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Passage A (E-C)

Hicms
CILTE T vocabulary Work

Work on the following words and phrases and write the translated version in the space

provided.

promotion media outlet + marketer target market
interactive evolve i stimulate revenue

the classified section marketing objective t advertising do-it-yourself
of newspaper i campaign advertising
professional advertising agency 1

D LES B Text Interpreting

Listen to the tape and interpret the following passage from English into Chinese.

Do you know what advertising is? Do you know the importance of advertising? And do
you know how to manage advertising decisions? Today I’ m going to talk about all these
questions.

Advertising is a non-personal form of promotion that is always delivered through
selected media outlets that, under most circumstances, require the marketer to pay for
message placement. Advertising has long been viewed as a method of mass promotion in
that a single message can reach a large number of people. But, this mass promotion
approach presents problems since many exposed to an advertising message may not be
within the marketer’s target market, and thus, may be an inefficient use of promotional
funds. However, this is changing as new advertising technologies and the emergence of
new media outlets offer more options for targeted advertising.

Advertising also has a history of being considered a one-way form of marketing
communication where the message receiver is not in position to immediately respond to the
message. This too is changing. For example, in the next few years technologies will be
readily available to enable a television viewer to click a button to request more details on a
product. In fact, it is expected that over the next 10—20 years advertising will move away
from a one-way communication model and become one that is highly interactive.

Another characteristic that may change as advertising evolves is the view that

advertising does not stimulate immediate demand for the product advertised. That is,

2
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customers cannot quickly purchase a product they see advertised. But as more media
outlets allow customers to interact with the messages being delivered, the ability of
advertising to quickly stimulate demand will improve.

Spending on advertising is huge. ZenithOptimedia, a research firm, estimates that
worldwide spending on advertising exceeds $ 400 billion. This level of spending supports
thousands of companies and millions of jobs. In fact, in many countries most media outlets,
such as television, radio and newspapers, would not be in business without revenue
generated through the sale of advertising.

While worldwide advertising is an important contributor to economic growth,
individual marketing organizations differ on the role advertising plays. For some small
companies advertising may consist of occasional advertisement and on a very small scale,
such as placing small ads in the classified section of a local newspaper. But most
organizations, large and small, that rely on marketing to create customer interest are
engaged in consistent use of advertising to help meet marketing objectives.

Delivering an effective marketing message through advertising requires many different
decisions as the marketer develops their advertising campaign. For small campaigns, that
involve little creative effort, one or a few people may handle the bulk of the work. In fact,
the Internet has made do-it-yourself advertising an easy-to-manage process and has
especially empowered small businesses to manage their advertising decisions. As we will
see, not only can small firms handle the creation and placement of advertisements that
appear on the Internet, new services have even made it possible for a single person to create
advertisements that run on local television.

For larger campaigns the skills needed to make sound advertising decisions can be quite
varied and may not be easily handled by a single person. While larger companies manage
some advertising activities within the company, they are more likely to rely on the
assistance of advertising professionals, such as those found at advertising agencies, to help
bring their advertising campaign to market.

Today I made a very brief introduction of advertising, something that we are so
familiar with nowadays. Next time I will talk about the main types of advertising.
Thank you!
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fﬁ] T ﬁﬁ im Vocabulary Work

Work on the following words and phrases and write the translated version in the space

provided.

@& £ 4 7 % boelE BAEA
£ RS HER B & { %% 5 B 4% % &
£ 5 He A 9 A | EAFREHLE = 5
TIE R % A & b

- Text Interpreting

Listen to the tape and interpret the following passage from Chinese into English.

7 FiF!

WA EELERABRNEFFEFEEN —H 2  RNALELEFLE) FWEFF. £
WRMNEKREE, ] EMEEENT RN ETE.

KRB EBENAAB A FE EREAB. REUFFTREXARAXNMMLSEARXR—F 2
F-TRAEMNES EFTEN —REKE.

EREMAARFWPE, £ WM. RNERA-—THRWFE AR ZAEBLE
B, HW EFRZENTERAETAUE XA ARZEATHRBERA AT R
EEEPHEENAARZER SRR ELR, AR ERNEEM ) EFTHEP ¥
WAERE EAFAPHENEIENFRNABEMIT.

WX MR EFNTES AN REENAE, BaFH EXHZAEREEHR?
TEHRNEXRE - TRIWEERE T E) EW - LHEHF R

Th,ENBEA-ANZHE. CNAFETYHRBEETEZA MEM Y AHMEHL
ERE R AT RGN AP HA”  IAMFEREFE AARRERT 2R

R, EMNBLBEANGEFC, FHNAEET L. WAV XBFIEZERNBELER
BEEYNH MEAERRMNEHAMERIANREIEXBAXRER. Al "R
KREBRDVEAFRALCTEAALBAMB B ER . TEREHNEEL,

BAR.EMNBLRBEERMBIR, —URGE) EFF LR EEE RN 2R, DR
P AR B E R, AN R REEAT AT REN kA —
PHRA, X —FAZFULRIEF REEACATRRETANRGEL., A BEHR
BHREREW) LEBFTRRRESWE LM EFHE R,

4
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B, — B R E NS BB ALSER A SRR RN Tk, W — W E

RMEWEARC HFRREAREL TN, BXHRLEREXNEA HRES &
TR,
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Notes on the Text

Passage A

1.

an

under most circumstances, require the marketer to pay for message placement ; % X & ¥
marketer — N X F . BRSHEAT  EHHEELXR LR THH . X% L £
HEREHK.

. ...since many. .. may not be within the marketer’s target market.ix ¥ #3% % “H » £ %

BRE) EEENZIRM AT EEHANERTHREE”, F L ARER/BE, F
WERBRUSERE ) ENIAALREERTWERES,

- . » may be an inefficient use of promotional funds: X # 4 T EH R T &, T U FiE 4
“TERTHREREREXLHRE”.

Advertising also has a history of being considered. .. . Z| R ¥ 3& X F B N AW EE, 4
MEHDBEFHAS., BX A3+ history, R 22 T U B S A F, EAHTE L
B — H A eeens?

it is expected that over the next 10—20 years:i§ 2| XX S /) F L&MW, b X B % % 2 48 4
HRWNELHEF X AR T UFERAMNT, EARKMN 10 5| 20 &£ 57, 4%
J. B & A :it is generally accepted that... (—#3A #; k K A k). it is believed that. . .
(K KM AMIM A s #12) it is claimed that... (F A £ % ; A1 E R).it is suggested
that. .. CH ABVO% %,

. Another characteristic that may change as advertising evolves is the view that advertising

does not stimulate immediate demand for the product advertised: ix 4 i% 3 % & , #FRAD
B -EERFRFHCEER.WRIEA. Wi, XEAE TERAE, BRT UM F %
KA FE R, XY EREENTEA— AL, SR YA S Fr &
FHENERHER, X —AALTRAM) EWEETHEF&L”,
ZenithOptimedia: 5t 4 A5 . CRARAALNWEBHE B AT ALK S AERL A
61 ANH BN, RLRAEABEREAAT L —., LAEET 1996 £H A b E, L b E
PRI E W EERKRE, HHANFEUR LA BEEHREPERNREL K B
B, BT HEA R REEBRAG AL LT N e arnz,
A ¥ 700 LB T,
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8.

10.

This level of spending supports thousands of companies and millions of jobs: X 4 & B iy
companies 7 jobs #5 & support B £ &, £ 7 F X B U F E H AL R 8 3037 Kk 2 5l 5146
companies i jobs,“X H AW HF LK F TR T LEFHA L RETHEUET 7 it stk
a7,

... would not be in business without revenue generated through the sale of advertising: iX
EAREEEWAT TBNBRRE ENAREFE TN, FTEIFXHNE
TRAE WA TR AR S AT

For some small companies advertising may consist of occasional advertisement: iX £ #
consist of # & & 3 F K G AT H e AR EMNTREERRY T, T RE
WBFR—BAAT T REBERGESE.

Passage B

1.

TEE FABRL ORE) 4. HWETHAN . AR LKERN) &, FE &
WARBIEAREZF _RERARERUE. X—WHETRELFHREELH U
BREMORBERGTE, EFRLTHHXN A ZEHNRITEATARRETRANY
B, PFE HRiITh R EHERRE . DI FIHNEIRXRBRSHTFEANELEN T E
FENFREREEGE RPN MA, TH) EREENRITELARFEANETEXLLH
FRERE . FERFANDATERERENEFRR,
EREMTLAERFHE®TI S Z B0 to define what constitutes good print advertising, 3X
B {# F 1 constitute b is BERZ .

FHTEE AN ZEEWMEREFE LR AN —ALAFFHNE. A FRH2 B/ HEH.
Bk, B E 4 4 8 ¥ what a good print ad should not be %t £ 2 T L T,
HEERNI & AEMA Ry &, EEFXEENRN, oA &+ Hw—5KE#,
HEHAPEZER T THELFERTITTRF S NESE HLAF . BEXF. CTUXRASE
oA, 4R B R B B % ) 4 (direct mail advertising) fr 4 48 %
EMNHFARLTWHEREEL S, MEHE S P MM E E 2 I H kK. The main selling
proposition is not cleverly hidden but is made immediately clear. X 4] i& 8 £ &  F K
B ABRAREAFRCN(XER R EERNE) &)740 7 UL, %4 N % They make

the main selling proposition immediately clear instead of hiding it cleverly,

ENBEBEAMNBEFTL, ERMNBEFTTE "R EXEANFF LR T arouse

curiosity 4b, % Jl ¥ 31 17 & A excite.provoke & stimulate, “HE MM B EF T X" T H #
i# & invite readership, & {5 & W% .

AN XBARERABHR.ETTH - XEN“BARRBR.ZEENTHORE -4

outrageous # B % T .
MEERAECEMEREHEEAMNGER . £ L 5 7, 1X 4 3% % K because it promises useful

information # lt, because it may provide useful information E 4R % ,
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Bxas

Relevant Words and’Expressﬁivons

4328) & classified advertisement

J7 54 W free-standing inserts

Al ] 45 corporate advertising

&) 4% magazine advertisement

L 45 recruitment advertising

SEHT LT )45 neon-light advertisement

thE 4595 China Advertising Festival

FRUE P Ah) T 45 standardized outdoor advertising

BT & BT advertise for a house

DB R T 45 classified display ads

kIR )45 corporate identity advertising

S EIF L) 45 a well-designed / an ingenious advertisement
KA Hf4%) ™ 45 advertise extensively

BT E 52 advertise a house for rent

JTEW £ B R 4K newspaper containing a great deal of advertising
M 5% secure customers by advertising
TEMR AR 1% )45 place an advertisement in a newspaper

W SE T8 FE AL AT i buy things from advertisements
Kk i # # E £ thunderous advertisement

4t b 5B AR IEAY ) 45 full-page newspaper advertisement

= T
I‘f@terp%ﬁi?ﬁg Skﬁiﬁ H

i) PE5E 15

TR E AR GAE O T R AT R G L T EAAEAREZ LR, E N
PRI DR AT 3l o DRI R S 2k O 2 R SCE L W L M . R e R
HOEE B . I T T IO B R T 4 5 R vk 1 LA N

DU TR AU 1, RIG RERE . & F 30bk, & B b Sr/NaD, Jn K, FgE — A, — 0] g
S I ) 2 R T A KA T, R R R — T 8 R 2 RN Bk
TEHEAFTHEDL O PRI, 1 A 40 2 B 1 4% 1) ) T 2 1R SR ) B 4k DGE SR . .

1. A change of state from a solid to a liquid form requires heat energy. M [HE & AE kW
S EARE.
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