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Unit One Advertisement

plact

FRTHHFARRKHAGRT HESHBEFELE

JTEZFUFE,RATHENANR EBRENAR EMEARSRS, RS SHEAED
frahe HiET XAERE, B H SRR, B SCB M LA X— B RS, M3 & 4
IR, ETRAAMBE S, TESTHEABFAMEFHAAZHAL, W: have,
get, give, buy, keep F/N1H 9% & MG S0 A F b7l & 5 take, use, have R/ IH & 1
FF R A B L B FIBIAE ;T like, love, need RARHAENH RN ERBRE. BAHEE
FAAL BB 2200, B 7Y EEAEMEIEREE , 8 81 4 E
2. EF, AN, TERA-KFEARREABREAMBAESNE S, HERKHH,EA
EN% % %], &0 :newly-developed, environment-friendly, personal-care %, V¥ & %X #6a8C
758, RS E S E A S A .

IEEBAER XS BEE, T ANRR #HEX ERRXF, BENERERLER
B E Y RE, AR & E X RO ERM I RELE—.
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Passage 1

The Web Advertising Advantages

Though online advertising spending is a mere fraction of what is spent on print and
broadcast, its revenue is increasing significantly for a medium still in its infancy. As mentioned ,
the Web’ s targeting and tracking capabilities have the potential to make it one of the most
responsive media available to advertisers.

Targetability. Web advertisers have an entirely new range of targeting capabilities. They
can focus on users from specific companies, geographical regions and nations, as well as by time

of day, computer platform, and browser. In the near future, advertisers will be able to target

much of their Web advertising based on users’ preferences something other advertising
vehicles can’t.do.

Tracking. Marketers can track how users interact with their brands and learn what is
ofinterest to their current and prospective customers. For example, a car manufacturer can
track how a user progresses through its site to determine whether more users are interested in
the safety information or the “extras” that come with a particular model. Advertisers can also
precisely measure the response to an advertisement through the number of times an ad is clicked
on, which is difficult to do with traditional television, printing and boards.

Deliverability and flexibilty. Online, an ad is delivered in real time 24 hours a day, 7
days a week, 365 days a year. Furthermore, an ad campaign can be launched, updated, or
canceled immediately. An advertiser can follow a campaign’ s progress daily Notice that a
campaign is generating very little response in the first week, and replaced by week two, a big
difference from print, where an ad cannot be changed until a new edition of the publication is
published; and on TV, the costs of making frequent changes are prohibitive.

Interactivity. An advertiser’ s goal is to engage the prospect with a brand or product. This
can be done more effectively on the Web, where a consumer can interact with the product, test
the product,and, if she or he chooses to, buy the product. For example, an advertisement for
software can take a user directly to the location where a demo can be downloaded and tested. If
the consumer likes the software he or she can purchase it right then and there. No other medium

offers such immediate and easy accessibility.

Notes

1. infancy: %]}
40 . The factory is in its infancy. &) IEAL FHI BB ER
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N

>

b

target.: 48+~ {E 0 B 4% , L5 -~ H4 R
140 : Coal production was targeted for 100 million tons in 1999.

1999 SEEM A= IEIRE R 1 {LPE,

Our sweet wines are targeted toward a different market.

RIMOPMHEER RS - ARBTH.

These T-shirts are targeted at the teenager market.

X T A2 R ADEN G

. response : T

)40 : A generous response should be made to the appeals for funds.
it 35 45 4 WF B P I 7 8 48K 3t 40 1S WD Y
We hope that our proposal for setting up a joint venture with you in the field of
electronic industry will meet your positive response.
AERNA X GHRNES T T EE A F A AR B ERIRS R T B BUR IR L,
campaign :i2 3} ; 5 3
Bl 4n :sales campaign 84875 3
advertising campaign ( or publicity campaign) |~ & H &% 30
We are working on a campaign to launch a new brand of soap.
RIMEERRRY ST RRER —FH R EOEL,
brand : 15, fh M8, T
brand ( fi ) 55 trademark (B4R ) A RAHE , NABFF /DB %, Ford S, £k FR
ERRBRARE DR T & 8 (brand) — 2 KE TN, T B A B4R, B, brand 5
trademark ATV FR, H 44 B4 R ELBT) MM X T2 o
40 : Buyer’ s brand is to be clearly stamped on the end of each piece.
514 1 AR 0 O 1 28 b B0 3K 7 H AR o
The company is launching a new brand of soap.
MEAEERN —FFETFHROER,
persuade store owners to stock less of their rivals’ brands
WREEZROBEEENF AREY.
HRIANL
brand choice Bifxik#E
brand clause BFR4&K IR
brand competition FjI5 =5
brand-conscious ¥ B R AR 1Y
brand loyalty & k§ £ iR
brand royalty 745 {# ) %
brand share iR KA R
brand switch 5 s #t
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¥ ¥ NiF X English-Chinese Interpretation

R ) & H RS

ERfr B ERABERE SR ARRE—DHo, RRAB EHLaH
BAEARCHKBEEABREHK, REGEAFREENATREECRAA S S2LHE
B,

Rk, RSB EZRAALENGEORD, RNTANEARZHL2E ERKXBDE
HRPHRAT]TELQ,LTAEZMBE NP EGHNEBRTRORS, ARG R,
FEZTARXTAPHRETEMSE LT H, X—E 2 ST ABREG,

THRIFER, WETUREAPARBMGER, FTRAFRESABLEREN XS,
Bldw  AEMNERTARMA P RARSE HBHATHAARRSGA X KERN 24
BEARWAREFENE, JEILTABLE 2 EFAKRERIEHEAMNTT S &6
BB, Hsty B R fe N SRR B X — &

TRERPRER, RESETULF LR 24 VN ERAR FESEEHTUK
HAR EHXBRK, JEETRAFRRMS SRR, 43283/ 42 —RALEAEE
ALw BRI TRE ERhB, XEPRS SARKGRE, BEFR & 255
BESTHEBEF LR MAECAEMEELR LHALNFHALALE,

XER, FEEHENABRBE—ABRI-—FAARRBINBLENHAE, XTUA
MERLER, ERE, BHRETAERRLH AKX, wREEETUERNE,
Blde, ~ MK ETRAABKRA P FRRTHN, AP TATHAZITRR, wRAF
ERBARB BETAEFET, AR RESRB b A8 FRGBRK,

Passage 2

;oo

JEBREHDRGRE, BASEHBRANTBENFEEHEE, FREA
MBEMERE, JEAATHEAHL2HG R RS AN /TiS L3 X33,
JEAKHGERAAARNOARARRLRANY TR KL BEGH L,

JEBEBIRA L2E LA T HLEUARR L SHBEFXERKS Kt
Fiko REFTERL, S ERKBIAHNEFTHEREF P e PABTRETEY
%A,
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Notes

JoE5 LA L
HEWF 4 direct mail advertising
KA 4 mass advertising
ik ¥E] 45 persuasive advertising
f& BT 4 informative advertising
R A|J 45 publication advertising
FEER. ‘
O EMAR. TTEEMNHAR—PA, TREEHREAREN AR
Q@ FAREN HE, EM—N EHEE—ENARAAN—ESHENTRER
b J: 08
@ Xft—EHWRA, —MUK, STERAESSEAE. NEEFBRAASE
B E B IR ZE L2 £ 5T,
@ fEBE—EER. THENERTUREXHELN, B RFANER K%, ¢
PRAHRREH .
® BEX—EREEERN. 2R HESRE LB B BESERAEBENMER
BR . BRERDT ERAMEF LAY E BE EREERHR.
1. kBT : the voice of business
2. T ## :aware of
B 4N . We are aware of the upward tendency in the world market.
BATREM R HM Lok,
be aware J5 W] B $#£4# that )\ A]
B40 : You are well aware that the export of our frozen chickens has a comparatively long
history.
HIRER, RFEOGSRERKI RN,
3. I'EWIE{FE AR means of mass communication
4. BEEBEEMNIER: play a vital role

NiEXFE X Chinese-English interpretation

Advertisement

Advertising has been called “the voice of business” , for it seeks to make people aware of
things they need and to make them want these things and tells what products or services are on
the market, and how they can be obtained. It announces new products and describes new uses

and improved features of familiar ones.

Advertising messages are carried to large audiences by newspapers, magazines, television,
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radio, and other means of mass communication. In this way, advertising plays a vital role in

the distribution and flow of goods from manufacturers to consumers.

Passage 3

Wanted

You will be responsible for managing the process of developing, marketing & advertising
strategies, providing creative solutions, producing advertising materials and acting as a central
coordinator between the agency and its clients. You must have at least two years experience in
an advertising agency or marketing department of a JV company, have a university or college
degree, have strong analytical skills, be highly motivated, be good at dealing with people and

motivating them.

Notes
1. responsible for; J------ s RER f R A
#l 40 : The insurance company is responsible for the claims.

XX R, R A AE R
2. strategy: KB%, TR
] 40 ; strategy for the integrated development of regional cooperation in Asia
W XA R — KRR
strategy of national industrial development B % T\ & & M
3. creative: A RIS H; QIREHEM ; SR EIRY
B3N ; creative selling A3 &S &
4. act as; ¥4
£ 4 : Our Machinery Department mainly acts as an export agent on a commission basis.
RATHI PR = R M 0 BRI,
WRAREHRS RE—HRFE ,act as 25, REZHAH a,
)40 : He acts as secretary to the board. 7 M4EH M,
5. coordinator: B}iE, FEMWARY
coordination ; i , 7R ¥
140 : Coordinator Committee on Multilateral Monetary Cooperation
ZHRTAGHEDAZRS
coordination decision PHEYE

coordination of supply and demand HpiE it % &
coordination of tariff {& %% B8
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6. agency: fUHE; L
B30 : sole agency M FALHE
agency general i {{ 2
agency service {CH %
7. JV: joint venture S E AR (H— MU LS E5ERFEN T H S, HIm, - KEBE LW
—FEEMIT L, KR EZHARUBREL )
8. analytical : 53 7Ry, MEHTRY
40 ; analytical accounting 43 #7 <1t
9. motivated : B ER

¥ iF 3L English-Chinese Interpretation

BB

HEAFREEAFRL EHA T a4 RU{SBEMET R, $ETHEHH,
HAEG &N FEFLAGBRAA, RLA:AEIBELE EX2ARELTXNHE
HFMNHLR AXRFEIXREFH  ARBROGSFES, LHERBRUGH, ETAATRE,H
fesl 3 4,

Passage 4

HLEBIER

A:BMARALR 2R LAREAMNGOFHAANAZFNATAESHRARRG R HHIL
B BN E TR E? REEAMNAETAEYG PR ER TEQRARILENGAE S
MR

B:ERALERLME, KESLEYENEETHREARLTLMEZ LG TS,

ABAANHEREANEBRRERANA SR ASRAREALAN, BRE T
AXBMHAEEANGES BARNEFANARGEZR LRI LIRAEZEH A
MR R, FRGEE NI RFOHE IR ANAESFHFHEROBAFRTIR
HHHRES RAEE VRN ARNARFIIRERRLES,

B:MRERAHZ2KANREARMOFAANIE T ANMREZIT RAKALEER
HMOEFEZREALERAFHES, PREALELA -0, BEMNETELEAZIAHEHA
ANE—ATHB . —ATHOFHEAZAN A RBLOEBR 4, M EEREREKMNG
FEOKE;RAARMNAZEACTHELFE,

BARLAE TR, XA ARBNALRRYG, AN TFRAT B AB—EHZER
B X5, EANLERRZERNERBE AGNOEEN RS A THRERR, ¥



