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1. What advertising medla are commonly used in our daily life?

2.
3.
4.

What is your favorite advertising medium? Why?

some examples?

Do you believe youngsters today are easily influenced by advertisements?
Do you think advertisements are sometimes deceptive? Could you cite

. Could you match each of the following classical advertising slogans with its

relevant brand name? And what other advertising slogans do you happen to

ﬂet’s make things better.”

“Share moments. Share life.”

“Start ahead.”

“Time is what you make of it.”

“Communication unlimited.”

“Think different.”
“I'm lovin’ it.”
“Just do 1t.”

“Poetry in motion, dancing close to me.”

“A diamond is forever.”

(13

Obey your thirst.”
Q}ood to the last drop.”

Sprite \

Apple

De Beers
Rejoice

Nike

Kodak
Maxwell House
Philips

Toyota

Swatch
Motorola

| McDonéld’s /

The Money in the Message

1 Besides gaining fame as the first Olympians, the ancient Greeks also excelled at commerce
and the arts. If you watch the Winter Olympics in Nagano, you will see that same impressive blend
of sports, creativity and the profit motive at work. For, while the world’s best skiers and skaters

{2}
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"~ compete heroically for medals, its best-known colas and copiers will compete ferociously for
market share.

2¢  Advertising is a crucial part of that battle. Bosses at Coca-Cola, Kodak and McDonald’s —
three of the Olympics’ biggest sponsors — believe that the huge sums they spend on advertising are
an investment in their valuable brands. They are not the only ones, however, who pay close
attention to advertising. To economists — the official sponsors of rational decision-making — the
motives and methods of advertisers raise doubts about a fundamental claim: that people are good at
making decisions for themselves.

3: In the economist’s view of the world there is little need for firms to spend so much money
cajoling consumers into buying their wares. Of course, people need good information to make good
choices, and it is often too costly or time-consuming to collect it themselves. So advertising a
product’s features, its price, or even its existence can provide genuine value. But many ads seem to
convey no such “hard” information. Moreover, most advertising firms place a huge emphasis on
creativity and human psychology when designing campaigns.

4. Economists need to explain, therefore, why a rational consumer would be persuaded by an ad
which offers nothing but an enticing image or a good laugh. If consumers are rational, they should
ignore such obvious gimmicks. If producers are rational, they should not waste money on ads that
consumers will ignore. The existence of such advertising thus stands out like a giant billboard,
proclaiming to economists that something is amiss.

5 Most economists would feply that advertising is a way to deal with “asymmetric information”:
the fact that sellers often know more about their product than buyers. Some products are better than
others in ways that are hard to detect without buying them. A product’s features and ingredients do
not really tell you how well it works, or tastes. And although some products’ quality can be verified
through trial and error, this is not always practical. A bad roll of film can ruin irreplaceable holiday
~ photos; a bad burger can ruin a holiday.

6 Companies such as Kodak and McDonald’s are thus willing to spend huge sums convincing
people their products are the best around. This explanation was first developed by Phillip Nelson, in a
classic paper written in 1947. He argued that a great deal of seemingly wasteful advertising is in fact
intended to send a “signal” to consumers — that even though a product’s quality is hard to verify in
advance, it really is one of the best on the market. From this perspective, it does not matter what an
advertisement says — so long as consumers can see the firms spending big sums on advertising.
Those clever ads work because consumers understand that they are a sophisticated way for a company
to signal: “We believe in our product, or we would not spend so much on advertising.”

7 On the whole, economists find Mr. Nelson’s account convincing. But they believe that he had
only half the story. Companies need pricing as well as advertising to convey quality to consumers.
However, they find it hard to agree on exactly what pricing and advertising strategies would most
readily accomplish this. They have not even been able to agree how prices and advertising should
be related. This state of confusion is astonishing, considering that economists have transformed the
study of firms’ other pricing decisions almost into an exact science.




.....",

BT T ——T

8’ Part of the problem is that it is extremely difficult to measure the amount firms spend
advertising “hard” information about a product’s price, or how it works, as opposed to their
spending on “signal” advertising of the touchy-feely sort. Moreover, the theory suggests that some
kinds of products — those whose quality can be verified only through experience — should have
more “signal” advertising. But what is quality? And can an economist tell how easily it can be
" verified? That depends on a product’s lifespan, consumers’ tastes, and the ease with which friends
and consumer reports can convey what a product or service is really like.

9 In fact, two economists recently conducted a different kind of study which suggests that the
“signaling” theory may be wrong. Sridhar Moorthy, of the University of Rochester’s business
school, and Scott Hawkins, of the University of Toronto’s, ran an experiment in which people read
foreign-language magazines with ads for unfamiliar brands in several product categories: cookware,
overcoats, nasal spray and yoghurt. The ads were real, but the magazines were altered to change the
frequency with which they appeared.

10 Although they did not understand the ads” content, the subjects associated a high frequency
of advertising with high quality. However, a control group saw each ad only once, with a message
attached telling them how often it appeared in other magazines. Even though the control group
could remember the frequency of the ads, they did not assume — as their peers had done — that
more ads meant higher quality. This suggests that people do indeed associate more ads with higher
quality, but not because they have a sophisticated understanding of the signal companies are trying
to send. They simply see lots of ads for a product and want to buy it. -

:13: The distinction is crucial. If seeing is truly believing, then even low-quality firms may be
able to create the impression of high quality by advertising, confounding the signal. Or perhaps not.
People may behave differently in economists’ experiments from the way they do in the marketplace,
when their own money is at stake. For now, let the games continue.

New Words

Olympian /su'limpian/ n. a contestant in ecither the ancient or the
modern Olympic Games EAKIE £iE 4

1 ¥
1 commerce /koma:s/ n the buying and selling of goods, trade (esp. |
’ between countries) Bk, ¥ 5 ‘
impressive /im'presiv/ a. making a strong or vivid impression; striking 5

or remarkable Ep £ %) &4
n mixture of different sorts %244

B T T T S R

blend /blend/

e R e R S A SO
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q skater /'skerta(r)/ n. one who skates, as on ice & K #
cola /kaula/ n a carbonated soft drink containing an extract %
of the cola nut and other flavorings T & %
sH
copier /'’kopia/ n an office machine that makes copies of
_ printed or graphic matter £ FPAL
; ferociously /fa'raufasly/ ad. marked by unrelenting intensity; extremely
1 + iR AN, WA

sponsor /'sppnsa/ n. one that finances a project or an event

carried out by another person or group;
someone who supports or champions sth.

Ronk, Bk

rational /'refanl/ a having or exercising the ability to reason [

WL, REY w

decision-making /dr'sizonimeikiy/  m the process or action of making a decision [

] RR

f ware /wea(r)/ n an article for sale % &, H4h

costly /kostly/ a of high price or value; expensive ##& & #J,

: HrEHe, B

:‘ time-consuming /taimkon,sjumiy/  a. taking up much time JE5 E 49, #otd

campaign /keem'pemn/ n. series of planned activities with a particular

- social, commercial or political aim ( #£4&.

: BosRM LML) EF, BHED 3

4 enticing /in'tatsiy/ a attractive; drawing one’s attention # A 49,
ABE| S8 !

{ billboard /bilba:d/ n a panel for the display of advertisements in |

public places, such as alongside highways or

on the sides of buildings J~ 4

asymmetric /.&s1'metrik/ a. having no balance or symmetry <3t #Rké4, R

| 444

detect /dr'tekt/ vt. to find out; notice or discover £ %, &K%

ingredient /in'gri:dront/ n. an element in a mixture or compound; a

constituent (A eg ) LAHNS, KL

verify /'verifar/ VL. to determine or test the truth or accuracy of,

as by comparison, investtgation, or reference

HE, AR

SRS S S S

i
¥ |
]
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irreplaceable /urr'plersabl/
burger /'ba:gs/

around /a'raund/
wasteful /weistful/

sophisticated /sa'fistikertid/
signal /'signl/

account /g'’kaunt/
readily /'redily/
astonishing /as'tonifiy/
considering /kan'sidormy
touchy-feely /itatfr'fi:li/
lifespan /laifspaen/
cookware /'kukwea(r)/
nasal /nerzal/

spray /sprer/

yoghurt /'jpgat/
frequency /fritkwansy/

distinction /dis'tigk fon/

confound /kan'faund/

ad.

vt

ad.

prep.

® R BN

VL.

impossible to replace 7= #E &4 &

a sandwich consisting of a bun, a cooked
beef patty, and often other ingredients such as
cheese, onion slices, lettuce, or condiments
AR

in circulation; available ;#idi, 433589

marked by or inclined to waste; extravagant
R

intellectually appealing 1 #5444

sth. intended to warn, command, or give a
message, such as a special sound or action
&5, #%

to indicate & 9/

description ¥ i£

easily, without difficulty % 5 b

surprising 1% % %9

in view of; taking into consideration % F,
& /53|

openly or excessively emotional and personal
HAALE, Hridsy, A&

the average or maximum length of time an
organism, a material, or an object can be
expected to survive or last &4, 1% 5 £ER
cooking instrument or a container 4% f) £
of, in, or relating to the nose § &4

a pressurized container; an atomizer *f % 3%
slightly sour thick liquid food, consisting of
milk fermented by bacteria and often
flavored with fruit, etc. BZ$L&

the number of times a specified phenomenon
occurs within a specified interval 3% %, k¥
the act of distinguishing; differentiation X
M, B4

to cause to become confused or perplexed &
B &, iRl
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excel at to be very good at (sth. such as a sport) R, #K (EFH%)
cajole ... into to persuade (sb.) often by clever means, away from (doing sth.)
PR, ER (EA) & (FF)

lay/place/put emphasis on  to attach importance to ¥ &, &

in advance beforehand; ahead in time %, F5%

as/solongas if; on condition that; provided v 3%, R &

on the whole considering everything & 89 &3

agree on/upon to have the same opinion about sth. -~ B&—HENX
as opposed to in contrast to & -+--- 3t P, L----extth, WAE

at stake at risk; dependent on what happens #| £ %, BT
for now for the present, for the time being 3.7, B #

Winter Olympics /wints su'limptks/ XHRz

Nagano /na'ganau/ KH ( BAXMPEET )
Phillip Nelson /filip ‘nelsn/ FEHL - RE

Sridhar Moorthy /'sridha: 'mus8r/ BRmEX - ERE
University of Rochester /junr'va:siti sv 'rotfesta/ TR (XE)
Scott Hawkins /skot 'hotkinz/ Rl - BEH
University of Toronto /juni'va:siti ov to'rontau/ ZREBKRE (MMEKX)

1. Winter Olympics: The 1st Winter Olympic Games were held in Chamonix, France, in 1924 and
the sport consisted of a men’s 18km and 50km race. It was in 1952 that women made their
cross-country debut at Games in Oslo.

2. Nagano: a city of central Honshu, Japan, northwest of Tokyo. It is a religious center with
diverse industries in a silk-producing region and a population of about 2,200,000.

3. trial and error: the process of making repeated trials or tests, improving the methods used in the
light of errors made, until the right result is found. R$H{%
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4. Phillip Nelson: He is now an emeritus professor in economics at SUNY Binghamton ( 1 £} 37
KEF LIRS 47 . He is noted for having been the first to observe the distinction between an
experience good (£%;d) and a search good ($##3-&) .

5. University of Rochester: Founded in 1850, it is a private, coeducational institution that ranks
among the most highly regarded universities in the United States. A member of the prestigious
Association of American Universities, Rochester offers degree programs at the bachelor’s,
master’s, and doctoral levels, as well as in several professional disciplines.

6. University of Toronto: Founded in 1827 by British Royal Charter, it is the largest university in
Canada, and one of the largest in North America.

7. control group: In experimentation, group of subjects or conditions that is matched as closely as
possible with experimental group, but is not exposed to any experimental treatment or
procedures. A control group is used as a standard or yardstick, to detect and measure changes
that may occur in the experimental group due to experimental treatment. X &2

@8 Content questions.

1. In the economist’s view, what “hard” information should be conveyed in an ad?

2. What do most advertising firms emphasize while designing their campaigns?

3. According to the text, what does the existence of an ad offering nothing but an enticing
image or a good laugh mean to economists? Why?

4. What does “asymmetric information” refer to?

5. According to Phillip Nelson, what is a great deal of seemingly wasteful advertising intended to
do?

6. Why do those clever ads which cost a lot of money work?

7. Why do economists think that Phillip Nelson had only half the story?

8. According to the author, what factors influence the quality of a product?

9. What can be concluded from the experiment carried out by Sridhar Moorthy and Scott
Hawkins?

10. Why can we say that the result of the experiment is perhaps unfavorable to ad experts?

B Text analysis.

The following boxes indicate the outline of the text. Now complete them with the missing

P . ¥

5 8 ]
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information from the text.

The Money in the Message
Introduction to the Economists’ viewpoints
passage about advertising
(Paras 1-2) (Pares 3-5) (Paras HK
y

A way to Economists’
deal with theoretical

“asymmetric - arguments

information™

(Para 3) (Para 4) (Para 3) (Para 6) (Paras ___ ) (Paras ___ )

2 Choose a proper word or phrase from the box to replace each of the underlined parts
in the following sentences, keeping the original meaning. Change the form of the word
or phrase where necessary.

commerce ingredient detect verify enticing considering
campaign confound lifespan distinction excel at asymmetric

1. Financial experts have noticed signs that the US economic situation is beginning to
deteriorate.

2. The figures announced by the National Statistics Bureau of the country are surprisingly
high and they have to be examined and proved correct by an international authoritative
organization. '

3. This kind of automobile is not expensive taking the import tariff into consideration.

4. The leader of the trade union said that he would make no difference between forcing
workers to work overtime without pay and exploitation.

5. The private entrepreneur who knew nothing about economic theories perplexed the
economists by becoming the owner of a multi-million dollar business within just five
years.

6. Since the construction of a harbor improved the transportation system of this coastal town,
the trade and industry here have become increasingly prosperous.




