K Rk R

(=) EXERCISES

Comprehension of the Text

I. Answer the following questions according to the text.
1. What is advertising?
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What are product advertisements intended to do?
How do the small retail stores advertise their merchandise?

N

What are the principal media in advertising?
Language Skills

II. Word Study

Why doesn’t a manufacturer directly deal with the people who use his products?

1. The suffixes-ful, -less are used to form adjectives from nouns, e.g. help—helpful.
Now complete the following table.
Noun Adjective Noun Adjective
price speech
grace beauty
Success regret
doubt harm

2. Fill in the blanks in the sentences with the words or expressions given below.

stimulate appeal to convince devote combination
distribute attract transmit present influence
(1) The World Cup final is being live to over fifty countries.
(2) Her sense of humor to him enormously.
(3) Praise always him to make greater efforts.
(4) 1 don’t want to you either way, so I won’t tell you my opinion.
(5) He all his efforts to his students.
(6) They a sum of money to the college in memory of their son.
(7) Does any of these designs you?
(8) In an XO-operative profits are among the work-force.
(9) The firm is working on a new product in with several overseas partners.
(10) What she said me that I was mistaken.

3. Multiple Choice.

(1) What you wrote is not related the topic given.
A. with B. to C. of

(2) My brother is deaf so he has to use a hearing
A. help B. machine C. ad

(3) your orders, I cancelled the meeting.

D. about

D. assist
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A. In accordance with B. In around with C. On behalf of D. On account of
(4) The European style dress has been by people in many parts of the world.
A. observed B. reserved C. adopted D. followed
(5) To gain market share they would have below established producers
initially.
A. to price B. to pricing C. price D. priceless
(6) The urgency of the situation requires that we an immediate decision.
A. make B. makes C. making D. made
(7) Where did you your excellent English?
A. take up B. pick up C. pick out D. heed up
(8) Mrs. Brown is so about her housework that servants will not work for her.
A. special B. especial C. peculiar D. particular
(9) Although salmon may travel hundreds of miles from where they were spawned, they
will return there to lay eggs.
A. reluctantly B. ultimately C. apparently D. consequently
(10) Oxygen is a kind of gas unites with many substances.
A. where B. which C. that is D. who

II. Grammar — Passive Voice.
1. Complete the following sentences.

(1) It is reported that (A RITYHERTER IE M E
7).
(2) By this time next year, these new houses (BL#ERT).
(3) May I use your computer? Mine (IEfE1E3).
(4) in the accident yesterday (%8 AZHi).
(5) The books (AEEHHES).
2. Fili in the blanks with the passive voice of the words given in the blankets.
(1) We tried, but the window ; it was painted shut. (couldn’t + open)
(2) These books to the library. (have to + return)
(3) Children to respect their elders. (should + teach)
(4) Mary about our change in plans. (has to + tell)
(5) The entire valley from their mountain, (can + see)

Business Knowledge Extensions

IV. Translate the following sentences into English.
1. AR &AL H S 7SI PR ROR B A REI
2. FIEXAER) i, BEEIEAMTRGE ™ & JHEE LT,



