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1.1 ff AR %42 (What is Advertising?)

1.1.1 74 & X (Advertising Defined)

“TTET— AR TR T L Advertere”, By M 2 0K AR N B R
HYHERE HERT-ETEFERRN—MHFBE”, 1300~1475
EHE T, KFE Advertise"— W FHE I K& X AKAE
BAERE".FEERSIRMATE”, 17 235 E Rl &t
B, “Advertise”—18A T RHiBH. H)5 Advertise s X —.7
FUR T4 1 g . 3 2 o 3 LA B L B B9 Advertising,

ELZWEBRT I E ¥ h S (American Marketing Associa-
tion, Bl AMA™) #A774F TXFERYE L .

Advertising is the nonpersonal communication of information
usually paid for and usually persuasive in nature about products.

servicesor ideas by identified sponsors through the various media.

0 ZEEEBEHP 2 (American Marketing Association) i & H48 LRot K &
MR EUEAS, HEBRBN THENHERRA.
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1. 1. 2 745 B & (Advertising Components)

1) 22 £t (Nonpersonal)

Advertising is directed to groups of people rather than indi-
viduals and is therefore nonpersonal. These groups might be
teenagers who enjoy rock music™ or adults who watch soap op-
eras® or sporting events.

CE X AN — A TR R R B R R SR A AL

2) ¥ 1+ —EH# % A (Paid for by Sponsors)

Most advertising is paid for by sponsors. General Motors,
Unilever and Coca-Cola pay moncy to the newspaper or to the ra-
dic or TV station to carry the ad we read. hear and see. But
some sponsors don’t have to pay for their ads. The Amecrican
Red Cross and American Cancer Society are the organizations
whose public service messages are customarily carried at no
charge.

— TR R R T R, AR ELS A KA A
RAT (1 AT SR 2 R AR AT R B B T IR R 4
P HERE"ERARN MERS I FELS.EREEHES
CIRATIE GRS YR

v+ rock music: Bl rock and roll  4£385%. - WERN ERFHARENRTS
ROBRTREIFA. GEHEMREB L5 BT 20 e 50 FELMEE.

2 soap operas: ABRE . 35 B UL BE R YA 00T B E s Wk s
e I L 7 M B BR T 49 4 .



3) % AR (Persuasive)

A company sponsors advertising in order to convince people
that its product will benefit them. Most advertising tries to be
persuasive—to win converts to a product, service, or idea.

— A EMET SR BB RE ARG E R R eATE .
M AT 3R 27 i BR 55 SR R T & .

4) &3 —E {5 B (Goods and Services)

In addition to promoting tangible goods such as soap or soft
drinks, advertising also helps publicize the intangible services
such as hair styling and bike repair shops. And increasingly, ad-
vertising is used to sell economic, political, religious, and social
ideas.

BRTHSEEYR EWER . REHZE, T HEREELTE
MEFFER MERL . BEHE. FHBRBEH & BAHKE
HEFR BIREHENE.

5) AEENT & X (dentified Sponsor)

For a message to be considered an advertisement, the spon-
sor must be identified. Obviously, the sponsor usually wants to
be identified—or else why advertise?

—NMERERA G LAEHREE, BMNEAEH T EH
HE,

6) il it —E M & K St (Mass Media)

Most advertising reaches us through the mass media® —

that is, billboards, newspapers, magazines, radio, and televi-

® mass media: (BB ZRMPES LR, AREELR, KAEEEE, iR
EUEE: TN



sion. But much advertising also reaches us through direct mail *.
Some advertising even reaches us through flyers® hung on our
doorknobs.

SR EE KA E IR MRS
FEane s A R B E S EERMNBEBRET N F L
/Mt B Al B FRATT I .

LA~ - DB EDRIL T o g LA
1 GD |

Sharp Z-20 Smallest Plain Paper Copier. It’s more than
just new. It’s smaller, it’s lighter. And it fits almost any-
where. It starts automatically. “Goes to sleep” automatical-
ly. Even sets exposure automatically. And it’s not only af-
fordable to buy. Economical to run. It’s also simple to
maintain. It uses replaceable cartridges. For copies in red,
blue or black. And it has copy quality that’s truly unsur-
passed. It’s the new Sharp Z-20. g

BN E DAL B Z-20 A |

W, BT ERE,

A AL BB .

W HBE3h, B3kl A,

YVENMR, 2 LB RAEFE. "

R EE, TG HOER =6, |

HERBLSRIK. |

R B AR 220,

v direer mail advertising; FLEEEGE S X & B SHAE A A abodf 15 s Eo i
SRR BIE TR R XHB R nEER T K
2 ﬁycr:‘ﬂaia(r)]‘ ”n. (iﬁ)/,‘lh‘g‘ 1':7 A
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1. 2 I~ £ H94E A (Functions of Advertising)

1. 2.1 fe#1FF (Marketing Function)

Advertising falls into the promotion category and is part of
the promotional mix® along with personal selling®, sales promo-
tion®, and public relations® —all of which are used to sell or
win acceptance of the company’s products, services, or ideas.

Advertising involves presenting the message, usually

through the mass media, to a large group of people known as the

iy promotional mix: RHFHHAF HHR TS EHAE PR/ I EFHEAE
FHAS BB ARMEE . BVHEIAAKEER,

@ personal selling: AR#EH,—fi 58 3L H B X @H#ATHEMER. B,
ARBEHEBRRCYRE ¢ PRMAHEHAR AEOWEERTHES
&3,

@ sales promotion. E#MEE . EHEHX. EHT . HAAREHTE0TTH.
ERFESHMAEKEX. OMYE. L5 ER . MEENRE. BNETRSIM
R E.

@ public relations; AR XR.EHASHWRARIZ—.-HHEMEZ HMX
FEPOUBEFHIIAACEMBEA RANBFZRAMGKE,



target audience”’. As a marketing tool, advertising functions arc
shown as follows

@ Lo identify products and differentiate them from others;

® To communicate information about the product, its features,

and its location of sale;

@® To induce consumers to try new products and to suggest

reuse;

@ To stimulate the distribution of a product;

@ To build brand loyalty®;

® To lower the cost of sales.
ITERBRTHSEFEZI.E5 ARAEM BB MO XA

A B HA S RN T HESGEANERZ LA™ M R F
T G S K AR T R B o 2 H AR R R

FE. IENEHTER, T SHEHRAE:

O X A T H A [E 27 fh 5

O A KT MIE B VR 3

OFEFHBRELRI AR ERFEAR™ M

OB K I ™ R

OH L h B

O RHE A,

{: target audience: L #K target market, HEFZ A, Hizig. R =& g
Bl RIAMIR BB E B,

@ brand loyalty: IR EBERBLEHNBERT R KA NF B ERE B>
G B S R . MR ARG R R RSP % (brand image) L SR
BABEAMKBESENALBYTANER. XIERA REERBOKY
E4%.



1. 2. 2 1§ B.4& ¥ T fiE (Communication Func-
tion)

All forms of advertising communicate some message to a
group of people. As a communication function, advertising had
its beginnings in ancient civilizations. Most historians believe the
signs carved in clay, wood, or stone and used by ancient Greek
and Roman merchants were the first form of advertising. Since
the population was unable to read, the signs were symbols of the
goods for sale, such as a boot for a shoemaker’s shop.

Because early artisans® took pride in their work, they
placed their own marks on goods such as the cutlery, cloth, and
pottery they produced. These trademarks enabled buyers to i-
dentify the work of a particular artisan, just as trademarks do to-
day, thus assuring consumers that they were getting the goods
they wanted.

Today the communication of information is still one of the
basic functions of advertising. Examples of advertising used pri-
marily for communication are ads in telephone directories, news-
paper classified ads®, and legal notices published by various or-
ganizations and government bodies.

BRI EBRE I HEEE-ENER. THEREGFRE
woge, BB THASCH ., REERERITAN, HAHEAER
MIZIERS ARNAH LN ERT EMEPIERX. 45, AN

® artisan ['actizn] n. TR, FLZA B0 H craftsman —id ,
@ classified advertising: R PR EHZEO IR & .
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1. 2.3 #HEF P EE (Education Function)

Advertising, as an educator, speeds the adoption of the new
and untried ' and. in so doing. accelerates technological advances
in industry and hastens the realization of a fuller life for all.

But advertising must be more than cducational to be suc-
cessful. Tt must also be persuasive to move people to action,
whether that action is the purchase of a different brand of break-
{ast cereal® or regular attendance at church.

EREHEENER CEAY T ANZEZHAERN RS
W e Rt T T B R RE I AR LM BRI AEER
o B TEE-RE IR ARFTUNEEAEN. )T EL S
AREAT UL T 5 AR R BRI 52 AR W 3K AS ) i R Y 2 K R R R LI
JEEW bR MALEE BN o) AT RIT .

i the new and untried s FEFA ARG T HEY LR .
2 breakfast coreal; BERCMMER . LXF IO FREN . LEEAUMWYEHVE
gty



1. 2. 4 Z£57IhBE (Economic Function)

By making people aware of products, services and ideas, ad-
vertising promotes sales and thereby commerce® as well. As a
buyer’s guide, it provides consumers with news of new products
or prices, and it gives industrial buyers important information
about new equipment and technology. By informing many people
at once about available products and services, advertising greatly
reduces the cost of distribution and eases the task of personal
selling. This leads to lower costs and higher profits, which can
be invested in more capital® equipment and jobs.

Advertising enables competitors to enter the marketplace.
This encourages the improvement of existing products and the
development of new, improved models. These actions translate
into® increased productivity, higher quality, and the disappear-
ance of products that don’t measure up®.

BEEANTREEG. FHEMUE, ) HRHFTHEG, Bd
et TR RR AR RES, T &6 B E N R R &
BMBHTENEE AL ERERBARGHER . CHREF
HHES. TEAAMNTAERERS, BAXFH T BET
EFHHERS, HBET AREHWAHE GHERTRAE™GR
BHREFFARE ROV X ETA G FE= NI, R
BRREMAGHES RN,

commerce ['koma:s] n. . KB
capital ['keepitl] a. BEHY
translate...into ; 75, ¥ #
measure up: S . F SR
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