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Media Selection for Advertisements (June, 2008)

After determining the target audience for a product or service, advertising agencies
must select the appropriate media for the advertisement. We discuss here the major types
of media used in advertising. We focus our attention on seven types of advertising:
television, newspapers, radio, magazines, out-of-home, Internet, and direct mail.

Television

Television is an attractive medium for advertising because it delivers mass audiences to
advertisers, When you consider that nearly three out of four Americans have seen the
game show Who Wants to Be a Millionaire? , you can understand the power of television
to communicate with a large audience. When advertisers create a brand, for example, they
want to impress consumers with the brand and its image. Television provides an ideal
vehicle for this type of communication. But television is an expensive medium, and not all
advertisers can afford to use it.

Television’s influence on advertising is fourfold. First, narrowcasting means that
television channels are seen by an increasingly narrow segment of the audience. The Golf
Channel, for instance, is watched by people who play golf; Home and Garden Television
is seen by those interested in household improvement projects, thus, audiences are smaller
and more homogeneous than they have been in the past. Second, there is an increase in the
number of television channels available to viewers, and thus advertisers. This has also
resulted in an increase in the sheer number of advertisements to which audiences are
exposed. Third, digital recording devices allow audience members more control over which
commercials they watch. Fourth, control over programming is being passed from the

networks to local cable operators and satellite programmers.




Newspapers

After television, the medium attracting the next largest annual ad revenue is
newspapers. The New York Times, which reaches a national audience, accounts for $1
billion in ad revenue annually. It has increased its national circulation by 40% and is now
available for home delivery in 168 cities. Locally, newspapers are a less expensive
advertising medium than television and provide a way for advertisers to communicate a
longer, more detailed message to their audience than they can through television. Given
new production techniques, advertisements can be printed in newspapers in about 48
hours, meaning newspapers are also a quick way of getting the message out. Newspapers
are often the most important form of news for a local community, and they develop a high
degree of loyalty from local readers.

Radio

Advertising on radio continues to grow. Radio is often used in conjunction with
outdoor billboards and the Internet to reach even more customers than television.
Advertisers are likely to use radio because it is a less expensive medium than television,
which means advertisers can afford to repeat their ads often. Internet companies are also
turning to radio advertising. Radio provides a way for advertisers to communicate with
audience members at all times of the day. Consumers listen to radio on their way to school
or work, at work, on the way home, and in the evening hours.

Two major changes—satellite and Internet radio—will force radio advertisers to adapt
their methods. Both of these radio forms allow listeners to tune in stations that are more
distant than the local ‘stations they could receive in the past. As a result, radio will
increasingly attract target audiences who live many miles apart, ’

Magazines

Newsweeklies, women’s titles, and business magazines have all seen increases in
advertising because they attract the high-end market. Magazines are popular with
advertisers because of the narrow market that they deliver. A broadcast medium such as
network television attracts all types of audience members, but magazine audiences are
more homogeneous. If you read Sports Illustrated, for example, you have much in
common with the magazine’s other readers. Advertisers see magazines as an efficient way
of reaching target audience members.

Advertisers using the print media—magazines and newspapers—will need to adapt to
two main changes. First, the Internet will bring larger audiences to local newspapers.
These audiences will be more diverse and geographically dispersed(43#%) than in the past.
Second, advertisers will have to understand how to use an increasing number of magazines
for their target audiences. Although some magazines will maintain national audiences, a
large number of magazines will entertain narrower audiences.

Out-of-Home Advertising

Out-of-home advertising, also called place-based advertising, has become an

@



increasingly effective way of reaching consumers, who are more active than ever before.
Many consumers today do not sit at home and watch television. Using billboards,
newsstands, and bus shelters for advertising is an effective way of reaching these on-the-go
consumers. More consumers travel longer distances to and from work, which also makes
out-of-home advertising effective. Technology has changed the nature of the billboard
business, making it a more effective medium than in the past. Using digital printing,
billboard companies can print a billboard in two hours, compared with six days previously.
This allows advertisers more variety in the types of messages they create because they can
change their messages more quickly.

Internet

As consumers become more comfortable with online shopping, advertisers will seek to
reach this market. As consumers get more of their news and information from the
Internet, the ability of television and radio to get the word out to consumers will decrease.
The challenge to Internet advertisers is to create ads that audience members remember.

Internet advertising will play a more prominent role in organizations’ advertising in
the near future. Internet audiences tend to be quite homogeneous, but small. Advertisers
will have to adjust their methods to reach these audiences and will have to adapt their
persuasive strategies to the online medium as well.

Direct Mail

A final advertising medium is direct mail, which uses mailings to consumers to
communicate a client’s message. Direct mail includes newsletters, postcards and special
promotions. Direct mail is an effective way to build relationship with consumers. For

many businesses, direct mail is the most effective form of advertising.

1. Television is an attractive advertising medium in that
A. it has large audiences
B. it appeals to housewives
C. it helps build up a company’s reputation
D. it is affordable to most advertisers
2. With the increase in the number of TV channels,
A. the cost of TV advertising has decreased
B. the number of TV viewers has increased
C. advertisers’ interest in other media has decreased
D. the number of TV ads people can see has increased
3. Compared with television, newspaper as an advertising medium
A. earns a larger annual ad revenue
B. conveys more detailed messages
C. uses more production techniques
D. gets messages out more effectively

4. Advertising on radio continues to grow because




more local radio stations have been set up
modern technology make it more entertaining

it provides easy access to consumers

o0 p

it has been revolutionized by Internet radio
5. Magazines are seen by advertisers as an efficient way to
A. reach target audiences
B. appeal to educated people
C. attract diverse audiences
D. convey all kinds of messages
6. Out-of-home advertising has become more effective because
A. billboard can be replaced within two hours
B. consumers travel more now than ever before
C. such ads have been made much more attractive
D. the pace of urban life is much faster nowadays
7. The challenge to Internet advertisers is to create ads that are
A. quick to update
B. pleasant to look at
C. easy to remember
D. convenient to access
8. Internet advertisers will have to adjust their methods to reach audiences that tend
to be

9. Direct mail is an effective form of advertising for businesses to develop

10. This passage discusses how advertisers select for advertisements.
[ %Y Television is an attractive advertising medium in that
A. it has large audiences
B. it appeals to housewives
C. it helps build up a company’é reputation
D. it is affordable to most advertisers
/N B
Subtitle 1;Television
Subtitle 2: Newspapers
Subtitle 3:Radio
Subtitle 4 : Magazines
Subtitle 5:Out-of-Home Advertising
Subtitle 6:Internet
Subtitle 7; Direct Mail
K A 7 1000 W45 /I 0 T LA B ) e 5B iz, B H AR A televiision, T LA IR B S 47 85 — /b
¥R, SR 5 AR R advertising 7] 5E il 4 Bt 58 — 4] 35 “ Television is an attractive medium for




advertising because it delivers mass audiences to advertisers., ”(B LX) H AR E— A
WEIWEN DA TCREEAHRERENZA, BIATHAKERERHR A “it has large
audiences” (EA KBMZA)., KFAWLERDA, EH¥ EHETAIEROFE &L,
mass audiences #F T large audiences,

[B%%%)l. A 2.D 3. B 4. C 5 A 6. B 7. C 8. quite homogeneous but

small 9. relationships with customers 10. the appropriate/proper media
2. AAT

BA/MME, EREE T CETHEL.
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That’s Enough, Kids (Dec. ,2008)

It was a lovely day at the park and Stella Bianchi was enjoying the sunshine with her
two children when a young boy. aged about four, approached her two-year-old son and
pushed him to the ground.

“T’d watched him for a little while and my son was the fourth or fifth child he’d
shoved,” she says. “I went over to them, picked up my son, turned to the boy and said, .
firmly. ” What happened next was unexpected.

“The boy’s mother ran toward me from across the park,” Stella says. “I thought she
was coming over to apologize, but instead she started shouting at me for disciplining her
child. All 1 did was let him know his behaviour was unacceptable. Was I supposed to sit
back while her kid did whatever he wanted. hurting other children in the process?”

Getting your own children to play nice is difficult enough. Dealing with other people’s
children has become a minefield. '

In my house, jumping on the sofa is not allowed. In my sister’s house it’s
encouraged. For her, it’s about kids being kids: “If you can’t do it at three, when can you
do it?” _

Each of these philosophies is valid and, it has to be said, my son loves visiting his

aunt’s house. But I find myself saying “no” a lot when her kids are over at mine. That’s
OK between sisters but becomes dangerous territory when you're talking to the children of
friends or acquaintances. _
» “Kids aren’t all raised the same,” agrees Professor Naomi White of Monash
University. “But there is \still an idea that they're the property of the parents. We see our
children as an extension of ourselves, so if you're saying that my child is behaving
inappropriately, then that's somehow a criticism of me.”

In those circumstances, it's difficult to know whether to approach the child directly or
the parents first. There are two schools of thought.

“T'd go to the child first,” says Andrew Fuller, author of Tricky Kids. “Usually a
quiet reminder that ‘we don’t do that here’ is enough. Kids have finely tuned antennae( B

%) for how to behave in different settings. ”




He points out bringing it up with the parents first may make them feel neglectful,
which could cause problems. Of course, approaching the child first can bring its own
headaches, too. '

This is why White recommends that you approach the parents first. *Raise your
concerns with the parents if they're there and ask them to deal with it,” she says.

Asked how to approach a parent in this situation, psychologist Meredith Fuller
answers: “Explain your needs as well as stressing the importance of the friendship. Preface
your remarks with something like: ‘I know you’ll think I'm silly but in my house I don’t

want... ,”

When it comes to situations where you're caring for another child, White is
straightforward : “Common sense must prevail. If things don’t go well, then have a chat. ”

There’re a couple of new grey areas. Physical punishment, once accepted from any
adult, is no longer appropriate. “A new set of considerations has come to the fore as part
of the debate about how we handle children. ”

For Andrew Fuller, the child-centeric nature of our society has affected everyone:
“The rules are different now from when today’s parents were growing up,” he says.
“Adults are scared of saying: ‘don’t swear,’ or asking a child to stand up on a bus.
They’re worried that there will be conflict if they pomt these things out—either from older
children, or their parents, ”

He sees it as a loss of the sense of common public good and public courtesy(XL%8) .
and says that adults suffer from it as much as child.

Meredith Fuller agrees: A code of conduct is hard to create when you’re living in a
world in which everyone is exhausted from overwork and lack of sleep, and a world in
which nice people are perceived to finish last. ”

“It’s about what I'm doing and what I need,” Andrew Fuller says. “The days when a
kid came home from school and said, ‘I got into trouble. > And Dad said, ‘You probably
deserved it. ” Now the parents are charging up to the school to have a go at teachers. ”

!

This jumping to our children’s defense is part of what fuels the “walking on
eggshells” feeling that surrounds our dealings with other people’s children. You know that
if you remonstrate(#1i#) with the child, you're going to have to deal with the parents.
It’s admirable to be protective of our kids, but is it good?

“Children have 1o learn to negotiate with the world on their own, within reasonable
boundaries,” White says. “I suspect that it’s only certain sectors of the population doing
the running to the school—better-educated parents are probably more likely to be too
involved., ”

White believes our notions for a more child-centered society should be challenged.
“Today we have a situation where, in many families, both parents work, so the amount of
time children get from parents has diminished, ”she says.

“Also, sometimes when we talk about being child-centered, it's a way of talking




