MBS &
Wil R

W] HO¥




BT 5 ) 9T B

i J

E Fe iR 74, ekt



NERE

RELAREHE, UFEEGr 4XBFHITENE. AT LE, RESAFRENET]
FEEFE, EEFEEEEE, WIS ETIANFIXNRNAEEREREFIRINEE,
MEMEFHFES 2RV RFRAANEELR, OEHXFEEEESE. T EFERRT
WEK, XAKBEARRELS, WAHEEE LR ENSE, FHAEEREARS. XHED
EELRIEFTUGEERE, MTELTAANRF ST, AL LHNG SRFLEHERET, TU
FHREFBRERAET AR,

RHfEHRE: THRE FEHM: xiFEX
EBEME&E (CIP) BE
B SR R/ TR . —bat: U R RAE, 2013.9
ISBN 978-7-5130-2274-3
[.QO#F 0. O 0. OFH—EE—HMQ H—2ili—FH V. DH3I
of R AR L 50 CIP Bl A% (2013) 35 218982 &

mESEEEHIE

XINWEN YU GUANGGAO YINGYU JIAOCHENG

Ui .

HREZT: iRk

# oub: EEIEER SRS BB 4%: 100088

i Hit: htp://www. ipph. cn BF #: rqyuxiaofei@ 163. com
Z4THIE: 010 —82000893 4% 8101 £  E: 010 -82005070/82000893
FHBIF: 010 -82000860 §% 8363 ERHPE: rqyuxiaofei@ 163. com

B0 B EURFERCE R L ED G 2 8 HEAN BRI R
F  Z&: 720mm x960mm 1/16 B . 115

hit W 2013 4F 10 A% 1R En W 2013 4E 10 55 1 KERK
F 8. 188 T E . 45.00 JG

ISBN 978-7-5130-2274-3

HER BRBR
WA RRRED, A HFAR,



Contents/ H 3

1. Unit1 The Background of Journalism and Advertising/1
E—Bx FHESEHE
Text 1 What is a Journalist 7 /3
WX— HEARMtA?
Text 2 The Promotion mix/8
R BEWAE
Text 3 Types of Advertising/12
RX= JTERRA
Exercise Dialog: The Museum of Brands/15
53] MiE: SRS
2. Unit 2 Mass Communication and Journalism/19
FTHT KAXEESHE
Text 1 Defing and redefining mass communication/19
PRIC— M RARFERE I E X
Text 2 Tips on how make a video news report/22

PRICT o] e pld L KT 1 4E
Text 3 ESPN’ s Upfront presentation goes long on digital/25

PRIC= ESPN s i M i 8 UAE i
3. Unit 3 Strategy and Creativity of Advertising/29
F=8Bx | ERUNEE
Text 1 What makes an ad effective? /29
RIC— TR R0



N\

CEEE S snEge

Text 2 What is creative advertising? /33

WX fFaRHEE

Text 3 Case study: Axe Detailer; The Manly Shower Tool/36
W= RBEIOTTE . wt T AR

Exercise Shots: Cutting — edge advertising and creativity worldwide/43

104 Wy ERfg . (Shots) AERILTE & A i BY

4. Unit 4 Marketing: Journalism and Advertising/51
FNBT EHE: HESE
Text 1 Title seeks new digitally — driven marketing/51
RIC— BT RBCF A
Text 2 Understanding Advertising Rate Cards/54
DRICT AUk AR
Exercise Presentation: Introduce an examples of advertising rate sheet/60
) RN NETTE TR R
5. Unit 5 The Media Culture and Standards of Advertising/62
FHBT WAXUS Eink
Text 1  An open door to fame and fortune/62
PRIC—  Jd [ 4 FZT]
Text 2 Implications of Chinese Consumer Boycott of a Foreign Brand/65
PRI A [T 2 ] A R B S o BT
6. Unit 6 The Media Environment/70
SFRET RERE
Text 1 Research as a Basis for Understanding Mass Communication/70

R—  RARMEREE SRR AT 5E

Text 2 The Federal Trade Commission/73
WX EEBRER SR

Text 3 The lay of the land/76

R= FEPRPETE



Contents/ B & |

Exercise Situational Dialogues: Mad Man/88

] Wr SRR SRR CTEIEA) BB

 EEBRT FESEHE

Unit 7 Education of Journalism and Advertising/89

Text 1 ~ What does journalist take/89

PRIC— A4

Text 2 Start to study of Journalism and Mass Communication/93
W JFRHT S R ARG Tk 2=

Text 3 Trends in Advertising Education/98

RX= JTEHERBER



Unit 1 The Background of
Journalism and Advertising
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Description and suggestion [1RIENBFIEIN )
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Unit 1  The Background of Journalism and Advertising %

Ad Age (E[ () HRHE) ZRIEEMEE) , Ad week ( (/7 E/ATI))
Marketing ( (i) #4i&) , Campaign ( {FE)), The Journal of Advertis-
ing Research ( (/5 F])) , Media ( (#A))

English Digest ( (%5 XAH) RIuG) , Crazy English (R (BIEH
#)) #F

Text 1 What is a Journalist? ©

[ Fik: Aot T4 ATk 6 TAEE B A 47 MK k& 69 TAE IR Tt 47
MYNGE, FTFHARTA—ZALE oW, £HELFHIK, Fohesd
MABAREZF AR, BITAFEISISLTHANB, BT ey &l
kiR, ]

Journalists work in many areas of life, finding and presenting information.
However, for the purposes of this manual we define journalists principally ( 3=
%) as men and women who present (ZjXA) that information as news to the au-
diences (5ZAX) of newspapers, magazines, radio or television stations or the In-

ternet.

e What do journalists do?

Within these different media, there are specialist tasks for journalists. In
large organisations, the journalists may specialise in only one task. In small or-
ganisations, each journalist may have to do many different tasks. Here are some
of the jobs journalists do:

Reporters (iC# ) gather information and present it in a written or spoken
form in news stories, feature articles or documentaries. Reporters may work on

the staff of news organisations, but may also work freelance, writing stories for

@ Chapter 2: What is a journalist? [ EB/OL]. [2013 =09 —01] http://www. thenewsmanu-
al. net/Manuals% 20Volume% 201/ volumel _ 02. htm
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whoever pays them. General reporters cover all sorts of news stories, but some
journalists specialise in certain areas such as reporting sport, politics or agricul-
ture.

Sub - editors take the stories written by reporters and put them into a form
which suits the special needs of their particular newspaper, magazine, bulletin or
web page. Sub - editors do not usually gather information themselves. Their job
is to concentrate on how the story can best be presented to their audience. They
are often called subs. The person in charge of them is called the chief sub — edi-
tor, usually shortened to chief sub.

Photojournalists ( % 5 i & ) use photographs to tell the news, i-
e. photojournalists. They either cover events with a reporter, taking photographs
to illustrate the written story, or attend news events on their own, presenting both
the pictures and a story or caption (F%r, Fridl).

The editor is usually the person who makes the final decision about what is
included in the newspaper, magazine or news bulletins. He or she is responsible
for all the content and all the journalists. Editors may have deputies and assis-
tants to help them.

The news editor is the person in charge of the news journalists. In small or-
ganisations, the news editor may make all the decisions about what stories to cov-
er and who will do the work. In larger organisations, the news editor may have a
deputy, often called the chief of staff, whose special job is to assign reporters to
the stories selected.

Feature writers work for newspapers and magazines, writing longer stories
which usually give background to the news. In small organisations the reporters
themselves will write feature articles. The person in charge of features is usually
called the features editor ($5/EZXK) .

Larger radio or television stations may have specialist staff producing current

affairs programs — the broadcasting equivalent of the feature article. The person in

4



Unit 1 The Background of Journalism and Advertising |

charge of producing a particular current affairs program is usually called the pro-
ducer and the person in charge of all the programs in that series is called the ex-
ecutive producer or EP.

Specialist writers may be employed to produce personal commentary col-
umns or reviews of things such as books, films, art or performances. They are u-
sually selected for their knowledge about certain subjects or their ability to write
well. Again, small organisations may use general reporters for some or all of these
tasks.

There are many other jobs which can be done by journalists. It is a career
with many opportunities.

e Why be a journalist?

People enter journalism for a variety of reasons but, money apart, there are
four main motives:

The desire to write

Journalists are the major group of people in most developing countries who
make their living from writing. Many young people who see themselves as future
novelists choose journalism as a way of earning a living while developing their
writing skills. Although writing for newspapers and writing for books require dif-
ferent qualities, the aspiration to be a great writer is not one to be discouraged in
a would — be journalist.

The desire to be known

Most people want their work to be recognised by others. This helps to give it
value. Some people also want to be recognised themselves, so that they have status
in the eyes of society. It is not a bad motive to wish to be famous, but this must
never become your main reason for being a journalist. You will not be a good jour-
nalist if you care more for impressing your audience than for serving their needs.

The desire to influence for good

Knowing the power of the printed or spoken word or image, especially in ru-
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ral areas, some people enter journalism for the power it will give them to influ-
ence people. In many countries, a large number of politicians have backgrounds
as journalists. It is open to question whether they are journalists who moved into
politics or natural politicians who used journalism as a stepping stone.

There is a strong belief that journalists control the mass media but the best
journalists recognise their role as servants of the people. They are the channels
through which information flows and they are the interpreters of events. This rec-
ognition, paired with the desire to influence, can produce good campaigning
journalists who see themselves as watchdogs for the ordinary man or woman. They
are ready to champion the cause of the underdog and expose corruption and abu-
ses of office. This is a vital role in any democratic process and should be equally
valuable and welcome in countries where a non — democratic government guides or
controls the press.

There is a difference between the desire to influence events for your own
sake, and the desire to do it for other people. You should never use journalism
for selfish ends, but you can use it to improve the life of other people — remembe-
ring that they may not always agree with you on what those improvements
should be.

There is a strong tradition in western societies of the media being the so —
called “Fourth Estate” (2504 /7). Traditionally the other three estates were the
church (5%#(), the aristocracy ( 5j%) and the rest of society but nowadays the
idea of the four estates is often defined as government (B{Jff), courts (#:B%),
clergy (#(%>) and the media, with the media — the “Fourth Estate” - acting as
a balance and an advocate (#£{8) for ordinary citizens against possible abuses
(#EH) from the power and authority of the other three estates. This idea of jour-

nalists defending the rights of ordinary people is a common reason for young people

entering the profession.
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The desire for knowledge

Curiosity is a natural part of most people’s characters and a vital ingredient
for any journalist. Lots of young men and women enter the profession with the de-
sire to know more about the world about them without needing to specialise in
limited fields of study. Many critics accuse journalists of being shallow when in
fact journalism, by its very nature, attracts people who are inquisitive about eve-
rything. Most journalists tend to know a little bit about a lot of things, rather than
a lot about one subject.

Knowledge has many uses. It can simply help to make you a fuller and more
interesting person. It can also give you power over people, especially people who
do not possess that particular knowledge. Always bear in mind that power can be
used in a positive way, to improve people’s lives, or in a selfish way to advance

yourself.

1.4 Exercise

1.4.1 What do journalists do according to this article?

Reporter gather information and present it in a written or spoken form in

news stories, feature articles or documentaries

Sub - editors

Photojournalists

The editor

The news editor——

Feature writers
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Specialist writers

1.4.2 If you exepect to be (or not to be) a journalist, please

write down your reason.

Text 2 The Promotion mix

2.1 Pre -reading

This text introduces the main components of promotion which was derived
from the textbook Marketing. Before scan it, you can give a definition about what
is marketing and the relationship between advertising and the marketing mix with
your own words. And later, you can compare your comprehension with the defini-

tion which was given by the author.
2.2 Text

Promotion is one of the four key components of any marketing strategy, the
other three being product, place and price. Promotion itself also considered to be
comprised of four elements: advertising, personal selling, sales promotion, and
public relations.

Industries and organisations vary greatly with respect to the relative impor-
tance they place on the different elements in the promotion mix. For instance, in
the cosmetics world Avon (ff£ 75 ) Products Inc. emphasises personal selling
while Revlon (#&%E¥#k) Inc. emphasises advertising.

In deciding whether to buy or make regular use of a product, a prospective

buyer moves through five stages: awareness, interest, evaluation, trial and adop-
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tion. Promotion seeks to move prospective buyers through this process by infor-
ming, reminding and persuading customers about an organization and its products.

It is important to keep in mind that the elements in the promotion mix must

be coordinated and linked together in such a way that they will complement and

reinforce each other’s impact on a potential customer. Each of the elements can

play a particular role in achieving the promotion objectives. For example, ad-
vertising may be the best way to create awareness of a new product, while sales
promotions such as free samples may be effective in encouraging trial of the
product. Answering prospective buyers, queries, however, requires personal
selling. The relative importance of the promotion mix elements can vary over
time and certain forms of advertising or sales promotion may come in and out of
vogue (IfiH).

The following is a brief overview of each element in the promotion mix.
Adyvertising

Any paid form of nonpersonal communication through the mass media about

a product by an identified sponsor is advertising. The mass media used include

magazines, direct mail, radio, television, billboards, and newspapers. Sponsors
may be a nonprofit organization, a political candidate, a company, or an individ-
ual. Advertising differs from news and publicity in that an identified sponsor pays
for placing the message in the media. Advertising is used when sponsors want to
communicate with a number of people who cannot be reached economically and

effectively through personal means.
Personal selling

Personal, face —to —face contact between a seller’s representative and those

people with whom the seller wants to communicate is personal selling. Nonprofit

organizations, political candidates, companies, and individuals use personal sell-

ing to communicate with their publics.
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Sales promotion

Sales promotion communicates with targeted receivers in a way that is not

feasible by using other elements of the promotion mix. It involves any activity that

offers an incentive to induce a desired response by salespersons, intermediaries,
and/or final customers. Sales promotion activities add value to the product be-
cause the incentive ordinarily do not accompany the product. For example, con-
sumer contests add value for consumers while sales contests add value for sales-
persons.

Most incentives, like consumer contests and sales contests, are short — term
in nature. But some incentives are part of a long — term effort to inform target cus-
tomers at the point of purchase. Sales promotion may be a firm’s primary promo-
tional effort or it may supplement and complement personal selling, advertising,

and public relations.

Public relations

Modern organizations are also concerned about the effects of their actions on
people outside their target markets. These people may have little contact with the
organization but feel it affect their welfare in some way. Unless the organization
understands their contest and communicates its goals and interests, they may mis-
interpret, distort, or be openly hostile to the organization’s actions. Communica-

tion to correct erroneous impressions, maintain the goodwill of the organization’s

many publics, and explain the organization’s goals and purposes is called public

relations ( PR ) .

Unlike the other promotion mix elements, public relations is concerned pri-

marily with people outside the target market, although it may include them. Gov-
ernment agencies, communities in which plants ( T.J ) are located, consumer-
ists, environmentalists, stockholders, and college professors are some of the

groups reached by an organization’s public relations efforts.

10
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Personal promotion

Nonpersonal promotion

personal e. g.

[PROMOTION] ——| Personal or (
nonpersonal e. g.

nonpersonal
personal e. g

promotion (
nonpersonal e. g.

The figure classifies the promotion mix elements as personal promotion, non-
personal promotion, or a mixture of personal and nonpersonal promotion. Person-
al selling is always personal, while advertising is always nonpersonal.

Public relations and sales promotion, however, can be either. An example
of a personal type of public relations is the company spokesperson who announces
the company’s decision to expand its plant at a local Chamber of Commerce
luncheon. On the other hand, publicity is nonpersonal public relations. Coupons
are an example of nonpersonal sales promotion. The manufacturer arranges with
retailers a special in — store demonstration of its products and supplies the repre-
sentatives who conduct the demonstrations.

( “Marketing’ 2nd edition Schoell & Gulltinan ( Allyn & Bacon) , adapted by St John )

2.3 Exercise

2.3.1 Fill in the blanks according to the content in this article.

Advertising

The marketing mix

The promotion mix

2.3.2 Please recite and write the definition of advertising from

this article.
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