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An Introduction to Advertising

So what is advertising? What can it do? How is it done?

To answer such questions, this book will look at different steps in
the process, different uses of advertising, related fields and the
underpinnings of capitalism and consumerism themselves.

Target markets vary greatly, and so advertising strategies and
techniques must be tailored to meet those needs. When people first
think of advertising, they usually picture consumer advertising — and
often national advertising — which is a form of commercial advertising.
But the array of different forms of advertising include: B2B advertising
such as industrial advertising; professional advertising; trade advertising;
and local retail advertising generally targeting end-users of products and
services. There are even noncommercial advertising forms such as
advocacy advertising and institutional advertising, often called PSAs.

The speaker, customer (or to whomever it is the speaker is
talking) and the communication process dictate the type of advertising
that is required to be effective. Reaching the customer in the most
effective manner is one of advertising’s primary goals. However, there
are many other concerns related to such an endeavor. There are legal
restrictions at various governmental levels. Additionally, guidelines from
such organizations as the AAAA concerning the use of techniques such as
comparative advertising, so as to prevent puffery from becoming
deceptive advertising, or to keep people from engaging in subliminal
persuasion have been created. Working with an agency’s suppliers and

the media creates additional challenges. Not to mention the experience
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of winning business through the pitch and bid process, which is both

stressful and riveting.

AAAA America Association of Advertising Agencies ( Pronounces by the individual
letters ) ?‘é[ﬁf“r‘%ﬁﬂi’g‘]‘m“

advertising [ '®mdvetaizin | |45 )15 8

advocacy advertising [ 'eedvokasi | {H SR 4

bid [ bid] J 453k

business-to-business advertising (B2B advertising) [ 'biznis-tu:-'biznis | B2B |45

capitalism [ 'kepitalizom | WA F X, WA IEHE

commercial advertising [ ko'ma:fal | FMk )45

communication process [ komju:ni'keifn 'prouses | &% i< £

comparative advertising [ kom'paerativ | LIS 4

consumer advertising [ kon'sjurmo | 7 %% 40 &

consumerism | kon'sjurmoarizom | 14 #4552

customer [ 'kastomo | [Bl %

deceptive advertising [ di'septiv] FER) 45

department [ di'pa:tmant ] #5[7]

designs [ di'zains ] 1% i1

end-user [ end-'ju:zo| B/ SLPR{d HE

industrial advertising [ in'dastrial ] Tl 45

institutional advertising [ \insti'tjuzfonl | #HFHHLK) 4

media [ 'mi:dis] TS

national advertising [ 'nafonl ] 4 E M &

noncommercial advertising [ nonka'mazfal | JERL) 45

pitch [ pitf] $2%

professional advertising [ pra'fefonl] %V AR 55 M) 4

public service advertising( PSA) [ 'pablik 'sorvis | 2325 4

puffery [ 'pafori] MKEER A 45

retail advertising [ 'risteil | BRG]
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subliminal persuasion [ sab'liminl po'sweizon] [ #AR ( %)

supplier [ so'plaia] Hill{E2 ¥

target market [ 'ta:git 'ma:kit ] FHAR3
trade advertising [ treid | {249/

riveting [ 'rivitin ] % A Y

not to mention [ not tu: 'menfon | AN

underpinning [ anda'pinin | FEAl

In the blank to the left of the term or on a separate sheet of paper,

write the letter or pair of letters of definition that best applies.

1 AAAA
2 advertising

3 advocacy

advertising

4 bid

 B2B

advertising

the emphasis of advertising and marketing
efforts toward creating consumers

paid communications conveyed by a
mass medium

companies that sell goods or services to an
advertising  agency for their wuse in
constructing advertisements, e.g. design
studios, color houses, printers, and
paper producers

advertising directed to other businesses,
rather than to consumers

a form of business-to-business advertising
aimed at manufacturers. This advertising
typically promotes parts, equipment, and
raw materials used in the manufacturing
process.

Advertising that is aimed at a national
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capitalism

commercial

advertising

8 communication

process

9 comparative

advertising

. consumer

11 consumer
advertising

2 consumerism

customer

%‘5 deceptive

advertising

end-user

H

market, as opposed to local advertising

advertising directed toward professionals such
as doctors, dentists, and pharmacists, et al.

who are in a position to promote products to
their patients or customers

a description or explanation of the chain-of
events involved in communicating
information from one party to another

the person who actually uses a product,
whether or not they are the one who
purchased the product

American Association of

Advertising
Agencies, an association whose members are
ad agencies

one that utilizes economic goods

advertising directed at a person who will
actually use the product for his own benefit,
rather than to a business or dealer

an economic system characterized by private
or corporate ownership of goods, by
investments that are determined by private
decision, and by prices, production, and
the distribution of goods that are determined
mainly by competition in a free market
advertising that is designed to educate and
promote ideas or institutions, e.g. public

service announcements

A group of vehicles used to convey
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- industrial

advertising

' institutional

advertising

18 media

9 national

advertising

| noncommercial

advertising

pitch

professional

advertising

PSA

puftery

information, news, entertainment and
advertising messages to an audience. These
include televisions, cable televisions,
magazines, radios, billboards, etc.

the offering of one’s service to the
prospective client, usually in competition
with other agencies

a lawful exaggeration of praise lavished on a

product that stops just short of deception

the act and instance of presenting an agency’s
concepts before the prospective client

An advertising message presented below the
threshold of consciousness. A visual or
auditory message that is allegedly perceived
psychologically, but not consciously. Also
called subception.

advertising  designed to increase sales,

specifically for retailers and wholesalers

a group of individuals whom collectively,
are intended recipients of an
advertiser’s message

one that purchases a commodity or service

advertising with a central focus on public
welfare, and is generally sponsored by a
non-profit institution, civic group, religious
organization, trade association, or
political group

an advertising appeal that consists of
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explicitly comparing one product or brand
to a competitive product or brand

retail

Advertising which promotes local
advertising merchandisers’ goods and services. Also

referred to as local advertising.

subliminal % advertising that involves commercial interests

persuasion rather than advocating a social or
% supplier
28 target

market that is likely to mislead consumers acting

% trade

advertising organization, rather than a product or

political cause

advertising used to promote a position on a
political or social issue

. a representation, omission, act or practice

reasonably under the circumstances

. advertising to promote an institution or

service, 1n order to create public support

and goodwill

Translate the following sentences (examples can be found in Appendix 2)

Lo ARIEBATHOC) k), HeA A b RS2 B0 A i R A DG T
MBS : T A A 25 AR el 55 7 (3 R i+ 0%

2. & TR N ARPE ), B AT Ik, IR )T 2 B A W
FIRRM , AR WAEART) 4 F2 P BT R i 2 B4R 37

3. 7N B A T L R R R A X O B AR A T
B AR AR, (EC) 5 ) B Lo 1 I i Sk 0 R 1) 4547 R s AR i b
TIMLAE o
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il

Word Bank . advertising , advocacy, bid, B2B, consumer, customer,

end-user, noncommercial , pitch, professional , retail, target market

( Note: For this practice section, two of the terms above are

interchangeable, but use each only once. )

During the (1) process, the (2) agency

will (3) its idea to the prospective client. Whether (4)

] advertising for a local merchant, (5)
advertising directed at doctors, lawyers, etc. (6 )
advertising targeting other companies, or (7)) (8)
advertising promoting an idea, the question the prospect is
asking themselves is, “Will the plan effectively reach and sway our (9)
77 The prospect wants to know if the individual (10)
B buying the product or service ( whether he/she be the
actual (11) and (12) or not) purchasing the
product, service or whatever it is they are promoting, will understand

the benefit as a result of the agency’s advertising.

Take turns with your partner speaking aloud the text. Say aloud
one sentence, and then allow your partner to say the next sentence. Do
this until you no longer need to look at the book to remember the

words. This can help you memorize the terms for future chapters as

well.



