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Unit One
Advertising in Brief

I . Prework
Find the general meaning of the following words in your dictionary before

you read the text:( #& i T % By — A E X )

marketing - improve . |
promote identify
"~ employ corporate

idea audience
message clearance
paid nonpersonal
commercial define
appeal ‘ awareness
strategy patronage
target institute
demand

I . Text

Directions: Read the following passages carefully, paying special attention to
the block words. They are the most used words in advertising.( {7 20 i i F % £
% OERRBETE. BN &% AL

Advertising is mainly used as a tool of business to assist in the goods and
-service. The Definitions Committee of the American Marketing Association defines
Advertising as” any paid form of nonpersonal presentation and promtion of ideas,

goods, or services by an identified sponsor”. Some other experts define it as“ any

A T



paid form of presentation of certain sponsor on certain nonpersonal media to
appeal to certain audience.”

While advertising is very important to business, it is only a small factor in
overall business strategy. We can not expect to solve all the business problems
by means of advertising only. It is necessary that we use édvertising together with
other promotional tools, such as personal selling, sales promotion, and public
relations.

There are number of ways‘ to classify advertising. It can be classified into seve -
al broad categories:

By target audience
Consumer’ advertising »
Busimess advertising which includes  industrial, trade, professional, and
agricultural (farm) ad'vertisiﬁg.
By geographic area
International advertising
National( general) advertising
Regidnal advertising
Local (retail) advertising which includes regular  price — line advertising,
sale( price) advertising, and clearance advertising.
By media
Priat advertising
Broadcast advertising
Out —of —door advertising
Direct —mail advertising
By purpose
Product advertising and product reputation advertising
Nonproduct ( corporate/institute) advertising including patronage, public reja-
tions and public service advertising.
Noncommercial advertising such as recruitment advertising, advocacy adve);tisjng

2.



Commercial advertising

Action advertising

Awareness advertising
By form

Co —operative advertising which includes tie —in/horizontal advertising and

vertical cooperative advertising. '

Comparative advertising

Classified advertising
By demand

Primary —demand advertising

Selective —demand advertising

There are three major components engaged in making advertising: advertisers,
advertising agencies and advertising media.

How the producer treats the advertising function depends upon «the impor-
tance of advertising to the overall promotional strategy of the firm. It varies
considerably from firm to firm. As firms grow more marketing —oriented. with
gieater focus on marketing function to maximize their profits, the functional areas
i I advertising. sales, new —product development, and miarketing research requires a
cataivst that >wou]d integmte all these efforts and provide for: better marketing

planning.

Notes:

. poods and services @SR %

Y any paid form of nonpéljsonal presentation RRLEFNATE S §iAne
3 oideas W |

wentified .sponsor A BUBI Y A A, B4



. meésage B, $6{5 7 (source) & ! (deliver) I {EfTFE XM REFFS , BE AT LLZ

A3, AT RILE MY WE A HIT “45 8" (information) . Information
HEE X ESL, Hitk, E%EE+H informative advertising Ml informercial
UEBH&).

. institute advertising k)4, XML .

. regular price —line advertising,

Bl FERG RN E RS,

8. sales/price advertising {R&4) &, X BMHT .
. Clearance advertising

WA, — R RIS S, WS BT T

10. patronage advertising

i I R SN R oy AR (VR 51 S

11. recruitment advertising ?B%f‘%,’@.ﬁﬁﬁlf”%o
12. action advertising, awareness advertising {304, NI 4,

13. cooperative advértising

BB, 41 vertical 1 horizantol( tie—in) Bi#h. horizantal F AR %
FILFE KA M), vertical WA FNBERFLRIEGH &,

14. marketing planning

B#HER, T planning 5 plan # X B, “planning” #5 “E X", 5 — A, i
“plan” F§—ANEAKR “H-R17.

Il .Words and Expressions

paid ' 38 09, A 21
promotion** TR &4

goods and services** T i 135 %
define** v. R R,
nonpersonal** , EALAHW
presentation*® | E3
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idea**

identify** v.
sponsor**
message**
media**

appeal( to) **
audience**
factor**

overall
strategy**

by fneans of
personal selling**
sales promotion**
public relations**
consumer**
retail**

category
reputatidn**
corporate**
commercial**
patronage**
advertiser**
depend upon
vary v.

maximize v.
profit*

develop** v,
research**

catalyst

Wz, B &
ey
B, I8
WE
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: WA A
integrate v. | HE,Gh

effort** 5h, Jig (AB])
marketing** =::
source** E 3/
component* 5
engage** vt. e 3]
function* : iHE ., BRE
informercial* {588 &
clearance B
awareness** A
institute** Ak, AL
target** F fr
demand** mi K

IV . Exercises

A. Questions
I) Give the definition of Advertising by DCAMA.
2) What is the use of advertising?

3) What is your understanding of advertising?

B. Put the following sentences into Chinese.

1) Today, we all have Very strong opinions about advertising which may be
defined as a communication process, a marketing process, an economic and
social process, a public relations process, or an information and persuasion
process, depending upon the point of view. |

2) Advertising is usually aimed at a particular part of population.

3) Technological advances of the 19th century created the greatest changes in
the advertising industry.



4) Most advertising is intended to be persuasive. A company usually sponsors
advertising to convince people its product will benefit them. In addition to
p;'omoting tangible goods as suits, soap, and soft drinks, advertising also
helps sell intangible services of bankers, beauticians and bike repair shops,
And increasingly, advertising is used to sell a wide variety of ideas.

C. Put the following sentences into English.( {Xi%% )
Ko Tt K D —— ML RIS IE A —— (R S RN T T
o KB BE AT LA by AL PR BE R A ) T B R4, AT DLt SRS BT Y
CRHT. XESEERE A — IRy A O SR AT SR AL B,
A L AT VAT SR T B AT R AT 0 S, AT BEEH et ¥ ZH BERTRERIE—
A AR AR A



Unit Two
Advertising Agency

I . Prework
Find the general meaning of the following words in the dictionary:
handle size
talent , place
account structure
boutique , house
formula . : objective
select policy‘
purchase ' run
client employ

O. Text

Directions: Read the following passages carefully, paying special attention to

the block words. They are the most used words in advertising.

An advertising agency is an independent orgamzation of creative talent and
ousiness people who, on the basis of marketing objectives, specialized in developing,
preparing and running or placing advertising plans, advertisements, and other
promotional means. The agency also arrange or contract for the purchase of
advertising space or time in the various media. It does all these on behalf of the
advertisers( sellers) —their clients —in an effort to find consumers for their goods or
services. Regardless of their size, structure( organization) or location, all advertising
zgencies serve essentially the same purpose.

The agency employs specialists in applying the complex art and science of
advertising to business problems. They include administrators and other business
people, and writers, artists, market and media analysts, researchers, or other specialists.

Basically, advertising agencies may be classified by the range of their services

and by the type of account they handle as well as by their organization.'

.8 -



By services

Full —service agencies

A la Carte service including creative boutique, media buying services, and affili-

ated agencies.
By account

Consumer — goods agencies

Industrial —goods agencies

Financial advertisiflg agencies
By organization

International agencim

Multinational agencies

In—house agencies

Right choice of advertising agency will help a Iot in the success of an advertiser’s
business. There is no simple formula for selecting an advertising agency. However, there
thereare some criteria such as the speculative presentations of theadvertising agency,
the role of advertising in the overall promotional strategy, the experience of the
'agency with the same account, the size of the agency, the facilities of the agency and
its organization and personnel, the character, philosophy and policies of the agency.

The followings exhibit how an agency is organized.

Structure of an agency:
(1)




(1)

Board of Directors  #H 7

( TTHEE )

|

1

Head

Account Services

Head

Marketing Services

Account

Management

Executive

10 -

Planning

T

Media

Buying

Marketing :
L
Research
| Sales
Promotion
Public
1
Refations

=—1 Tmific

L

Head

Creative Services

- | Copywriting

O |

Layout

Storyboards

- Pioduction
—t

Broadcast )

Production l

|

Head

Management and Financial

Services

Finance and
Acoounting -
Rilling |

e S _.j

—d‘ Business |

= |

Managqmnt

\

|
Personnel |
i

Nc;j ,
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And here are some job titles in an advertising agency:
Art director Z A SN
Market research manager i 3% AT 5%
Assistant art director HBJFZ A M5
Market researcher #7767 51
Artist 3 T, 5]
PR manager /)% 1 4%
Photographer {85 Ififi
PR assistant 72y 3¢ )
Jingle creator 4 Jifi
Advertising director/manager | 4% 14
Copywriter X
Brand/product manager &k 4%
Aésistant account executive(AAE) W 4 L% (7
Account Executive(AE) % F1BEZ% b
Traffic assistant §43%5 b i By FH
Account supervisor % f }4%
Account director & J1 8314
Junior account executive ¥J4% % F1EBEZ% B
Print production manager ﬂzﬁfﬁ'ﬁ’ﬁé’éijﬁb
Media planner 4} 5 %
Media buyer 4%

Notes:

I. creative talent

BIRER A ) P E R talent — i) 5 5 15 1 2 048 10 38 L 1% 7 51 4%

~

2. developing, preparing and running and placing advertising.



