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Many a small thing has been made large by the right kind of advertising. ‘
——Mark Twain

Advertising may be described as the science of arresting the human intelligence
- long enough to get money from it. 10
§ ———Stephen Butler Leacock,

- English-born economist and humorist
0 Discussion

o &Y (Origin)
o e X (Definition)
o /& HThEE (Functions)
o &K (Classification)
o TERISEHBIE A (Vehicles)
o T EMHABIFF A (Characteristics)
o "% (Centers)
o TEEFEMKRE (Advertising Development in China)
o H1HE %2 BIAR (The Present State)
o EHIE#E (Case Study)
o WH%:>] (Application Exercises)
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H—1 AR

J AR B AR X — Rl A AT B S BE XHRGE « 1875 AEHARAG ()& 52D
(History of Advertising) —1%, FH| « & (Henry Sampson) Xf/ & HIRIFZIXFF
Eiipuiup

... There is little doubt that the desire among tradesmen and merchants to make good their
wares has had an existence almost as long as the customs of buying and selling, and it is but
natural to suppose that advertisements in some shape or form have existed not only from time
immemorial, but almost for all time.

------ BETCHER], A7 SRAE AT B0 v i 32 W ) SRR L [ K3 )R B AR —FF
A, FTUAMTBERSNAEMERN ENEELZENERNCHFE, T BJLFFE
FAEST 7 s2 3

HTOENERETENS, BREMNSENMEREROKIET . FEREH/NRK
AR FERTLEMNB LT Y., HEMHEENR. X RGT &7ER K
AW R, —HERES . SRRE/MNRITEALFEERE Lose, AfbA1rnse
ARG BB T TR A

Jak, BEEANRASHBEL, BB T —ERER. BEE RIS YR
W, HITHRS. WEESRARES CZmY THTRNEENTS, KPaae
REIEITH: EE—LFE (P) R LB E (HaE): £k LEE—
BEEBMATEARE . WA, ERERRAX - CHRERS Efms, HhakE
JEl Bt b e Bl B B 7 me%+ﬁﬁm 7R+ %E&ﬁfiﬁﬁﬁﬁgﬁm$ﬂ¢
RS~ I T X BSOS

Traveler
Going from here to the twelfth tower
There Sarinus keeps a tavern
This is to i‘equest you to enter.
Farewell

BEBHSCF) SRR —ALE T FREKLH (Thebes) EIEP R OH =T
PR RIZIE OFFAYERIERD FAR R &

The man-slave, Shem, having run away from his good master, Hapu the Weaver, all good
citizens of Thebes are enjoined to help return him. He is Hittite, 5’ 2” tall, of ruddy
complexion and brown eyes. For news of his whereabouts, half a gold coin is offered. And for
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his return to the shop of Hapu the Weaver, where the best cloth is woven %o*y
whole gold coin is offered. -

Fax, #HE, MEGIT EALR I&M&tii /ﬁtbﬂ?ﬁ%ﬁ'%’k&ﬂf‘ﬁ‘&
ke k., R (BMERGRA) A, HERR XY, LB, RERWK. &
$ L TEERRFIANLT; HAEEIRENERALERFHOA RHRELSHEH
HR3—KEeF.

XEMAT GHEBERNMIANTE, SAERT&E, KAL), WEDE,
BWR—EF &, WERRAERE FRMER LEREK &.

JE2 %ﬁﬁik%i%ﬂ@%ﬁz—% 1438 FFEEALNE - REERAT —FHEET
R, Al—T2FEAPFEACKH T K, HE 12 HLHTHILAEAKRM. i,
HEER T FEE. SHEN, FXAMASBEESY. —RHEEERIZFKEERK - R
HAE 1478 SEENH T A A WA EA M B B IEE SR — &8, el T &0
$o XWTERA T BEAAMEIRIR — A S EBUTAT ARER S, & (RRZAR)
(Salisburi Pye) . I"— HEIE:

1If it please ony man spiritual or temporel to bye ony pyes of two and thre comemoracios
of salisburi use enpryntld after the forme of this present lettre whiche ber wel and truly correct,
late hym come to Westmonester i in to the almonestye at fhc reed palc and be Shal have them
good chepe. : ‘

Supplico stet cedula.

B —AR TERA “WHREZ &7,

16 4R, HHEL. NEFEENMGR MR, BEaExEmvELRNTE,
&ﬁ&@ﬁkﬁ%ﬂﬁ%ﬁ%%ﬂﬁﬁ‘]ﬁ , BHARNEEFITEN L RRZAERGRZ RN
MFAE R .

17 42, BRZE HI T LAENRIA A AR 4R, 1609 4B, #EE I T HF LR
PR 4K Aviso, Reiation. 1612 4F 10 A, 7EEE BRI T 84 Journal General’ Affiches
in Paris ({F SEHRAHRE)) FETIY. 1620 4, EEEIIFT %4 Courante FIR
45, 1625 FHRE X T HEFM Courante HIR4L. 1631 &, EEHGIDTE—MRESL
WAL, FHEMEE “WIRL” G5k, 5 SEMRT LWELA. LEHE TIkE
HIRRE, | &N HAIZRE BOEAN — N8 B R R .

18 t42d], KEHM TMEK. 1704 44 24 H, KEXEAFRERH « EEwHE
UAE (B EWEETEGE W) TS EEET —E EREELLZIRIEAEEEN ) &
R A TWELLS A, AHER. L. SRR RYMTEEIRELRAA. B
BERER YN BMIRE, F8 &, I EWHAEEE %L, HERERE, 5IA




I E&&E (EZMD

CEH. WS SRR ETEEEEY R, T ERA BN Z G, BOVRAR EE Y.

BT 19 g, JTEVERERERERER. EE (FELH) 1800 FFEKT
B 100 WS4, KZE 1840 AL F] 400 M. 19 4D 30 48, BEMEKHN EHLES
EEM— R FEHRNSZ =FREFIE & SERN, XEDFHET PN &,
EAR AT R 2 AR 19 A .

A 20 4, HEAEF AT HERE, T8 HEEE, BN ERAE
KHEKRRE, EEZRNEARK R, oLk Bl fE A A fE BB AT RE,
M HARKIRE 715 BB AE R . X &R T MARTHHX /MR, F8 N
HREHS DUR PR BEAL B S AN o B Hb AR RS A 5 BAC T i PRSI E . FEE AL
ARETHIL, ENRIBARKAKIER, | & AR KR B AR SRR E ARG
A SEAE AR EMEREREEER . TH, BT HHIAEESNS, T EEEEERN
R FIH A A EE AT S REE, MRsHEE. BE. HEES RS,
REBEAXBIKHT, BREEEZXMHEMBAEERORE SE/4. B &
REFHAIH . W ERAOGHETAMNEZEM &, WHBERRENBHELR. LTS
MaalE) K, BRMERBGFZHF BHAM K & AINEH HAh— LR H B
IEAR, WRERTE. Y. BalE. R &, LA S5%%.

20 KRG BEAR CERE, AHESENTUEITRE T 2R, EiF BN
ARNALIEE LG, BFRENEMAEFESRE. ME BN GERBAE L, W
HIEMRBHAR TRERE. MG SXMERXEZHEANTERZ, THME
HLET KM RO AL D2 R G EN T EMEE. FES ARG E
ZMGKERBER S, s, BIOFE. ARG BB, WS ERBRA
—FBA E X A REN BT AR SR —.

B R AR R BRSNS SHEARE E A, XFEFRANER
BERARMERR G F £, T HE SHOEFE EREWt. BYIM & A _BHRS
EEBTRERBNLHR, MYESH HEEAFRAAMAN A", FEZHENER
FAEERGEE, BE—MREBMER. BROFABEREROEH. ARES &M
BEEEBETOENL, EEEAINER. ORI E—NERSHFREMCHBRER
WHEZ —, HBREASHAIATARFEZH—F B —T &30

BN EREX

“ITE” PR TR T advertere, BB ‘MU KN KM EYHER, HESFT
—EMTAFERN—MFER”. Hil, #EFENT SHOMRREXT LHIAR, H3




F-F [EEENERER _

ARBRKFA/NR. ELPEETIHER S (American Marketing Association, Bl AMA)
45T % FHISE XA Advertising is the nonpersonal communication of information usually
paid for and usually persuasive in nature about products, services or ideas by identified
sponsors through the various media.

JEROBFEG S & LBFT AT F KB L EREBRIAR 5. FHIALF
1E & ENMANBERIES .

EEH%Ph4 ( American Association of Advertising Agencies ) ¥ 48 5& L A:

JERAT TGRS, ARLBGRALBHR, ABRANHF/SEHRGE
FREATH MR & /P A A

(AT ERIEE) RTTEREXR:

JEREREEY—FFX, RAGATHREHR. 75, Y, HRHER
B, Bt —AEL

RE (B X2 e

JERONRNEBE & BERFAZAIRT B Fo9—Fr 245 K.

M EREEFENF, BIAIAEEFL, |EHEBNAE THKMEE (Components):

L JTERNERE KERE, RENAK, WEDMA.

2. TEEE—ERGER, ITERERANET AR XEME, e LLRA RS 1.
RIEf, IEWATUAHTRAMNEAEMES. BUA. RES&AASWERAER IR .

3. TEEE - ENENMMER, 2R EELRK. RE. B BEFRREHE
rAEibE R RS . FRER. Bfs. HEMAE. BaBRIIEER.

4. AR AR B E A BRALUA T A3 —& HINTIRRRR, KBER A M &
R ER ST Mt LURAGANE, BRI XFEAT—ER &5 E—SARE, B
BEARIRECFRE, AT SR, mEEA+F2 G BRREABF SMEH
ﬂﬂl:_a_%ﬁ‘iﬁﬂfiﬂ (SARS) - ﬂ‘% W‘Jﬁﬂ—FEJZLUTL ’iﬁ@.’é&\ ﬁ“PE“ULAIEE?




I EEE (F=M)

EARE, BEARGRMREERLEA @A, BRTA M FBERGBK, I
G T ASEAE R ARG T LB BB K, R IRER AR E ZERGET D
B3 L EREH ARG TG RR T EBK; A L LML H TG A LHFETEK
¥, ARBEFTHRHF X, FERSERFTHC.

1A B
MBS FH L,

EEX W EAARER) &, BT SR ERE:

1. mmFkH

2. T ERNAERNMBHBERES, |IIAMNEWED.

3. ITERBEETIEE. MATFERAERD.

4, TERERFEATN T HEBEAL, RPN, FE kA 7N SAT—E #
&R

B=N JEMT)EE
—fRUL, | EB LT JLKIIRE:
) ﬁ&ﬂ!ﬁ( mh ﬁ 0 h )

BN %L B AIE X R A A A MRS, BEERAWERRTEECHEEDN,
ERRAREREL, Bk, NZXESHE, LHAE-FRUT.

N MA2FEEINEE (Demand Creation Function)

FEH BE TR KR MEURFHIE R G, BURL I E %5 R e H ke, fEfE
gray, (A=A, BEmEARER B CHSER RN E.

HREB/ITHFE, FTHERRANHKE, BEEAFXHFELE, NEEALERNE
Avk. X, NHBREAZ, BEEBEFVWLNHSI, SREIMEREERN, UF
REHEYEtLm, (EHRERIEHCOHERE, MARLBRGIEEENES .

HRERRREZ T ) & PR EY, 8T RR R EMRRTI—EE.




F—F [EEENXRGZE

N HE(EMAIEE (Goodwill Establishment Function)

PA_E T FhThREAEH B3 45 T I SERREOAT 30 250 3% - SRAE {5 A ThEt 7R 1X AN 2k
TP 10 1 B 2 0 B B 3K 0 2K G 0 A SR, SV B R IR AR DR R, R
FFIH PR X R BUR 55 O EN L

BT )ERYR

JTEMRGIREL, FMHSRITEUD RO EARRTIAR . B4 ILFH LA
JTE R

N LIREERN AIRE

HARMERT 0k Bk &5 A9ERS % (Commercial Advertising and Non-commercial
Advertising). RNk 2 MR SN B RERAL ) & dERML & RBUTERI.
RHANR, BENMEEBRFHALNAE. BE, DUEMAKE. FAE S

N KSR AR
PLBEAT 4> R 4E) 45 (Newspaper Advertising). 2%/ % (Magazine Advertising)+
I 4&5 %% (Radio Advertising). ¥/ % (Television Advertising). HFE) 45 (Direct Mail

Advertising). Hi$¥J % (Cinema Advertising). %%/ % (Package Advertising). f74b~
% (Outside Advertising) M _EJ" % (Web Advertising) %%,

N T ENRARE

PEHETT 9 R T T 45 (Consumer Advertising) F=Mk)"45 (Business Advertising)+
R4k 45 (Service Advertising) 5%, B4h, WREAFRMERE. HOMMERYE, &
WA AT AR 2 2K 57, W X E)T 2 (Comparative Ads). 34+ 2 (Competitive

Ads). %31/ % (Pioneer Ads). HEZF/ & (Mail Ads) FIH K/ % (Direct Response
Ads) F%.

N LUt IR B hARE
WA, | ET9 B % £E S MX IR 45 (International/National/

Regional Ads). i FIXF 7L BERYE A R SRALMSENE T, x5 EFRT%5E K
FHHAT) EEAHEED.



I &#E (FZM)

SRV )ERSEBRSY

HTAE S5 B AEIR A TR LR, TE B RRMA, X AR S
“UEAT. — PR EHEM R A “BETR” (Vehicle).

7 N DIUE R ER SERBNEN . TEEMMEERASA: (1) Bk
(Print), (2) J #% (Broadcast), (3) Hi (Television), (4) EH#E (Direct), (5) AhHt
(Location). T B A sZiigk e i 3 — A I — B Bk . B, wnRgaE
B R, NIERB—M OLRD 8, 2 (RET) (Newsweek). (FIELHR)
(Times), & (WAIEEE) (TV Guide) %7 B Xt WMERE) S HE. &
RN . BHARERCE S . BRI RIE B LA T SR E .

AR M RE BRARAE — DB AR AR ULAEE EE AR AL, e rEkiE
% (Qualitative Selectivity) Bt . Bk, —ALARE AR L) & 0 AR % Hil i fi A
ZiINiHE|] BBW (H] Big Beautiful Women) Z%& . Cosmopolitan 7% & 15 ik FEME &
— P A e % 4% 3 B Ak P B X I AT BE AR, M Bk PR BB . Southern
Living WHbIEEPEVE (Geographical Selectivity) Bt T Better Homes and Gardens. {H &
MABHAREHN BRETHAERE, BAfHREEENRERSIETEBR. | &
et (HARMER)D EENTIHMI I EbR.

i RERSR R MR EE . 76452 I A E B 8 2l 5 — B —T
BRI ANBRFYERR R “id) . B “4%%) BERNE” (Reach: Strategy)
M NFEBE 2 e 5Eah B SR S RMERTTREZ M &N RN L FEMmAr. &
—HEE MBI B AR B3 — A LB S B3 — T S IR “HiER 7. ERAEA]
“HiFEHHS” (Frequency Strategy) 1) &5 NIEBEME L& &, SEMRD UM
&, BEHERIFRE BB & B, AT RS SEFE RER &,
R AR RN ” B, T AT E SRS REEA N, B
“PNAR NG

WA TR AR BIM AR BEL SERATERERRAZ L. TS DARYE
AR, WARAKIAT I, AT BRI X R E AT A E i
IEH S R LLEE . (B2 H I A S HA R U R/ ENME. M rE RN KE
BeWHRHARHLRAR, AL, T92%H (CPM—cost per thousand) /&
THIAKTHEE:

CPM=FA{7 W 3% x 1 000/4%3% 2 i A G B0

WEZFHH SHEAEAE, BOARENEMBELHEAMNEL. RN,




F—F [TEEFNLZRGZL

i F AT G WAEARAR, B R EI1Esh#R 75 B T o A A S A Rkl

IEFER, EBFLEXM (Internet) FMRE KB &EBELUERPN TRABLUT R,
AEF BRI : RV EERMLE ., BT IRBNL ., BEPOE ML ., HiEEOE N,
PLE—EEAMHHERLNEHTHAMSE (EEK CompuServe Ml DIALOG M
%), MAPBHRERMEMNSE T EEE. MEHE. MARITEZHRSER.

BT PRSI

N R4 (Newspaper)

PR -

1. B%EEH (Intense Coverage): MAMNBEEFENZRE TIERLL. AT A,
M HEERAB LKL HMKER . MEMFREL, RITRIRK, WHEEHETE
Bd M RITE.

2. MifRE (Immediacy): FRARAERE K HiAEESE B . MM A HERE. 44
ATHRERAMZR, CREREFRRERT. XRBRILEHE. B2 /M0 H A
A K1,

3. RiftEa® (Flexibility): MAARBMRKMREN. B TFMRK) T SHHERS, AL
Bt %t 454 & 24 i AR Bh s .

4, ZAHFHE (Prestige): MA—BEMIHE —EMiLHE, HE DA RS,
BA—E P -

Ak, RS ENGT BEE BT SRR R, EAERE. EEEET SN
IR XA s, MRBHETRE, B DIRHREREE. X—HH. Shi%gHE. E
EHAEMBEEZ .

Je PR A«

1. #7r% (Short Life): BT H EAIET MR, HR5|HMEHEREKXKEK.
"E&—SEREK ETIH, &ﬁﬁ%?ﬂﬁﬁ?&ﬁ‘”ﬁ%ﬁﬁ%fﬁﬁﬁﬁﬁ ( Attention
Value).

2. BHIBEZ (Poor Reproduction): —&HKik, ?ﬁﬁﬁﬁfﬁ?ﬂ‘]ﬁi?&tﬁgﬁ% ﬁﬁbﬁ‘@
4K, MHXAKHREPRIRE, BEEARAECNR. FHit, REEFNEVNLEE
HRPRPER . ‘

3. [l &{¢ (Hasty Reading): —MiLF A TEMPNRAAKRE, AMIEELEE
PR, MR, A ogksEtE ik,



JEEE (F=M)

N Z7E (Magazine)

Pt -

1. JEFEPEGR (Selectivity): HEFRIE I FEM) & BLEE 7] BIHE A RIAT ) & H AR,
T $ = B AR

2. REFFIEHIZR (High Quality of Reproduction): Z%¥EAER] LA SEY) & Hl Ak B
HFREARSA, MTUSHAESEZEHERENEF. kb RECAFRZHRAE
- BFE, REIR RIS | AMTER IR E B,

3. #frk (Long Life): Z&EHAR & LLHABEAEK T SR EFNR K, B2
WHKAMESAKANE. XA KMELT S0 EEBR.

4. R = M FSE (Possible Prestige): £ FHEI2E ETIE Sal LR &~
miEE., AEENRASENEERRES TR ESFERENRE.

JR PR

1. GRZ RiEME (Lack of Flexibility): #%#& 7018 7E R i) _Eif 2 76 g _E#A i
4. L HABEMBRI A REVLS) . AR LX) & A BEEZFE
B

2. BRI ERRR1E (Aptto Lose Timeliness): Z¥EMEIMLL. LB, HM &
TR IR, RNEN, S ERRER, BHRES S RE R L.

N B3R (Television)

PR :

1. V% %% (Impact): HYUAHELTM., EWE. KEMmAE HEE
(Message), 1 ELAEHE 130 A E A F WP REME R, HEBIUNZARES, B
THZIMEN R .

2. I'HME % E (Mass Coverage): X T APLLf i ENRIEE{E (Print Media) FrEfE
AP 8 E AL PR AR BUTUA T M ATH P i, HAENERRT LLEAE R, FHRE AR I
KEIEAE T

3. RiEtE (Flexibility): HM HEMN &S EFBE GEEXFE. BEEAR, FW
%) WgEiEH. Fik, MBS, FRFE. MRS AR R, W
HEREGIERERCR. T RNES EAE, IENFTHHL.

4, REEME (Repetition): NEHRERTERMEANE M, REEAEHGEMEM
I Z e R BB, PR, MR e R,

5. A& (Prestige): HidHAFHEMHEMESHAT  EHEAL, FHEREIMAR AN



