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Advertisements Everywhere

Passage A Advertising—True or False?

The amount of advertising and marketing has exploded over the past decade; studies acknowledge
that on average we see 3,000 ads per day. At the gas pumps, in the movie theatre, on the buses,
during sporting events—advertising 1s impossible to avoid. Even outer space isn’t safe from
commercialization: the Russian space program launched a rocket bearing a 30-foot Pizza Hut
logo, and some companies have investigated placing ads in space that will be visible from
the earth. The challenge of the future may be finding public and private space that are free of
advertising. Advertising is a good way to promote new products, but on the other hand, false or

deceptive advertisements can have negative influence on people. Let’s look at the following two

advertisements:

This really makes me want to buy'chicken...

Workers shown on TV singing with their mouths full have prompted a flood of complaints from
Britons concerned over the depiction of bad manners. The commercial for Kentucky Fried Chicken
became Britain’s most complained about ad, with 1,671 members of the public contacting the
Advertising Standards Authority (ASA). Offended viewers said it encouraged bad manners in
children by making it appear funny to sing or speak while eating and 41 of those who complained
said their children had aped the ad. But the ASA rejected all complaints and dismissed fears of
an epidemic of children eating open-mouthedly. “As teaching good table manners is an ongoing
process needing frequent reminders at meal times, we do not agree that the advertisement would
have a harmful effect,” the authority said in its ruling. Nearly all those who complained said they
FISH COMBDO found it unpleasant to watch. The

o . ad used subtitles to explain what the
4FSY e three call center staff were singing as
they munched KFC salads, leading

. some viewers to complain that it
L - . mocked people with speech and
_ hearing barriers. It ended with one

of the women answering a phone

singing ‘“hello, emergency helpline”

which prompted others to complain

Marl Sumings teatsred s for Haasiioe pripases gy
TERMS & CONDITIONS i . :
Ce Y e g acer. e Sk oud-and ifisg 1o KET fa * Hot walid e ofter proaitations and offer o
by oy 26% ducrant off e st Fish Comig, o vl at ol MEC st v Badoacke Walesn,
* Pty bl consthan i i, ' » Frica st o 5% fidvirraned Tho whiees aaplitilbe
Vet B by e orche o Aoy o Rkt Fih U, o Wl e 1R :
4 Nk sr-taargeetin for g

that it implied call center staff were

unprofessional. KFC said it intended
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the commercial to be light-hearted. The previous record for complaints over a television commercial
was the 860 complaints filed against a Wrigley’s gum commercial that showed a man regurgitating a
dog. The commercial shows a man waking up on a sofa after a heavy night out. Then he vomits and
a paw emerges from his mouth—followed by a scruffy grey dog. The man eats some chewing gum
which makes the dog disappear. A caption appears stating “Avoid dog breath”. Parents complained
that the scene frightened their children and made them feel sick. Ad watchdogs agreed with the

complaints.
Size matters in ban on sandwich ad

A television commercial for KFC was banned by Britain’s advertising watchdog because it said the
fast food chain misled customers into thinking its mini chicken sandwiches were larger than they
really are. The Advertising Standards Authority said that after it bought three mini chicken fillet
sandwiches from a London KFC it agreed with five complaints about the ad—which included a
close-up of a sandwich in a woman’s hands. “We believed the visuals were likely to mislead viewers
over the actual size,” the agency said, “We noted that the bun shown in the advertisement was
significantly thicker than the burgers we purchased; that there was more filling and the lettuce was a
different type.” The ASA ordered that the ad, created by London-based agency Bartle Bogle Hegarty
(BBH), not be shown again in its existing form. KFC argued that the woman in the ad simply may
have small hands, although it said the actress was not cast for that reason. The chain also said the
burger’s name and price—99 pence ($1.86)—implied that it was smaller than a normal fillet burger.
The ASA said it did not think that was sufficient to alert consumers that the sandwich was smaller

than it appeared.

Both the two advertisements show some negative effects. Actually every coin has two sides.
Advertising is no exception. People should become wiser and learn to use their brains when facing a

beautiful and attractive advertisement.

ew Words

1. acknowlegde V. WA, 1A

2. alert V. T, HEW

3. ape V. BAh

4. ban n 24

5. barrier n PR fT

6. bun n /MBI TH £

7. burger n R

8. cast V. SECAR, FEEER

9. commercialization n. rad4t, RIdatL
10. deceptive a. AR, EIWMERY
11. depiction n. W5 HLHA
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(REH)) BERBGER, PRl

12. epidemic n.

13. fillet . =ha

14. lettuce n. 3K

15. mini a. IR, 7D
16. mock V. R, WS

7. munch . 17108, KFEETE
18. private a. FANBY

19. prompt V., BOE, M

20. regurgitate p it

21. subtitle n =

22. visible a BRI

23. visual n i, E®

24. vomit V. i, IXnt

25. watchdog n. mEE (M ABER)

otes

1. ...the Russian space program launched a rocket bearing a 30-foot Pizza Hut logo. ..
------ MR IR AT BB T — A — 3035 LA 2 HEBERIAR K B -+
launch a rocket: x §—#rk&F, BBH, F5—8 B A% Klaunch a satellite
bear alogo: A — iR, bearfE XHHEER “IvF, HAHEMRC
Pizza Hut: M19584F X EHF A RENH A—BI HA25M N, B2 (hut) —FERIEL
FERTHEENEE S, BEESI1E, DERECRBECISREKRM HLEEN & ZES M,

Fhaw

2. The commercial for Kentucky Fried Chicken became Britain’s most complained about ad, with
1,671 members of the public contacting the Advertising Standards Authority (ASA).
X EEEEN SR T EERIFEESN &, ALO71ZRANHER&HH
5 (ASA) FTARAWH,
Advertising Standards Authority (ASA): HE & HER
complain about sth.: #%%, FAAHHERRAESE, FI40, She is always complaining

about something.
Kentucky Fried Chicken: 5§28 (KFC) IR T=H, ®|ZT19304F, 2itREZ K IEEHR

%L"%ﬁ/&\ k o

o

o

3. The ASA ordered that the ad, created by London-based agency Bartle Bogle Hegarty (BBH), not
be shown again in its existing form.
ASABZ# T <, BMSAMESHEEARLDXN A &4 FBBHHERT &
London-based agency: 23R HBI AT, YK
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Bartle Bogle Hegarty: BBHEH & R, AGIBERM T EHAHE, MK, KK, 4
27, EWEETRE S AE.
in the existing form: JFifE

ercises

1. Choose the best answer.

1) Why did the Russian space program launch a rocket bearing a 30-foot Pizza Hut logo?
A. To show their technology of exploring outer space.
B. To show a commercial advertisement.
C. To send food to the astronauts.
D. To make the rocket more beautiful.

2) What was people’s attitude towards the commercial for Kentucky Fried Chicken (Paragraph 2)?

A. Doubtful.
B. Critical.
C. Positive.

D. Indifferent.

3) What was the ASA’s reaction to people’s complaints about the commercial for Kentucky
Fried Chicken (Paragraph 2)?
A. The ASA supported their complaints.
B. The ASA turned a deaf ear to their complaints.
C. The ASA rejected their complaints.
D. It is not mentioned in the text.

4) How did KFC respond to people’s complaints about its commercial (Paragraph 2)?
A. It apologized to the audience.
B. It explained that it intended the commercial to be light-hearted.
C. It cancelled the commercial.
D. It redesigned the commercial.

5) What does the passage mainly tell us?
A. Advertisements are deceptive.
B. We shouldn’t believe advertisements.
C. Advertisements bring convenience to our lives.
D. The misleading or deceptive advertisements may produce negative social effects.
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2. Complete the statements that follow the questions.

1) What is the function of advertising?
Advertising 1s a good way to

2) Which organization is in charge of overseeing advertisements in Britain?

3) Why did so many people complain about the commercial for Kentucky Fried Chicken?
Because they thought it encouraged bad manners in children, some of whom had actually

4) Why did the ASA ban the KFC sandwich ad (Paragraph 3)?
Because it its mini chicken fillet sandwiches were larger than

they really are.

5) How did KFC argue for its banned sandwich ad (Paragraph 3)?
KFC argued that the woman in the ad simply may have small hands, although it said the
actress was that reason.

3. Match the following words with the definitions below and then fill in the
blanks with their proper forms.

investigate  deceptive prompt epidemic . barrier
vomit ban visual ;Signiﬁcamly sufﬁcwnt
alert commercial emerge standard acknowledge .

1) (noun) sth. that prevents or hinders the progress or movement
Wang is an English major. He has no language in communicating with

English-speaking people.

2) (noun) an advertisement on television or radio
Nowadays there are so many in our society that we wonder whether they

can be trusted or not.

3) (adjective) tending to cheat
Don’t believe it! It is a advertisement.

4) (adverb) importantly or meaningfully
To our pride, the Shenzhou V11 mission has been | successful.

5) (verb) to bring food or drink up from your stomach out through your mouth
He all he had eaten.
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6) (noun) a sudden increase in the amount of times that sth. bad happens
There has recently been a(n) of car thefts in the city.

7) (verb) to give rise to; inspire
The campus accident a review of school safety rules and regulations.

8) (verb) to observe or inquire into sth. in detail
The policeman concentrated all his attention on the robbery to the
exclusion of his leisure and entertainment.

9) (verb) to prohibit, especially by official order
The movie in Arabian world because it has offended the Arabian people.

10) (adjective) as much as 1s needed for a particular purpose; enough
His income is to keep him comfortable.

11) (noun) a picture, chart, or other presentation that appeals to the sense of sight, used in

promotion or for illustration
Many commercials on TV, though always boasting, have striking

12) (verb) to admit the existence, reality, or truth of sth.
He that the purchase of the second-hand car had been a mistake.

13) (verb) to appear or come out from somewhere
The sun from behind the clouds.

14) (verb) to notify sb. of approaching danger or action; warn
The flashing red light motorists to trouble ahead.

15) (noun) an acknowledged measure of comparison for quantitative or qualitative value; a
criterion
There is no absolute for beauty.

Reading Skills

istinguishing Between Facts and Opinions

XDEL S S

REL SR TN T HRMNEBEERAMIBERE R MR EFIERE s TR, TR
oS, FEENG—NFEL (fact) WEE, SEBAE KA (opinion) , FRiEXT

51k
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HSCHIBERANAR.

AR AN, FINF SRS, B AT IS —FIEAR, 5 LS
[EIELE AR, Fs s iR B 451518 55 A believe, think, opinion, feel, suggest, appear, seem,
could, perhaps, likely, probably, possible, convinceds, [EHAE —HRIFEE LR RIIR
GArhiRl R s TEE B S, dNdisgusting, good, great, nice, terrible, beautiful, ugly, pretty, the
lowest, the best, the worst%, tWAXERENR, EEH A A L8R EEEE, maH]
Wi, BEET YRR CWBEAA, RIMERER, ZEEERA.

HERTEMSENANE, B ZOAFEZHN. HELHFERNR, BB uLiEik
AR EHRE B4R . FRE LTI R in) 5 551838 & A research, studies, findings, show,

find, discover, proved,

Facts:

1) The rate of extinction has speeded up unnaturally over the last 400 years, rising sharply
since 1900. This increase in the rate of extinction is directly related to the increase in the

human population over the same period of time.

2) At major athletic events, it is not uncommon to find 90,000 or 100,000 people sitting in
the stands. On the playing field are two dozen athletes, maybe fewer.

3) Today there are more than 55 million phone subscribers in Britain, a huge leap from less
than 10 million users in 1997,

PA_L BRI ER B R AR B 3E

Opinions:
4) Gratefulness is the key to a happy life that we hold in our hands, because if we are not

grateful, then no matter how much we have we will not be happy—because we will

always want to have something else or something more.

5) Success in marriage does not come merely through finding the right mate, but through

being the right mate.

6) I would prefer even to fail with honor than to win by cheating.

PA_ LB aIERRAEE r R, B, BIK, Thess.

of

1. Read the following statements and decide whether they are facts (F) or
opinions (O).

1) Wednesday is the longest day of the week.
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2) Generally speaking, movies are more interesting than books.
3) Lucy is the prettiest girl in my class.
4) Cigarettes can’t be advertised on TV in England.

5) Many school buildings are located in this district of the city.

6) The more I learn, the less I know.

7) The Shanghai Museum was first established in 1952, and in 1992 it acquired a new site in

the downtown on People’s Square.
8) He is among the best of our workers.
9) This book has a much larger circulation than that one.

10) Books are to mankind what memory is to the individual.

2. Read the following paragraph and answer the questions.

“Avoid the rush-hour” must be the slogan of large cities all over the world. Wherever you look,
it’s people, people, people. The trains which leave or arrive every few minutes are packed: an
endless procession of human sardine (Yb T £2) tins. The streets are so crowded, and there is
hardly room to move on the pavements. The queues for buses reach staggering proportions (%
MR HFD. It takes ages for a bus to get to you because the traffic on the roads has virtually
come to a standstill. So, living in a large modern city may not be as good as you think.

1) What is the author’s opinion?

2) What are the facts that support the opinion?
a)
b)

C)
d)
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Passage B Television Advertising Leads to
Unhealthy Habits in Children

Read the passage and judge whether the following statements are true (T) or
faise (F).

1) Research shows that children under the age of eight tend to accept advertising messages as
truthful, accurate and unbiased.

2) ASA recommends that advertising targeting children under the age of eight should be
restricted.

3) It 1s estimated that advertisers spend more than $12 billion per year on advertising messages

aimed at adults.
4) The task force was appointed by the American government in 2000.

5) According to the research, the average child watches more than 40,000 television
comimercials per year.

6) The findings show that children can recall content from the ads to which they’ve been

exposed.
7) Advertisements primarily targeting adults have no influence on children.

8) The research points out that advertisements of unhealthy food products encourage bad

nutritional habits in children.

9) To some extent, advertisements can cause parent-child conflicts when parents deny their

children’s requests for buying advertised products.

10) APA recommends banning advertising primarily directed to young children of eight years

and under.

Research shows that children under the age of eight are unable to critically comprehend televised
advertising messages and are prone to (5;T) accept advertising messages as truthful, accurate and
unbiased. This can lead to unhealthy eating habits as evidenced by today’s youth obesity epidemic.
For these reasons, a task force of the American Psychological Association (APA) is recommending
that advertising targeting children under the age of eight be restricted.

The task force, appointed by the APA in 2000, conducted an extensive review of the research
literature in the area of advertising media, and its effects on children. It is estimated that advertisers
spend more than $12 billion per year on advertising messages aimed at the youth market.
Additionally, the average child watches more than 40,000 television commercials per year.
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The six-member team of psychologists

(OHEE ) with expertise (F[ ]
1H) in child development, cognitive

psychology and social psychology
found that children under the age of
eight lack the cognitive development
to understand the persuasive intent of
television advertising and are easily

influenced by the advertising.

“While older children and adults
understand the inherent bias ([EA
)@ ) of advertising, younger

' children do not, and therefore tend
to interpret commercial claims and appeals as accurate and truthful information,” said psychologist
Dale Kunkel, PhD, Professor of Communication at the University of California at Santa Barbara and

senior author of the task force’s scientific report.

“Because younger children do not understand persuasive intent in advertising, they are easy targets
for commercial persuasion,” said psychologist Brian Wilcox, PhD, Professor of Psychology and
Director of the Center on Children. “This is a critical concern because the most common products
marketed to children are candies, sweets, sodas and snack foods. Such advertising of unhealthy food

products to young children contributes to poor nutritional habits that may last a lifetime.”

From a series of studies examining product choices, the findings show that children recall content
from the ads to which they’ve been exposed and preference for a product has been shown to occur

with as little as a single commercial exposure and strengthen with repeated exposures.

Furthermore, studies reviewed in the task force report show that these product preferences can affect
children’s product purchase requests, which can put pressure on parents’ purchasing decisions and
cause parent-child conflicts when parents deny their children’s requests, said Kunkel and Wilcox.

Finally, in addition to the issues surrounding advertising directed to young children, said Kunkel,
there are concerns regarding certain commercial campaigns primarily targeting adults that pose
risks for child-viewers. “For example, beer ads are commonly shown during sports events and
seen by millions of children, creating both brand familiarity and more positive attitudes toward
drinking in children as young as 9—10 years of age. Another area of sensitive advertising content
involves commercials for violent media products such as motion pictures and video games. Such
ads contribute to a violent media culture which increases the likelihood of youngsters’ aggressive
behavior and desensitizes (AR A, ¥IR) children to real-world violence,” said Dr. Kunkel.

According to the findings in the report, APA has developed the following recommendations:

1. Restrict advertising primarily directed to young children of eight years and under.
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2. Ensure that disclosures (FFifi 2 #J3%) and disclaimers (R & $H3FfEA975BH) in advertising
directed to children are conveyed in language clearly comprehensible to the intended audience.

- (e.g., use “You have to put it together” rather than “Some assembly required”)

3. Investigate how young children comprehend and are influenced by advertising in new interactive

media environments such as the Internet.

4. Examine the influence of advertising directed to children in the school and classroom.

Reading Comprehension from PRETCO

Task 1

Directions: After reading the following passage, you will ﬁnd 5 questions or unfinished statements.
For each question or statement there are 4 choices marked A, B, C and D. You should make the

correct choice and mark the corresponding letter with a single line through the center. (2003.06)

Advertising informs consumers about new products available on the market. It gives us information
about everything from shampoo to toothpaste to computers and cars. But the “information” it provides
is actually very often “misinformation”. It tells us the products’ benefits but hides their disadvantages.
Advertising not only leads us to buy things that we don’t need and can’t afford, but it also confuses our

sense of reality.

Advertisements use many methods to get us buy their products. One of their most successful
methods 1s to make us feel dissatisfied with ourselves and our imperfect lives. Advertisements show
us who we aren’t and what we don’t have. Advertisements make us afraid that people won’t like us

if we don’t use the advertised products.

If fear 1s the negative motive for buying a product, then wanting a good self-image is the positive
reason for choosing it. Each of us has a mental picture of the kind of person we would like to be.
Advertisers get psychologists to study the way consumers think and their reasons of choosing one
brand instead of another. These experts tell advertisers about recent studies with colors and words.
They have found that certain colors on the package of an attractive product will cause people to reach
out and take that package instead of buying an 1dentical product with different colors.

Many people believe that advertising does not affect them. They know that there is freedom to choose
and they like to think they make wise choices. Unfortunately, they probably don’t realize the powerful
effect of advertising. They may not clearly understand that advertisers spend billions of dollars each
year in aggressive competition for our money, and they are extremely successful.

N —
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1) What’s the purpose of advertising?
A. To introduce to people the features of their goods.
B. To have people buy new products on the market.
C. To make people know how to use their products.
D. To tell people how to save money while buying things.

2) One of the disadvantages of advertising isto ______
A. lead people to buy bad-quality things
B. make people confused about choosing goods
C. make people buy more things than they need
D. inform people about the products’ benefits

3) Advertisements may make people think that .
A. their lives are not good enough

B. their behaviors are imperfect
C. they don’t have enough money to buy things
D. they look poor without buying advertised things

4) What can psychologists tell the advertisers?
A. The reasons for bad sale of some goods.
B. Which brand is better than others.
C. How to control the quality of goods.
D. People’s recent opinions about colors.

5) Itis implied in the last paragraph that those who don’t believe advertising
A. should refuse to buy goods advertised
B. may also be influenced by advertising
C. have more freedom to buy things than others
D. can save money without buying the advertised geods

Task 2

Directions: The following is an advertisement. After reading it, you are required to complete the
outline below it. You should write your answers briefly (in no more than 3 words ) in the blanks

correspondingly. (2006. 06)

The meeting is over. You’re tired. Now will you get on a plane and rush back home to more work?
Here is a better idea. Take a little time for yourself and relax at Holiday Inn.

All our 1,642 hotels worldwide have the best leisure facilities available. And the best locations for
relaxation. From the sun-bathed beaches of Thailand’s Phuket to the unique scenery of Tibet, China.



