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Advertising

Communicative Funection: -

Seeking and offering information

Part 1 Starting out

Lead-in

With the growing influence of mass media, advertising invades every aspect of our
lives. Whenever we turn on the TV, read a newspaper, open the mailbox, or surf online,
advertisements would immediately jump into our sight. As they make things so attractive,
we often end up buying things that we do not really need.

Some people say that advertising is so informative that it makes us keep up with the
latest information about products consumers are interested in. What is more, some
advertisements are shot with colorful images, carefully designed stories and delicate plots,
which are quite appreciable to audience. But there are different opinions on advertising as
well, saying that advertising adds costs to the price of the goods, harming consumers’
interests, and it imposes a kind of materialistic value upon the audience, too.

So, what is your view on advertising?
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Warm-up Activities

Questionnaire; Discuss the following questions in pairs or groups; record your partners’

answers in the form below and then make a summary of your own based on the discussion.

1. What is the most impressive advertisement in your memory?

2. What are the negative social effects of advertisements?

3. Do you have any experience of buying things simply because you like their
advertisements? :

4. How do you think the importance of advertising to a new product?

5. What kind of advertisement is a successful one in your opinion?

Answer to

Question 1.

Answer to

Question 2.

Answer to

Question 3.

Answer to
Question 4.

Answer to

Question §.

Summary
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Part I Model Speaking
advertising /'&dvataizig/ | & ;& ad /@&d/ = advertisement | 45, 5%
Coke /kouk/ A] [1A] 4 Pepsi /'pepsi/ B FH ] 4k
contradictory / kontra'diktori/ F J& i vacant /'veikont/ 23§
roomer /'Tuimo/ B, FHEE campaign /kem’'pein/ {E3h, 1825
billboard /'bilbo:d/ | 45 f& hype /haip/ KEE &
vanilla /vo'nilo/ FE slogan /'slougon/ 0%
TV commercial B#L) & market shares T 3715 &0

brand loyalty /& i S8 B

i‘_‘"‘l‘)‘i‘alogue One

~ % e m

Brand Loyalty

: Hey!

Hey! Look, this is a cool TV commercial. “Things go better with Coke!”

: I think the Pepsi commercial is just as attractive, “The choice of a new generation|”

Yeah, but the competitors are just canceling out each other’s efforts.

: That's quite true. They both spend piles of money increasing their market shares, but

neither gains.

B: I'm afraid the extra cost of advertising will be passed on to the consumers.

A: I hear that the advertising produces a good image of a product, and that leads to
consumer brand loyalty.

B: What do you mean by consumer brand loyalty?

A: It means consumers are loyal to a certain product and keep buying it. Also, they're
willing to pay more.

B: It seems contradictory. In other words, more sales mean lower production costs, but
more advertising means higher costs to the consumers. In the end, the winner is of
course the company,

A; That’s true!

Notes::

brand loyalty: loyalty to a certain brand.
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Expressions :
a. ...is just as...(as...)
b. ...but neither. ..
c. I hear that. ..
d. What do you mean by...?
e. (It) means...
Drills:
A.
a. I think Laura is just as pretty (as Jean).
b. Doctors think exercising too much is just as bad as not
o doing enough.
... 15 Just as. .. . . ) .
( ) c. I think our room is theirs.
as. . .
d. She’s clever, but her younger sister is
e.
f. .
B.
a. Both parties combated hand-to-hand for a long time, but
neither side could win yet. ’
b. Some scientists advocate biological control or integrated
pest management and they have achieved some success,
.. . but neither. . . but neither is easy.

Both nations desired peace, but compromise.

They were both very tired,

- 0 g O
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C.
a. I hear that Professor Wu is in the hospital with heart
trouble.
b. I hear that you have just come back from Los Angeles.
, but I don’t know if
I hear that. .. she has finished it now. .
| d. — 7
—Yes, I won $100, 000.
e. :
f.
D.
a. What do you mean by not telling me the truth?
b. What do you mean by saying this?
c. You said you have to help yourself, but ?
What do you mean [d. —I'm afraid you have to send your money through T/T.
by...? — ?
—That means Telegraphic Transfer.
7
?

E.

a. It was said that Fan Chi, a student of Confucius, once
asked the master what “ren” meant. Confucius replied“It
means to love other people. ”

b. There are financial aids to students, but, it means nothing

(1t) means. .. to you, as foreign students are not eligible i:or applying.

If you marry her,

. —What do you think of “growing up”?
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Diana:

Landlady .

Diana.

Landlady :

Diana:

Landlady .

Renting a Room

Hello, Mrs. Prince, I read in the newspaper that you have a room to rent. You
haven’t rented your room yet, have you?

No, I haven’t. It’s still vacant. Come in and have a look.

‘Thank you.

It’s just a simple room. My son used to live in it. Now he is grown and long
gone, and my husband died last year. So I thought maybe I'd take in a roomer.
A nice, quiet house. That’s what I'm looking for.

This way, please.

(After showing her the room)

Diana:

Landlady .

Diana .

Landlady ;

Diana.

Landlady .

Diana:

Landlady .

Notes

This is a very pleasant room. How much is the rent?

Fifty dollars a week as I said in the ad. , if you think that’s OK. I won’t charge
yoil anything for electricity, gas and heat. Oh, yes, you can use the kitchen
and refrigerator, too.

Well, I like this place very much. But, you know, I’'m an overseas student,
and I don’t have much money. So...you know, what I mean.

Oh, yes. You seem like a very nice young lady. What about $40?

That’s good! Thank you so much. May I move in tomorrow morning, Mrs,
Prince?

Fine. TI'll be expecting you around ten. If you don’t mind, I'd like to have the
first two weeks’ rent in advance.

OK. I'll give it to you tomorrow morning. See you.

See you.

L. landlady: XK, 7EXE, AAHHEREHEHER L. —BX3, BHERE
Ho BRAR, AMEAH, —MEMFEHFIENERES Iﬁo Bilan, A 19 55 ER A
BRI M & &, tFFREE 55 o

2. You haven’t rented the room yet, have you?: In American English, people say “to

rent a room” , however, in British English, “to let” is used most often.
3. to take in a roomer.: FEFZ I HBH,



