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Unit 1 Advertisingw :

Advertising

Part A Ways to speak

PP 1. Key sentences

(A) Pros HRHRIES

1.

People could acquaint the information on time by advertisement.  Af]8] LAsE T 4
R E .

. Advertisement can help to improve products’ brand awareness and its reputation. |46k

IR M AZEE

. Advertising is convenient for the youth to follow the fashion and make themselves character.

ERNETE T B , Bl

. Advertising draws attention to new ideas and so helps enormously to raise standards of liv-

ing.  JUEBRGIAMIREF WS, BB ANTHATE KA,

‘By helping to increase the demand for goods, it increases the number of workers needed to

supply the goods and ,therefore, provides employment. Eit A= TR, Wi T 47
SRR S TSGR, H I, BRI B Rk 3R

. Advertisements can attract many consumers and bring much profit to the company. "4

BB | BEZ R, H AR RESHE.
Advertising is part literature, part art, and part show business. [ 4 REEHR, BE

A, HRRR

. Advertising distributes the selling message to many people at one time. | 48] ifuéyg:

HfE BTER — i B AL AFZ AN,

. Advertising helps to create new markets and to raise standards of living as people feel that

they had a right to new and better products. f‘%ﬁﬂb?}?%ﬁﬁﬂﬁfﬁ%%ﬂ%%iﬁﬂ(
-, B AT AR BT BUR 2 R ST B S R & o

10. A catchy, often musical advertising slogan is more ‘and more popular with people’s life.

(RPpR)EPdRoRPevRe




Unit 1 Advertising

(BhR )RAPRIRPRFB N

JE R E O R B F AR S IEE AN PR AT .

(B) Cons RITEIIL MR »

11. Advertising slogans may only be catchy phrases. HIEA BB REFEANE S,

12. Whether you like it or not, advertisement fills your life. AERERARER, | EE 7%
FEIRBAETE, ,

13. The young generation would lose their individuality because many of them buy the same
goods advertised constantly in media, which makes them appear alike. FER ANk E
MEBERAMTREIAEL T & B EEHE =5, X E1E L =5,

14. Although advertisements enable you to make decisions quickly, sometimes they can cause
lots of trouble.  REFET & REB AR EH M P , (B4 I 0 TR BB AR L REG

15. The films shown on TV are often interrupted by commercials, which bother the audience a
lot.  ELHL BB H A E M) EITHT, AR % R .

16. Some enterprises ,use fake advertising to push sales of their substandard or fake products.
— LoV F R AR 4 R IR B th B = 5

17. The advertiser exaggerates the benefits of the merchandise. Thus, the customer falls victim
to such advertising.  J"EBIE KT =R, B, B E AR KT EHDE
%o

18. Consumers are being confused and misled by the hodgepodge of commercials. E X%
RS MR E TGS, RS 8RS,

19. Some manufactures spend far too much money on advertising their products without trying
to promote the quality of their goods. —EHIERIE RN BEMITINZR % - , T
ARALTRE™REE,

20. Advertising can persuade the consumer to buy worthless products by appealing to his appe-

tite.  JUHEEGEIN B A AR, Sh A TSRS B T R R S
»» I1. Readings

(A) .
Putting On Advertisements

Advertising is only part of the total sales effort, but it is the part that attracts the most atten-
tion. This is natural enough because advertising is designed for just that purpose. In newspapers, in
mails, on radio and television, we constantly see and hear the messages for hundreds of different
products and services. For the most part, they are the kinds of things that we can be persuaded to
buy—food and drinks, cars and television sets, furniture and clothing, travel and leisure time activ-
ities.

The simplest kind of advertising is the classified ad. Every day the newspapers carry a few pa-
ges of these ads; in the large Sunday editions there may be several sections of them. A classified ad




Unit 1  Advertising

is usually only a few lines long. It is really a notice or announcement that something is available.

Newspapers also carry a large amount of display advertising. Most of it is for stores or for vari-
ous forms of entertainment. Newspapers generally reach an audience only in a limited area..To
bring their message to a larger audience, many who want to put out their ads use national maga-
zines. Many of the techniques of modern advertising were developed in magazine ads. The use of
bright colors, attractive pictures, and short messages are all characteristics of magazine ads. The
most important purpose is to catch the eye. The message itself is usually short, often no more than
a slogan which the public identifies with the product.

The same techniques have been carried over into television advertising. Voices and music have
been added to color and pictures to catch the ear as well as the eye. Television ads are shore—usu-
ally only 15,30, 0r 60 seconds, but they are repeated over and over again so that the audience sees

and hears them many times. Commercial television has mixed entertainment and advertising. .

( Notes to the reading )

ML

total sales effort F&/MREHTES)
for the most part #& K HB4Y
classified ad 432 4%

put out ﬁﬂ#ﬁ,é}ﬁyﬁzﬁ

catch the eye WRG| A

carry over into v F %
television advertising HLHL) &5

N v AW e

(B)
Advertising

Advertising gives useful information about which products to buy,
But modern advertising does more than give news about products and
services. Today’s advertisements, or ads, try to get consumers to buy
certain brands. Writers of advertisements are so skillful they can some-
times persuade a consumer to wear a certain kind of clothing, eat a spe-
cial kind of cereal, or see a movie. Consumers might never even want a @ cereal n. » e}
product if they did not see or hear advertisements for it. ‘

For example, you probably do not need the newest cereal in the su-
permarket. 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 extra-tasty and has a free prize in the @ extra-tasty a.
box, you may want it. Al Kok ey

Advertising must get attention. To be effective, it must be exciting,
entertaining, or provide some pleasure. The secret of writing good adver-

tising copy is to offer a good idea as well as a product. The idea is what

(RpB )NPdRoRwarRn
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Advertising :

the ad is really selling. One example is an ad that says eating a cereal
will make a person do well in sports. That cereal brand may sell better if

consumers think it offers strength and energy.

Notes to the reading )

1. writers of advertisements | &-GI{E#%
2. free prize BRI T

(©)
The Influence of Advertisements

Most people say that they find advertisements useful for giving them information about the prod-
ucts which are available on the market. But advertisements do not only give information they also
try to influence our emotions. A

The advertisers know that everyone tends to dream of having a better life. We dream of being
better educated, more successful, wealthier, better looking, more adventure, and so on. The ad-
vertisers try to make us believe that our dreams will come true if we buy their products. This is why
advertisements for home cleaning products often try to convince ladies that they can become perfect
wives and mothers only if they use those products. And advertisements aimed at men often include
the picture of a pretty girl. Such advertisements are suggesting that a man will be more attractive to
women if he owns a certain type of car, or watch, or if he dresses in a certain style.

The feelings that advertisements try to play on will differ according to the age groups for which
the advertisements are intended. Advertisements for teenagers will emphasize that those products
will make young people not only more attractive, more up to date, more socially successful, and
more able to enjoy themselves, but also more successful in their education and job prospects.

The problem with advertisements is that they tell us that money can make our dreams come
true. But this is obviously not true. We cannot buy personal good looks, intelligence, good friend-
ships or a happy family. A lot of advertisements are, therefore, a form of lying. They can also make
people feel depressed and discontented with their ordinary lives, especially those ‘people who have

only a small @amount of money to spend on luxuries.

Notes to the reading )

home cleaning products 2% EE ¥ I5 FH &%
aim at [fiHE

play on Fi|FH

more up to date FEABHRK B

feel discontented with i EF

ordinary life B4 TE

I




(D)
The Power of Advertisements

Every day, it is easy to see advertisements all around us.. Look a-
round. How many different advertisements can you see?

Often products show the name of the company that made them. This
is a popular form of advertising. The special picture or symbol, i. e.
logo, appears on many different products. When you seé a logo, it is
hard to forget that product or company.

Many people buy a product because it is made by a certain compa-
ny. In fact, some people only buy products of famous companies. They
think it proves that they are fashionable and have good taste.

It is common to find advertisements on TV or radio. Most advertise-
ments are very short for people to remember. Nike, for example, has a
simple slogan used all around the world: “Just do it”. Advertisements
often use funny situations as well. It is easy to remember an entertaining
ad.

All advertisements are designed to mgke people buy a product. An
advertisement for a soft drink, for “example, lrmght show a fyg:roup of
trendy young people who are having fun. The young people are all
drinking the soft drink. Advertisers are saying to you, “Why don’t you
buy it and be like these people? You can be young, modern and trendy,
too. ” '

You might think that advertisements do not affect you, but next time
when you buy a soft drink, ask yourself: Why am I buying this particular
product?

\ﬁ ) Notes to the reading )

1. have good taste 5, BEH N :
He has very good taste in music. MEREHFRKRE .

»» III. Related words and expressions

advertising n. [ EIEINMTE;T I

advertisement n. {5 (FEEANWTE THER) 0
advertiser n. | &R

insert n. [ &I

classified advertising 4328) 45

outdoor advertising 1 4h) 4

A L B W N -
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@ logo n.
(28 At ed)
AR, R

@ trendy o ¥

(FRPhw)RPeRof vyl
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7. advertising slogan [ 405

8. advertising cost | &

9. advertising agency | 4/ H]

10. advertising business | %\l

11. advertising campaign | & E{Z1E5

12. word-of-mouth advertising 13k 4

13. billboard advertising i) 4

14. sales advertising £H€ 4

15. marketing advertising THi3g) 4

16. in-game advertising {FXRERA R4

17. advertising language | 45iEE

18. advertising network [ 45 4%

19. advertising served percentage | 4R %%
20. point-of-purchase advertising FEFRHAELZE VSN EiE

Part B Challengcs to speakjii

PP Situational practice

(A) Work in pairs
1. Where can you find advertisements?
2. Why do companies advertise?
3. Do you watch advertisements on TV?
4.

Which are your favourite advertisements?

(B) Topics for exchanging ideas
1. What functions do advertisements have?

2. What positive contributions do advertising make to our society?

(C) Preparing a speech

Give a short speech to show your opinion on advertisements.

* Suggested outline
You are advised to arrange your idea in three paragraphs with the given key words for each par-

agraph. The following are the key words and expressions you may use in your speech: advertise,
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depent on, consumer, manufacturer, salesman, product, to some extent, success; different, news-
paper, TV, radio, billboard, agency, service; truthful, misrepresent, exaggerate, benefit, fall

victim, satisfied.

* Sample

Advertisements are getting their way into people’s lives. People depend on advertisers in their
daily lives because they are customers. The advertisers are always manufacturers. Sometimes they
are salesmen. Their merchandise needs advertising. Thus nearly every product is advertised. To
some extent, good advertising means success in selling products.

There are many ways to advertise and ads come in different forms. Newspaper carry advertise-
ments. Some products are announced on TV and radio which have a wide audience. Billboards also
carry advertising. Advertising is a big industry now and many agencies are set up to furnish a variety
of services for it.

However, advertising is not always truthful. A product is often misrepresented. The advertiser
exaggerates the benefits of the merchandise he wants to sell. Thus, the consumer falls victim to such

advertising. Millions of people have bought advertised products and they haven’t always been satis-
fied.

(RpW )MPdRo RN
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Unit2 To Live in the Countryside or in the City

Ynizz

To Live in the Countryside or in the City

Part A Ways to speak

PP 1. Key sentences

(A) Advantages of living in the countryside *“iE7ERFEIZEAL

1.

Most people believe that living in the countryside is generally healthier than living in the
city, because there is fresh air, clean water, green trees, natural vegetables and self-made
food. They can watch beautiful sunrise and sunset, they can hear nice singing of the birds.
KHEGT NNy SRR ULAETEE S F R, R % TEEHMNS S BEN
KR ERAWAR RAMBERMEHORW. AMITLREEWS A HA %, T
18T % JL BT TR

It is quieter in the countryside, because there is no traffic noise, no machine noise from the
big factories, no music noise from some amusement centers, and so on. % FEZEE
Z, WX ERAZERE, RAKAR T HLBENES, BRAE R A RETHRA
MIF AR 4%,

- Many people prefer to live in the countryside. They say they feel very calm and easy to live

there, because people there is honest, sincere and very easy to get along with. fRZ AE
MAEFES T o MATA AL B T H P& , B B A RS BB A B ML .

Some people agree that living in the countryside is more satisfying, because if you plant
something in the spring, you will get something in the autumn. 752 ANHEBEES T
LASEA AU, R R R Rk, — Bk is , — ek

- When you are in the country, you can feel the beauty of simple life. No noise, no complex-

ity, no crimes, no sin, everything is simple and pure. MR 7E % T, #RAT LUBRSE 213
BATERRL . WAEWS WEEZ, BELE, BERE, —UJER AR AR 28, HR 4
4y,

. The country has fresh air, peace, love, harmony with nature, and you can live long. %



