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unit 1 Advertising o
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1. #2247k
Advertisements are a good way to sell products or services. They are also a good way to make people
aware of the needs of others and the dangers around them.

2. ﬁ%ﬁ?*h
An advertisement provides information and uses persuasive language and exciting images to
encourage people to buy a product or service or believe in an idea.

Bl
I

advertise, share, persuasive, product, service, promote, place, intended, educate, welfare,
complete, lie, claim, aware, toothpaste, breath, cure, customer, connect, trick, creative, public,
lead, nationwide, campaign, drug, deal, social, commit, smart, satisfied, publisher, unique,
senior, choice, recommend, purchase, copy, sweet, sales, bar, packaging, update, design,
unforgettable, fashionable, convenient, continuously, functional, filling, available, various,
particular, goal, target, media, mailing, determine, appeal, react, gather, approach

I

=]

2o

Hif

be used to, be satisfied with, encourage sb. to do sth., post sth. on the school website, learn about,
do some research on, have information to do sth., share sth. with sb., pay for, do sth. for free, be
intended to do sth., educate sb. about sth., tell sb. the truth, protect sb. from, be aware of, even if,
be proud of, feel good about, connect sth. to, play trick on sb., serve the public, be meant to do sth.,
lead(live) a ... life, deal with, believe in sth., publics service projects, Project Hope, school every
child, be smart about, be supposed to do sth., persuasive language, exciting images, be popular with,

iR market share, sales targets, market leader, be of high quality, sales figures, for the benefit of, have a
goal, get sb. to do sth., create the right message, care about, be concerned with, affect one’s life, get
the message across, depend on, come up with
1. We are so used to them that we often do not even realize how many we see and hear in a day.

2. I did some research on advertisements, and have some very important information to share
with you. '
3. A commercial advertisement is one which someone has paid for to promote a product or service.
4. PSAs are often placed for free, and are intended to educate people about health, safety, or any
other issue which affects public welfare.
%)% | 5. However, we still must be aware of the methods used in advertisements to try and sell us things.
6. We must not fall for this kind of trick!
7. We all want to be smart about what we believe, so be smart about advertisements !
8. When you start a successful ad campaign, you must have a clear goal and target audience in mind.
9. It is important to always try to appeal to the way the audience will react.
10. There are lots of different ways to get your message across when you are putting together an ad
campaign. 3
1515 | Direct speech and reported speech ( E 4% 7] &A= ] 4% 5] %)
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Advertising

What is advertising?

Advertising is a way to get your message to your
desired audience. But in order to do that, you must first
have a plan. This plan has many facets, including your
marketing goal, advertising strategies and media,
implementation, evaluation, and budget.

What is your marketing goal?

Your marketing goal is basically what you want. Do
you want extra amount of people to visit your city this
year or season? Do you want to increase sales an extra
amount? Is there a problem you need solved, like filling
rooms mid-week? Once you determine what it is you’re
looking for, you can then determine who you want to
speak to and what you want to say to them. This, then
becomes your advertising strategy.

How do you build an advertising strategy?

The first four questions you have to ask
yourself are ;

® Who are you trying to reach?

® What do you want to say to them?

e How, when and where are you going to reach
them?

® Why have you chosen the steps you have
selected ?

Who are you trying to reach?

The audience you want to reach is your target
market. In order to determine your target market, you
will need to do a little research. You will want to know
what the consumer thinks about your city, resort, or
It is extremely

product and your competitiveness.

important to know who your audience is, so you can

7 002

create the right message for the right person. There are
several ways to discover your audience, which is
detailed in the research portion of the educational
series. It may be helpful to categorize your consumer in
order to market to the correct group. Some questions to
ask yourself during the research process are:

® Location — Where do your consumers live?
Urban or rural environment? Out of State? In a specific
city? Far away or close by?

® Age — Are your consumers between the age of
25-54 or 34-549 Are they young or old?

® Marital/Family status — Are they married?
Single? Do they have kids? How many? What age?

® Income — Do your consumers make $30,000
per year or $ 100,0007

® Life stage — At what stage of life are they? Are
they newly-weds just beginning their life together, empty
nesters ( children are grown and gone) , or retired?

® Travel patterns — How many times a year do they
visit and during what season?

How do you reach your audience?

There are numerous options to cthoose from when
you are deciding how to advertise. What are your
tactics? What approach do you want to use? These will
become your media strategy;

® Newspaper

® Direct mail

® Brochures

® Coupons

® Handouts or ﬂ)'rers

¢ Radio

® Magazines

o TV

® Qutdoor, such as billboards

® Special promotions or packages



® Partnering with another tourism business or
tourism area

o Internet Marketing

Tips for writing an ddvertisement

Before you write, think about the reasons that
people should use your business. Do you charge less
than your competitor? Do you have experience? Are you
more reliable than others in the same business? Decide
what makes your business the best and focus on those
points in your ad.

Be honest. Customers will use your business again
if they can trust you, so don’t promise to do something
you can’t do. You should also list a price (or price
range) so your customers will know what to expect
before you begin the job.

Be friendly, persuasive, and specific. Instead of
writing “1 have experience in baby-sitting children of
different ages” , write “I have been baby-sitting children
from the ages of 1 —8 for the last two years. ”

Tell potential clients why you are qualified for the
job. Did you take a baby-sitting class? If you are going
to care for pet, have you volunteered at an animal
shelter? Customers need to know why they should

hire you.

Unit 1« Advertising

Five common approaches to post-testing

Your advertisements should be post-tested to
determine whether they are achieving their inténded
objectives. There are five common approaches to post-
testing :

Aided recall — After being shown an ad, respondents
are asked whether their previous exposure to it was
through reading, viewing or listening.

Unaided recall — A question such as, “What ads do
you remember seeing yesterday?” is asked of
respondents without any prompting to determine whether
they saw or heard advertising messages.

Attitude tests — Respondents are asked questions to
measure changes in their attitudes before and after an
advertising campaign.

Inquiry tests — Ads generating the most inquiries are
presumed to be the most effective.

Sales tests — Charting increases in sales against
when the advertising was running, which could also
include total sales volume at the end of a season or year.
This should also include analysis of how it compared to
similar time periods in the prior year. You can also
conduct a conversion study to determine the percentage

of inquirers who visited.

003 *
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Period 1

F—T BRI

Reading

BRI Advertisements R4 RS0 9 A SE A T I AEAS o (A325 FMat 3 /i)

Title: Advertisements

Commercial ads 1.
Exbense Charged 2.
5. people about health, safety, issues
3 Promoting a 4.
concerning public welfare, etc.
Comment Full of 6. 7.
“Bright-Teeth fights bad breath!” “Yes to life, no to drugs. ”
& “You are proud of your cooking, so | “Project Hope — schooling every child. ”
' shouldn’t you buy the very freshest | “Knowledge changes life. ”
food?” “Smoking is committing suicide slowly. ”
Methods Using 9. images and creative 10.
F-T RIMARAIE prize in the box, you may want it.

. BASEResem DR T i i 4 50, B RAT 44
9 A B.C.D PUANZET itk ) B R IT

Advertising gives useful information about which
products to buy. But modern advertising does more than
giving news about products and services. Today’s
advertisements, or ads, try to get consumers to buy
certain brands (% J# ). Writers of advertising are so
skillful that they can sometimes persuade a consumer to

wear a certain kind of clothing, to eat a special kind of

cereal (% K ), or to see a movie. Consumers might

never even want a product if they did not see or heard

advertisements for it.

For example, you probably do not need the newest
cereal in the supermarket. There are probably many
cereal brands on your kitchen shelves. You may not
have space on a shelf for another. But if you see ads

about a new cereal that is your extra-tasty and has a free

004

Advertising must get attention. To be effective, it
must be exciting, entertaining, or providing some
pleasure. The secret of writing good advertising copy is
.offering a good idea as well as a product. The idea is
wﬁat the ad is really selling. One example is an ad that
says eating a certain cereal will make a person do well in
sports. That cereal brand may sell better if consumers
think it offers strength and energy.

(' )1. What is discussed in this passage?
A. The content of modern advertising.
B. The skills of modern advertising.
C. The results of modern advertising.
D. The writing of modern advertising.
. According to the passage, a good advertisement

should

A. be both persuasive and effective

B. give people useful information



C. show people a product
D. show people a new idea of a product
( )3. From the passage, we know that
A. modemn advertising has less effect on customers
B. once customers see ads about a new cereal,
they are sure to buy it
C. cereal can make people strong
D. cereal is a kind of food which is popular
among people
( )4. What can we infer from the passage?
A. Customers can easily be persuaded by
advertisements.
B. Customers should be persuaded by
advertisements.
C. I's impossible for customers to buy a
product without advertisements.
D. Customers buy products according to their
demands rather than the advertisements.
(' )5. What does the underlined sentence in the first
par.agraph most probably mean?
A. Consumers never want to buy anything unless
they are persuaded by advertisements.
B. Some advertisements can be too persuasive to
make consumers buy the product.
C. Some persuasive advertisements can succeed
in attracting more consumers.
D. Consumers can never be affected by some
persuasive advertisements.
0. 2R B3 T A0 4 S0, FF AR 84 SO e Y
ZORE
Packing is an important form of advertising. A
package can sometimes motivate someone to buy a
product. For example, a small child might ask for a
chocolate bar that comes in a box with a picture of a

cartoon character. The child is more interested in the

Unit 1 = Aavertising

picture than in the chocolate. Pictures for children to
colour or cut out, games printed on a package, or small
gifts inside a box also motivate many children to buy
products — or to ask their parents for them.

Some packages suggest that a buyer will get

something for nothing. Food products sold in reusable

containers are examples of this. Although a similar
product in a plain container might cost less, people often
prefer to buy the product in a reusable glass or dish,
because they believe the container is free. However, the
cost of the container is added to the cost of the product.

The size of a package also motivates a buyer.
Maybe the package has “Economy Size” printed on it.
This suggests that the large size has the most products for
the least money. But that is not always true. To find
out, a buyer has to know how the product is sold and the
price of the basic unit. The information on the package
should provide some answers.

But the important thing for any buyer to remember
is that a package is often an advertisement. The words
and pictures do not tell the whole story. Only the
product inside can do that.

6. Why can we say that package is an important form of

advertising? (no more than 11 words)

7. What does the underlined sentence “a buyer will get
something for nothing” most probably mean? ( no

more than 13 words)

8. Why do people prefer to buy the product sold in a

glass or dish? (no more than 11 words)
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9. What suggestion does the author give in the passage?

(no more than 9 words)

B=T HNEEEIF

BB 3, 4k T 514 1 50 T 36 AT 3
Hi%,
1. B, BiRE
2. fFTEEM(ESE)
3. g@ﬁ%}\ﬁl& ......
4. K9, VEFF
5. HIER—ERS
6
7

- ME-TEE

- TR R AP

7 006

8. i EERIFHIATE

9. kb3, NIt

10. Nifee--e- Y G

11. fall for

12. social issues

13. commit suicide

14. persuasive language

15. pay for

16. promote a product

17. connect... to

18. Yes to life, no to drugs.
19. Knowledge changes life.
20. School every child.




Period 2 Reading (Language focus)

Unit 1 ¢ Advertising

@%’9 &8 %”ﬁ Engli‘sh speech' contest. N B
R 2 4 IEAE A — AU TR
— . Bebialil €753
1. share n. [C]—# (M. FE.WFF), promotion n. 1% ;3 ;I3 8
Rg promoter n. ZARA,F&HA

v. SF,58; £57;5E,959
I have done my share of the work.
KRELM TR NE LTI,
She’s got all her money in stocks and shares.
I P A AR R T R AUBCR B
Let me go shares with you in the taxi fare.
AR PR EE T
She shares in my troubles as well as my joys.
i 5B H 3
His property was shared between his children.
b ¥ 4 7= ph AL BE AT 23 T o
[#m]
have a share in fE----+ ¥ & A B8
do one’s share for F------ Raee—mhE
share... with... 552 F (X4), ¥ X F L5

(%(A)

share in... - F X%

share (out) between/among... % B, #% -
2. promote v. {Ei#;RF; Ef;EH(HRE)
The government decided to promote public welfare.
BUR & &SR AIEREF o

He was promoted from a clerk to a manager.

fti NER B2 B3R T+ A 2 3

How can we promote the sale of this kind of

product?

FRATT A0 HE B X b= S YR

These days the Students’ Union is promoting an

[#nc]
promote sb. (from sth. ) (to sth. ) #E XA
be promoted to AR Ay ----- (#934L)
promote growth 4€i# 4 K
3. placev. RHE;E

n. [CIAR, 8 ; BRfL, &K
They placed the orphans with foster parents.
AT Ak 2 LER B T FRALEE
He placed the money on the counter.

B EIBAEAE T £
The notice is placed too high — nobody can

read it.

AEMWRAE, EREARE.

Is th_is the place where it happened?
SRS A R 7

She trained hard for her place in the Olympic

team.

R T AEBRE BA P AT — T L, 1t %5 IR
She won the first place in the competition.

LT LESCE R

[#&] .

place % 5 A4t 15 — AL #) A% A A 73] o 4w : meeting-

place“ & & 3 8.7 ; birthplace “ # 4 3" ; hiding-place

PSS
[#Hc)
in place i By 3b;iE B AR LT
out of place FR4&-Bf b ; RN L 6437

007
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all over the place %4t ; 2 £L
in the second place... & &

in the first place, ...

4. claim vt. B, BFR; REGER

He claimed to be the manager of this department.

M ESR A XA TR 2B

The terrorists claimed that they were responsible for
the bl 2 ¢4

R 7 T PR RS 10 57

There is a man at the gate claiming to be a
journalist.

MTAA A AFRRICSEBIA.

[#i/]

claim I 4F &80, & By 2o A
AR BT,

He put in/made a claim for damages.

i3 LA A

You have no claim on my sympathy.

VRBA R FE R BRI o

Nobody believes his claim that he was innocent.

AR A AR

[#c)

claim sth. that... Bf %, #4K

claim to be... &K, g

claim... back &=, & w ¥

one’s claim to/on sth. 3£ A s+ 8 FF A AL

lay claim to sth. & #Rsg-----+ b8
5. trick n. [C] ifgit,BIER
vt. RF, W

They had to think of a trick to get past the guards.
AT R 2B S AN T S
[#7c]

008

play a trick on sb. FEAMITLE MFEA

trick/fool/cheat sb. into sth. /doing sth. ( it)
FREAMEF

trick sb. out of sth. @& A #5324

These children loved playing tricks on this
neighbor.

B ERAEFFX LA SE o

He tricked me into lending him $100.

b BB A 45 At 100 5T,

Her partner tried to trick her out of her share.

A 495K A Bl d 4 P o

It’s immoral to play a trick on the disabled/
disabilities.

VEFRERIE N RATELE
—LEEEE

1. PSAs are often placed for free, and are
intended to educate people about health, safety, or any
other issue which affects public welfare. (page 2, lines
11 -12)

RNti) RSB , HH B R AR X
FHERR & A B HA R B A A 25 A 0

(1) for free %

Boiled water in our school is offered for free.

FATABIF KT S LR

[#i&]

free of charge % % (%)

Medical care in some parts of the country is free of

charge.
XA E XA LT, BRI IR BRI
(2) be intended to do... H--ee-- R/ 5/ &
i}

The money collected is intended to help the poor

university students.

X N BT I R TR



[#i%]

intend... as (for)... ABik---o-AE( R A ) --oe-

We intend this news report as teaching material for
students.

FATFT R A I B P 4R 18 2 AR a2 A B b

be meant to = be planned to do #& it X -+

The program is meant/planned to enrich the daily
life of the villagers.

X —IH J2 8 F E A RE B F A S TR

mean to do sth. 37 Ff & ¥

The girl meant to have a job in the summer
vacation.

XL EITRE R ETT— 0 T,

mean sth. /doing sth. FIGEF , F L - -

Refusing to reply to the call means giving up the
opportunity.

A 11 R O L2

2. However, we still must be aware of the
methods used in advertisements to try and sell us things.
(page 2, lines 15 -16)

SAE G, BATIR Rk i B ks R
AERR :

be aware of HIiE , I, HiRF|

Many people are aware of the importance of a

foreign language.

RENF R TIME R E N,

He doesn’t seem to be aware of the coldness of their

attitude towards his suggestion.

At BLP- I 3 A TR B A AT X Al ) B T ¥ IR

We were quite aware (of) how you would respond

to us.
WATRHRAE Qo] B X AT E R+ IERE

Were you aware that something was wrong?

Unit 1 = Advertising

WRERBIAH A s T
3. We must not fall for this kind of trick! (page 3,

line 26)

A4 A BB (5 3k 26/ ME XK L 240 |

fall for sth. |-« B4, 57 o eee [ DR Rif eeenee =
LA E

I'm surprised that you fell for that trick.
HARMT , R FE R b TR A B A 2

[)E)
fall for sb. /fall in love with sb. i« F,% £

They fell for each other at the first sight.
i — W15 o

fall down/over % #4535

She fell over and hurt her leg.

PR T —B, 5% TR

fall apart 2% 5

Their marriage finally fell ap'art.

AT IR R R R T o

fall behind % )& F------

The world major powers are afraid of falling behind

in the arms race.

A R AR ME R E A S T h R ) o
4. These ads deal with large social issues. (page 3,

line 35)
XL B B i — e R L& )
deal with

(PR, KT, R
This book mainly deals with difficult points in the
study of French.
XA A B Fe il o P HIME R
(2) 438 XA s 3 15
There are too many problems for us to deal with.
HATAERZHEFELH,
(3) %438, 4b 3
Haven’t you dealt with the letter yet?
PR B A AR EHE S 2
009 "
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(4) HREANSHENA I KR

I hate dealing with large impersonal companies.

TR BA NFIRI KA FHT3CE

[ 3% ] deal with %% how i A, % do with 1] %
5 what £ A .

I don’t know how to deal with the situation.

FAN 03B B b PR IX A ) B

What shall we do with the problem?

FAT L2 G A Ak PR X A [ R 7
= EFDE KA

1. We are so used to them that we often do not
even realize how many we see and hear in a day.
(page 2, lines 1 -2)

BITEEM EILUART , UETRITEHZ
T — KRB L) .

[ 47 ) iZ AR T “so + adj. /adv. /v. + that...”
45 o AR so /&% “be used to then” H1 ¥ TE 245 17]
“used” {1 o

He was so happy that he even jumped up and
down. E

f R AN E 6 A 2 TR BB T .

The boy ran so quickly that his mother couldn’t
catch up with him.

AR5 B B A5 4 e 22 PR DA 2T Al #0549 A EE R
Ao

The good news so excited the crew that they set sail
at once.

XA B PR B AN e i 3 3l L 2 T AT
o FREMLT .

2. An advertisement provides information and
uses persuasive language and exciting images to
encourage people to buy a product or service or
believe in an idea. (page 2, lines 5 -6)

I EE SR KGR EA RS A A
AT B R, RSB AT W SEJE Ao 7= 5 B R 95 8 2 A
fRHEFEE

7 010

[ 4347 LA i E SR A E R T = A 351K 3l
BE,EGERT =4 BEPRE, BT —E R HEL
K #Ho

language” , “use exciting images” & = 511K 15 &

“ provide information 7, “ use persuasive
i&; “buy a product” , “buy s service” , “believe in an
idea” E=IHIIHIHE

(1) provide sb. with sth. / provide sth. for sb. [n]
FNRBEIEY) B0

The management will provide food and drink.

= The management will provide the staff with food
and drink.

= The management will provide food and drink for
the staff.

HEE a2 i TREMRE

(2) persuasive ZIEA1A, BAH “HUARSIE, 3
TR, HBh A X “ persuade”

He tried to persuade him with a persuasive speech,
but failed.

At s Pl P — YR S TR 7 RO R U AR A, 1EL 2%
T o

3. China has strong laws to protect people from
advertisements that lie or try to make people believe
untrue claims about products or services. ( page 2,
lines 14 - 15)

NI E N T AL EHE KW,
R EGIE T AR

[4#7) A) 5 i “ that lie or try to make people
believe untrue claims about products or-services” 1 iE i
M), K Z AT that % 561717 advertisements, 7E M
IR i, RREA B

More and more libraries that offer the villagers
chances to get close to science have been set up.

HOR B i B B E R T, BN RER
PHERMEE T2,

EAnSR & 2 AT B 78 ) Hh 3 2 224, U w7 L)




B,

The many ads (that) we see and hear every day
also enrich our life.

RATERIT BB SRR EE TR
M o

4. Even if an ad does not lie, it does not mean
it tells you the complete truth. (page 2, line 17)

— 4, B e AU, WA ERE R E
4r 2 A M BRARVE RS

[4+#7] even if = even though (whether or not;
although ; in spite of the fact; no matter whether) &4
RGN, 51 FRIENA]

She’s going to have problems finding a job even if
she gets her A levels.

B A3 3 A, R TAER RS M,

I can still remember, even though it was so

long ago.
B RMA LRI, RAUKRILH o
[#/%]

even so B A “REJmit” A &l19414%

It rained, but even so we enjoyed the day.
RERAN TR, BRITERRIFL o

I had a terrible headache, but even so I went to the

concert.
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( )1. We won’t think any of his remarks no matter
how  they turn out to be.
A. persuading B. persuaded

C. persuasive D. persuade

(

(

)2.

)3:

)4.

)5.

)6.

)7.

)8

Unit 1 .« Advertising

I  to go out for a walk but the
decision was canceled ( BUJH ) because of the
rain.

A. intend ;intending

B. intended; intended

C. intending;intended

D. was to intend; intending

The little rabbit of the danger and
disappeared in the bush.
A. was awared B. was aware
C. awared D. awares
As he grew up, he wandering in the
woods, collecting the whistles of the birds.

A. fell for B. fell into
C. fell to D. fell in

This suit of special clothes will protect you from
by wild animals.

attacking

attacked

o w >

to attack

D. being attacked

This company  some good software _ us.
A. provides; / B. offers; with

C. supplies; with D. provides; for

90 percent of the patients can be _ the
disease.

A. cured by B. cured

C. cured of = D. cured for
I what he said because I __ him.
A. believe; believe |

B. believe in; believe

C. believe; believe in

D. believe in; believe in

o1



E5h s EEMSS HmESR4

(' )9. You dont have to the umbrellas; Tl

give you one each.

A. advertise B. be used to
C. share D. persuade
( )10. We him to stop surfing the internet,

but he wouldn’t listen.
A. persuaded

B. tried to persuade
C. suggested
D.

demanded

() 11. Mother us stories when we were
young.
A. was used to tell
B. was used to telling
C. used to tell
D. used to telling
(' )12. Their products enjoy 30 percent of the
market in this country because both their
quality and service are fine.
A. features B. share
C. discount D. sales
(' )13. The government is trying to do something to
better understanding between the two
countries.
A. raise B. promote
C. heighten D. increase
( )14. I went to buy a newspaper and when I came
back I'lost my  in the queue.
A. chance B. place
C. way D. time
( )15. He _____that he could finish the job without
any help.
A. claimed B. required
C. demanded D. announced

7 o012

I RS ST, R I 46 B 1) i) 2 A L A 30
%o (EEIAEENA)

numerous used to intend to campaign
persuasive  promote customers  service
fall public
Nowadays whenever you are on the website,
1. advertisements are being sticked here
and there. Most of us are so 2. the

phenomenon ( Bl &2 ) that they often consider the

advertisements as 3. In fact, an

advertising 4. is 5. trick

careless readers. In order to 6. its
product, and to persuade 7. into buying
its product, they pay to design all types of exciting
speeches. Many of the

for this kind

pictures and 8.

9 may 10.

of trick.
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