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Ilepeamosa

3anmponoHOBaHUI HaBUANBHUI MOCIOHWK OPIEHTOBaHW Ha
crynertiB I — Il xypciB cnemiampHOCTi “Pexnama Ta 3B’SI3KHA 3
TpOMaJIChKICTIO”.

MeToro HaBYAIFHOTO MOCIOHMKA € OpraHi3alis HaBYaJbHOI
JiSUBHOCTI  CTYAGHTIB 3 mpenMmery “AHrmilickka MoBa 3a
npoeciiHuM CTpsAMyBaHHAM $K Ha ayJIATOPHUX 3aHATTAX, TaK 1
mijg 4vac camoctidHoi poOotu. OcobnmBa yBara MNPUAUISETHCS
HaBYaHHIO YCHOTO MOHOJIOTIYHOTO Ta [iaJIOTIYHOTO MOBJICHHS B
MeKax YKa3aHMX TeM; PO3BHTKY HaBHYOK YHTAHHS, MEpeKiaxy Ta
PO3YMIHHIO TEKCTiB MYONIIMCTUYHOTO Ta HAYKOBO-TIOMYJISIPHOTO
XapaxkTepy, a TaKOXX TEeKCTIB, TOB’S3aHMX 3 MNPOOIEMAaTHKOO
MalOyTHBOI CHEIialbHOCTI; 30arauyeHHI0 Ta 3aCBOEHHIO JIEKCHYHOTO
3armacy 3a (paxom; hopMyBaHHIO TBOPYOTO MHCIICHHS.

[TociOHMK po3p00IIEHO 3 ypaXyBaHHIM KPEIUTHO-MOIYIBHOT
cucremu. Bechb Matepian, po3MilleHHH Yy JaHOMY TIOCIOHUKY,
po3noainseTses Ha 4 Moaymi, siki MicTATh 14 toHITiB. KoxkeH foHIT
MICTHTh: TEKCTH 13 3aBIaHHSAM Ha TEPEeBIpKYy PpO3YMiHHA
MPOYMTAHOTO, KOMYHIKATHUBHI 3aBJaHHS, JIEKCUKO-TPaMaTH4HI
BIIPaBH, BIIPABU HA MEPEKJIAJ, BIIPaBU TBOPUYOTO XapakKTepy, BIIPABU
JUISL PO3BUTKY YCHOTO Ta MMCHMOBOTO MoBJIeHH:. Kpim 4 moxyniB y
IIOCIOHMK  BKJIFOYEHO  CJIOBHHK, JOJATKOBI  TEKCTH IS
IHAMBITyaIbHOTO YUTAHHS Ta MPOEKTHI 3aBIaHHSI.

IIpu ckmaganHi TOCIOHMKA aBTOPH MOKJIAJAIMCH HA TOJOBHI
METOAMYHI MPWHIMIIA IHTEHCUBHOI'O HABYaHHS, SIKI MICTATBCS Yy
mpaisix  3apyOiKHMX Ta BITYM3HSHUX aBTOpPiB, Ta Cy4YacHi
1HHOBAIIi}{HI METOIMKY HaBYaHHS 1HO3EMHHX MOB.

ABTOpH CTIOZIBAIOTHCS, IO JIaHE HAaBYAIbHE BUIAHHS OyIe
KOPHCHHM Y TIPOIIECi MOAATbIIOr0 BUBUEHHS aHTTIHCHKO1 MOBH.



MODULE 1

UNIT X
HISTORICAL MILESTONES IN ADVERTISING
¥t can toll the idbeals of a mation by ity adventicoments”
(SNaman Fowgley Oouth Wind)
COMMUNICATEION: Arresting someone's attention.

GRAMMAR THE - main uses. Tenses negative. Present Simple.
Present Progressive.

READING Advertising in Bygone Days.
WRITING Reports about the history of advertising.
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WARM-UP

ARRESTING SOMEONE’S ATTENTION

Excuse me, (please). Hapyiite, Oynap nacka.
Pardon me. Hapyiire.
Sorry to... (interrupt, interfere, Bubaure 3a (mepeOuBaHHS,
etc.) but... BTpPYYaHHsl), aJie. ..
Look (here!) [ocmyxatiTe!
I'say... (Say...) [TocmyxaiiTe
Just a minute! XBWINHOUKY!
Hi! MosxHa Bac Ha XBHJIMHOYKY.
Hey! [Touexkaiire.
POSSIBLE REPLIES
Yes? Taxk.
Well? 1o?
What is it? 1o cramocs?
What can I do for you? Yum MOKY BaM JIOTIOMOTTH?
What do you want? o Bam moTpibHO?

Use appropriate formulas of address and replies to them in the
following situations.

1) Hailing a porter at the railway station.

2) Asking a station-master about the train time.

3) You have been waiting too long at a restaurant; you want to
attract the waiter’s attention.

4) An elderly person is passing by. You want to ask him something.

5) Trying to stop a friend hurrying past you.




READING

Vocabulary:

bygone — MUHYJIE

bygone days — muHymi 1HI

advertising — pexiiama

depend on — 3anexaTu Bij

doubt — cymHiB

merchant — ToproBenp, Kymenb

wares — BUpoOHu

existence — iCHyBaHHS

immemorial — He3anam’ ATHUH

oral skills — ycHi HaBUYKH

medium — 3aci0, Hocii

crier — riamarai

hawker — moTounmK, ToproBeis

Phoenician — ¢inikienp

refined over the centuries — BupobieHoro BikaMu
roam — OITyKaTH

make pleas — 3po0uUTH 3aKIINKH, peKIIaMyBaTH
dairy — MmonouapHs

decline in importance — 3HIKEHHS 3HAYCHHS
relic — i, 3aJIAIIOK, IEPEKUTOK

craft — pemecio

forerunner — nepeaBicHUK

brand name — mapka

ADVERTISING IN BYGONE DAYS

1. Ancient advertising. Just when advertising began depends on
how one wishes to define the term. In this History of Advertising,
published in 1875, Henry Sampson says of the beginning of
advertising:

... There is little doubt that the desire among tradesmen and
merchants to make good their wares has had an existence almost as
long as the customs of buying and selling, and it is but natural to



suppose that advertisements in some shape or form have existed not
only time immemorial, but almost for all time.

Because oral skills developed before reading and writing did, it is
only natural that the earliest advertising medium was the spoken
word. There is evidence that criers and hawkers were shouting their
wares as far back as the days of the early Greeks, Romans and
Phoenicians. This primitive advertising refined over the centuries,
has carried down to the present day. Although hawkers do not often
roam the streets with their cries, they have entered the home to make
their pleas on radio and television.

2. Before long competition and the need for identification
necessitated signs. Signs used for identifying shops, with such
appropriate illustrations as a goat (for a diary) or a mule driving a
mill (for a baker), were unearthed in the ruins of Pompeii. (At the
door of a schoolmaster there was a sign depicting a boy receiving a
whipping!) There is also evidence of announcements painted on
walls during this period. These included notices for theatrical
performances, sports and gladiatorial exhibitions, advertisements for
houses for rent, and appeals to tourists to visit local taverns. Perhaps
the first written advertisement, however, was this three-thousand-
year-old one inscribed on papyrus and found by an archaeologist in
the ruins of Thebes:

The man-slave, Shem, having run away from his good master,
Hapu the Weaver, all good citizens of Thebes are enjoyed to help
return him. He is Hittite, 5.2 tall, of ruddy complexion and brown
eyes. For news of his whereabouts, half a gold coin is offered. And
for his return to the shop of Hapu the Weaver, where the best cloth is
woven to your desires, a whole gold coin if offered.

There is no doubt that advertising flourished in this period, but with
the fall of the Roman Empire and the onset of the Dark Ages,
advertising temporarily declined in importance to Western
civilization.

3. Early English advertising. Perhaps the oldest relic of advertising
among English-speaking people is family names referring to the
various specialized crafts. The earliest of these designations was
Smith. Names like Miller, Weaver, Wright, Tailor and Carpenter
were the earliest means of product identification — the forerunner of
the brand name so essential to modern advertising.
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4. Beginning of printed advertisements. One of the most significant
events in the development of the advertising was the invention of the
system of casting movable type by the German, Johann Gutenberg in
1438. Paper had been invented more than a thousand years earlier by
the Chinese and was introduced to Europe by the Turks in the twelfth
century. Now all the necessary components were available for mass
printing. At the same time, literacy was increasing. William Caxton,
an early English printer, made advertising history 1478 when he
printed a handbill now regarded as the first known printed English
advertisement. It advertised a book he had printed, the Salisburi Pye,
rules for the clergy at Easter. The advertisement read:

If it please ony man spirituel or temporal to bye ony pyes of two
and thre comemoracious of Salisburi use enpryntid after the forme of
this present letter whiche ben wel and truly correct, late hym come to
Westmonester in to the almonestrye at the reed pale and he shal have
them good chepe.

Supplico stet cedula.

The Latin phrase at the end translates, “Let this notice stand”.

1. Find the English equivalents in the text. Use them in the
sentences of your own.

Jatn BuU3HA4YeHHs TEpMiHy; He3amaM SITHI Yacw,; OTPHUMAaTH
MpoYyXaHKy; JpyKOBaHa peKilaMa; 3HauWMi ToAii; HeoOXigHi
KOMITOHEHTH; TIPOIIBITAIN; KOHKYPEHIIis.

2. Find in the text the words which describe or mean the following.

1) a notice, such as a poster or a paid announcement in the print,
broadcast, or electronic media, designed to attract public attention —

2) originating in the distant past; ancient —

3) to move about without purpose or plan; wander —

4) something that has survived from the past, such as an object or
custom —

5) the fact or state of continued being; life —

6) one whose occupation is the wholesale purchase and retail sale
of goods for profit —



3.Translate the following words and word-combinations into
Ukrainian.

Handbill; was introduced to Europe by Turks; was available for
mass printing; literacy; specialized crafts; clergy; the forerunner of
the brand name; regard; Dark Ages; temporarily; means of
identification; whereabouts; brand name; whipping; complexion;
essential.

4. Match the words, some of them can be used more than once.

printed pleas
significant kills

make Ages

dark people
gladiatorial advertisements
oral days
English-speaking events

bygone exhibitions

5. Match the words which are close in the meaning.

existence shopkeeper
roam society
civilization discovery
merchant actuality
invention wander

6. Match the words having the opposite meaning.

flourish young
ruins federal
doubt building
local confidence
ancient decline




7. Complete the sentences with the following words: paper, written
advertisement, the forerunner, illustrations, the spoken word.

1) Perhaps the first , however, was this three-thousand-
year-old one inscribed on papyrus.

2) Signs used for identifying shops, with such appropriate

as a goat (for a diary) or a mule driving a mill (for a

baker), were unearthed in the ruins of Pompeii.

3) had been invented more than a thousand years earlier
by the Chinese.

4) Because oral skills developed before reading and writing did, it
is only natural that the earliest advertising medium was

5) Names like Miller, Weaver, Wright, Tailor and Carpenter were
the earliest means of product identification — of the brand
name so essential to modern advertising.

8. Answer the following questions:

1) When did the advertising begin?

2) How did the earliest advertising take place?
3) What did a goat signify?

4) What can be found on some ancient walls?
5) What were early advertisements about?

6) How old is the first written advertisement?
7) Where was it found? What was it about?

8) What was the early English advertising?

9) Who invented paper and when?

10) Why is William Caxton famous?

9. Translate the following sentences in English.

1) TecT BUKOPHCTOBY€E MOBY 3 )KHTTEBUX CHUTYaIlill Ta OXOILTIOE BCi
BUAU MOBJIICHHEBUX HABUYOK: YHNTaAHHA, CHpI/II\/'IMaHHSI Ha CIyX,
MMMCHMOBI Ta YCHI HABUYKH.

2) Bubip [Ipe3unenTa aep:kaBu Mae 3aleKaTH Bijl BOJII YKpaTHIIiB.

3) Moga, sika HUHI Ha3UBA€ThCA YKPaiHCHKOIO, PO3BHUBAIACS HA IiH
3eMJIl 3 He3amaM SITHUX YaciB.
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4) PexnamMa He TOBHHHA CHOHYKaTH MO0 [id, IO TOPYIIYIOTh
3aKOHOJIaBCTBO.

5) He nomyckaerbcs pekiiamMma TOBapiB, 3a0OpPOHEHUX  JIO
BHPOOHUIITBA 1 peajrizallii.
6) Lle OyB yuIIe MEepeIBICHUK MaiiOyTHIX BEJIMKUX MOTPSCIHb.

7) Hiskux 3HaUMMUX TOMIHA s HBOI'O B MHHYJIOMY pOIli HE
BiIOyOCS.

8) PoboTa BUKOHAHA TPaMOTHO Y MOBHOMY BiJTHOIIEHHI Ta MiCTHTb
BCl HEOOX1/1HI KOMIIOHEHTH.

WRITING

a) Multiple Choice Exercise for Phrasal Verbs.

1) Has the advertising agency the new promotional
material yet? I need it by this afternoon.

a) dropped off

b) dropped in

¢) dropped out

d) dropped by

2) We need to the price of the product, which is
relatively high, and focus on its quality as a selling point.

a) back down
b) break down
¢) play down
d) settle down

3) This poster is horrible and can't be used. The colors and images
are all wrong. We will have to

a) do it over

b) even it out

c¢) doitin

d) put it down

4) We’re going to have to the advertising campaign if
we can’t get any TV or radio time.

11



a) call on

b) call off

¢) drop off

d) drop out

5) I like that magazine, but I think we should
advertising in it until its circulation has increased.

a) put out

b) put back

c) put away

d) put off

b) Find more information about the history of advertising. Make
Written reports up to this topic.

GRAMMAR: THE — MAIN USES. TENSES
NEGATIVE. PRESENT SIMPLE. PRESENT
PROGRESSIVE

1. Use one of the following verbs to complete these sentences.
Sometimes you need the negative: believe eat flow go grow make
rise tell translate

1. The earth goes round the sun.

2. Rice doesn’t grow in Britain.

3. The sun --- in the east.

4. Bees --- honey.

5. Vegetarians --- meat.

6. An atheist --- in God.

7. An interpreter --- from one language into another.
8. A liar is someone who --- the truth.

9. The River Amazon --- into the Atlantic Ocean.

2. Are the underlined verbs right or wrong? Correct the verbs that
are wrong.

1. Water boils at 100 degrees Celsius. RIGHT
12



. The water boils. Can you turn it off? WRONG: is boiling
. Look! That man tries to open the door of your car.

. Can you hear those people? What do they talk about?

. The moon goes round the earth.

. I must go now. It gets late.

. Tusually go to work by car.

. ‘Hurry up! It’s time to leave.” ‘OK, I come’.

. I hear you’ve got a new job. How do you get on?

O 01N LN b W

3. Put the verb in the correct form, present continuous or present
simple.

1. Let’s go out. It isn’t raining (not/rain) now.

2. Julia is very good at languages. She speaks (speak) four
languages very well.

3. Hurry up! Everybody --- (wait) for you.

4. ‘--- (you/listen) to the radio?’ ‘No, you can turn it off’. —

5. ‘--- (you/listen) to the radio every day?’ ‘No, just occasionally’.

6. The River Nile --- (flow) into the Mediterranean.

7. Look at the river. It --- (flow) very fast today.

8. We usually --- (grow) vegetables in our garden but this year we
--- (not/grow) any.

9. ‘How is your English?’ ‘Not bad. It --- (improve) slowly’.

10. Ron is in London at the moment. He --- (stay) at the Park
Hotel. He --- (always/stay) there when he’s in London.

4. Choose the correct form, with or without the.

1. I’'m afraid of dogs/the dogs. (‘dogs’ is correct)

2. Can you pass _salt/the salt , please? (‘the salt’ is correct)

3. Apples/The apples are good for you.

4. Look at _apples/the apples_ on that tree! They’re very big.

5. Women/The women_ live longer than men/the men.

6. don’t drink tea/the tea. 1don’t like it’

7. We had a very nice meal. Vegetables/The vegetables were
especially good.

8. Life/The life_is strange sometimes. Some very strange things
happen.

13



9.1like _skiing/the skiing_ but I’'m not very good at it.

10. Who are people/the people in this photograph?

11. What makes people/the people violent? What causes
aggression/the aggression?

12. _All books/All the books on the top shelf belong to me.

13. Don’t stay in that hotel. It’s very noisy and beds/the beds
are very uncomfortable.

14. A pacifist is somebody who is against war/the war.

15. _First World War/The First World War_ lasted from 1914 until
1918.

5. Role-play the following conversations. Make up your own
dialogues on analogy.

Can you help me?

Thomas is a student. He’s staying with the Taylors, an English
family.

Thomas: Hello, Mrs Taylor. Can you help me? I'm doing my
homework and I can’t understand this word.

Mrs Taylor: Which one? Oh ... that's difficult. I can’t help you
now...I’m watching something....

Thomas: Oh? What are you watching?

Mrs Taylor: I’'m watching a cowboy film.

Thomas: Can Mr Taylor help me?

Mrs Taylor: No, he can’t now, Thomas. He’s reading.

Thomas: What’s he reading?

Mrs Taylor: He’s reading a magazine.

Thomas: What about Kate?

Mrs Taylor: Oh, she can’t help you now ... she’s phoning

someone.

Thomas: Oh? Who’s she phoning? Mrs Taylor: She’s phoning her
boyfriend ... you’re asking a lot of questions tonight, Thomas!
Thomas: Am I? ... Well, I’'m practicing my English!

14



UNIT IK
ADVERTISEMENT AS A SERVICE
Advertising is the greatest art form of the twentisth contury. "
(CMearshadl M luhan, 1977-1980)

COMMUNICGATION: Greetings and words of parting.
GRAMMAR: Questions.

READING: What is Advertising?

WRITING: Own definition of the word “advertising”; comments on
the statement.

15



WARM-UP

GREETINGS AND WORDS OF PARTING

Good morning  (afternoon, | looporo paHky (m0OpHIEHB,
evening)! no0pwii Bewip)!

Goodbye! Jo mobGauenns!

Bye-bye! [pomasaiite!

What’s up? (very informal) o Tpammiocs?

See you soon! Jo HactymHO{ 3ycTpiui!

See you later! [To6aummocs mizHirre!

See you tomorrow! Ho 3aBtpal!

I hope we’ll see some more of | CnoxiBarocs, 110 MU
you! mo0aynumocs 1e pas!

Good night! Ha no6paniu!

Give my kind regards to... [lepenatiTe mpuBiT ...

Give my love to... [lepenatiTe Moi mOOaKaHHS ...

1) Make up very short dialogues containing the expressions above.

2) Act the following dialogue and complete it with words of
greetings and parting.

Peter: It’s a pleasure. This is a great party!

Jane: Yes, it is. Where are you from?

Peter: 'm from Amsterdam.

Jane: Amsterdam? Really, are you German?

Peter: NO, I’m not German. I'm Dutch.

Jane: Oh, you’re Dutch. Sorry about that.

Peter: That’s OK. Where are you from?

Jane: I’'m from London, but I’m not British.

Peter: No, what are you?

Jane: Well, my parents were Spanish, so I’'m Spanish, too.
Peter: That’s very interesting. Spain is a beautiful country.
Jane: Thank you. It is a wonderful place.

16



READING

Vocabulary:

outlet — BUX11

circumstance — o6craBuHa, yMOBa

message placement — po3MiIIeHHS TIOB1IOMIIEHB
reach — gocsratu, 10XOAUTH, BILIUBATH

mass promotion approach — MacoBHiA TTiXi]] 3a0XOYCHHS
target market — 1iTbOBUIT pHUHOK

inefficient — HeehekTHBHO

funds — komTu

enable — no3BONIATH

to click a button — HaTHCHYTH KHOTIKY

evolve — po3BUBaTUCS

purchase — xymyBaTH, 3000y TH

WHAT IS ADVERTISING?

Advertising is a non-personal form of promotion that is 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 for targeted advertising.

Advertising also has a history of being considered a one-way form
of marketing communication where advertising technologies and the
emergence of new media outlets offer more options the message
receiver (i.e., target market) is not in position to immediately respond
to the message (e.g., seek more information). 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 seen on their favourite TV program. In
fact, it is expected that over the next 10-20 years advertising will

17



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, 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.

1.Find the English equivalents in the text. Use them in the
sentences of your own.

Opnne moBimOMIIEHHS; Tpu oOcCTaBWHAX; Tenerisanad; (opma
3a0XOUCHHS; OYIKY€ThCS, yIIOOJieHa Tenenepeaaya; CHpasi;
JOCTYITHUN.

2. Find in the text the words which describe or mean the following.

1) a commercial market for goods or services —

2) the means of communication, as radio and television,
newspapers, and magazines, that reach or influence people widely —

3) to succeed in getting in contact with or communicating with —

4) a specific group of consumers at which a company aims its
products and services —

5) one that buys goods or services—

6) to develop or achieve gradually—

3. Translate the following words and word-combinations into
Ukrainian.

A non-personal form of promotion, message placement;
promotional funds; message receiver; to be available; a television
viewer; a one-way communication model; highly interactive;
immediate demand; media outlets; highly interactive.

4. Match the words, some of them can be used more than once.

18



one-way market

seek placement
purchase outlets

mass promotion viewer

media communication
message a product
target approach
television information

5. Match the words which are close in the meaning.

evolve conversation
favourite ineffective
inefficient case
circumstance develop
communication popular

6. Match the words having the opposite meaning.

emergence worsen
offer slowly
seek withdraw
immediately find
improve decline

7. Complete the sentences with the following words: a non-
personal, marketing, move away, advertising, new media outlets.

1) Advertising also has a history of being considered a one-way
form of communication.

2) New advertising technologies and the emergence of
offer more options for targeted advertising,.

3) has long been viewed as a method of mass promotion.

4) Advertising is form of promotion that is delivered
through selected media outlets.
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5) It is expected that over the next 10-20 years advertising will
from a one-way communication model.

8. Answer the following questions:

1) What is advertising?

2) What is expected over the next 10-20 years?

3) Advertising does not stimulate immediate demand for the
product advertised, does it?

4) How do you understand the term “the target market”?

5) What do the new advertising technologies offer?

6) Has advertising long been viewed as a method of mass
promotion?

7) What are the characteristics of advertising?

8) How do you understand the word combination ‘“highly
interactive”?

9. Translate the following sentences in English.

1) Temernsimaui mepeMHUKAIOTh KaHAIM, KOJIM HATPAIUIAIOTH HA
HEIIKaBl HOBUHU.

2) Hemae HIYOTO HEMOJMIIMBOTO, TOJIOBHE — CTaBUTH I
JOCATAaTH 1X.

3) UinpoBHii pUHOK — Ile HAWOULIBII BUTIMHA IS MiAIPUEMCTBA
rpyIia CETMEHTIB PUHKY.

4) T'onoBHHMH O0’€KTaMH PHUHKOBHX JOCIHIIKEHb € CIIOKUBaui,
KOHKYPEHTH; TOBap.

5) VYV cydacHiit YkpaiHi Tpu MOBH MOTPeOYIOTH OCOOIUBOTO
MiIX0Ay Ta OCOOJMBOTO CTaTyCy: YKpaiHChKa, pOCiiicbka Ta
aHITIHACHKA.

6) He MoxHa A03BONATH iTAM 0€3 HATISIY KOPUCTYBATHCS MM
o0JIaIHAHHSIM.

7) lpu Takux obcTaBUHAX, 3pO3YMIJIO, HEMOXKITUBO CTBEPAKYBATH,
10 BOHU OYyJIH TYT.

8) V miBHIUHMX Ta 3axigHUX 00JacTIX YKpaiHU OUIKYEThCS
JIOIIOBA TTOTO/1A.
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WRITING

a) Sum up the main idea of the text. Write down only in three
sentences.

b) Try to give your own definition of the word “advertising”.

¢) Comment on the following statement in written form (about 50
words):

When the historian of the Twentieth Century shall have finished his
narrative, and comes searching for the subtitle which shall best
express the spirit of the period, we think it not at all unlikely that he
may select “The Age of Advertising” for the purpose (Printers’ Ink,
27 May 1915).

GRAMMAR: QUESTIONS

1. Ask Liz questions. (Look at her answers before you write the
questions.)

1. (where/from?) Where are you from?
_From London originally.

2. (where/live/now?) Where ---
In Manchester.

3. (married?) ---

Yes.

4. (how long/married?) ---

12 years.

5. (children?) ---

Yes, three boys.

6. (how old/they?) ---

4,7 and 9.

7. (what/husband/do?) ---

He’s a policeman.

8. (he/enjoy his job?) ---
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Yes, very much.

9. (arrest anyone yesterday?) ---

I don’t know.

10. (how often/go/on holiday?) ---
Usually once a year.

11. (where/next year?) ---

We don’t know yet.

2. Make questions with who or what.

1. Somebody hit me.

_Who hit you?

2. I hit somebody.

~Who did you hit?

3. Somebody gave me the key.
Who ---

4. Something happened.

What ---

5. Diane told me something.

6. This book belongs to somebody.

7. Somebody lives in that house.

8 I fell over something.

9. Something fell on the floor.

10. This word means something.

11. I borrowed the money from somebody.

12. I’'m worried about something.

3. Put the words in brackets in the correct order. All the sentences
are questions.

1. (when/was/built/this house) When was this house built?
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2. (how/cheese/is/made)

3. (when/invented /the computer/was)
4. (why/Sue/working/ isn’t/today)

5. (what time/coming/your friends/are)
6. (why/was/cancelled/the concert)

7. (where/your mother/was/born)

8. (why/you/to the party/didn’t/come)
9. (how/the accident/did/happen)

10. (why/this machine/doesn't/work)

4. Match the questions and answers.

. What’s the longest word in the dictionary?

. Where does Thursday come before Friday?

. Which is easier to spell, seventeen or eighteen?

. What begins with “t”, ends with “t”, and has “t” in it?
. Why is an island like the letter “t”?

. How should you dress on a cold day?

. Why is the letter “e” lazy?

. Why is there plenty of food in the desert?

0NN kWi~

a) Because of all the sandwiches (sand which is) there.

b) In a dictionary.

c) A teapot.

d) Because it’s always in bed.

e) Smiles — because it’s a mile from beginning to end.

f) Seventeen because it’s spelt with more ease, (more “e” s)
g) Because it’s in the middle of water,

h) As quickly as possible.
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UNIT IIX
TYPES OF ADVERTISING
‘Never write an advertisoment which you wouldn! want your family to read.

Qo wouldnt tell lies to pour own wife. Qont tll them to mine ”
(Qavid @gilry)
COMMUNICATION: Congratulations and Wishes.
GRAMMAR: Simple Past. Past Progressive. Present Perfect.
READING: Different types of advertising.

WRITING: Comments on the statement; making up the plan to the
text; finding the “key sentences” in the text.

Print Advertisement

-

Outdoor
Advertisement

- ed

Broadcﬂ
Advertise f

. “A
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WARM-UP

CONGRATULATIONS AND WISHES

Congratulations!

Moi npuBiTanHs!

My (heartiest,
congratulations to you on...

best)

[npo BiTaro Bac 3i cBsiTOM!

Many happy returns (of the day)!

Biraro 3 /ITnem HapopkeHHs!

Best wishes for...

Haiixpari nobGaskaHHs J10...

(My) best wishes to you!

(Mof) Haiikpai BiTaHHS TOOi!

May all your dreams come true! | baxato, mo6 yci Bami wMpii
30yIHUCH!
I wish you a speedy (full) | Baxaro BaM HIBHIKOTO

recovery.

(TTOBHOT0) OJTy’KaHHSI.

I wish you luck.

A 1061 6axaro ycmixy!

Good luck! Baxaro ycmixy!

All the best! Bcboro Haiikparoro!

A very enjoyable holiday to you! | Baxato Beceno mpoBecTH cBSITO!
Enjoy yourself! Baxaro mosecenutucs!

Have fun! Bbaxaro nosecenurucs!

Have a good time!

Baxaro no6pe nposectn gac!

1) Make up very short dialogues containing the expressions

above.

2) Act the following dialogue.

- Hello, glad to see you!

- Hello, so am I.

- Today’s your birthday, isn’t it?
- That’s right. It’s kind of you to remember.
- Well, many happy returns of the day. Here’s a

present for you.

- Oh, thank you. What beautiful flowers! I don’t know

how to thank you.
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READING

Vocabulary:

branches of advertising — ¢inii pexnamu

in addition to — Ha TOATOK /10

advertising space — peKJIaMHe Miciie

readership — ko0 unTaviB, ayIuTOpis

supplement — 101aTOK, TOMIOMIKHHUI 3aCi0, TOTIOBHEHHSI
attract the customers — 3a;ry4eHHS KITi€HTIB

catchy — moMiTHHIA, TPUBaOIMUBUH, ICKpaBUH

grab the attention of the passersby — 1ys npuBepHEHHsS yBaru
HEePEXOKUX

sports utilities — cnopTrBHE 007IaTHAHHS

time of broadcast — yac MoBigOMIIEHHS , YaC HOBUH

loose the charm — BTpaTuTH 4apiBHICTH

small-scale advertisers — apiOHI pexIamMoaBIi
subtle device — xuTpomyapuii ipuIa

surrogate advertising — cyporatHa pexjiama
banned by law — 3a00poHEeHO 3aKOHOM

injurious — OIKiJUTMBHNA, 0Opa3TUBUI

hence — otxe, 3 TOrO Yacy

to convey — MOBIIOMIISITH, IepelaBaTH

social welfare causes — corianbHi IPUIUHU T00POOYTY
political integrity — momiTHYHa HEAOTOPKAHHICTH
deforestation — 3HUIIEHHS JTiCOHACAKEHb
illiteracy — 6e3rpaMoOTHICTh

poverty — OiiHiCTh

commercial purposes — KOMepIiHHi 11iJTi
exaggerated claims — 3aBUIIIEHI BUMOTH

DIFFERENT TYPES OF ADVERTISING

There exist various media which can be effectively used for
advertising. Based on these criteria there can be several branches of
advertising. Mentioned below are the various categories or types of
advertising:
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Print Advertising — Newspapers, Magazines, Brochures, Fliers

The print media have always been a popular advertising medium.
Advertising products via newspapers or magazines is a common
practice. In addition to this, the print media also offers options like
promotional brochures and fliers for advertising purposes. Often the
newspapers and the magazines sell the advertising space according to
the area occupied by the advertisement, the position of the
advertisement (front page/middle page), as well as the readership of
the publications. For instance an advertisement in a relatively new
and less popular newspaper would cost far less than placing an
advertisement in a popular newspaper with a high readership. The
price of print ads also depends on the supplement in which they
appear, for example an advertisement in the glossy supplement costs
way higher than that in the newspaper.

Outdoor Advertising — Billboards, Kiosks, Tradeshows and
Events

Outdoor advertising is also a very popular form of advertising,
which makes use of several tools and techniques to attract the
customers outdoors. The most common examples of outdoor
advertising are billboards, kiosks, and also several events and
tradeshows organized by the company. The billboard advertising is
very popular however has to be really catchy in order to grab the
attention of the passersby. The kiosks not only provide an easy outlet
for the company products but also make for an effective advertising
tool to promote the company’s products. Organizing several events
or sponsoring them makes for an excellent advertising opportunity.
The company can organize trade fairs, or even exhibitions for
advertising their products. If not this, the company can organize
several events that are closely associated with their field. For
instance a company that manufactures sports utilities can sponsor a
sports tournament to advertise its products.
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Broadcast advertising — Television, Radio and the Internet

Broadcast advertising is a very popular advertising medium that
constitutes of several branches like television, radio or the Internet.
Television advertisements have been very popular ever since they
have been introduced. The cost of television advertising often
depends on the duration of the advertisement, the time of broadcast
(prime time/peak time), and of course the popularity of the television
channel on which the advertisement is going to be broadcasted. The
radio might have lost its charm owing to the new age media however
the radio remains to be the choice of small-scale advertisers.

Covert Advertising — Advertising in Movies

Covert advertising is a unique kind of advertising in which a
product or a particular brand is incorporated in some entertainment
and media channels like movies, television shows or even sports.
There is no commercial in the entertainment but the brand or the
product is subtly (or sometimes evidently) showcased in the
entertainment show. Some of the famous examples for this sort of
advertising have to be the appearance of brand Nokia which is
displayed on Tom Cruise’s phone in the movie Minority Report, or
the use of Cadillac cars in the movie Matrix Reloaded.

Surrogate Advertising — Advertising Indirectly

Surrogate advertising is prominently seen in cases where
advertising a particular product is banned by law. Advertisement for
products like cigarettes or alcohol which are injurious to heath are
prohibited by law in several countries and hence these companies
have to come up with several other products that might have the
same brand name and indirectly remind people of the cigarettes or
beer bottles of the same brand.

Public Service Advertising — Advertising for Social Causes

Public service advertising is a technique that makes use of
advertising as an effective communication medium to convey
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socially relevant messaged about important matters and social
welfare causes like AIDS, energy conservation, political integrity,
deforestation, illiteracy, poverty and so on. David Oglivy who is
considered to be one of the pioneers of advertising and marketing
concepts had reportedly encouraged the use of advertising field for a
social cause. Oglivy once said, “Advertising justifies its existence
when used in the public interest — it is much too powerful a tool to
use solely for commercial purposes”. Today public service
advertising has been increasingly used in a non-commercial fashion
in several countries across the world in order to promote various
social causes.

Celebrity Advertising

Although the audience is getting smarter and smarter and the
modern day consumer getting immune to the exaggerated claims
made in a majority of advertisements, there exist a section of
advertisers that still bank upon celebrities and their popularity for
advertising their products. Using celebrities for advertising involves
signing up celebrities for advertising campaigns, which consist of all
sorts of advertising including, television ads or even print
advertisements.

1.Find the English equivalents in the text. Use them in the sentences
of your own.

[lpomatu pexknamMHe Micle;, 3araJibHONPUHHATA  TPAKTHKA,
HaNPUKIIAM;, CIPHUATH; OUIBIIICTh OTOJOMEHb; IJsl MPOCYBaHHS
MPOJYKIIii KOMITaHii; 3a00pOHEHO 3aKOHOM; IITKITMBO JJISI 3I0POB’S;
nepeOiIbIleHi; 3HAMEHUTOCTI.

2. Find in the text the words which describe or mean the following.
1) attractive or appealing; easily remembered —

2) the condition of being unable to read and write —
3) the readers of a publication considered as a group —
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4) the state of being poor; lack of the means of providing material
needs or comforts —

5) to communicate or make known; impart —

6) someone whose business is advertising —

3. Translate the following words and word-combinations into
Ukrainian.

Outdoor advertising; political integrity; particular product; famous
examples; advertising campaigns; injurious to heath; the pioneer of
advertising; surrogate advertising; prime time; prohibited by law;
several branches; social causes.

4. Match the words, some of them can be used more than once.

small-scale advertising
exaggerated time

peak tournament
broadcast space
public fairs
advertising claims
sports advertisers
trade service

5. Match the words which are close in the meaning.

celebrity act
purpose area
field attraction
event star
charm ambition

6. Match the words having the opposite meaning.

entertainment unknown
poverty permit
famous wealth
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injurious boredom

prohibit beneficial

7. Complete the sentences with the following words: celebrities,
injurious, appear, small-scale advertisers, banned by law, catchy.

1) The price of print ads also depends on the supplement in which
they

2) Surrogate advertising is prominently seen in cases where
advertising a particular product is .

3) Using for advertising involves signing up for
advertising campaigns.

4) Advertisement for products like cigarettes or alcohol which are

to health are prohibited by law.

5) The billboard advertising is very popular however has to be
really in order to grab the attention of the passersby.

6) The radio remains to be the choice of

8. Answer the following questions:

1) What are the main types of advertising?

2) What other options does the print advertising offer?

3) Name the most important matters of the public service
advertising.

4) The price of print ads also depends on the supplement in which
they appear, doesn’t it?

5) Who is David Oglivy?

6) Where can we see the surrogate advertising?

7) Give the famous examples of covert advertising.

8) Is the billboard advertising popular?

9. Translate the following sentences in English.
1) I[IpuBatHi ocoOu i 6araTo APIOHUX PEKIAMOJABIIIB KYIYIOTh 4ac

abo wmicme B 3acob0ax MacoBoi iH(opwmarii, HE 3BEpTAIOYUCH 0
PEKIIaMHUX ar¢HTCTB.
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2) He MoxyTp OyTH CIOHCOpaMH OCOOH, IO BUPOOISIOTH YU
PO3MOBCIOIKYIOTH TOBAPH, PEKJIaMa SIKMX 3a00pOHEHA 3aKOHOM.

3) IamiHHEA WKiAIWBE IS BAIIOTO 340POB’SI.

4) CioHCOPCTBO TPOTpaM i HOBUH 3a00pOHSIETHCA.

5) Pexnama mnoBHHHA po3MimryBaTHcs y TepepBax Mix
nporpaMam.

6) Ilepexoxi 3BepTany yBary Ha aKIlifo, OJHAK HIXTO 10 Hei He
MIPUETHABCSL.

7) llponam 3eMenbHY AUISHKY i1 KOMEPLiiHI Hifi.

8) Sxmo Bwu mmaHyere 3amydyaTtd KII€HTIB 4epe3 CBilf caiT, TO
cnoyaTtky Bam fioro HeoOXiTHO 3apeecTpyBaTH.

WRITING

a) Comment on the following statement using the active vocabulary
of the lesson in written form (about 50 words):

The very first law in advertising is to avoid the concrete promise
and cultivate the delightfully vague (Bill Cosby).

b) Make up the plan to the text.

c¢) Find 3-5 sentences in the text which you can call “key
sentences”.

GRAMMAR: SIMPLE PAST. PAST
PROGRESSIVE. PRESENT PERFECT

1. Read what Sharon says about a typical working day:

SHARON

I usually get up at 7 o’clock and have a big breakfast. I walk to
work, which takes me about half an hour. I start work at 8.45. I never
have lunch. I finish work at 5 o’clock. I’'m always tired when I get
home. I usually cook a meal in the evening. I don’t usually go out. |
go to bed at about 11 o’clock. I always sleep well.
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Yesterday was a typical working day for Sharon. Write she did or
didn 't do yesterday.

. She got up at 7 o’clock.

. She --- a big breakfast.

. She ---.

. It --- to get to work.

. ---at 8.45.

. == lunch.

. ---at 5 o’clock.

. --- tired when --- home.

. --- a meal yesterday evening.
10. --- out yesterday evening.
11. ---at 11 o’clock.

12. --- well last night.

O 001N N KW~

2. Put one of these verbs in each sentence:

buy catch cost drink fall hurt sell spend teach throw win
write

1. Mozart wrote more than 600 pieces of music.

2. ‘How did you learn to drive?’ ‘My father --- me’.

3. We couldn’t afford to keep our car, so we --- it.

4. 1 was very thirsty. I --- the water very quickly.

5. Paul and I played tennis yesterday. He’s much better than me,
so he --- easily.

6. Don --- down the stairs this morning and --- his lag.

7. Jim --- the ball to Sue, who --- it.

8. Ann --- a lot of money yesterday. She --- a dress which --- 1100.

3. A friend has just come back from holiday. You ask him about it.
Write your questions.

1. (where/go?) Where did you go?
2. (go alone?) ---
3. (food/good?) ---
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4. (how long/stay there?) ---

5. (stay/at a hotel?) ---

6. (how/travel?) ---

7. (the weather/fine?) ---

8. (what/do in the evenings?) ---

4. Use your own ideas to complete these sentences. Use the Past
Progressive.

1. Tom burnt his hand while he was cooking the dinner.
2. The doorbell rang while I ---

3. We saw an accident while we ---

4. Mary fell asleep while she ---

5. The television was on but nobody ---

5. Put the verbs into the correct form, Past Progressives or Simple
Past.

1. Jane was waiting (wait) for me when I arrived (arrive).

2. “What --- (you/do) this time yesterday?’ ‘I was asleep’.

3. ‘--- (you/go) out last night?’ ‘No, I was too tired’.

4. ‘Was Carol at the party last night?” “Yes, she --- (wear) a really
nice dress’.

5. How fast --- (you/drive) when the accident --- (happen)?

6. John --- (take) a photograph of me while I --- (not/look).

7. We were in a very difficult position. We --- (not/know) what to
do.

8. I haven’t seen Alan for ages. When I last --- (see) him, he ---
(try) to find a Job in London.

6. You are writing a letter to a friend. In the letter you give news
about yourself and other people. Use the words given to make
sentences. Use the Present Perfect.

Dear Chris,

Lots of things have happened since I last wrote to you.
1. I/buy/a new car

I’ve bought a new car.

34



2. My father/start/a new job

3. I/give up/smoking

4. Charles and Sarah/go/to Brazil
5. Suzanne/have/a baby

7. Read the situations and write sentences. Choose one of the
following:

arrive break go up grow improve lose

1. Mike is looking for his key. He can’t find it. He has lost his key.
2. Margaret can’t walk and her leg is in plaster. She ---

3. Maria’s English wasn’t very good. Now it is much better. ---

4. Tim didn’t have a beard last month. Now he has a beard. ---

5. This morning I was expecting a letter. Now I have it. ---
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MODULE 2

TUNIT IV
DISADVANTAGES OF
ADVERTISING

S geweral my chilidren refised to cat ampiling Ut hadiet dimeed o
TP (o SBomdvck)
COMMUNICATION: Requests,

GRAMMAR Quantities.
READING Disadvantages of Advertising.

WRITING Comments on the statement; giving headings to the

logical parts.
L ‘
- Ny
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WARM-UP

REQUESTS
Please... Bynp nmacka...
Will you please...? Bynp nacka...

Be so kind as to...

Bynpre nackasi...

Be good enough to...

Bynpre nackasi...

Would you kindly...?

Uwu He Oyzere BU IIt00’ s13Hi1?

Would you mind (+ gerund)

Uu He Oyzaere BU 1100’ s13HI?

Could you possibly..., please?

Uu He mormm O BH..., OyIb
jacka?

Could I trouble you for...?

MosxHa Bac motypOyBaTH ...?7

Could you do me a favour?

He 3po6ute Bu MeHi mocyry?

May I ask you to...?

MoskHa Bac MOMPOCUTH ...7

May I trouble you for...?

MoskHa Bac nmotypoyBatH ...?7

I’1l thank you if...

51 6yB Ou BaM BIOSYHUM, SKIIO ...

1) Give polite forms used in
imperative.

1) Close the door!

2) Open the window!

3) Don’t make such a noise!
4) Pass me the salt!

5) Answer the telephone!

spoken English for the simple

2) Say the right thing to a person who:

1) is talking loudly in the cinema;

2) is smoking in a non-smoker;
3) is doing her hair in public;

4) keeps drumming his fingers on the table.
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READING

Vocabulary:

institutional — cycminpHUI

paid space — orurauene micre (y 3MI)

multiple — 6araTopa3oBuii, MHOTOKPaTHUH, YUCIEHHUIHA
penetration — IPOHUKHEHHS

annual — mopiyHui

to shift — mepemimaru, nepecyBatu, MiHATH.

product publicity — mponaranga ToBapy

direct mail — mpsiMe TOIITOBE PO3CHIIAHHS PEKIAMHU, TUPEKT MEIT
telemarketing — TenemapkeTuHr, TeneGOHHUA MAPKETHHT
credibility — moBipa; ZOCTOBIpHICTH; pemyTartis

be fond of — mobuTH Oyab-KOTO, IO-HEOY TH

publicity — nponarania, pekiama, TJIacHICTh

awareness — iHQOpPMOBaHICTb, 3HAHHS

news story — ra3eTHe TOBiIOMJICHHS, iH(OpMAaIiHHII MaTepian
news column — pa3ij HOBUH; pyOpHKa, KOJOHKA
perceive — po3yMiTH; BiT4yBaTH

News report — ra3eTHe MOBITOMIICHHS

purportedly — HaBMUCHO, 3 METOIO

evaluate — oLiHOBaTH

accuracy — TOYHICTb, TPaBUIBHICTh

major — OUIBIINHI, BaXKITUBIIINHI, CTapILIUii

endorsement — CXBaJICHHSI, ITi/ITBEPKCHHS

provided that — 3a ymoBwH, 110

accuse smb. of — 3BUHYBauyBaTH KOTOCh Y YOMYCh
wrongdoing — rpix

DISADVANTAGES OF ADVERTISING

Although institutional advertising can be effective in getting key
messages to specific audiences, there are some disadvantages.
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Cost

Paid space is expensive. Ads in multiple media outlets, which are
necessary for message penetration, can cost thousands of dollars in
the trade press and millions in the consumer press. The most extreme
example is the annual Super Bowl football game, during which a 30-
second television commercial costs about $900,000.

The high cost of buying space for advertising has led many
companies to shift more of their marketing communications budgets
to product publicity, direct mail, and telemarketing.

Credibility

Public relations executives are fond of saying, ‘Advertising raises
awareness, but publicity published as news stories creates
credibility’.

Because they are controlled messages, advertisements are generally
less believable than publicity that appears in the news columns or on
broadcast news shows. The public perceives ‘that news reports have
more credibility because purportedly objective journalists, who are
independent of the organization, have evaluated the information on
the basis of truth and accuracy.

Indeed, a major value of publicity is the concept that a third party,
the medium, has endorsed the information by printing or
broadcasting it. Advertisements have no such third-party
endorsement because anyone with enough money can place an
advertisement, provided that it meets the acceptance standards of the
medium.

Timing and Context

“Let’s run an ad in the newspaper” is a frequent reaction to a crisis.
This approach has one major fault. It is usually too late.

This is particularly true when the crisis has already been reported
by the media and the public has already developed strong options on
the subject. For example, an organization accused of wrongdoing
rarely does a good job of defending itself by spending a lot of money
on advertising denying responsibility.
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1. Find the English equivalents in the text. Use them in the
sentences of your own.

TenesiziiiHa pekiama; BHCOKa BapTiCTh; HE3aJeKHWH; BUTpadaTH
OaraTo TpoIleH; JesKi HEBUIOJU; YacTa peakilis; MpPaBUIbHICTH;
MPOHHUKAHHS; MiATBEPIKCHHSI.

2. Find in the text the words which describe or mean the following.

1) the member or type of people who regularly watch or listen to a
particular program —

2) happening once a year —

3) particular, or detailed, or exact —

4) something that is not favorable or that causes problems —

5) the business of making sure that people know about a new
product, movie etc., or about what a particular famous person is
doing —

6) to say in an advertisement that other people should buy a
particular product —

3. Translate the following words and word-combinations into
Ukrainian.

Specific audience; multiple media outlet; message penetration;
trade press; consumer press; a 30-second television commercial; a
major value of publicity; a publicity campaign; a frequent reaction
to; the crisis has already been reported; to develop strong opinions
on; to do a good job of} to deny smth.; to run / to place an ad.

4. Match the words, some of them can be used more than once.

news messages

television fault

annual publicity

direct penetration

major column

key Super Bowl football game
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message mail

product commercial

5. Match the words which are close in the meaning.

specific to get through
expensive to purchase
trade particular

to penetrate business

to shift costly

6. Match the words having the opposite meaning.

specific cheap
expensive to remain
trade entertainment
to penetrate to sell

to shift indefinite

to buy to ricochet

7. Complete the sentences with the following words: credibility,
expensive, companies to shift their marketing communications
budgets, a crisis, publicity, credibility.

1) Paid space is
2) “Let’s run an ad in the newspaper” is a frequent reaction to

3) Ads in multiple media outlet can cost

4)  The high cost of buying space for advertlsmg has
led

5) Advertising raises awareness, but publicity published as news
stories creates .

6) Advertisements are generally less believable than that
appears in the news columns.
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8. Write down the questions to the following answers and answer
the following questions:

) ? Although institutional
advertising can be affective in getting key messages to specific
audiences, there are some disadvantages.

outlets are necessary for

message penetration.

A e ? Ads in multiple media
outlets can cost thousands of dollars in the trade press and millions of
dollars in the consumer press.

) SO PO SRS UU PRSPPI ? The most extreme
example is the annual Super Bowl football game, during which a 30-
second television commercial costs about $900,000.

6) How do people frequently react to a crisis? Why is this
approach wrong?

7) Can you prove that it is usually too late?

8) What is “the direct mail”?

9. Translate the following sentences in English.

1) TeneBiziiiHa pekiama — HaWOUTBII MacoBa W HaANOIIBII
KOILITOBHA.

2) Tazera pmae 3MOry UIIBHIKO JOHECTH peKjIaMy [0
MOTEHIIHHOTO MTOKYTIIIS.

3) IlpaBunpHICTP MOBH — 1€ HacaMmIepe] JOTPHUMAaHHS
JTepaTypHUX HOPM.

4) Tlomarrs «mpeca» BKIOYae ra3eTd (IMIOACHHI Ta
IIOTHYKHEBI ), )KYPHAIH, KaTaJIOTH TOIIIO.

5) Te, mo YkpaiHa MOCTYIOBO MPHU3BUYYETHCS JO TEXHIYHUX
3ac00iB  BHCOKOTO KJacy, IOpPODKYE BICBHEHICTh Y
BEITMKOMY MaHOyTHROMY YKpaiHCBKHX 3aco0iB MacoBOi
peKIamMu.

6) Huni 3HayHa KinbKicTh QipM 3aMoBisge co0i MmakeTH 3
TOBapHUMH 3HAKaMH, CJIOTaHOM, aJJPECOI0 i Tee(hOHOM.
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7) B VYkpaiHi gie 10cUTh MIHPOKa Mepeka IPyKOBaHUX BUIAHb,
JIeSIKi 3 HUX 3aliMalOThCS TUTBKH PEKJIAMHUM O13HECOM.

8) Pamiopekmama B MeETpPO Mae TOJIOBHY TepeBary — il
CIIyXadam¥ € MEIIKaHIII MicTa Ta OibIIiCTh TPHiKIKUX.

WRITING

a) Develop in writing the following statement. Use no more than 80
words:

With advertising, you can be sure that your message is reproduced
in the exact words you choose and in the sequence you have planned.

b) Divide the text into several logical parts and give headings to
each of them.

¢) Read the following text and imagine that you are the author of
this text. What questions did you ask to get the information about the
disadvantages of advertising?

GRAMMAR: QUANTITIES

1. In some of these sentences much is incorrect or unnatural.
Change much to many or a lot (of) where necessary.

. We didn’t spend much money. RIGHT _

. Sue drinks much tea. alot of'tea

. Jim always puts much salt on his food.

. We’ll have to hurry. We haven’t got much time.

. Did it cost much to repair the car?

. It cost much to repair the car.

. I don’t know much people in this town.

. I use the phone much at work.

. They’ve got so much money they don’t know what to do with

O 0 1N LN Wi~

it.
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2. Put in much, many, few or little.

1. He isn’t very popular. He has _few friends.

2. Ann is very busy these days. She has --- free time.

3. Did you take --- photographs when you were on holiday?
4. I’'m not very busy today. | haven’t got --- to do.

5. The museum was very crowded. There were too --- people.
6. Most of the town is modern. There are --- old buildings.

7. The weather has been very dry recently. We’ve had --- rain.

3. Some of these sentences need a. Put in a where necessary. Put
‘RIGHT’ if the sentence is already complete.

1. She’s lucky. She has _few problems. RIGHT _

2. Things are not going so well for her. She has _few problems._
_a few problems_

3. Can you lend me _few dollars?

4. 1 can’t give you a decision yet. I need _little time to think.

5. There was _little traffic_, so the journey didn’t take very long.

6. It was a surprise that he won the match. Few people expected
him to win.

7. I don’t know much Spanish---_only few words.

4. Put in little/a little/few/a few.

1. We must be quick. We have _little time.

2. Listen carefully. I’'m going to give you --- advice.

3. Do you mind if I ask you --- questions?

4. This town is not a very interesting place to visit, so --- tourists
come here.

5. 1 don’t think Jill would be a good teacher. She’s got ---
patience.

6. “Would you like milk in your coffee?”” ‘Yes, please ---°.

7. This is a very boring place to live. There’s --- to do.

8. ‘Have you ever been to Paris?’ “Yes, I’ve been there --- times’.
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UNITV
ADVANTAGES OF ADVERTISING

“Dromise large promise, is the soul of an advertisement ”

(QOSamuel Sohnson)

COMMUNICATION: Ways of asking a person not to do some-
thing.

GRAMMAR: Comparatives and Superlatives.
READING: Advantages of Advertising.

WRITING: Comments on the statement; making the summary of
the text.

o FANET
ooz
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WARM-UP

WAYS OF ASKING A PERSON NOT TO DO
SOMETHING

Don’t!

He Tpeba!

Please don’t!

Bynp nacka, e Tpeba!

Please don’t..., do you mind?

Bynp macka, He Tpeba ..., BU He
3anepeuyere?

Try not to...

CrpoOyiite He ...

Would you mind not (doing it)?

Bu e Mmoriu 04 11bOTO HE
pobutn?

Possible replies

Sure. 3BicHO.
Of course. Miticuo! 3Bnuaiino!
With pleasure! I3 3agoBoNeHHsAM!

You can count on me.

Moxete
MEHE.

pO3paxoByBaTh  Ha

You can rely on me.

MosxkeTe Ha MEHE MOKJIACTHUCS.

All right!

Bce rapasn! Bee no6pe!

No trouble at all.

Hisxux npobem.

I am afraid I can’t.

Hdymatro, 1110 HE 3MOXKY.

Make up very short dialogues containing the expressions above.

READING

Vocabulary:

bypass — 06xouTH, 00’ 1K IDKATH; ITHOPYBaTH

gatekeeper — rieH3op

primary — IepIIopsIHIA, TOJIOBHUH, IEPITHit

impact — BIDTHB

timing — moroJpkeHa Jisi; CTpoK, BUOIp vacy
commercials — pekJiaMHi POJIKH; Tiepeiadi
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€Xposure — BIIJIUB, KOHTAKT

convey — nepeiaBaTH

effort — 3ycmmns

optional — He0OOB’ I3KOBUIT

publics — rpynu ayaurtopii

rely on — po3paxoByBaTH

alter — 3MiHsATHCS

alteration — mepepoOxa

truncate (the news) — BUKOPHCTOBYBaTH YaCTHHY  LIJIOTO(HOBUH,
MOB1IOMJICHB ), CKOPOUYBaTH

do harm — 3aBnaBaTu mKoaAK

eliminate — 3HUIIYBaTH, JTIKBiAyBaTH, CKACOBYBATH
sequence — MOCIiJOBHICTh, MMOPSIOK

frequent — wactuii, mepioguIHUI

treatment — 3BepTaHHsI, TOBOXKESHHS; TT1IX1]1

be worth — HeoOxiHO, Tpeba

item — 3aMiTKa, CTaTTs

deserve — 3aciyroByBatu

permit — 103BOJIATH

cut to — CKOpo4YyBaTH

prompt response to — IBUKA BiAIOBIIH HA ...
issue — mpo0JieMa, MUTaHHS

fixed — He3MIHHMH, BCTAaHOBJIEHUH, ITOCTIMHUMN
maintain — TATPUMYBaTH,30epiraTu

editor — pegakTop, BUIaBEIb

premature — nepea4acHun

present a message — pO3MICTHUTH TTOB1TOMIICHHS

ADVANTAGES OF ADVERTISING

Advertising is paid and controlled mass communication. This
means that the organization completely bypasses the newsroom
gatekeepers and places its messages, exactly as written and
formatted, with the medium’s advertising department. Thus a pri-
mary reason for using advertising as a communications tool is that
control of the message remains with the sender.
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Some other advantages of advertising are its selectivity and the
advertiser's control of the impact and timing.

Gatekeepers frequently alter or truncate the news or features they
receive With advertising, you can reach a very specific audience. For
example, commercials on stations can be fine-tuned to the audience
with little regard for any other people. Advertisements in specialized
publications can reach their readers with very little exposure to
others. Different ideas can be conveyed to different groups, and
efforts can be concentrated in the most important areas.

For any public relations program, certain groups or publics are
more important than others. Reaching them may be imperative, while
reaching others may be optional. To be sure of reaching your key
publics, you can rely on advertising.

Control of the Message

Gatekeepers frequently alter or truncate the news or features they
receive. Sometimes the changes do little harm, but occasionally the
blue pencil ruins an idea or eliminates an important point. Your
communications plan may involve informing the public about subject
A before you say anything about subject B, but if a gatekeeper
changes the order or eliminates one story, the sequence is destroyed.
With advertising, however, you can be sure that your message is
reproduced in the exact words you choose and in the sequence you
have planned.

Control of Impact

With advertising, you can make your messages as big, frequent,
and powerful as you choose. The gatekeeper may think your message
is worth a 4-inch space on page 9, but f you think it deserves major
treatment, you can buy a whole page. And if you want the idea
repeated, you can buy as many ads as the budget permits. The
broadcast media present similar problems and opportunities. Your
news item or features idea may not be used - or, if used, may be cut
to a few words - but your advertisement will be used without
alteration.

Control of Timing

If timing is an important factor, advertising can guarantee that your
message will be timely. Prompt response to a public issue, a fixed
sequence of messages, continuity of communication - all can be
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maintained through advertising. To the gatekeeper, your message
may be just as usable on Tuesday as on Wednesday; but for your
purpose, Tuesday may be a day too early or Wednesday a day too
late. You can't be sure unless you pay for it. To a magazine editor,
May can be as timely as June, but to you, May can be premature. If
you want your message presented in June, you can guarantee the date
by buying an advertisement.

1. Find the English equivalents in the text. Use them in the
sentences of your own.

Jlo3BoJisATH;  pO3paxOBYBaTH; 3HHUINYBAaTH; HEOOOB’SI3KOBUM,
3aBJIaTH IMIKOJAW; TIEPEBArd; peaaKTop; mpodiema.

2. Find in the text the words which describe or mean the following.

1) ways of sending information, such as using radio, television, or
computers —

2) an individual who controls the flow of information —

3) a measure of the degree to which a receiver differentiates
between signals from two or more broadcast stations —

4) the time, day, etc. when someone does something, especially
when you are considering how appropriate this is —

5) to arrange a book, page, etc. according to a particular design or
plan; to layout a document to be printed —

6) to be seen or heard by the audience —

3. Translate the following words and word-combinations into
Ukrainian.

To bypass the newsroom gatekeepers; written and formatted
messages; a primary reason for; a communications tool; control
remains with the sender; the advertiser’s control of the impact and
timing; commercials can be fine-tuned to the audience; with little
regard for any other people; to make alterations; to leave a message
for smb.; a frequent visitor; to be in communication with smb.
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4. Match the words, some of them can be used more than once.

do mass communication
a public worth

a frequent alterations

be tool

controlled a message

a communications visitor

to make harm

present issue

5. Match the words which are close in the meaning.

primary necessary

to remain to win

to reach to stay behind
key important
different voluntary
optional various
imperative main

6. Match the words having the opposite meaning.

prompt overdue
powerful to refuse

to maintain incorrect

to involve impotent
harm to exclude
major mess
premature insignificant
to permit to neglect
order tardy

exact good

7. Complete the sentences from the text with the following words:

gatekeeper, message, eliminates, guarantee, ads, present.
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1. ...occasionally the blue pencil ruins an idea or an
important point.

2. 1f a changes the order or eliminates one story,
the sequence is

destroyed.

3. If you think your deserves major treatment, you can
buy a whole page.

4, If you want the idea repeated, you can buy as
many as the budget

permits.

5. The broadcast media similar problems and
opportunities.

6. If timing is an important factor, advertising can that

your message will be timely.

8. Write down the questions to the following answers and answer
the following questions:

L) ? Advertising is paid
and controlled mass communication.
D) ettt sttt e rrerraeneas ? A primary reason for

using advertising as a communications tool is that control of the
message remains with the sender.

) USSP ? Some other
advantages of advertising are its selectivity and the advertiser’s
control of the impact and timing.

) e e et ? Advertisements in
specialized publications can reach their readers with very little
exposure to others.

D) et ? To be sure of
reaching your key publics, you can rely on advertising.

6) What is a primary reason for using advertising?

7) Gatekeepers frequently alter or truncate the news or features
they receive, don’t they?

8) How do you understand the word combination “Control of
Timing”?
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9. Translate the following sentences in English.

1) Bci Temn MOXXyTh 3aCITyTOBYBaTH Ha yBary IIIs/IaqiB.

2) PexnamHi ponukn MOXYTh OyTH Pi3HUX CTHIIIB: iH(QOpMAaIiHHUH,
pemnopTaxkHUH, iIrpOBUH TOLIO.

3) Kuientn uiei xommaHii 3aBXIH MOXYTh PO3paxoBYyBaTH Ha
npodeciiHui miaxis.

4) Merta maHoi pobOTH — MpoaHali3yBaTH Cy4yacHy pekiamy, a
TaKOX PO3KPHTH ii MepeBaru Ta HeJOMIKH.

5) Hesxi 3MI MoXyTh 3aBIaTH IIKOX JFOIHHI.

6) HaBkonwuiHe cepejoBHIe BILTUBAE HA 37JOPOB’S JIFOIUHU.

7) IuTepHeT 3HHUIIYE TIOJCHKY KYIBTYDY.

8) Lsa mpoumemypa HEOOOB’S3KOBa, ajie MH PEKOMEHIYEMO il
MIPOBECTH.

WRITING

a) Comment on the following statements using the active
vocabulary of the lesson in written form (about 50-60 words):

“With advertising, you can reach a very specific audience”.

b) Make a short summary of the text.

GRAMMAR: COMPARATIVES AND SUPERLATIVES

1. Complete the sentences using a comparative form (older/more
important etc.).

1. It’s too noisy here. Can we go somewhere quieter?

2. This coffee is very weak. I like it a bit ---.

3. The hotel was surprisingly big. I expected it to be ---.

4. The hotel was surprisingly cheap. I expected it to be ---.

5. The weather is too cold in this country. I’d like to live
somewhere ---.

6. My job is a bit boring sometimes. I’d like to do something ---.

7. I was surprised how easy it was to use the computer. I thought it
would be ---.
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8. Your work isn’t very good. I’m sure you can do ---.

9. Don’t worry. The situation isn’t so bad. It could be ---.

10. I was surprised we got here so quickly. I expected the journey
to take ---.

2. Complete the sentences. Each time use the comparative form of
one of the words in the list. Use than where necessary.

big crowded early easily high important interested
peaceful reliable serious simple thin

1. I was feeling tired last night, so I went to bed _earlier than_
usual.

2. I’d like to have a _more reliable car. The one I’ve got keeps
breaking down.

3. Unfortunately her illness was --- we thought at first.

4. You look --- Have you lost weight?

5. I want a --- flat. We don’t have enough space here.

6. He doesn’t study very hard. He’s --- in having a good time.

7. Health and happiness are --- money.

8. The instructions were very complicated. They could have been -

9. There were a lot of people on the bus. It was --- usual.

10. I like living in the countryside. It’s --- living in a town.

11. You’ll find your way around the town --- if you have a good
map.

12. In some parts of the country, prices are --- in others.

3. Rewrite these sentences so that they have the same meaning.

1. Jack is younger than he looks. Jack isn’t _as old as he looks.

2. I didn’t spend as much money as you. You _spent more money
than me.

3. The station was nearer than I thought. The station wasn’t ---.

4. The meal didn’t cost as much as I expected. The meal ---.

5.1 go out less than [ used to. I don’t ---.

6. Her hair isn’t as long as it used to be. She used to ---.

7. I know them better than you do. You don’t ---.
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8. There were fewer people at this meeting than at the last one.
There weren’t ---.

4. Complete the sentences. Use a superlative (~est or most ...) + a
preposition.

1 It’s a very nice room. It _is the nicest room in_ the hotel.

2. It’s a very cheap restaurant. It’s --- the town.

3. It was a very happy day. It was --- my life.

4. She’s a very intelligent student. She --- the class.

5. It’s a very valuable painting. It --- the gallery.

6. Spring is a very busy time for me. It --- the year.

In the following sentences use one of + a superlative + a
preposition.

7 It’s a very nice room. It _is one of the nicest rooms in_ the hotel.

8. He’s a very rich man. He’s one --- the world.

9. It’s a very old castle. It --- Britain.

10. She’s a very good player. She --- the team.

5. Complete the sentences. Use a superlative (~est or most ...) or a
comparative (~er or more ...).

1. We stayed at _the cheapest hotel in the town. (cheap)

2. Our hotel was _cheaper _than all the others in the town. (cheap)

3. The United States is very large but Canada is ---. (large)

4. What’s --- river in the world? (long)

5. He was a bit depressed yesterday but he looks --- today. (happy)

6. It was an awful day. It was --- day of my life. (bad)

7. What is --- sport in your country? (popular)

8. Everest is --- mountain in the world. It is than any other
mountain. (high)

9. We had a great holiday. It was one of the --- holidays we’ve
ever had. (enjoyable)

10. I prefer this chair to the other one. It’s ---. (comfortable)
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UNIT VI
QUALITY AND ADVERTISING
“Che rery first low in advertising is to avoid

the concrele promise and cullivate the delightfully viague"
(C8ill Gosty)
COMMUNICATION: Understanding in our life

GRAMMAR: Reported Speech

READING: What quality means

WRITING: Ideas on Advertising
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WARM-UP

UNDERSTANDING

Do you see what [ mean?

Bu posymiere, mo s xouy
ckazaru?

I hope that’s clear?

CrioziBarocsi, 3p03ymino?

That’s clear, isn’t it?

Bce sacuo?

..., if you see what I mean.

...,SIKIIIO BU PO3YMI€ETE, 1110 S| MAFO
Ha yBa3si.

Are you with me?

Bu 3romsi 31 MHOIO?

Do you see? Right?

Bawm 3po3ymino?

OK? Get it? / Got it?

3po3ymisiu?

Am | making myself clear?

$1 BUCITOBITFOIOCS 3p0O3yMiJIO?

Is that reasonably clear?

Uu Bce 3po3ymino?

Make up short dialogues with the expressions above.

READING

Vocabulary:

pin down the meaning — BU3HAYMTH 3HAYECHHS
vague word — CJIOBO i3 pO3IUIMBYACTHM 3HAYCHHSIM
excellence — Bucoka sIKicTh, IepeBara

define — Bu3HavyaTn

selling points — XxapaKTepUCTHKU TOBapy
durability — MiItHICTB, JOBIOBIUHICTH
craftsmanship — Bucoka sKicTh 31iiCHEHHSI/BUKOHAHHS

dependability — nHagiiiHicTh
virtue — JOCTOTHCTBO
emphasize — migkpecioBaTu

manufactured goods — mpoOMHCIIOBI TOBapH
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WHAT QUALITY MEANS

Even the dictionary finds it difficult to pin down the meaning of
the word quality. It has to use other vague words like excellence.
Why is quality so hard to define? It is because it is such an abstract
word and can mean so many different things? Or because its
meaning depends so much on what it describes?

How can you define high quality when applied to the things you
buy, for example, a pop record, a pair of shoes, a meal in a
restaurant? You’ll probably have three different definitions of
quality for the three different things.

Quality is also hard to define because it can be such a subjective
word — it means quite different things to different people, even
when they use the word to describe the same thing. A Pink Floyd
album may in your view have quality, but your friend may consider
that the same album is a waste of good money.

Yet another problem is that the meaning of quality changes over
the years. Things which you think have quality may not be seen in
the same way by older people. Just ask your grandmother what she
thinks of the Stones?

For example, consider the two ads. Both advertise clothes for
men. Advertisers stress the points which they think sell quality to
prospective buyers. The selling points that are stressed in 1897 ad
are durability, craftsmanship, dependability, tradition.

What about the ideas of quality in the present-day ad?

Present-day ads do not talk about tradition or craftsmanship,
dependability or durability. They stress the virtues of newness, of
being different, sometimes of being way out. Cheapness may be,
emphasized too, the fact that almost everyone can afford the
product. Does this mean that quality in manufactured goods is
disappearing now that most things are mass-produced?

1. Find the English equivalents in the text. Use them in the sentences
of your own.

3Ha4YeHHS CIIOBa; BUCOKA SIKICTh; HANPHKIIAI; CIOBHHUK; OMHCYBAaTH;
10 BOHA yMae; ChOTOAHINIHS peKiiama; ITiIKPECITIOBATH.
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2. Find in the text the words which describe or mean the following.

1) give emphasis to —

2) make no use of; use without a good purpose —

3) place where meals can be bought and eaten —

4) coins stamped from metal or printed on paper and accepted when
buying and selling —

5) state precisely the meaning of; state or show clearly —

6) person, not a relation, who one knows and likes well —

3. Translate the following words and word-combinations into
Ukrainian.

Manufactured goods; cheapness; an abstract word; a waste of good
money; durability; craftsmanship; dependability; prospective buyers;

selling points; a pair of shoes.

4. Match the words, some of them can be used more than once.

abstract points
prospective afford
can afford people
manufactured things
older way
selling word
different buyers
the same goods

5. Match the words which are close in the meaning.

tradition purchase
change custom
different trust
buy various
believe alter

6. Match the words having the opposite meaning.
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durability keep

friend impermanency
change exact

almost enemy
opposite similar

7. Complete the sentences with the following words: excellence,
quality, newness, craftsmanship, afford.

1. They stress the virtues of , of being different, sometimes of
being way out.

2. Present-day ads do not talk about tradition or , dependability
or durability.

3. It has to use other vague words like

4. Yet another problem is that the meaning of changes over
the years.

5. Cheapness may be, emphasized too, the fact that almost everyone
can the product.

8. Answer the following questions:

1) Why is it difficult to define the word quality?

2) What does this word mean to different people?

3) Why does the meaning of this word change over the years?
4) What points were emphasized in the ad of 1897?

5) What points are emphasized now?

9. Translate the following sentences in English.

1) SkicHi XapaKTepUCTHKH TOBAapY MOBUHHI BiNOBIaTH AEPKABHUM
CTaHJapTaM, [0 € YMHHUMHU Ha TePUTOPil YKpaiHu i BiAMOBITHOT
Kareropii ToBapy.

2) 30BHIIIHA peKyiama BIUIMBAE HA JIFOJIEH NpU MOX0Aax B MarasuHH,
Ha poOOTi 1 Ha BIAMOYMHKY, €Hb 1 Hi4, 301IbIIYIOYM TPUOYTOK Bix
POy PEKIAMOBAHUX TOBAPIB.
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3) [IpobGnemMun MalOYTHBOTO IJIAHETH 3eMJIsl 3MYIIYIOTh JIFOACTBO 110
MOIIYKY peajbHUX MiJXOiB 00 PO3B’ I3aHHS CKJIAJHUX 3aBJaHb.
4) OpnHi€ero 3 BU3HAYAIBHUX XapPaKTEPUCTHK CYYaCHOCTI € PO3BUTOK
mpotiecy rimobamizarii.

5) Konu Bu mopmanu 3asBy po MPUKHHATTS Ha PoOOTY?

6) SkicTh — CYKYIHICTh BJIACTMBOCTEH MPOAYKIi, SIKI BU3HAYAIOTh
CTYIIHB IPUIATHOCTI ii I BUKOPUCTAHHS 32 MPU3HAYCHHSM.

7) Sxmo BM HAINUIETe CBOE 3aMOBJICHHS HETaiiHO, MH OOIIIEMO
JIOCTaBKY 4epe3 YOTHPH THXKHI.

8) VY TopriBensHOMY IIEHTpPi BU 3Hai1eTe BCi HEOOXi/THI BaM TOBapH.

WRITING
a) State your ideas on advertising. (write 5 — 10
sentences

b) Ask questions about the words underlined.

- Quality is hard to define because it can be such a subjective word.

- Even the dictionary finds it difficult to pin down the meaning of the
word quality.

- Things which you think have quality may not be seen in the same
way by older people.

GRAMMAR: REPORTED SPEECH

1. On Friday morning you had a meeting with someone from
your advertising agency at his offices. The words he spoke
are on the left. The next week you tell a colleague about the
discussion. Underline the correct words in the text B.

A. The advertising B. What you say to your
person’s words: colleague:

“Did you get my e-mail I “He said he (1) hopes /

sent yesterday about this hoped 1I’d got (2) his / my e-
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campaign  we’ve  been
working on? I hope so. I'm
sorry to ask you to come
here at such short notice, but
it’s  quite urgent. The
situation in this: we use an
outside printing company,
and a few days ago the
workers there went on strike.
I’m having a meeting with a
union representative  this
afternoon, but I thought I
should talk to you first”.

mail that (3) he’d send / he’d
sent (4) yesterday / the day
before about (5) the / his
advertising campaign (6)
they've / we 've been working
on. And he apologized for
asking (7) me / you to go (8)
here / there at such short
notice — he said it (9) is / was
urgent. Well, apparently a
few days (10) ago / before
the printers they use (11)
have gone |/ had gone on
strike, and he (12) is / was
meeting them (13) this / that
afternoon. He said he
thought he should talk to
(14) me / you about it first”

2. Rewrite each sentence in reported speech.

1) ‘Are you on holiday for the whole August?’ she asked me.

She asked me ---

2) ‘What do the letters ‘URL’ mean?’ I asked him.

I asked him ---

3) ‘Have you prepared the figures?” my boss asked me.

My boss asked me ---

4) “When is your birthday?’ I asked Francesca.

I asked Francesca ---

5) ‘Did you remember to back up the file?’ she asked him.

She asked him ---

6) ‘Why have you turned off the air conditioning?’

Ellen asked me ---

7) ‘Do you speak Italian?’ they asked me at the interview.

They asked me at the interview ---

8) ‘How much did you pay for your car?’ | asked Pablo.

I asked Pablo ---
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MODULE 3

UNIT VII
ADVERTISING AND MASS MEDIA
PFARTI

Oty i sl thing has bevor made davige by the vight fand of advertiiong”
Clfiak Cinan
COMMUNICATION: Apologies

GRAMMAR: Conditionals

READMNG Different Media Alternatives

/
WRITING the Advantages and Disadvantages of the Important
Advertising Media; High-quality TV Co ercial; an Attention-get-
ting, Believable Advertising Copy
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WARM-UP

APOLOGIES
Excuse me. Hapyiite (Km0 TpUBEpTaEN
yBary, epepuBaci)
Sorry. Hapytite (sikio Bubayaemicst)

Excuse me a moment.

Bubaure, 5 Ha cexyHIy.

Just a minute please. 3auekaiiTe = XBHJIMHKY, Oyab-
JackKa.

That’s my fault. Ile Most mpoBHHA.

It was careless of me. 51 OyB HEOOEPEKHIM.

I didn’t mean that.

41 ne xoriB Bac oOpazutu.

I'm sorry to have kept you
waiting.

Hapyiite, mo mnpumycuB Bac

YCKaTu.

Am I disturbing you? 51 He mepemkoaxKy?

May I bother you a moment? Moxna Bac mnortypOyBatu Ha
CeKyHTy?

Never mind. Hi, nidoro.

Oh it’s nothing.

Hiuoro, Oyap-nacka.

Next time I’ll get it right.

HacrymHoro pasy nocrapatocst.

Emphasize the following sentences by adding such words as really,
so, ever so, quite, awfully, awful and the like.

1) Tam sorry.

2) Ibeg your pardon.

3) It was a slip of a tongue.
4) 1 feel ashamed of myself.
5) It had never occurred to me.

6) I must apologize.

7) It was thoughtless of me.
8) Ilam afraid I am trespassing on your time.
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READING

Vocabulary:

Television

medium — 1) cepenoBuine; 2) KaHal KoMyHikamii abo 3aci0
nepenadi

communicate — 1) crinkyBatucs; 2) nepeaaBatu iHPOpMaIIiro
print advertisement — ipykoBaHa pekiiama

prime-time program — mporpaMH, SIKi TPAHCIIOIOTHCS IMiJl Yac
MacoBOTro Tieperisiny nepenad (3 7 1o 10 ronuH Bewopa)

wasted coverage — MapHe OXOIUICHHS

network — 1) Mepexa BIlIAILHUX CTaHIiH, ski 00’enHaHI B
€IVHUN KOMITIEKC; 2) MeKiTbKa PI3HOMaHITHUX 3ac00iB MacoBOi
iH(hopMarlii, sSKi MPOJAIOTHCS PEKIAMOJIABIIO YISl PO3MIIICHHS
pEKJIaMU K €IMHOTO OJIOKY

coverage — 1) oxoruieHHs; 2) 30Ha fii; 3) pemoprax,
BHCBITIIEHHS MTOiH (y TIpeci, 1Mo pamio)
Radio

market segment — CETMEHT pUHKY

peak radio listening time — gac-mix

Magazines

special interest publication — criemianbHe BUIAHHS

ad page — cTopiHKa pekiIamMu

audience profile — mpodins ayauropii

media buyer — crmemianmicT mo 3akymiBii Micisg abo uacy B
3aco0ax pexiamMu

Newspaper

distributor — areHT 3 npoxaxy, IMCTPUO FOTOP

advertising costs — 3aTpaTH Ha peKJIamy

cooperative advertising program — criibHa peKJIaMHa IporpaMa
Direct mail

audience selectivity — BUOIpKOBIiCTb ayauTOpii

direct mail — pexnama 1o momTi

mailing list — criucok agpecatis

junk-mail — momToBa Makynarypa
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DIFFERENT MEDIA ALTERNATIVES

1. Television. Television is a valuable medium because it
communicates with both sight and sound. Print
advertisements could never give you the sense of the Mazda
RX-7 sports car cornering at the speed of sound. In addition,
network television is the only medium that can reach 95
percent of the homes in the United States.

Television’s major disadvantage is cost: the cost of a
prime-time 30-second network spot is now as much as
$400000. Because of these high charges, there has been a
growing tend toward reducing the length of the standard
commercial from 30 seconds to 15 seconds. This practice,
referred to as splitting 30’s, reduces costs but severely
restricts the amount of information that can be conveyed.
These 15-second ads now represent a third of all network
commercials. Another problem with television is the
likelihood of wasted coverage — having people outside the
market for the product see the advertisement. In recent years
the cost and wasted coverage problems of TV have been
reduced through the introduction of cable TV, whose
advertising time is often less expensive than the prime time
on major networks. This often allows far greater control over
who sees the advertisement.

2. Radio. There are seven times as many radio stations as
television stations in the United States. The major advantage
of radio is it’s a segmented medium. There is the Farm Radio
Network, the Physician’s Network, all-talk shows, and punk
rock stations, all listened to by different market segments.
The average college student is a surprisingly heavy radio
listener and spends more time during the day listening to
radio than watching television — 1 hour 56 minutes versus 1
hour 20 minutes. So advertisers with college students as their
target market must consider radio.
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The disadvantage of radio is that it has limited use for
products that must be seen. Another problem is the ease with
which consumers can tune out a commercial by switching
stations. Radio is a medium that competes for people’s
attention as they do other activities such as driving, working,
or relaxing. Peak radio listening time is during the drive
times (6 to 10 am and 4 to 7 pm).

3._Magazines. One of the fastest-growing media in the
United States is magazines. The marketing advantage of this
medium is the great number of special interest publications
that appeal to defined segments. Runners read Running,
sailors buy Sail, gardeners peruse Organic Gardening, and
craftspeople subscribe to Woodworking. Over 200
publications cater to the computer industry, and high-tech
companies filled about one-fourth of the ad pages in
Fortune, Forbes, Business Week, and Dun’s. Each
magazine’s readers often represent a unique profile.

So a manufacturer of ski equipment that places an ad in
Rolling Stone may be reaching the desired target audience. In
addition to the distinct audience profiles of magazines, good
color production is an advantage.

Rolling Stone has had a perception problem: many prospective
advertisers in the magazine saw it as a magazine read only by
1960’s-era hippies. To alter this misperception, it developed a
series of “Perception-Reality” ads targeted at its prospective
advertisers and ran them in magazines such as Advertising Age,
which media buyers read. The advertising succeeded in
increasing the number of pages of advertising sold in Rolling
Stone.

The cost of national magazines is a disadvantage compared

with radio, but many national publications publish regional and
even metro editions, which reduce the absolute cost and wasted
coverage. Time publishes well over 100 different editions,

66



ranging from a special edition for college students to a version
for the area around Austin, Texas. In addition to cost, a
limitation to magazines is their infrequency. At best, magazines
are printed on a weekly basis, with many specialized
publications appearing only monthly or less often.

High technology is arriving in magazine ads. Cardboard pop-up
ads have been used by Dodge trucks and Disney World. Toyota
introduced its 1988 Corolla with a pair of 3-D glasses inserted in
Time, People and Cosmopolitan magazines. Revlon offered
actual samples of eye shadow in fashion magazines, land if you
read Architectural Digest; you could even smell a Rolls Royce
leather interior using a special scent strip. What’s on the
horizon? Probably a music-land blinking-light IBM PC magazine
ad made possible by a computer micro-chip — an ad that has
already run in France.

4. Newspapers. Newspapers are an important local medium
with excellent reach and potential. Because of the daily
publication of most papers, they allow advertisements directed to
immediate consumer actions such as “sale today only”. Usually
local retailers use newspaper as almost their sole medium.

Newspapers are rarely saved by the purchaser, so companies
are generally limited to ads that call for an immediate customer
response. But customers can clip and save ads they want.
Companies also cannot depend on newspapers for color
reproduction as good as that in most magazines.

National companies rarely use this medium except in
conjunction with local distributors of their products. In these
instances both parties often share the advertising costs using a
cooperative advertising program.

5. Direct Mail. Direct mail allows the greatest degree of

audience selectivity. Direct mail-companies can provide
advertisers with mailing list of their market, such as students
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who live within 2 miles off the store, product managers in Texas,
or people who own mobile homes. Direct mail has an advantage
in providing complete product information, compared with that
provided in 30-second or 50-second television or radio spots.

One disadvantage of direct mail is that rising postal costs are
making it more expensive. The major limitation is that people
view direct mail as junk, and the challenge is to get them to open
a letter.

Billboards. A very effective medium for reminder advertising
is outdoor billboards. These signs often result in good reach and
frequency when reinforcing a message originally communicated
in other media. The visibility of this medium is good
supplemental reinforcement for well-known products, and it is a
relatively low-cost, flexible alternative. A company can buy
space just in the desired geographical market.

A disadvantage to billboards is that no opportunity exists for
lengthy advertising copy, and thus it is restricted to well-known
products. Also, a good billboard site depends on traffic patterns
and sights lines. In many areas environmental laws have limited
the use of this medium.

Transit. If you attend a metropolitan campus, chances are you
might have seen some transit advertising. This medium includes
messages on the interior and exterior of buses, subway cars, and
taxis. As use of mass transit grows, transit advertising may
become increasingly important. Selectivity is available to
advertisers, who can buy space by neighborhood or bus route. To
some extent, once inside the bus, the riders are captured readers.

One disadvantage to this medium is that the heavy travel times,
when the audiences are the largest, are not conductive to reading
advertising copy. People are standing shoulder to shoulder on the
subway, hoping not to miss their stop, and little attention is paid
to the advertising. Also, the demographic profile of the transit
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user is heavily weighted to middle-class and lower middle-class
people with average incomes and educational profiles.

6. Other Media. A variety of other media exist, ranging from
the hot air balloons mentioned earlier to skywriting and theater
advertising — where ads are shown in the screen before the
movies are shown. Although you might expect to see
advertisements before the movie in your local theater, do you
expect to see them in the movie itself? Called product
placement, the brand-name product used in a movie may be there
because their manufacturer paid for the privilege. For example,
Domino’s Pizza paid $25,000 for its pizza to sit on the kitchen
table between Tom Selleck and Ted Danson in the movie. Three
Men and a Baby. Ads are even starting to appear on the
protective boxes covering rental VCR movies and at the start of
the movies themselves — and would you believe? — on toilet stall
doors!

1. Find the English equivalents in the text. Use them in the sentences
of your own.

Jlo3BONSATH; HANPWKIAJ, TOJOBHWUH HENONIK; BIAKPUTHN IUCT;
YeKaTu Ha; KyXOHHUH CTiJl; MaHJPYBAaTH; 38 OCTAHHI POKH.

2. Find in the text the words which describe or mean the following.

1) (weekly or monthly) periodical, with articles, pictures, etc —

2) printed publication, wusually issued daily, with news,
advertisements, etc —

3) motor-car, esp one with a meter, which may be hired for journeys

4) trademark or trade-name; particular kind of goods with such a
mark —

5) power of seeing —

6) total, whole; quantity —
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3. Translate the following words and word-combinations into

Ukrainian.

Major advantage; high charges; a growing trend; reduce the length;
refer to; likelihood of; disadvantage; although.

4. Match the words, some of them can be used more than once.

junk profile
market segment
wasted program
media route
product mail

bus information
prime-time coverage
audience buyer

5. Match the words which are close in the meaning.

attend contrast
reduce decrease
compare visit
movie chance
opportunity film

6. Match the words having the opposite meaning.

advantage waste

major past

save disadvantage
recent few

many minor

7. Complete the sentences with the following words: supplement,
disadvantage, infrequency, advertisements, instances, retailers,
incomes, target.
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1. Usually local use newspaper as almost their sole medium.

2. The of radio is that it has limited use for products that must

be seen.

3. Also, the demographic profile of the transit user is heavily

weighted to middle-class and lower middle-class people with average
and educational profiles.

4. In addition to cost, a limitation to magazines is their

5. So advertisers with college students as their market must

consider radio.

6. Although you might expect to see before the movie in

your local theater, do you expect to see them in the movie itself?

7. The visibility of this medium is good reinforcement for

well-known products, and it is a relatively low-cost, flexible

alternative.

8. In these both parties often share the advertising costs using

a cooperative advertising program.

8. Answer the following questions.

1) What advertising medium reaches extremely large audience and
uses picture, print, sound and motion for effect?

2) What advertising medium has high possibility of low cost but is
criticized as a traffic hazard?

3) What advertising medium can use sound, humor, intimacy
effectively but has short exposure time and perishable message?

4) What advertising medium can convey complex information but
competes for attention with other magazine features?

5) What advertising medium can’t control ad position on page but
has quick consumer response?

6) What advertising medium is best for targeting specific audiences
and very feeble but often seen as “junk mail”?

9. Translate the following sentences in English.

1) Peknama B razerax — HaJI3BHYAWHO Mi€BUH Ta e(EKTHBHHMA
CTUMYJIIOIOUHH 3aci0.
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2) HepomikamMu pexiaMu B KypHalaXx € i BHCOKa BapTiCTb Ta
oOMexeHa ayuTopis.

3) OcHOBHE CMHCIIOBE HaBaHTa)XEHHS Yy PEKIAMHOMY 3BEpHEHHI
NpUITaa€e HA TEKCT.

4) PagiopexiiamMa — OIMH 3 HAWJOCTYITHINIMX 3aCO0IB PEKIIaMH, IO
OXOILTIOE 3HAYHY ayIUTOPIIO.

5) brain-ponuk TpuBae B cepenapomy 15 — 20 cekyHA.

6) PexnaMHUN pOJUK — II¢ MajieHbKa ICTOpis, B SIKid TOJOBHHUU
repoii — ToBap abo MPOAYKT.

7) OmHuM 3 HaWHOBIMIKMX 3acO0IB TeNEepeKIaMU € IHTepaKTHBHE
TenebayeHHsI.

8) VHikanbHi BJIACTHBOCTI Iarepuety JIO3BOJISAIOTH
BUKOPHCTOBYBATH MOTO SK eQEeKTUBHUIN 3aci0 UIsi TPOBEICHHS
PEKIaMHHX KaMTaHiH.

WRITING

a) Read the text again and summarize the advantages and
disadvantages of the important advertising media:

Medium disadvantages
advantages

TV

Radio

Magazines

Newspapers

Direct Mail

Billboard (outdoor)

b) What is your idea of

- an attention-getting, believable advertising copy;
- high quality TV commercial.

(write 5 — 8 sentences using the information you got while
reading the text)
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GRAMMAR: CONDITIONALS
1. Put the verb into the correct form.

1. They would be rather offended if I didn’t go to see them.
(not/go)

2. If you took more exercise, you would feel better. (feel)

3. If I was offered the job, I think I --- it. (take)

4. I’'m sure Amy will lend you the money. I'd be very surprised if
she --- . (refuse)

5. If I sold my car, I --- much money for it. (not/get)

6. A lot of people would be out of work if the factory ---. (close
down)

7. What would happen if I --- that red button? (press)

8. Liz gave me this ring. She --- very upset if [ lost it. (be)

9. Mark and Carol are expecting us. They would be disappointed if
we --- . (not/come)

10. Would Tim mind if I --- his bicycle without asking him?
(borrow)

11. If somebody --- in here with a gun, I’d be very frightened.
(walk)

12. 'm sure Sue --- if you explained the situation to her.
(understand)

2. You ask a friend questions. Use What would you do if ...?

1. (Maybe one day your friend will win a lot of money.)

_What would you do if you won a lot of money?

2. (Your friend’s car has never been stolen but perhaps one day it
will be.)

What ---

3. (Perhaps one day your friend will lose his/her passport.) ---

4. (There has never been a fire in the building.) ---

3. Answer the questions in the way shown.

1. A: Shall we catch the 10.30 train?
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B: No. (arrive/too early) If we caught the 10.30 train, we’d arrive
too early.

2. A: Is Ken going to take the examination?

B: No. (fall) If he ---

3. A: Why don’t we stay at a hotel?

B: No. (cost too much money) If ---

4. A: Is Sally going to apply for the job?

B: No. (not/get it) If ---

5. A: Let’s tell them the truth.

B: No. (not/believe us) If ---

6. A: Why don’t we invite Bill to the party?

B: No. (have to invite his friends too)

4. Use your own ideas to complete these sentences.

1. If you took more exercise, you’d feel better.
2. I’d feel very angry if ---

3. If I didn’t go to work tomorrow ---

4. Would you go to the party if ---

5. If you bought some new clothes

6. Would you mind if ---

5. Put the verb into the correct form.

.If1_knew his number, I would phone him. (know)
.1 _wouldn’t buy that coat if I were you. (not/buy)
. I---youif'I could, but I'm afraid I can’t. (help)
. We would need a car if we --- in the country. (live)
. If we had the choice, we --- in the country. (live)
. This soup isn’t very good. It --- better if it wasn’t so salty. (taste)
. I wouldn’t mind living in England if the weather --- better. (be)
. If I were you, --- (not/wait). I --- now. (g0)
9. You’re always tired. If you --- to bed so late every night, you
wouldn’t be tired all the time. (not/go)
10. I think there are too many cars. If there --- so many cars
(not/be), there --- so much pollution. (not/be)

OO DN W~
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6. Write a sentence with If ... for each situation.

1. We don'’t visit you very often because you live so far away.

_Ifyou didn’t live so far away, we’d visit you more often.

2. He doesn’t speak very clearly—that’s why people don’t
understand him.

Ifhe more people

3. That book is too expensive, so I’m not going to buy it.

If the book L1

4. We don’t go out very often because we can’t afford it.

5. It’s raining, so we can’t have lunch in the garden.

6. I have to work tomorrow evening, so I can’t meet you.

7. Write sentences beginning [ wish ...

1. I don’t know many people (and I’'m lonely).

_I'wish I knew more people._

2. 1 don’t have a key (and I need one). I wish ---

3. Ann isn’t here (and I need to see her).

4. It’s cold (and I hate cold weather).

5. Tlive in a big city (and I don’t like it).

6. I can’t go to the party (and I’d like to).

7. I have to work tomorrow (but I’d like to stay in bed).

8. I don’t know anything about cars (and my car has just broken
down).

9. I’'m not lying on a beautiful sunny beach (and that’s a pity).

8. Write your own sentences beginning I wish...

1. (somewhere you’d like to be now --- on the beach, in New York,
in bed etc.)

Iwish I ---

2. (something you’d like to have --- a computer, a job, lots of
money etc.)

3. (something you’d like to be able to do --- sing, speak a language,
fly etc.)

4. (something you’d like to be --- beautiful, strong, rich etc.)

75



WUNIT VIIL
ADVERTISING AND MASS MEDIA
FART IX

“Che most successful sort of advertisement is the sort that does not look like
an advertisement”

COMMUNICATION: Warnings
GRAMMAR: Conditionals

READING: Select the Advertising Media

WWRITING: the Importance of “generalization” in Advertising
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WARM-UP

WARNINGS
Look out! O6epexno! bepexitbes!
Look sharp! JuButbcsi B o0uBal
Look out for... Ocrepiraiitecs. ..
Watch out!
Watch your step! He octymmrecs!
(Be) careful! ObepexHO!
Mind your head! ObepexHo!

Mind you don’t...

BepexiTh rojony...

Be sure you don’t ...

Be sure not to...

Hi B sxOoMy BUTIAAKY. ..

Remember not to...

ITam’sTalite, 1110 HE CHIL. ..

You’d better not...

Kpame 0 Bu He...

Mark my words!

3ramaiite MO€ C10BO!

One can never be too careful.

O0epexHICTh HIKOJIH HE
3aBaXKae.

Mind your P’s and Q’s.

Hotpumyiitech obepexxHocTi (B
MOBI Ta MTOBEJIIHIII).

You’ve been warned.

Bac nonepemxanu.

You shan’t forget it in a hurry.

Bu 11e HazoBro 3amam’sraecre!

Give warnings in the following situations stating the possible

consequence.

Model. Mind your dress! The peach is very ripe. You may squash it

and get your dress ruined.

1) Your friend is approaching a dirty pool.
2) A man is passing by a barbed wire fence.
3) Your sister is about to touch a red-hot iron.
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4) A monkey at the Zoo is reaching for your neigbour’s
hat.
5) The chauffer is driving too fast on a busy road.

READING
Vocabulary:
major types — OCHOBHI THITH
objective — MeTa
vehicle — 3acib nepemayi
qualitative selectivity — sikicHa BHOIpKOBICTB
segment — JI0JIAA, CKJIa/I0Ba YaCTHHA Bif IIJIOTO
ad — pexnama
consumer — CIIO)KHBa4
discriminate — Biagpi3HITH, BHOMpATH
brand — sixicTb, copT
promotional strategy — CTUMYJIIOIO4a CTpATeTis, CTpaTeris pocTy
entrenched habits — 3akopeninu 3Bu4aKn
be aware of — ycBigomiroBaTu
purchase — mokymka
switch — mepexirodatd (OIyMKH TOIIO) B iHIIE pyCIIo,
3MiHIOBAaTHUCS
circumstances — 00CTaBUHH

SELECT THE ADVERTISING MEDIA

1. Advertisers must select media through which to send their
messages. The major types of advertising media are: 1) print,
2) broadcast, 3) direct, 4) location. Furthermore, the
advertiser also has to decide which particular vehicles within
each medium to use. For example, if the selected medium is
magazines, which vehicle(s) (7ime, TV Guide, etc.) should
be selected? These decisions must take advertising
objectives, information to be communicated, and funds
available for advertising into consideration.

2. The more alike members of a vehicle’s audience are in one
or more characteristics that are important to the advertiser,
the greater the qualitative selectivity. Thus, a dress
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manufacturer that wants to advertise to larger-sized women
should consider BBW (formerly Big Beautiful Women)
magazine to be qualitatively selective than Cosmopolitan.
The greater the vehicle ability to reach people in selected
areas, the greater its geographical selectivity. Southern
Living offers more geographical selectivity than Betfer
Homes and Gardens. But using highly selective vehicles can
be dangerous if the marketer has not defined the target
market clearly. The ads could miss (not reach) important
market segments.

3. More frequently, advertisers want to use the knowledge of
learning theory that shows that consumers can learn to
discriminate between brands. Therefore, the promotional
strategy may be based on positioning the brand so that
consumers will differentiate it from the competition.

4. In many instances, learning becomes so entrenched that a
habit develops and the consumer buys the same brand
without even being aware of the learning experience that
originally led to the purchase. Under such circumstances, it
is extremely difficult for advertising to get consumers to
switch brands. To counter strongly entrenched buying habits,
significant innovation and a heavy level of promotion are
usually needed.

1. Find the English equivalents in the text. Use them in the
sentences of your own.

TakuMm 9MHOM; CTpaTeris pocTy; YCBIAOMIIIOBATH; JKIHKU 3 BETHKUM
po3MipoM opsry; OyTH HeOe3EUHUM; BUKOPHUCTOBYBATH 3HAHHS; B
0araTb0X BHIAAKAX; 3HAUHHH.

2. Find in the text the words which describe or mean the following.
1) settlement of a question —
2) likely to cause danger —

3) buying —
4) something new that is introduced —
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5) activity in which persons compete —
6) example; fact —

3. Translate the following words and word-combinations into
Ukrainian.

Qualitative selectivity; significant innovation; selected areas; heavy
level; major types; furthermore; target; market segments;
geographical selectivity; under such circumstances; discriminate;
differentiate.

4. Match the words, some of them can be used more than once.

buying manufacturer
qualitative innovation
major habits

dress level
significant types
learning strategy
promotional selectivity
heavy experience

5. Match the words which are close in the meaning.

select novelty
innovation sophistication
consumer choose
available customer
wisdom accessible

6. Match the words having the opposite meaning.

heavy hate
significant safe

like light
dangerous mix up
discriminate meaningless
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7. Complete the sentences with the following words: vehicles,
available, advertisers, circumstances, selectivity.

1. These decisions must take advertising objectives, information to
be communicated, and funds for advertising into
consideration.

2. Under such , it is extremely difficult for advertising to get
consumers to switch brands.

3. But using highly selective can be dangerous if the marketer
has not defined the target market clearly.

4. The greater the vehicle ability to reach people in selected areas,
the greater its geographical
5. must select media through which to send their messages.

8. Answer the following questions.

1) What are the major types of advertising media?

2) What do the vehicles of advertising depend on?

3) Explain the meaning of qualitative and geographical selectivity.

4) Why do advertisers want to use the knowledge of learning
theory?

5) Why is it so difficult to get consumers to switch brands?

6) What is the importance of discrimination? Can you give any
example of your own of this?

7) When is entrenchment an advantage?

9. Translate the following sentences in English.

1) B Ykpaini puHOK iHTEpHET-PEKJIaMH PO3BUBAETHCS JUHAMIYHO.

2) Peknama mepeTBOpWIIaCh Ha HEBiJ €MHY CKJIAJOBY HAIIOTO
KUTTS, Ha BXKJIMBHHA €NEMEHT iH(pacTpyKTypu 3aco0iB MacoBOi
iH(OopMaIlii, OXOMUBIIH BCi chepr AiSUTHHOCTI JTIOHHU.

3) BignoBimHO 40 3aKOHOZABCTBA YKpaiHM pekiama — IIe
iH(popMariiss mpo ocody YM TOBap, PO3MOBCIOJDKEHA B OyIb-sSKid
¢opmi Ta B Oymp-sKkui crmoci® 1 mpu3HadeHa cdopmyBatd abo
MiATpUMATH O0I3HAHICTH CIIOKMBAYiB PEKIaMHU Ta iX iHTEpec MIOA0
Takux 0COOW YU TOBAPY.

81



4) Ilpauroroun B TOPriBeNbHIM Opranizaiii, MEHEDKEp 3 PEeKIIaMH
IUIaHYI0 1 TPOBOJWTH pPEKJIaMHI KaMMaHii CBO€i QipMH,a TakoxX
OIIIHIOE IXHIO €(DEKTHBHICTS.

5) HAnsa myOmikariii peKiTaMHHAX OTOJIOIIeHb Ta CTaTel peKIIaMHOTO
XapaxkTepy BUKOPHCTOBYIOTh TakKi MEpPiOJUYHI BUJIAHHA, SIK Ta3eTH,
KypHanu, OroJeTeHi, JOBITHUKY, MyTIBHUKY Ta 1HIII.

6) Mu po3paxoByeMO BCTAHOBHUTH TiCHI 1 TEIUTI B3a€MOBITHOCHHU 3
BaIow (hipmoro.

7) IHcTuTyliOHANBHA peKiIaMa — THUI PEKJIaMH, HAlpaBJICHHI Ha
TTOKpAIeHHs peryTamii (ipMu, TpsSIMO He TMOB’SI3aHUH 3 PEKIaMOI0
SIKO1-HEOYIb KOHKPETHOT TPOIYKITii.

8) AHamiTHKHM paaATh CHOXXHMBayaM KyIYBaTH TMPOTSATOM JIITHIX
MICSIIIB BaJIFOTY 32 HU3LKUM KYPCOM.

WRITING

Tell about the importance of “generalization” in advertising? Can
you think of any other examples of campaign copying? (Write 5 — 10
sentences)

GRAMMAR: CONDITIONALS
1. Put the verb into the correct form.

1. I didn’t know you were in hospital. If I’d known (I/’know), I
would have gone (I/go) to visit you.

2. Ken got to the station in time to catch his train. If]
(he/miss) it (he/be) late for his interview.

3. It’s good that you reminded me about Ann’s birthday.
(I/forget) if (you/not/remind) me.

4. Unfortunately, I didn’t have my address book with me when I
was in New York. If (I/have) your address, (I/send)
you a postcard.

5. A: How was your holiday? Did you have a nice time?

B: It was OK, but (we/enjoy) it more if (the
weather/be) better.

6. I took a taxi to the hotel but the traffic was very bad.
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(it/be) quicker if (I/walk).

7. ’'m not tired. If (I/be) tired, I’d go home now.

8. I wasn’t tired last night. If (I/be) tired, I would have
gone home earlier.

2. Write a sentence with if for each situation.

1. I wasn’t hungry, so I didn’t eat anything.

_If I’d been hungry, I would have eaten something.

2. The accident happened because the driver in front stopped so
suddenly.

If the driver in front ---

3. I didn’t know that George had to get up early, so I didn’t wake
him up.

if I ---

4. I was able to buy the car only because Jim tents me the money.

5. Margaret wasn’t injured in the crash because she was wearing a
seat belt.

6. You didn’t have any breakfast — that’s why you’re hungry now.

7. 1didn’t get a taxi because I didn’t have any money on me.

3. Imagine that you are in these situations. For each situation, write
a sentence with I wish...

1. You’ve eaten too much and now you feel sick.

You say: [ wish I hadn’t eaten so much.

2. There was a job advertised in the newspaper. You decided not to
apply for it. Now you think that your decision was wrong.

You say: [ wish I ---

3. When you were younger, you didn’t learn to play a musical
instrument. Now you regret this.

You say: ---

4. You’ve painted the gate red. Now you think that it doesn’t look
very nice.

You say: ---

5. You are walking in the country. You would like to take some
photographs but you didn’t bring your camera.

You say: ---
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6. You have some unexpected guests. They didn’t tell you they were

coming. You are very busy and you are not prepared for them.
You say (to yourself): ---

4.Alex, aged 4, is staying with his grandmother. He arrived about a
week ago. In some ways she is finding his visit rather difficult. Look
at some of the problems and then complete what she says using the
verb in italics.

Model: Alex is very noisy. I wish he were not so noisy.
Problems
He misses his parents. He|He doesn’t /ike vegetable. He
doesn’t put his toys away. He|can’t dress himself. On
plays with his food. He doesn’t|Monday, he #4it the dog! Last
do what I say. When he|week, he broke a very
arrived, he said he didn’t want|expensive vase.
to stay!
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UNIT IX
INTERNET - THE DOMINANT FORM OF
MEDIA

"Che Shternet i so big, so powerful and pointless that for some people it is a com-
Plete substitute for b6 (fieelance journalist)

COMMUNICATION: Asking the way.

GRAMMAR: Modal Verbs (can, could, should, must, have to,
may, might).

READING: The Internet: content or discontent?

WA/RITING: Our work in the Internet; comments on the state-
ments.
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WARM-UP

ASKING THE WAY

Could you tell me the way to...,
please?

He migkaxere meHi gopory ...,
Oyapb Jacka?

Excuse me, is there a bus from
here to...?

Bubaure, TyT € aBTOOYC, KU
psiMye 1o ...7

Will you tell me when I get
there?

He migkaxkere MeHi,
nobepycs tyau?

KOJIIn 4

How far is it from here?

Hackinpku 11€ gajgexko Bl IbOTO
micrs?

How long does it take you to get
there?

CkibKH MOTPiOHO
nobparucs Tyau?

qacy

Is it very far from here?

Lle mameko 3Bigcu?

I am sorry to trouble you, but
can you direct me to...?

Bubauarocst, He migkakeTe MeHl
HanpsIMoK ...7

Which is the nearest (the best,
right, shortest) way to...?

Sxa HaiOnIMKIa
NpaBUIIBHA,
nopora Jio ...?7

(maiikpama,
HaWKOpOTIIA)

How long would it take me to
get to... from here?

Ckinbku MeHi Tpeba uacy, 1100
no0patucs Tym 3Bijcu?

Can you find your way home?

Bu 3maere, sk  goOpatucs
J0JTIOMY?

1) Make sentences as in example.

Example: You take the second turning on the right after the traffic-

lights.
1)

zebra-

crossing.
2)

left

3) third

4) road
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5) Go down

2) Change A’s questions to a more polite form.
Example:
Student A Where’s the station?

Student B Can you tell me where the station is, please?

1) A How faris to London?

B ?

2) A Where are the shops?

B ?

3) A Which direction is the motorway?

B o ?

4) A How many miles are to the nearest garage?

B o ?

5) A Which way’s the coast?

B ?

READING

Vocabulary:

content — 3MICT, 3aJ0BOJIEHHS

discontent — He3a/TOBOJIEHHS

is destined to be — mpu3zHavueHo OyTn

mainstream — OCHOBHa JIiHisl, OCCHOBHHI HAMPsIMOK

tough — TsKKO

viable — )KUTTE31aTHUH, MOXKJIUBUI

captivate — 3a4apoByBaTH, MPUBAOITIOBATH

sprawl — po3TSIrHyTH

thrive — mporBiTaTu

content provider — ToOCTadaJbHUK OMNEpPATHUBHOI iH(opMarii,
KOHTEHT IIPOBaiiiep

content company — KOHCJITUHI'OBa KOMIIaHisl, KOHTCHT KOMIIaHisI
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long-term (short-term) — KOPOTKO4YACHUH, TOBrOCTPOKOBHIA
high-volume site — iHpopmMariiianii mopTan

online magazine — OHJIaliH KypHaI

slate — aM. criucok kaHAUOATIB

charge a subscription — mpoBoANTH NIEpeAIIIATY
initial target — mepBicHa 1UTb

break even — KOMIIEHCYBaTH BUTPaTH

anticipate — nmepenoayaTu

haul — peiic

immediate profits — mBUAKI TPUOYTKU

stake out — cigKyBaTH 3a

turf — 6iroBa nopixkka (Ha iHOJAPOMI), CKAUKH
promote brand names — mpoaBUTaTH OpPEHAOBI iM’sI
conduct transaction — 3IHCHUTH YyTOIy

eliminate middlemen — o6iliTics 6e3 mocepeHUKIB
break through — 3xificaut mpopus

retailer — ToproBenp ApiOHAM TOBapOM

figure out — 00UHUCITIOBATH, 3PO3yMITH

capture — 3aXOIUTH, B35ITU B IIOJIOH

revenue — pidyHAN TpUOYTOK

downloading pages — 3aBaHTa)K€HI CTOPIHKH

trump — nepeBEpPIINTH

electronic tablet — enekTpoHHMI TabIOIN

THE INTERNET: CONTENT OR DISCONTENT?

BY BILL GATES

1. The Internet is destined to be the dominant form of media, but
until it becomes mainstream several years from now it will be tough
for publishers to make money on the Web. Too much information is
being given away to make selling content viable; and the audience is

still too small to captivate advertisers.

“Content is where I expect much of the real money will be made on
the Internet, just as it was in broadcasting” I declared at the
beginning of 1996.”The television revolution that began half a
century ago spawned a number of industries, including the
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manufacturing of TV sets, but the long-term winners were those who
used the medium to deliver information and entertainment”.

I still think that’s true, but it certainly hasn’t happened yet.
Fortunately, I warned that it would take time.

“For the Internet to thrive, content providers must be paid for their
work, I wrote ”the long-term prospects are good, but I expect a lot
of disappointment in the short-term as content companies struggle
to make money through advertising or subscriptions. It isn’t working
yet, and it may not for some time”.

2. CNN, USA Today, and MSNBC operate very high-volume sites,
but they don’t turn much of a profit yet. Eventually they will make
money because rising water will float some boats.

But Internet advertising will probably have to increase by another
factor before even the busiest sites make much from ads.

Doing well will be even tougher for sites that have modest
audiences. Some will succeed in a big way, but not soon.

After offering the online magazine SLATE free on the Web for two
years, my company started charging a subscription in the spring of
1998.Before long we’d reached our initial target of 20,000 paying
subscribers, but that’s only about a tenth the number we need to
make the magazine viable.

New print publications often take years to break even. Michael.,
Kinsley, the founder and editor of SLATE, and I both anticipate that
profits are years away. We’re in this for the long haul.

3. There are reasons to operate Web sites other than immediate
profits. Companies publishing on the Web are staking out their turf.
They are learning. They are using the Web to promote brand names
and products.

Some sites are succeeding financially already. These are sites that
conduct transactions and use the power of the internet to eliminate
middlemen and drive down costs. My company’s Expedia site sells a
lot of airline seats and hotel stays, for example.

Some Web sites have done well, at least among investors, by
distributing content or guiding people to content. Yahoo and AOL
are successfully building brand names and more or less breaking
even financially. This puts them in a much stronger position than
pure content providers.
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Content has never been a particularly profitable business, except
for a few leading companies and individuals. Not much money is
made in books, for example. Some authors break through with their
“brand” and make a lot of money but the vast majority of authors do
not.

4. The book business is tremendously important. It makes it
possible for anybody to spend a few dollars for an immense amount
of information. The book industry greases the world, but few
authors, publishers, distributors, or retailers ever figure out how to
get much out of it financially.

Some Web content companies will make serious money, but most
won’t.

One of the relatively successful content areas so far has been the
online delivery of information about the computer industry. The
Internet is an ideal way to reach consumers interested in computers,
so advertisers have been willing to support some of these sites.

But the computer trade press, and to some extent the rest of the
print media, have a problem. As Web publications improve,
subscriptions and advertisements will begin to fall in print
publications. Publishers who treat a Web edition as a marginal cost
covered by marginal income will be disappointed once advertisers
start to shift dollars away from print.

Online publications that don’t have print editions aren’t immune.
They still have substantial cost structures because consumers expect
news to be up-to-date seven days a week, 24 hours a day-even
though the news is free.

5. For the biggest and best of the Web’s content providers, the
situation will improve a lot as the Web becomes mainstream.

Digital television will help. People will start thinking about going
to Web sites once they’re easily available on their television sets.
Sites may capture some of the revenue going to television networks
today.

1. Find the English equivalents in the text. Use them in the
sentences of your own.

[IpubyTok; 3po3ymiTw; piyHHN MPHOYTOK; OCHOBHA JIiHIis; B3ATH B
TIOJIOH; 3MICT; TIepe10adaTH; TOProBelb APIOHIM TOBapOM.
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2. Find in the text the words which describe or mean the following.

1) to make steady progress; prosper —

2) to attract and hold by charm, beauty, or excellence —

3) a racetrack; the sport or business of racing horses —

4) the income of a government from all sources appropriated for the
payment of the public expenses —

5) someone who markets merchandise —

6) an advantageous gain or return; benefit —

3. Translate the following words and word-combinations into
Ukrainian.

The dominant form of media; deliver information and
entertainment; long-term prospects; operate high-volume sites;
online magazine; operate Web sites; tremendously important;
immense amount of information; to some extend; the rest of the
print media; treat a Web edition as; substantial cost structures;
television networks; regardless of.

4. Match the words, some of them can be used more than once.

online publications
conduct a subscription
immediate seats

content transaction
airline profits

print magazine
high-volume provider
charge site

5. Match the words which are close in the meaning.

immediate extremely
captivate hard
transaction quick
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tough capture

tremendously act

6. Match the words having the opposite meaning.

dominant minority
winner easy
majority gradual
tough secondary
instant loser

7. Complete the sentences from the text with the following words:
immune, serious, revolution, brand names, up-to-date, profitable, the
Internet.

1) The television that began half a century ago spawned a
number of industries.
2) Yahoo and AOL are successfully building

3) Content has never been a particularly business.

4) Some Web content companies will make money.

5) is an ideal way to reach consumers interested in
computers.

6) Online publications that don’t have print editions aren’t
7) Consumers expect news to be
8. Answer the following questions:

. Is Internet the dominant form of media now?

. When will it be easy for publishers to make money on the Web?
. What can help make money on the Internet?

. How do content companies get profits?

. Is it difficult for sites with modest audiences to do well?

. When did Bill Gates’ company start charging a subscription?

. Is it easy or not for new print publications to break even?

. Are immediate profits the only reasons to operate Web sites?

. What sites are succeeding financially?

O 0 1N LN Wi —
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10. Can you prove that book business is important?
9. Translate the following sentences in English.

1) Koxna mopa poxy 3a4apoBye.

2) AmepukaHcbki aBToBrpoOHuKH General Motors Corp. 1 Chrysler
MOBUHHI CTaTH JKUTTE3JATHUMH, iHAKIIE BOHU PHU3HKYIOTH CTAaTH
OaHKpyTaMU.

3) VYkpaiHchbka OCBiTa, Hayka, Hal[lOHAJIbHE BHXOBAHHS
MPOIBITAIOTH Y IIbOMY HaBYAJIbLHOMY 3aKJIa/li.

4) Un MOXyTh TBapHHH TiepedoadaT Tparemii?

5) 3aranpHul piYHWIA MPUOYTOK CKIATAETHCS 3 CyMH 3arajbHHX
MICSYHUX TPUOYTKIB.

6) AOCONIOTHHIA TOKa3HUK — 1€ TPUOYTOK ITiITPHEMCTBA.

7) Po36iifHAKY B35UTH B TIOJIOH pUOAITECHKE CY/THO.

8) Cuyxaui 1[BOro IEHTPY OCBITH TijJ Yac HaBYAHHS
BUKOPUCTOBYIOTh KHIDKKOBI  (poHIM  OiOMiOTEKHM HABYaJIHHOTO
3aKiIamy.

WRITING

a) Translate parts 1, 2 into Ukrainian in a written form.
b) Comment on the following statements. Write 3-5 sentences.

* The Internet is destined to be the dominant form of media.
* It is easy to make money on the Web.
* The Internet is the ideal way to reach consumers.

¢) Do you and your friends often go to the Web sites? Write
about your work in the Internet (5-8 sentences).

d) Ask Bill Gates 5 questions on the future of the Internet (on
the Internet revolution).
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GRAMMAR: MODAL VERBS

1. Read the situations and write questions beginning Can ... or
Could ...

1. You’re carrying a lot of things. You can’t open the door
yourself. There’s a man standing near the door. You say to him:
_Could you open the door, please?

2. You phone Ann but somebody else answers. Ann isn't there.
You want to leave a message for her. You say: ---

3. You are a tourist. You want to go to the station but you don’t
know where it is. You ask at your hotel. You say: ---

4. You are in a clothes shop. You see some trousers you like and
you want to try them on. You say to the shop assistant: ---

5. You have a car. You have to go to the same place as John, who
hasn’t got a car. You want to give him a lift. You say to John: ---

2. For each situation write a sentence with should or shouldn’t +
one of the following.

go away for a few days go to bed so late look for another job
put some pictures on the walls take a photograph use her car so
much

1. (Liz needs a change.) She should go away for a few days.
2. (My salary is very low.) You ---.

3. (Jack always has difficulty getting up.) He ---.

4. (What a beautiful view!) You---.

5. (Sue drives everywhere. She never walks.) She ---.

6. (Bill’s room isn’t very interesting.) ---.

3. Complete these sentences with must or have to (in the correct
form). Sometimes it is possible to use either; sometimes only have to
is possible.

1. It’s later than I thought. I must or have to go now.
2. Jack left before the end of the meeting. He had to go home

early.

94



3. In Britain many children. --- wear uniform when they go to
school.

4. When you come to London again, you --- come and see us.

5. Last night Don became ill suddenly. We --- call a doctor.

6. You really --- work harder if you want to pass the examination.

7. ’m afraid I can’t come tomorrow. 1. --- work late.

8. ’'m sorry I couldn’t come yesterday. I --- work late.

9. Paul doesn’t like his new job. Sometimes he --- work at
weekends.

10. Caroline may --- go away next week.

11. We couldn’t repair the car ourselves. We --- take it to a garage.

12. Julia wears glasses. She --- wear glasses since she was very
young.

4. Write these sentences in a different way using may or might.

. Perhaps Margaret is in her office. _She might be in her office.
. Perhaps Margaret is busy.

. Perhaps she is working.

. Perhaps she wants to be alone.

. Perhaps she was ill yesterday.

. Perhaps she went home early.

. Perhaps she had to go home early.

. Perhaps she was working yesterday.

0NN W~
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UNIT X
COMPUTERS IN MODERN LIFE

Gomputing is not about computers any more. S is about lining"

(KNicholas KNegroponte)
COMMUNICATION: Everyday phrases.

GRAMMAR: Modal Verbs (must, can, could, be able to).
READING: Computers.

WRITING: Comments on the statement; making the summary
of the text. N0




WARM-UP

EVERYDAY PHRASES

Here you are! Well, I hope?

Biraro! fx cnpaBu? lobpe, s
CHOAIBalOCh?

What’s the matter with you?

o Tpanmmocs?

What’s the news?

SIxi HoBuHU? Yn € HOBUHU?

What’s wrong?

Ilock HE Tak?

What’s the trouble?

[lo Tpanumocs?

Let me see what I can do for | Jlo3BoabTe MeHI  JOIOMOITH
you. BaM.

May I ask a question? —Yes, | Moxxna 3amurtatn? — Tax,
certainly. 3BHYANHO.

Will you do me a favour?

3po0iTh MeHi mocyry.

What can I do for you?

o s Mmoxy 3po0uTH 114 Bac?

Why are you in such a hurry?

Yomy BH Tak mocrimaere?

Who do you think I ran against?

Sk TH aymaeni, KOro sl 3yCTpiB
TIJIBKH 11107

Make up very short dialogues containing the expressions above.

READING

Vocabulary:
nearly — maitxe, mpubIU3HO
descendant — Hamamox

complicated — ckiaHuUi, 3aIUTy TaHUHA
efficient — edexTuBHUIA, Ai€BHiA

human being — nroauna

store information — 30epiraTu iHpopmalito

consume — BUTpayaTH, NOTJIMHATH, CHIOXKUTH

occupy a fraction of space — 3aiiMaTi HEBETUKUH TPOCTIp
wristwatch — Hapy4HUI1 TOAMHHUK
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embedded computers — BCTpOEHHI KOMIT FOTEP

fighter aircraft — nmitak-BuHUIIYBaY

versatile — pi3HOOIUHUIH

distinguish — Bifpi3HATH, pO3Mi3HATH, XapaKTEePU3yBaTH
capability — clipOMOKHICTh, MOXIJIUBICTh

chief use — ronoBHa KOpHCTH

disease — xBopoba

COMPUTERS

A computer is a machine that manipulates data according to a
set of instructions.

When Charles Babbage, a professor of Mathematics at
Cambridge University, invented the first calculating machine in
1812 he couldn’t imagine the situation we find ourselves in today.
Nearly everything we do in the world is helped, or even controlled
by computers, the complicated descendants of his simple machine.
Computers are used more and more often in the world today, for
the simple reason that they are far more efficient than human
beings. They have much better memories and they can store much
information. No man alive can do 500000 sums in one second, but
a computer can. In fact, computers can do many of the things we
do, but faster and better. They can predict weather, and ever play
chess, write poetry or compose music.

Although mechanical examples of computers have existed through
much of recorded human history, the first electronic computers were
developed in the mid-20th century (1940-1945). These were the size
of a large room, consuming as much power as several hundred
modern personal computers (PCs). Modern computers based on
integrated circuits are millions to billions of times more capable than
the early machines, and occupy a fraction of the space. Simple
computers are small enough to fit into a wristwatch, and can be
powered by a watch battery. Personal computers in their various
forms are icons of the Information Age and are what most people
think of as “computers”. The embedded computers found in many
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devices from MP3 players to fighter aircraft and from toys to
industrial robots are however the most numerous.

The ability to store and execute lists of instructions called
programmes makes computers extremely versatile, distinguishing
them from calculators. The Church—Turing thesis is a mathematical
statement of this versatility: any computer with a certain minimum
capability is, in principle, capable of performing the same tasks that
any other computer can perform. Therefore computers ranging from
a mobile phone to a supercomputer are all able to perform the same
computational tasks, given enough time and storage capacity.

Computers in medicine

Computers are one of great importance in modern hospital. The
chief use of computers is the storing and sorting the medical
knowledge which has been required in the last 50 years. No doctors
can possible keep up with all discoveries. The only solution of the
problem is store medical knowledge in a computer. Today there are
medical computer centers were all existing knowledge of
symptoms of various diseases and of their treatment is stored.
Doctors fill data on symptoms in the computer and get the
necessary information on correct diagnostics and treatment.

1. Find the English equivalents in the text. Use them in the
sentences of your own.

HieBuit; mpuOnmu3HO; Pi3HOOIYHMI; MEIUYHI 3HAHHSA; PO3IMI3HATH;
Hapy4YHHI TOAWHHHUK; 30epiratu iHopMmarliro; moriuHaTH.

2. Find in the text the words which describe or mean the following.

1) care provided to improve a situation (especially medical
procedures or applications that are intended to relieve illness or
injury) —

2) a watch worn on a band that fastens about the wrist —

3) the power, knowledge etc to do something —

4) ability or capacity to do something —
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5) any sensation or change in bodily function that is experienced by
a patient and is associated with a particular disease —
6) not involved or complicated; easy to understand or do —

3. Translate the following words and word-combinations into
Ukrainian.

Symptoms of various diseases; the ability to store; capability;
to predict weather; a set of instructions; Information Age;
medical knowledge; a mathematical statement; versatile; occupy
a fraction of the space; compose music; chief use.

4. Match the words, some of them can be used more than once.

great being

store computer
embedded statement
personal importance
human capacity
storage players
mathematical computers
MP3 information

5. Match the words which are close in the meaning.

versatile illness
descendant many
personal many-sided
disease individual
numerous ancestor

6. Match the words having the opposite meaning.

ability limited
early complicated
simple unnecessary
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versatile inability

necessary late

7. Complete the sentences from the text with the following words:
lists of instructions, a wristwatch, medical knowledge, the
Information Age, doctor, one second, play chess.

1) Simple computers are small enough to fit into
2) Personal computers in their various forms are icons of

3) They can predict weather, and ever , write poetry or
compose music.

4) No can possible keep up with all discoveries.

5) The ability to store and execute called programs makes
computers extremely versatile.

6) No man alive can do 500000 sums in , but a computer
can.

7) The only solution of the problem is store in a
computer.

8. Answer the following questions:

1. What is “a computer”?

2. Who invented the first calculating machine?

3. Are computers far more efficient than human beings?

4. Computers can predict weather, and ever play chess, write
poetry or compose music, can’t they?

5. When were the first electronic computers developed?

6. How did the first electronic computer look like?

7. What do we call “computer programmes”?

8. Why are computers important in modern medicine?

9. What do the doctors usually do using the computers?

10. Can you name other spheres where we use computers?

9. Translate the following sentences in English.

1) 3anoBHeHHsI aHKeTH NOTpedye MpuOIN3HO 30 XBIIIHH.
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2) lonoBHa KOPHUCTH KamiTalxy HE B TOMY, 1100 3poOuTH Oinblie
rpoled, aje B TOMY, HI00 POOWUTH TpoII 3apajy MOKPALICHHS
KUTTA.

3) Menuuni 3HaHHA Ha TepuTOpil YKpaiHM PO3BUBAINCS IIiJT
BIUTMBOM MEJIWYHHX 3HaHb iHIIMX KpaiH.

4) Y upbomy (isibMi MeHI croj1o0aBcs 3alUTyTaHUN CHOKET Ta rpa
aKTOPIB.

5) «MoBa Binpi3Hsie moeii Bif iHmmx 3BipiB» (B. ['piHueHKO).

6) Mu MaemMo yci MOXIIUBOCTI JUIsi JTUCTAHIIMHOTO HAaBYAHHS —
yepe3 Mepexy [HTepHer, a Takox B TeneyHiBepcHUTeETI.

7) Ilpunamm po3pi3HSAIOTECSA 32 iX (QYHKINISMH, TPU3HAYECHHSM,
MPUHIUIIAMHA POOOTH TOLIO.

8) Huni xoxeH TpeTiii MemkaHens YKpaiHM HOCHTh HapyYHHN
TOIMHHUK.

WRITING

a) Comment on the following statements using the active
vocabulary of the lesson in written form (about 50 words):

* Treat your password like your toothbrush. Don’t let anybody else
use it, and get a new one every six months (Clifford Stoll).

* Man is still the most extraordinary computer of all (John F.
Kennedy).

b) Make a short summary of the text.

GRAMMAR: MODAL VERBS

1. Put in must or can’t.

1. You’ve been travelling all day. You must be very tired.

2. That restaurant --- be very good. It’s always full of people.

3. That restaurant --- be very good. It’s always empty.

4. You’re going on holiday next week. You --- be looking forward
to it.
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5. It rained every day during their holiday, so they --- have had a
very nice time.

6. Congratulations on passing your exam. You --- be very pleased.

7. You got here very quickly. You --- have walked very fast.

8. Bill and Sue go away on holiday very often, so they --- be short
of money.

2. Put in can or could. Sometimes either word is possible.

1. ‘The phone is ringing. Who do you think it is?” ‘It could be
Tim’.

2. ’m really hungry. I --- eat a horse!

3. If you’re very hungry, we --- have dinner now.

4. It’s so nice here. | --- stay here all day but unfortunately I have
to go.

5. ‘I can’t find my bag. Have you seen it?” ‘No, but it --- be in the
car’.

6. Peter is a keen musician. He plays the flute and he --- also play
the piano.

7. ‘What shall we do?’ “There’s a film on television. We --- watch
that’.

8. The weather is nice now but it --- change later.

3. Complete the sentences using can or (be) able to. Use can if
possible; otherwise use (be) able to.

1. George has travelled a lot. He can_ speak four languages.

2.l haven’t been able to_ sleep very well recently.

3. Sandra --- drive but she hasn’t got a car.

4. I can’t understand Martin. I’ve never --- understand him.

5. Tused to --- stand on my head but I can’t do it now.

6. I can’t see you on Friday but I --- meet you on Saturday
morning.

7. Ask Catherine about your problem. She might --- help you.
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4. Write sentences about yourself using the ideas in brackets.

1. (something you used to be able to do) I used to be able to sing
well.

2. (something you used to be able to do) I used ---

3. (something you would like to be able to do) I’d ---

4. (something you have never been able to do) I’ve ---

5. Complete the sentences with can/can’t/could/couldn’t + one of
these verbs:

come cat hear run sleep wait

1. ’m afraid I can’t come to your party next week.

2. When Tim was 16, he was a fast runner. He --- 100 meters in 11
seconds.

3. “‘Are you in a hurry?’ ‘No, I’ve got plenty of time. I ---’.

4. I was feeling sick yesterday. I --- anything.

5. Can you speak up a bit? I --- you very well.

6. “You look tired’. ‘Yes, I --- last night’.
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MODULE 4

UNIT XK
ADVERTISING METHODS AND WAYS

“Ahrentivaments contua the only trath to b rlled on i i mevespaper”
( Chomar ~efferion)

COMMUNICATION: Agreement and disagreement
GRAMMAR: Passive Voice

HREAIDING Basic Advertising Techniques

WWRITING Ad terms; comparison of Ukrainian and foreign com-
mercials
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WARM-UP

AGREEMENT AND DISAGREEMENT
(Part])

I’m exactly of the same opinion.

S Tiel & TymKm.

Oh, exactly!

Cawme Ttax!

I can’t help thinking the same.

He moxy He noroaurtucs.

I absolutely agree.

TToBHICTIO 3rO/IEH.

As a matter of fact, [ don’t agree.

dakTHuHO, S HE 3TOJCH.

I’m not sure, in fact.

Bsarani-to, s1 He 3roAeH.

I’m not at all convinced.

Sl He y>Ke BIIEBHEHUI.

I’'m afraid I entirely disagree
with ...

Borocs, s IMOBHICTIO HE
TIOTOJKYCS 3 ...

I don’t think that’s right.

He BBaxaro, 1110 11¢ NPaBUIILHO.

I can’t say I share your view.

He moxy ckazary, 1Mo Momissito
BAllly TOUKY 30DY.

That’s not my way of looking at
it.

Ile He Mos TOUKa 30DYy.

Express your agreement/disagreement with/against the following
Statements, requests, opinions and remarks.

1) Foxes are sly creatures.

2) Children must go to bed early.

3) You must take the pills.

4) May I have a look at your lovely photos?
5) Give up smoking. It’s bad for your cough.
6) It was you who left the window open.

7) Then we meet at six.

8) You don’t care to improve your English, I am afraid.

READING

Vocabulary:
technique — npuiiom
commercial — peknama
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identify — Bu3Ha4yaTn

selling message — 10Bi1 Ha KOPUCTH PUAOAHHS TOBApY, IO
peKIIaMy€eThCs

COpYy — PEKIaMHUI TEKCT

human — nmronuna

process — 00poOIsATH

however — ogaax

even though — HaBITh SKIIIO
psychological — ncuxomnoriuamii
appeal — MOTHB, KOHIIETIIIisL, TOBi
confident — BneBHeHMIA

BASIC ADVERTISING TECHIQUES

1. One of the first principles that you must understand in
advertising is that it is limited in both time and space. Television and
radio commercials are usually only 10 to 60 seconds long. Print ads
are usually no larger than two pages, and usually much smaller.
Therefore, an advertisement must do its job quickly. It must get the
consumer’s attention, identify the product, and deliver the selling
message in a small time or space. In order to do this, advertising
often breaks the rules of grammar, image, and even society.

2. The second basic point is that advertisements usually have
two parts: copy and illustrations.
3. These words give the sales message. Illustrations are the

pictures or photographs. Most ads are a combination of copy and
illustration. Some advertisements have small illustrations a lot of
copy. Some are only an illustration with the name of the product.

4, The decision about how much copy and illustration to use
depends on how the advertiser wants to present the sales message.
Understanding how advertisers make the decision is complex. First
you must understand how human process all kinds of information in
the same way. We process some kinds of information intellectually.
In other words, we think about the information in order understand it.
We process other kinds of information emotionally. This means we
use feelings rather than thinking to understand the information.

5. We generally process copy in ads intellectually. That is
because both reading and listening are thinking processes. These
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thinking processes translate symbols (written words) or sounds
(spoken words) into meaning. Of course, words, especially if they
are spoken, can be very emotional — they can bring memories that
make you laugh or cry. However, even though spoken words are
often very emotional, we must first translate them. In other words,
we do not see words as reality.

6. The mind also interprets drawings and paintings
intellectually. Like words, drawings and paintings are not the things
themselves, but an artist’s idea of them. The viewer must translate
the lines, colors and shapes into meaning. Illustrations can have a lot
of emotion, but again they are not reality.

7. In order to understand this idea better, think of a well-known
painting such as The 3" of May 1808 in Madrid: The Executions on
Principe Pio Hill by Goya. This painting upsets many people.
However, think of the same scene in a photograph. Most people
would find the photograph even more disturbing. That is because we
process photographs emotionally. To us, they are real. Therefore,
photographs do not need translation. Research supports this idea. It
shows that photographs attract more readers, are more believable and
remembered better than illustrations.

8. Just as there are two kinds of mental processes, there are two
basic ways of presenting a sales message: intellectually and
emotionally. An intellectual presentation uses ideas to get a
consumer to buy a product or service. For example, computer buyers
usually do not think about what the machine looks like or the effect it
might have on their social life. They are looking for technical
information. How fast does the computer work? How large is its
memory?

9. Advertisements that present a message intellectually have a
lot of copy. The copy explains the uses and benefits of the product or
service. In addition, such ads are not usually seen on television
because television ads are very short. It requires time and careful
thinking to understand a message which contains a lot of ideas.
These kinds of ads usually appear in magazines or newspapers where
the consumer has unlimited time to process the information.

10. Ads with an intellectual presentation usually have few
illustrations. If they have any illustrations, they will probably be
drawing or paintings. In this way, both parts of the ad are processed
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in the same way. If they have photographs, the photographs will
usually be simple, with little emotional content, usually showing
only what the product looks like.

11. The second basic way to present a sales message is
emotionally. In an emotional presentation, the use of the product is
often not the most important sales message. Instead, the ad focuses
on the buyer’s social, psychological or economic needs. For
example, an emotional ad may show how the product or service will
make the consumers’ social life better by increasing their appeal,
making them feel more confident, or making them rich. Some of the
most effective ads today are ones use an emotional presentation.

1. Find the English equivalents in the text. Use them in the sentences
of your own.

[MopyuryBatu npaBuiia; pillieHHS; A7l KPAIOro 3pO3yMiHHS; iHITUMH
cioBamu; Iie moTpedye dacy, Ha JOAATOK; IOYYTTS; COIliabHE
KHUTTSI.

2. Find in the text the words which describe or mean the following.

1) a person who advertises —

2) a process of transmitting pictures by radio waves with sound at the
same time —

3) news or knowledge given —

4) advertisement inserted in a TV or radio programme —

5) feeling or showing confidence; certain —

6) of great influence; to be treated seriously; having a great effect —

3. Translate the following words and word-combinations into
Ukrainian.

Space; identify the product; human process; we use feelings rather

than thinking; laugh; viewer; mental processes; service; instead;
social life.
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4. Match the words, some of them can be used more than once.

mental information
social message
technical the product
emotional needs
selling process
identify buyers
computer content
economic life

5. Match the words which are close in the meaning.

technique assured
job wealthy
rich rapidly

content method
quickly work

6. Match the words having the opposite meaning.

rich rarely

usually pastime
increase decrease
work poor

modern old-fashioned

7. Complete the sentences with the following words: appeal, decision,

thinking, refers to, consumer, requires.

1. Copy the words in the advertisement.

It time and careful thinking to understand a message

which contains a lot of ideas.
Understanding how advertisers make the

W

is complex.

4. These kinds of ads usually appear in magazines or
newspapers where the has unlimited time to process

the information.
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5. This means we use feelings rather than to understand
the information.

6. For example, an emotional ad may show how the product or
service will make the consumers’ social life better by
increasing their , making them feel more confident, or
making them rich.

8. Answer the following questions:

1) What can you tell about time and space limits in advertising?

2) Why does advertising often break the rules of grammar, image and
society?

3) What parts does an advertisement have?

4) What does the advertiser take into account presenting the sales
message?

5) How do humans process the information (copy, drawings and
paintings)?

6) Why is a photograph an efficient advertising technique?

7) What are the two basic ways of presenting a sales message?

8) How do TV commercials differ from ads in magazine or
newspapers?

9) Is emotional presentation often used in effective ads?

10) What needs does the ad with emotional presentation focus on?

9. Translate the following sentences in English.

1) TlcuxoioriyHi acmeKkTH MpoLecy CIOPHUHATTS PEKIaMHOTO
3BEpHEHHS MOSICHIOIOTh, SIK caMme iH(OpMye i TepeKoHy€e peKIama.

2) Cporogni TenebadeHHS TMPOINOHYE Jyxe OaraTo SKiCHOT
pexamu.

3) S moiiHO OTpUMAB JIMCTA BiJl MOTO OJTHOKYPCHHKA.

4) 3ycTpiu Ma€ BiIOYTHUCS Y KBITHI.

5) SlkuM YMHOM MOXYTh BIUTMHYTH YMOBU BHXOBaHHS KOKHOTO 3
0aTHKIiB Ha IICUXOJIOTIYHUH CTaH Ta PO3BUTOK JUTHHU?

6) JispHICTB, TTOB’s13aHAa 31 CTa/Ti€I0 TBOPYOCTI (CTBOPEHHS TEKCTY
PEKIaMHOTO 3BEPHEHHsI), MPOXOAWTH B OCHOBHOMY B paMKax
PEKJIaMHHX areHITiH.
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7) MuHyne He TOBUHHO BU3HAYATH MaiiOyTHE.
8) OcTaHHIM 4acoM y Hac 3’ IBUJIOCS YMMAJIO BUaHb, IPUCBIYCHUX
pexIami.

WRITING

a) Write out from the text all advertising terms. Use them in your
own sentences.

b) Compare Ukrainian and foreign commercials you often see over
TV. (Write 5 — 8 sentences)

¢) Give the main advantages and disadvantages of:
- television commercials;

- radio commercials;

- print ads

GRAMMAR: PASSIVE VOICE

1. Complete the sentences using one of these verbs in the correct
form:

cause damage hold include invite make overtake show
translate write

1) Many accidents _are caused by dangerous driving.

2) Cheese --- from milk.

3) The roof of the building --- in a storm a few days ago.

4) There’s no need to leave a tip. Service --- in the bill.

5) You --- to the wedding. Why didn't you go?

6) A cinema is a place where films ---.

7) In the United States, elections for President --- every four years.
8) Originally the book --- in Spanish and a few years ago it.

9) We were driving along quite fast but we --- by lots of other cars.
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2. Write questions using the passive. Some are present and some are
past.

1) Ask about the telephone. (when/invent?)
_When was the telephone invented?

2) Ask about glass. (how/make?) How ---?
3) Ask about Australia. (when/discover?)
4) Ask about silver. (what/use for?)

5) Ask about television. (when/invent?)

3. Put the verb into the correct form, present simple or past simple,
active or passive.

1) It’s a big factory. Five hundred people _are employed (employ)
there.

2) Water --- (cover) most of the Earth’s surface.

3) Most of the Earth’s surface --- (cover) by water.

4) The park gates --- (lock) at 6.30 p.m. every evening.

5) The letter --- (post) a week ago and it --- (arrive) yesterday.

6) The boat --- (sink) quickly but fortunately everybody --- (rescue).

7) Ron’s parents --- (die) when he was very young. He and his sister
--- (bring) up by their grandparents.

8) I was born in London but I --- (grow) up in the north of England.

9) While I was on holiday, my camera --- (steal) from my hotel
room.

10) While I was on holiday, my camera --- (disappear) from my
hotel room.

11) Why --- (Sue/resign) from her job? Didn’t she enjoy it?

12) Why --- (Bill/sack) from his job? What did he do wrong?

13) The company is not independent. It --- (own) by a much larger
company.

14) I saw an accident last night. Somebody --- (call) an ambulance
but nobody --- (injure) so the ambulance --- (not/need).

15) Where --- (these photographs/take)? In London? --- (you/take)
them?
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UNIT XIX

GLOBAL ADVERTISING
"Qﬂedﬂ the money & spend on advertising is wasled, and the trouble is
& don t know which half”
(Gonfessions of an advertising man)

COMMUNICATION: Agreement and disagreement. Dialogues.
GRAMMAR: Passive Voice
READING: Global Marketing and Advertising

WA/RITING: Effective AD
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WARM-UP

AGREEMENT AND DISAGREEMENT
(Part II)

I agree with you up to a point/ in
a sense/ in a way, but ...

S 3rogeH 3 BamMHu / Y SKOMYCh
CEHCI / 4acCTKOBO, aJI€ ...

I see what you mean, but ...

Sl po3ymiro Bamry TOYKY 30Dy,
ane ...

There’s some truth in what you
say. However, ...

Y ToMy, 110 BU TOBOPHUTE € AOJIA
npasau. [Ipore ...

I agree with much of what you
say, but ...

3romed 3 OUIBIIOD YaCTUHOIO
TOT0, 1[0 BU TOBOPUTE, AJIC ...

To a certain extent, yes, but...

[leBHOIO MiporO — TaK, aje...

That may be true, but on the
other hand ...

MoxnuBo 1e BipHO, ame 3
IHIIIOTO OOKY ...

That’s all very well, but ...

Bce ne nyxe no6pe, aie...

I agree in principle, but...

ITo cyTi, s 3rojieH, ane ...

There’s much in what you say,
but ..

Y TOMy, 110 BU TOBOPHUTE € CEHC,
ane ...

In spite of what you say, I think

He JUBJIAYHUCH Ha TC, IO BHU
TOBOPHUTE, s AyMaAlo ...

That’s one way of looking at it,
but ..

Ile — ommH 3 TMOINIAAIB Ha
mpo0IieMy, aie ...

Well, I wouldn’t say that exactly.

Hy, 51 6 cka3aB mo-iHImomy.

OK, but ...

Hobpe, aine ...

Make up short dialogues with the expressions above.

READING

Vocabulary:

durable goods — ToBapu TpHUBaIOro BUKOPUCTAHHS
flagship brands — nigupyroun Mapku

detergent — Mmuroumii 3acid
reason — npu9IrHa

brand consistency — mocTiiiHICTh (HE3MIHHICTH) MapKH
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obstacle — nepenikoa

unprocessed food — He iepepoOIIeHi POTYKTH
prohibit — 3abopoHsTH

acceptable — mpumycTUMuIiA

partial nudity — Hanisrona ¢irypa

GLOBAL MARKETING AND ADVERTISING

There are some products that can be marketed around the globe
without much variation in the marketing strategy or ad campaign.

These are usually durable goods that vary little between markets (e.
g., machine parts) or flagship brands that are known across borders.
One example of such a brand is Coca-Cola. Coke uses the same
strategy from country to country and it often uses the same
commercial, just translating them into different languages. Other
products that have standardized marketing campaigns include
Unilever detergents, Marlboro cigarettes, Perrier water, Kellogg’s
Frosted Flakes, Pond’s skin creams, Ajax cleaners, Canada Dry
mixers, Exxon oil, Levi’s blue jeans, and British Airways. This trend
toward standardized marketing is growing.

Reasons

There are several reasons why companies are turning to global
marketing. First of all, it is less expensive. It saves time and money if
a company only needs to translate its advertisements in different
markets. Second, a unified market is growing across country borders.
This market is created in part by global media, such as Rupert
Murdoch’s Sky Channel. Ted Turner’s TBS channel, CNN, and
Music Box and MTV, which are both music video channels show the
same programs everywhere. A new generation of consumers follows
the same trends whether they live in Sweden or Colombia. Third, as
consumers increase their international travel, companies want them
to recognize their products across country lines. As the world gets
smaller, companies try to maintain brand consistency.
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Obstacles

There are, however, obstacles to the global strategy. Some of the
obstacles relate to the products themselves. Certain products, such as
unprocessed foods, are difficult to market through a standardized
approach. People don’t change eating habits readily. Companies
usually need to use local strategies for this kind of product. Other
obstacles relate to the ad campaigns. Some countries limit or
altogether prohibit commercials on TV. A company that depends on
a standardized TV ad may have to adapt its ad to other media in these
countries. Also many countries require local participation in
advertisements so that often ads must be remade locally. Countries
also vary on what they consider acceptable advertising material. In
the United States and Asia, partial nudity in general advertising is not
acceptable; in Western Europe it is. Finally, some countries prohibit
advertisements that do not reflect local culture, as they fear
colonization of the local culture.

1.Find the English equivalents in the text. Use them in the
sentences of your own.

Murounii 3aci0; HamiBrosa Qirypa; mocTiiHiCTh MapKu; MepeKIaiaTH
Ha PI3HOMaHITHI MOBHW; TI€BHI NMPOJYKTH; 3alIeXKUTh Bix; 30epiratu
gac Ta Tpori; 3a00pOoHSTH.

2. Find in the text the words which describe or mean the following.

1) substance that removes dirt —

2) the earth, its countries and people —

3) fact, thing, etc which represents a general rule —

4) movable property; merchandise —

5) something that stops progress or makes it difficult —

6) say that something must not be done, that somebody must not to
do something —

3. Translate the following words and word-combinations into
Ukrainian.
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Market round the global; durable goods; flagship brands; unified
market; global media; follow the trend; maintain brand consistency;
prohibit commercials on TV; acceptable advertising material;

colonization of the local culture.

4. Match the words, some of them can be used more than once.

durable consistency
partial food
marketing brands
global goods
fglagship culture
local media
brand strategy
unprocessed nudity

5. Match the words which are close in the meaning.

example little
prohibit permanent
small instance
durable understand
recognize ban

6. Match the words having the opposite meaning.

without firstly
finally away from
include whole
toward with
partial exclude

7. Complete the sentences with

the following words:

reasons, consistency, durable, trend, require.
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1. These are usually goods that vary little between
markets (e. g., machine parts) or flagship brands that are
known across borders.

2. There are several why companies are turning to global
marketing,

3. This toward standardized marketing is growing.

4. Also many countries local participation in

advertisements so that often ads must be remade locally.
5. As the world gets smaller, companies try to maintain brand

6. Other relate to the ad campaigns.

8. Answer the following questions:

1) What goods and brands are known across borders?

2) Are the marketing strategy and campaign of such goods
different or the same in different countries?

3) Can you give examples of products, which have standardized
marketing campaigns?

4) What advertisements are used in global marketing?

5) Do global media help to create a global market?

6) Does international travel promote global marketing?

7) Is a standardized approach suitable for marketing unprocessed
food?

8) What strategies are usually used for this kind of product?

9) What variations in advertising the product may be observed in
different countries?

10) How does advertising in Asia differ from that in Europe?

9. Translate the following sentences in English.

1) Slxkmo pekmamy TIOTIOHY 3a00pOHSIOTH, TOMY IO TIOTIOH
HeOe3MeYHnd, TOAI TakKoXX MOTPIOHO 3a00pOHUTH  peKIaMy
aBTOMOOLUIIB TOIIO.

2) Pexnama B Halmomy HUTTi TOYWHAE HAOYBATH BCE OLITBINOT Bar.

3) I'pomri B 6aHKIBCbKOMY ceiipi MOKHA 30€epiraTi MIiCTh POKiB.
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4) CupuifHATTS € BaXXJIMBOIO CKIIAJIOBOIO IMPOIECY CIIJIKYBaHHS i
MepEeKOHAHHS.

5) IlepeBaxxnHa wacTWHa MoOJeNed MapKu OynM TMpoJaHi Ha
aBTOPHMHKAX KpaiH, 1110 PO3BUBAIOTHCSL.

6) B&C — me nmigupyroua Mapka €BpPONEHCHKOIO PEKJIAMHO-
KOPIIOPaTUBHOTO, OJIATY.

7) 3 AKOi IPUYNHHM BiH 3BUTLHUBCS?

8) He cekper, mo npu BUOOpi TOBapiB TPUBAJIOr0 BUKOPHCTAHHS,
JIOAW JOCUTH YBAXXHO NPHUCIYXAarOTbCA A0 TOpaj, sKi HAJaloTh
MIPO/ABLI-KOHCYJIbTAaHTH B MarasuHax.

WRITING

What is your idea of an effective ad? Give an example and the
arguments to support your choice. (4 — 6 sentences)

GRAMMAR: PASSIVE VOICE

1. Rewrite these sentences. Instead of using ‘somebody/they/people’
etc. write a passive sentence.

1) Somebody cleans the room every day. The room is cleaned
every day.

2) They cancelled all flights because of fog. All ---

3) People don’t use this road very often. ---

4) Somebody accused me of stealing money. I ---

5) How do people learn languages? How ---

6) People advised us not to go out alone. ---

2. Make sentences from the words in brackets. Sometimes the verb is
active, sometimes passive. (This exercise also includes the past
simple)

1) There’s somebody behind us. (I think/we/follow) I think we’re
being followed.

2) This room looks different. (you/paint?) Have you painted it?

3) My car has disappeared. (it/steal!) It ---
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4) My umbrella has disappeared. (somebody/take) Somebody ---

5) Tom gets a higher salary now. (he/promote) ---

6) Ann can’t use her office at the moment. (it/redecorate) ---

7) The photocopier broke down yesterday, but now it’s OK.
(it/work/again; it/repair) ---

8) The police have found the people they were looking for. (two
people/arrest/last night) ---

9) A tree was lying across the road. (it/blow down/in the storm) ---

10) The man next door disappeared six months ago.
(nobody/see/since then) ---

I1) I was mugged on my way home a few nights ago.
(you/ever/mug?) ---

3. When were they born? Choose five of these people and write a
sentence for each. (Two of them were born in the same year)

Beethoven Galileo Elvis Presley 1452 1869 1929
Agatha Christie Mahatma Gandhi Leonardo da Vinci 1564 1891
1935

Walt Disney Martin Luther King William Shakespeare 1770 1901
1) Walt Disney was born in 1901._

2) ---

3)---

4) ---

5) ---

6) ---

7) And you? I ---

4. Write these sentences in another way, beginning in the way shown.

1) They didn’t give me the money. I wasn’t given the money.
2) They asked me some difficult questions at the interview. I ---
3) Janet’s colleagues gave her a present when she retired. Janet ---
4) Nobody told me that George was ill. I wasn’t ---

5) How much will they pay you? How much will you ---

6) I think they should have offered Tom the job. I think Tom ---

7) Has anybody shown you what to do? Have you ---
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UNIT XIIX
ADVERTISING MESSAGES

%\dmﬁﬂhj 5 the modern substitute for argument,; 115 finclion is 1o make the
worse appear the better”
CGeorge Qdantayana

COMMUNICATION: Incorrect things
GRAMMAR: Reported Speech

READING: Writing the Copy

WRITING: Ad Copy

.

PLACE
. YOUR
TEXT
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WARM-UP

TO SAY SOMETHING IS NOT CORRECT USE THE
FOLLOWING:

Sorry, that’s not right.

Bubaure, 1€ He Tak.

I’m afraid you are not quite right. | borocsi, Bu He 30BciM MaeTe
paitiro.

I’m not sure you’re right about... | I He BIeBHEHWIi, IO BH Ma€Te
pario B ...

I’m sorry, but you must be | Japyiite, ane Bu, MaOyTh,

mistaken. OMMJISETECS.

Nothing of the kind.

Hivoro noxioHoro.

I might have misunderstood you,
but ...

S mir Bac He 3po3yMmiTH, ale ...

You must have missed the point.

Bu, MabyTh, HE 3pO3yMiIH CYTh.

No, that’s all wrong.

Hi, 30BciM HE MPaBUIIBHO.

Far from it.

30BCIM HE Tax.

Make up the situations for expressions above.

READING

Vocabulary:

advertising copy — peKJiaMHUi1 TEKCT

product trial — mpoOHEe BUKOpHCTaHHS TOBapy

product adoption — CIpUIHATTS TOBAPY

message content — 3MiCT 3BepTaHHS

advertising message — pekilaMHe 3B€pTaHHS

information element — enemeHT iHQopMaii

feature — puca, neTanb, 0COONMBICTD, O3HAKA, BIACTHBICTH

appeal — MOTHB, KOHIICTIITis

ad appeal — izest pexiiamMu, KOHIICIIisE PeKJIaMHU
sex appeal — MOTUB ceKCyalbHOI MPUBAOINBOCTI
ad slogan — pexiiamHumii 1eBi3, cioran

offering — mpormo3uttis
wear — 3H0C
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creative people — TBOpYi MpariBHUKH

premise — rneperyMoBa

theme line — ocHOBHa gymKa

consumer magazine — CIIOKHBYHH >KypHaI

logo — nmorotun

layout — maker, TuiaH, cxema

visibility — BUAUMICTB, OTIISAOBICTE, PO3PI3HEHHS

WRITING THE COPY

1. The central element of an advertising program is the
advertising copy, the messages that the target audience is
intended to see (as in magazines, newspapers, and TV) or hear
(as in radio and TV). This usually involves identifying the key
benefits of the product that are deemed important to a
prospective buyer in making trial and adoption decisions.

2. Message Content. Every advertising message is made up of

both informational and persuasion elements. These two
elements, in fact, are so entwined that it is sometimes difficult
to tell them apart. For example, basic information contained in
many ads such as the product name, benefits, features, and
price are presented in a way that tries to attract attention and
encourage purchase.
Information and persuasive content can be combined in the
form of an appeal to provide a basic reason for the consumer
to act. Although the marketer can use many different types of
appeals, common advertising appeals include fear appeals, sex
appeals, and humorous appeals.

3. Fear appeals suggest to the consumer that he or she can avoid
some negative experience through the purchase and use of the
product. Life insurance companies often try to show the
negative effects of premature death on the relatives of those
who don’t carry enough life insurance. The famous advertising
slogan of “ring around the collar” shows that others will be
repelled if they observe a person with a stained collar. When
using fear appeals, the advertiser must be sure that the appeal
is strong enough to get the audience’s attention and concern
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but not so strong that it will lead them to “tune out” the
message.

In contrast, sex appeals suggest to the audience that the
product will increase the attractiveness of the user. Sex
appeals can be found in almost any product category form
automobiles to toothpaste. Unfortunately, many commercials
that use sex appeals are only successful at gaining the
attention of the audience; they have little impact on how
consumers think, feel, or act. Some advertising experts even
argue that such appeals get in the way of successful
communication by distracting the audience from the purpose
of the ad.

Humorous appeals imply either directly or more subtly that
the product is more fun or exciting than competitors’
offerings. As with fear and sex appeals, the use of humor is
widespread in advertising and can be found in many product
categories. Unfortunately for the advertiser, humor tends to
wear out quickly, thus boring the consumer.

Creating the Actual Message. The “creative people”, or
copywriters, in an advertising agency have the responsibility
to turn appeals and features such as quality, style,
dependability, economy, and service into attention-getting,
believable advertising copy. This often relies on creative use
of fear, sex, humor, sound, or visual effects.

A relatively new upstart among advertising agencies “Fallen.
McElligott, Inc. (FM)” was designated as advertising Age
magazine’s Agency of the Year by using wit, irreverence, and
shock in its advertising copy. Its basic premise: with the
hundreds of advertising impressions most of us see every day,
use creative ads — not bombardment — to get the target
audience’s attention.

7. FM’s newspaper ad for ITT Life Insurance Corporation,
promoting term over whole-life insurance policies, proclaimed,
“Your whole life is a mistake”. For newspaper and TV ads for
the Wall Street Journal FM came up with the theme line “The
daily diary of the American dream”. Its magazine ad for Lee
jeans situated among the many four-color ads in consumer
magazines — is a snapshot picture of a second in the life of a
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Life jeans wearer and is shown in striking black and white,
except for the tiny Lee logo in the corner”.

Translating the copywriter’s ideas into an actual
advertisements is also a complex process. Performing quality
artwork, layout, and production for the advertisements is costly
and time consuming. High-quality TV commercials typically
cost about $125,000 to produce a 30-second ad, a task done by
about 2,000 small commercial production companies across
the United States. High-visibility commercials can be even
more expensive: two 15-second Rolaids commercials involved
$500.000 and 75 people over a 6-month period. About 70
“takes” are necessary, and typical, to get things “right!”

1. Find the English equivalents in the text. Use them in the sentences
of your own.

[puitHaTH pilIeHHS; Ha YKajb; CKIAJHUN MPOIIEC; BiAMOBIAAIBHICTS;
CTMOKMBaY; BIIOMHUH pEKIaMHUI JEeBi3; 3BYKOBHH €(EeKT; CTpaxoBi
KOMIIaHil.

2. Find in the text the words which describe or mean the following.

1) approximately a twelfth of a year —

2) costing a great deal —

3) for cleaning the teeth —

4) value, worth; sum of money for which something is (to be) sold or
bought —

5) wrong opinion, idea or act —

6) mental pictures of the future —

3. Translate the following words and word-combinations into
Ukrainian.

Target audience; message content; benefit; product name; slogan;
impact; copywriter; layout; quality artwork; whole-life insurance
policies.

4. Match the words, some of them can be used more than once.
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advertising content

theme magazine
quality copy

message line

successful picture

ad artwork
consumer slogan
snapshot communication

5. Match the words which are close in the meaning.

difficult aim

daily needful
necessary resolution
target everyday
decision complex

6. Match the words having the opposite meaning.

under seldom
fear interesting
often above
boring blindness
visibility courage

7. Complete the sentences with the following words: benefits, layout,
persuasive, purpose, entwined.

1. On the other hand, even the most advertisements have to
contain at least some basic information to be successful.

2. Performing quality artwork, , and production for the
advertisements is costly and time consuming.

3. These two elements, in fact, are so that it is sometimes
difficult to tell them apart.
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4. Some advertising experts even argue that such appeals get in the
way of successful communication by distracting the audience from
the of the ad.
5. This usually involves identifying the key of the product
that are deemed important to a prospective buyer in making trial and
adoption decisions.

8. Answer the following questions:

1) What is the central element of an advertising program?

2) What is the advertising copy?

3) What elements does every advertising message include?

4) What does common advertising appeal include?

5) What do fear appeals suggest to the consumer?

6) What do sex appeals suggest to the consumer?

7) What product categories can be found?

8) What do humorous appeals imply?

9) Is the use of humor widespread in advertising?

10) How much do high-quality TV commercials typically cost?

9. Translate the following sentences in English.

1) PeknamHmii cioraH — II¢ KOPOTKHUW JIO3yHT a0o JEBi3, IO
BimoOpakae  AKICTh TPOAYKTIB, OOCIIyrOBYBaHHS, HAaIPSIMOK
TisUTbHOCTI PipMHu.

2) B igeani au3aiiH JOroTHWIIa MOBHHEH BiZOOpakaTH OCHOBHUIA
HaTPSMOK AiSUTBHOCTI QipMu.

3) MeTtoto po3poOKH Ta MPUHHATTS NaHOI KOHIEMIIl € CTBOPEHHS
KOHKYPEHTHOTO cepelioBUIa B 001acTi PO3BUTKY 30BHIIIHBOL
peKIIamMHu.

4) BenuuesHy posib y 30epekeHHi 1 3MiIfHeHHI Mmo3uIiii ¢ipmMu Ha
PHHKY Tpa€ pexiiama.

5) V Hami AHI KOHIENIiA PeKJIaMH i KOHIENIiS MApKETHHTY TOJIsIrae
B TOMYy CaMOMYy, y IIEHTpi, [0 B MapKETHHTOBil IisSUTBHOCTI, IO B
PEKIIaMHIH KOIITY€ CIIOKHUBAY.

6) PeknmamHa kammnaHisi — Il KOMIUIEKC PEKJIAMHUX 3aXOJiB,
0o0’eHaHUX MeTOr (I[UIAMHU), JJIsS  peaiisaiii MapKEeTHHTOBOL
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cTparerii pekiIaMolaBIs IUISIXOM CIHOHYKaHHS 3aJaHOro KoJja
CIIOYKUBAYIB JI0 JIiT 33 JIOIOMOTOI PEKJIaMHUX 3BEPTaHb.

7) CrioxiBaroch, 110 1aHa iHpopMarlist Oy/1e KOpUCHOIO IS Bac.

8) Ha xamb, BHHHKIO HEMOPO3YMiHHS CTOCOBHO BHIUIATH
BUIIIE3raJJaHOI CyMHU.

WRITING

Make up your own advertising copy taking into account the six
points (see the text).

GRAMMAR: REPORTED SPEECH

1. Yesterday you met a friend of yours, Charlie. Here are some of the
things Charlie said to you:

. ’m living in London now.
. My father isn’t very well.
. Sharon and Paul are getting married next month.
. Margaret has had a baby.
. I don’t know what Fred is doing.
. I saw Helen at a party in June and she seemed fine.
. I haven’t seen Diane recently.
. I’m not enjoying my job very much.
9. You can come and stay at my flat if you are ever in London.
10. My car was stolen a few weeks ago.
11. I want to go on holiday but I can’t afford it.
12. I’'ll tell Ann I saw you.
Later that day you tell another friend what Charlie said. Use
reported speech.
1. Charlie said that he was living in London now.
. He said that ---
He ---
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8. -
9. -
10. ---
1. -
12. -

2. Somebody says something to you which is the opposite of what
they said before. Write a suitable answer beginning I thought you
said....

1. A: That restaurant is expensive.

B:is it? I thought you said it was cheap.
2. A: Ann is coming to the party tonight.
B: Is she? I thought you said ---

3. A: Ann likes Paul.

B: Does she? I thought ---

4. A: T know lots of people.

B: Do you? I thought you said you ---

5. A: ’ll be here next week.

B: Will you? ---

6. A: I’'m going out this evening.

B: Are you? ---

7. A: 1 can speak a little French.

B: Can you? ---

8. A: I haven’t been to the cinema for ages.
B: Haven’t you? ---

3. Here are some things that Ann said to you:

I've never been to the United States.

I don't have any brothers or sisters.

Dave is lazy.

1 dont like fish.

I can't drive.

Jane is a friend of mine

I’'m working tomorrow evening.

Jane has a very well-paid job.

But later Ann says something different to you. What do you say?
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1. Dave works very hard.

_But you said he was lazy.

2. Let’s have fish for dinner.

3. ’m going to buy a car.

4. Jane is always short of money.

5. My sister lives in London.

6. I think New York is a fantastic place.
7. Let’s go out tomorrow evening.

8. I’ve never spoken to Jane.

4. Complete the sentences with say or tell (in the correct form). Use
only one word each time.

1. Ann said goodbye to me and left.

2. --- us about your holiday. Did you have a nice time?

3. Don’t just stand there! --- something!

4. I wonder where Sue is. She --- she would be here at 8 o’clock.

5. Jack --- me that he was fed up with his job.

6. The doctor --- that I should rest for at least a week.

7. Don’t --- anybody what I --- It’s a secret just between us.

8. ‘Did she --- you what happened?’ ‘No, she didn’t --- anything to
me’.

9. George couldn’t help me. He --- me to ask Kate.

10. George couldn’t help me. He --- to ask Kate.

5. The following sentences are direct speech:

Don t wait for me if I'm late.

Will you marry me?

Hurry up!

Can you open your bag, please?

Mind your own business

Please slow down!

Could you repeat what you said, please?

Don t worry, sue.

Do you think you could give me a hand, Tom?

Now choose one of these to complete each sentence below. Use
reported speech.
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1. Bill was taking a long time to get ready, so [ _told him to hurry
up._
2. Sarah was driving too fast, so I asked ---
. Sue was very pessimistic about the situation. I told ---
. I couldn’t move the piano alone, so I ---
. The customs officer looked at me suspiciously and ---
. I had difficulty understanding him, so I ---
. I didn’t want to delay Ann, so I ---
. John was very much in love with Mary, so he ---
. He started asking me personal questions, so ---

O 01N LN B~ W

6. Report the following. Aunt Ivy was too busy to listen exactly to
what Ben was reporting, so over lunch, she asked Ben again what
Mrs Watkins had said on the telephone.

Say what Ben reports to Aunt Ivy, this time beginning with She
said... or She asked... Models:

1. Aunt Ivy: What did she say she was ringing for?

Ben: She said she was ringing about your shopping list.

2. Aunt Ivy: What was that about the ham?

Ben: She asked whether you wanted ham or jam!

1. And did she say something about tomatoes?

2. And what was so difficult about the peas?

3. I heard that the chocolate biscuits have gone up again! What did
she ask about them?

4. What did she say about my bacon?

5. And what about the 0il?

6. Did she say something about gin? She ought to know I don’t touch
the stuff! Er ... What did she say about it, anyway?
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UNIT X1V
BRANDING

"ving business without advertising is like winking at & girl in the dark
Qou know what pou are doing, but nobody élse does”
(Anonymous)

COMMUNICATION: Summing Up
GRAMMAR: Conditionals

READING: Brand

WWRITING: Brand ideas
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WARM-UP

SUMMING UP

To sum it up...

[TigBoasiumM miICyMOK. ..

Summing it up... [TigcymoByrouH. ..

On the whole... B misiomy. ..

All (things) considered... IIpuiimarouu Bce 1€ 70 yBaru. ..
Allin all... B zarani...

After all... Bpemri-pemr. ..

In the long run... B xoHewyHOM cuere...

In short... Koporiie kaxyuu. ..

The long and the short of it is...

To cut (make) a long story
short...

KoporTie kaxyuu...

JIBOMa cIIOBaMH. ..

That explains it.

Togai 3po3ymiino.

(So) that it.

Tak ot BOHO 110.

(So) that’s that.

Tak-To OCB.

Taki-To cripaBu.

There it is. Hewma nipo mo TirymaunTu.
And so... OTxe...
Now then... Tax or...Omxe...Tenep...
Well then... Hy romi...

Y takomy pasi...
That’s all... Ocs i Bce...

That’s about all there is to it...

MablyTs, 11€ 1 BCE. ..

So much for that.

Hocuts npo ne. Jocuts.

Let’s round off.

JlaBaiiTe 3aKiHUyBaTH.
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Make use of appropriate in discussing:

1) afilm;

2) abook;

3) apicture;

4) city life and country life;

5) travelling by air and by sea;

6) sending letters by e-mail and by ordinary
mail;

7) mental and physical work;

8) skiing and skating.

READING
Vocabulary:
protect — 3axuInaTu
pronounce — BUMOBIISTH
recognize — Ji3HABaTUCS, JOBITyBaTUCS
distinguish — po3pizusaTu
private — mpuBaTHAN, OCOOUCTHIA
extension — po3IMIUPEHHS
fight — 6opoTnba
among — cepen, Mix
suggest — MPOIIOHYBATH
benefit — kopucTh, BUTO/1A

BRAND

Brand management is the application of marketing techniques to a
specific product, product line, or brand.

A good brand name should:
. be protected (or at least protectable) under trademark
law
. be easy to pronounce
. be easy to remember
. be easy to recognize
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. be easy to translate into all languages in the markets
where the brand will be used

. attract attention

. suggest product benefits (e.g.: Easy-Off) or suggest
usage (note the tradeoff with strong trademark protection.)

. suggest the company or product image
. distinguish the product’s positioning relative to the
competition
. be attractive
. stand out among a group of other brands.
Types of brands

A number of different types of brands are recognized. A “premium
brand” typically costs more than other products in the same category.
These are sometimes referred to as ‘top-shelf” products. An
“economy brand” is a brand targeted to a high price elasticity market
segment. They generally position themselves as offering all the same
benefits as a premium product, for an ‘economic’ price. A “fighting
brand” is a brand created specifically to counter a competitive threat.
When a company’s name is used as a product brand name, this is
referred to as corporate branding. When one brand name is used for
several related products, this is referred to as family branding. When
all a company’s products are given different brand names, this is
referred to as individual branding. When a company uses the brand
equity associated with an existing brand name to introduce a new
product or product line, this is referred to as “brand extension”.
When large retailers buy products in bulk from manufacturers and
put their own brand name on them, this is called private branding,
store brand, white labelling, private label or own brand (UK). Private
brands can be differentiated from “manufacturers’ brands” (also
referred to as ‘“national brands). When different brands work
together to market their products, this is referred to as “co-branding”.
When a company sells the rights to use a brand name to another
company for use on a non-competing product or in another
geographical area, this is referred to as “brand licensing”. An
“employment brand” is created when a company wants to build
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awareness with potential candidates. In many cases, such as Google,
this brand is an integrated extension of their customer.

1. Find the English equivalents in the text. Use them in the sentences
of your own.

[pamroBaTy pa3om; B 6araThbOX BHUIIAJIKaX; PO3IIMPEHHS; CIIOKUBAY,
MOTCHLIMHUN KaHIUAAT;, reorpadiyHa 30HA; JUIS BUKOPUCTAHHS,
MpuBaOIIOBATH yBary.

2. Find in the text the words which describe or mean the following.

1) rule made by authority for the proper regulation of a
community or society or for correct conduct in life —

2) trade name —

3) put forward for consideration, as a possibility —

4) parents and children —

5) be easily seen above or among others —

6) method of doing something expertly —

3. Translate the following words and word-combinations into
Ukrainian.

Protectable; non-competing product; competitive threat; ‘top-shelf’
products; equity; awareness; in many cases; fighting brand; to

introduce; competition.

4. Match the words, some of them can be used more than once.

top-shelf name
potential area
geographical products
brand segment
market law
fighting candidates
private brand
trademark label
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5. Match the words which are close in the meaning.

attractive zone
suggest own
private pleasant
area a lot
several propose

6. Match the words having the opposite meaning.

sell ignorance
create buy
attention destroy
offer shortening
extension refusal

7. Complete the sentences with the following words: awareness,
elasticity, extension, brand, management.

1. When all a company’s products are given different names,
this is referred to as individual branding.

2. An “employment brand” is created when a company wants to
build with potential candidates.

3. Brand is the application of marketing techniques to a
specific product, product line, or brand.

4. In many cases, such as Google, this brand is an integrated

of their customer.

5. An “economy brand” is a brand targeted to a high price
market segment.

8. Answer the following questions.

1) What is a “premium brand”?
2) What is an “economy brand”?
3) What is a “fighting brand”?
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4) What is the difference between family branding and individual
branding?
5) Finish the following statement: “A good brand name should...”

9. Translate the following sentences in English.

1) bpeHny Moke MaTW BWIJISII BIIACHOTO I1MEHi, CHMBOXY a0o
rpadigHOTO 300paXeHHsI, AKe MPECTaBIIsAe€ eKOHOMIYHAN 00’ €KT Ta
OJTHO3HAYHO 3 HUM aCOLIIOETHCS B CBIJOMOCTI CIIO’KHBAYiB.

2) bpeHmiHr — [AiSUTBHICTE MO PO3poOILi MapKH MPOAYKTY,
MPOCYBAaHHIO HAa PHHOK 1 3abe3medeHHI0 ii TPECTIKHOCTI, 1
MOHITOPHHT Ha BiJIIOBITHICTh MAPKHA BUMOTaM PHHKY.

3) [omiTuka OyniBHHUIITBA OpeHNIa MOBHHHA OyTH TOCIIJIOBHOMO i
TUIAaHYBaTUCS HAa POKH BIEPE.

4) Pexmama — me HeocoOucticHa ¢GopMa KOMyHIKarii, 0
3MIHCHIOETBCST 32 JIOMOMOTOK IUIATHUX 3acO0iB  MOIIUpPEHHS
iH(opMaIlii 3 4iTKO 3a3HaYCHUM JKEpesioM (DiHAHCYBaHHSI.

5) InenTudikaris TOproBoi MapKu B MPOIIECi PEKIAMHOTO KOHTAKTY
HeoOXiJHa JUIsi JIOCSATHEHHS TMepmoi KOMYHIKaTUBHOI METH
OpEHIIUHTY — CTBOPEHHSI MOIH(POPMOBAHOCTI.

6) Pexitama B KOMII'FOTEPHHX irpaX — BiJHOCHO HOBWH HANPSIMOK
peKaMu.

7) Pexmamui MaTepialii y MyHKTI OPOAAXy MOAUISIOTECS Ha
TUMYACOBI Ta MOCTiHHI.

8) bpenn wmeHemxMmeHT (YyNpaBiiHHA OpEHAOM) 3aJIEKHUTHh BiJl
BMIHHS pPEKJIaMOAABLs 1 pEKJIAMHOI areHlii MpamloBaTH 3
THTEJIEKTYaJbHOIO BIIACHICTIO, TOBapHUMH 3HAKaMH, AW3aHHOM 1
TEKCTaMH.

WRITING

Make up several examples of your own brands (see advice on ‘a
good brand’ in the text)

GRAMMAR: CONDITIONALS

1. Complete the sentences using would + one of the following verbs
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in the correct form:
be do enjoy enjoy phone stop

1. They helped me a lot. I don’t know what I would have done
without their help.

2. You should go and see the film. You --- it.
. It’s a pity you couldn’t come to the party last night. You --- it.
. I --- you last night but I didn’t have your number.
. Why don’t you go and see Clare? She --- very pleased to see you.
. I'was in a hurry when I saw you. Otherwise I --- to talk.
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. Write sentences using promised.

. I wonder why she’s late. She promised she wouldn’t be late.
. I wonder why Tom hasn’t written to me. He promised ---

. I’'m surprised they didn’t wait for us. They ---

. Why did you tell Jill what I said? You ---

AW N -

3. What do you say in these situations? Write sentences with I wish
.. would ...

1. It’s raining. You want to go out, but not in the rain.

You say: I wish it would stop raining.

2. You’re waiting for John. He’s late and you’re getting impatient.

You say (to yourself): I wish ---

3. You can hear a baby crying and you’re trying to study.

You say: ---

4. You’re looking for a job — so far without success. Nobody will
give you a job.

You say: I wish somebody ---

5. Brian has been wearing the same clothes for years. You think he
needs some new clothes.

You say (to Brian): ---

For the following situations, write sentences with I wish ...
wouldn’t....

6. Your friend drives very fast. You don’t like this.

You say (to your friend): [ wish you ---

7. Jack always leaves the door open. This annoys you.
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You say (to Jack): ---
8. A lot of people drop litter in the street. You don’t like this.
You say: I wish people ---

4. Are these sentences right or wrong? Correct the ones that are
wrong.

. I wish Sarah would be here now.

. I'wish you would listen to me.

. I wish I would have more money.

. I wish it wouldn’t be so cold today.

. I wish the weather would change.

. I wish you wouldn’t complain all the time.

. I wish everything wouldn’t be so expensive.
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ADDITIONAL TEXTS FOR INDIVIDUAL READING
Text 1
ADVERTISING

Advertising is a form of communication used to help sell products
and services. Typically it communicates a message including the
name of the product or service and how that product or service could
potentially benefit the consumer. However, advertising does
typically attempt to persuade potential customers to purchase or to
consume more of a particular brand of product or service. Modern
advertising developed with the rise of mass production in the late
19th and early 20th centuries.

Many advertisements are designed to generate increased
consumption of those products and services through the creation and
reinvention of the “brand image”. For these purposes, advertisements
sometimes embed their persuasive message with factual information.
There are many media used to deliver these messages, including
traditional media such as television, radio, cinema, magazines,
newspapers, video games, the carrier bags, billboards, mail or post
and Internet marketing. Today, new media such as digital signage is
growing as a major new mass media. Advertising is often placed by
an advertising agency on behalf of a company or other organization.

Organizations that frequently spend large sums of money on
advertising that sells what is not, strictly speaking, a product or
service include political parties, interest groups, religious
organizations, and military recruiters. Non-profit organizations are
not typical advertising clients, and may rely on free modes of
persuasion, such as public service announcements.

Money spent on advertising has increased dramatically in recent
years. In 2007, spending on advertising has been estimated at over
$150 billion in the United States and $385 billion worldwide, and the
latter to exceed $450 billion by 2010.

While advertising can be seen as necessary for economic growth, it
is not without social costs. Unsolicited Commercial Email and other
forms of spam have become so prevalent as to have become a major
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nuisance to users of these services, as well as being a financial
burden on internet service providers. Advertising is increasingly
invading public spaces, such as schools, which some critics argue is
a form of child exploitation. In addition, advertising frequently uses
psychological pressure (for example, appealing to feelings of
inadequacy) on the intended consumer, which may be harmful.

Text 2

ADVERTISING AS A TOOL FOR ECONOMY

Advertising is a tool for moving the economy forward. In every
developed and developing democratic country advertising is used by
manufacturers to improve the level of the people’s awareness about
their products and, as a result, to increase the sales. Buying more
products we make the manufacturers richer, but at the same time we
make them pay more taxes and thus, enrich our country too. The
whole process would be impossible without advertising, as it forces
consumers to buy more. And television plays a crucial role in this
process as it represents a medium for conveying such type of
advertising information. Television allows using all available
methods: the combination of moving images and the sound which
provides a high level of involvement of the viewers in what is
happening on the TV screen. Moreover, another advantage is the size
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of the audience which may number millions of people depending on
the rating of the television company and the audience of a certain TV
show or a movie. Television provides unique possibilities for
companies to plan and realize effective advertising strategy. The
instantaneity of its broadcasting allows the advertiser to control when
his message will be received by the audience — and not a specific day
of week, but the specific hour and the minute. And this allows
choosing specific audience for the advertisement — housewives,
children, sport lovers etc. Thus, television advertising is a very
effective way to improve sales of the products being advertised.

Text 3
ADVERTISEMENT AS A SERVICE

Although the average citizen is usually annoyed by all the
advertisements printed in newspapers and magazines and the
commercials broadcast on TV, the impact of the whole advertising
industry on a single person is immense and plays a very important
role in our lives. Advertising absorbs vast sums of money but it is
useful to the community. What are the functions of advertisements?
The first one to mention is to inform. A lot of the information people
have about household devices, cars, building materials, electronic
equipment, cosmetics, detergents and food is largely derived from
the advertisements they read. Advertisements introduce them to new
products or remind them of the existing ones. The second function is
to sell. The products are shown from the best point of view and the
potential buyer, on having entered the store, unconsciously chooses
the advertised products. One buys this washing powder or this
chewing gum, because the colorful TV commercials convince him of
the best qualities of the product. Even cigarettes or sweets or alcohol
are associated with the good values of human life such as joy,
freedom, love and happiness, and just those associations make a
person choose the advertised products. The aim of a good
advertisement is to create a consumer demand to buy the advertised
product or service. Children are good example as they usually want
the particular kind of chocolate or toy or chewing-gum. Being naive
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they cannot evaluate objectively what is truthful and what is
exaggerated and select the really good products unless they buy the
goods and check for themselves. Thirdly, since the majority of
advertisements are printed in our press we pay less for newspapers
and magazines, also TV in most countries in cheap. The public
advertising seen on street hoardings, railway stations and buildings
makes people’s life more joyful. Moreover, all those small ads in the
press concerning “employment”, “education” and “For sale and
wanted” columns, help ordinary people to find a better job or a better
employee, to sell or to buy their second-hand things and find
services, or learn about educational facilities, social events such as,
concerts, theatre plays, football matches, and to announce births,
marriages and deaths. Thus despite our dissatisfaction when being
bombarded by all the advertisers’ information we must admit that
they do perform a useful service to society, and advertisements are
an essential part of our everyday life.

Text 4

THE PURPOSE OF ADVERTISING

The purpose of advertising is to promote a product or service in
order to increase sales and create a branding of the product so that a
customer loyalty base will be established. Without effective and
targeted advertising, a business cannot succeed. There are many
types of advertising a business can utilize in effort to increase their
sales.

The following lists a number of types of advertising available to
businesses:

Television and Radio

Since television was first introduced, businesses have had
tremendous success using it as an advertising medium. This is due to
the increase in consumers watching television. The cost of television
depends on the time of day or night one advertises, the popularity of
the television show (how many viewers) and the length of the
advertisement. Television advertising can reach millions of people.
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Radio advertising is a traditional advertising format that uses voice
and jingles.

Print

This includes newspapers, magazines, fliers, brochures...etc.
Placing advertisements in magazines and newspapers is an age old
method of advertising. Newspapers and the magazines sell the
advertising space. Prices depend on location, size, graphics, and
color. Advertising success often depends on the number of
subscribers. Print advertising allows a business to target a specific
demographic. Fliers and brochures are a great way to advertise sales
and launch special product promotion programs.

Internet Advertising

Online advertising consists of small ads, banner ads, text ads, video
ads, pay-per-click advertising, and reciprocal linking to other
websites. The effectiveness of online advertising depends on
exposure and how many people actually view the advertisement.
Internet advertising allows the advertiser to track the number of
impressions an ad gets (how many people see it), and how many
visits their business website receives from particular ads, making it
simple to find out what kind of conversion rates the advertisers are
obtaining. Online advertising does not have any time restraints and
can be viewed day and night throughout the world. Businesses also
have their own websites as an advertising tool. A well-designed and
well-promoted website can provide a world of customers.

Out-of-Home Advertising

This can include digital signage, billboards, kiosks, tradeshows,
and out-of-home advertising. This is advertising that takes place
outside of a customer’s home. This form of advertising has become
very popular because it provides a new way to reach targeted
customers. Billboards, kiosks, and tradeshows have been extremely
successful advertising tools because you can take your product or
service directly to the consumer. Digital signage is a newer method
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of advertising that is growing in popularity. Digital signage is where
monitors/plasma TVs are placed in strategic locations and display
advertisements directed at their targeted customer. Digital signage
can deliver messages in the form of text and digital video.
Advertisers have the ability to up date content from a remote
location. You can find digital signage in such places as sports arenas,
retail stores, department stores, malls, schools...etc.

Regardless of the state of the economy, businesses have to keep
advertising to stay successful. Because of the broad range of
advertising methods now available, businesses now have the ability
to reach their targeted customers at very affordable costs.

Text 5

HOW ADVERTISING WORKS

There are many different ways that advertisers research and find out
what products will sell to what audiences. The way that advertisers
find out this information is they go on “cool hunts” to find out what
the age group they are trying to sell to would think of the ad. Then
the companies use propaganda (jingles, slogans, and logos) to make
the viewer remember the product. Advertisers use basic models to
see if the ad will hold, capture, and convince the viewer of what they
are seeing. With these tools advertisers can essentially predict
whether or not the advertisement is effective.

Advertisements play on emotions with different techniques. By
looking at what children want advertisers can aim products at
specific types of kids. In the film “The Merchants of Cool” we see
“market research” these researchers and trend watchers are able to
study a group of people and survey them about what they want, who
they look up to, and what they think is cool. By figuring out these
things they are better able to show us ads that we will relate to and
buy into. By targeting pleasure, satisfaction, happiness, and joy
advertisers can hit their goals close to what we emotionally want.
They know our human needs and wants which make up persuasion
and they aim for it (G). By studying kids and what kids want
advertising companies can make ideal commercials, which target
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what the kids in test groups have told them about what they want.
Kids are paid by many large organizations to sit and talk about what
they think is cool and what they would buy. These ideas are then put
into production.

Another way that companies use children to help them with their
advertising is that they find these vital kids who set trends.
Companies have these kids do what advertisers call “viral”
advertising. This is in short having kids go to their peers and verbally
telling them which products they need. Now, instead of saying “no”
to the TV ad these kids have to also stand up to their peers. There are
so many ways that advertisers try to get children to buy their
products/use tools against them.

Everything that these market researchers and kids have told
companies now can be used and put into production. The other thing
that advertisers have to take into consideration is that when looking
at these ads our brains go through a basic and general outline of how
they respond to what they see.

How advertising works:

- Attention — the advertisement grabs the viewer’s
attention with something catchy, it draws the viewer in to the ad.
This would be something like a funny picture somebody saying
something alarming.

- Interest — it grabs the viewer’s interest and makes them
think about their life, it helps them visualize themselves with the
product it creates a spark in the consumer that makes them think
about the ad deeper. This would be something like kids playing with
a toy and their friend.

- Decision — does this ad make the viewer feel anything?
The viewer makes their decision about the product. Do they think the
ad is stupid or well done? Do they want the product? Do they need
the product? They make up their mind. This is when the viewer
decides if they like the product.

- Action — the viewer decides if this product is going to
help them or not, to buy or not (Propaganda)?

These basic steps are how our mind reacts to ads. It is a general
outline, however, in our minds if we are ignoring these ads do not
think about each ad individually or subconsciously. Our minds don’t
think out what every ad is saying and pick it apart but our minds do
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go through steps to create our opinions on the product. So if
advertising companies put what they know about what kids want and
what they know about how kids will react to ads they can use
different types of propaganda to make sure the ads convince kids to
buy their product.

Text 6
COPYWRITING

Copywriting is the use of words to promote a person, business,
opinion or idea. Although the word copy may be applied to any
content intended for printing (as in the body of a newspaper article or
book), the term copywriter is generally limited to such promotional
situations, regardless of media (as advertisements for print,
television, radio or other media). The author of newspaper or
magazine copy, for example, is generally called a reporter or writer,
not a copywriter.

(Although the word copywriting is correctly and regularly used as a
noun or gerund, and copywrite is sometimes used as a verb by
professionals, copywrite is not listed by major dictionaries.
Copywrite as a noun is always incorrect).

Thus, the purpose of marketing copy, or promotional text, is to
persuade the reader, listener or viewer to act — for example, to buy a
product or subscribe to a certain viewpoint. Alternatively, copy
might also be intended to dissuade a reader.

Copywriting can appear in direct mail pieces, taglines, jingle lyrics,
web page content (although if the purpose is not ultimately
promotional, its author might prefer to be called a content writer),
online ads, e-mail and other Internet content, television or radio
commercial scripts, press releases, white papers, catalogs, billboards,
brochures, postcards, sales letters, and other marketing
communications media.

Content writing on websites is also referred to as copywriting, and
may include among its objectives the achievement of higher rankings
in search engines. Known as “organic” search engine optimization
(SEO), this practice involves the strategic placement and repetition
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of keywords and keyword phrases on web pages, writing in a manner
that human readers would consider normal.

Text 7
COPYWRITERS

Most copywriters are employees within organizations such as
advertising agencies, public relations firms, web developers,
company advertising departments, large stores, marketing firms,
broadcasters and cable providers, newspapers, book publishers and
magazines. Copywriters can also be independent contractors
freelancing for a variety of clients, at the clients’ offices or working
from their own, or partners or employees in specialized copywriting
agencies.

A copywriter usually works as part of a creative team. Agencies
and advertising departments partner copywriters with art directors.
The copywriter has ultimate responsibility for the advertisement's
verbal or textual content, which often includes receiving the copy
information from the client. (Where this formally extends into the
role of account executive, the job may be described as
“copy/contact”) The art director has ultimate responsibility for visual
communication and, particularly in the case of print work, may
oversee production. Either person may come up with the overall idea
for the advertisement or commercial (typically referred to as the
concept or “big idea”), and the process of collaboration often
improves the work.

Copywriters are similar to technical writers and the careers may
overlap. Broadly speaking, however, technical writing is dedicated to
informing readers rather than persuading them. For example, a
copywriter writes an ad to sell a car, while a technical writer writes
the operator’s manual explaining how to use it.

Because the words sound alike, copywriters are sometimes
confused with people who work in copyright law. The careers are
unrelated.

Famous copywriters include David Ogilvy, William Bernbach and
Leo Burnett. Many creative artists spent some of their career as
copywriters before becoming famous for other things, including
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Dorothy L. Sayers, Viktor Pelevin, Eric Ambler, Joseph Heller,
Terry Gilliam, William S. Burroughs, Salman Rushdie, Don DeLillo,
Lawrence Kasdan, Fay Weldon, Philip Kerr and Shigesato Itoi.
(Herschell Gordon Lewis, on the other hand, became famous for
directing violent exploitation films, then became a very successful
copywriter).

The Internet has expanded the range of copywriting opportunities
to include web content, ads, commercial emails and other online
media. It has also brought new opportunities for copywriters to learn
their craft, conduct research and view others’ work. And the Internet
has made it easier for employers, copywriters and art directors to find
each other.

As a result of these factors, along with increased use of
independent contractors and virtual commuting generally,
freelancing has become a more viable job option, particularly in
certain copywriting specialties and markets. A generation ago,
professional freelance copywriters (except those between full-time
jobs) were rare.

While schooling may be a good start or supplement in a budding
copywriter’s professional education, working as part of an
advertising team arguably remains the best way for novices to gain
the experience and business sense required by many employers, and
expands the range of career opportunities.

Text 8
EFFECTIVE AD TYPES

People get their news from so many sources these days that
newspapers aren’t as effective as they once were. This doesn’t mean
your newspaper ad won’t be effective, but it does mean you need to
plan your print ads more strategically. Some types of ads will be
more effective than others. It will depend on your target audience,
the type of products you offer and where the ad is seen.

Newspapers generally feature two types of ads. First, there is the
classified ad or text ad, and then you have retail advertising or
display ads. The display ad may be all text or include images and can
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be found throughout the publication. All of the following types of
newspaper ads refer to display ads.

Business Card Ad — This type of ad basically says who and where
you are, and what you sell. It may include your logo. Short and
sweet, that’s it. This could be a nice small ad that you run year
round.

Coupon Ad — These are great for sales promotions to bring new
customers to the store. By offering a certain dollar or percent amount
off your merchandise, the coupon offer is also one of the easiest ads
to track the effectiveness.

Sale Ad — Instead of offering a discount to a particular customer
like the Coupon Ad, the Sale Ad invites the public into their store to
receive a discount on a product, department or the entire store. Most
retailers limit the extent of their newspaper advertising to the ad
featuring a clearance or other markdown sale.

Spotlight Ad — This type of newspaper ad focuses the attention to a
particular product, product line, staff member or customer of your
business. This looks good as a larger display ad run just a few times
each year.

Informational Ad — This ad could be written as a Q&A ad offering
your professional advice on a topic your store covers. It could also be
written in a journalistic style making it read like an article instead of
an advertisement.

Text 9

MOBILE BILLBOARD ADVERTISING

Mobile billboards are truck- or blimp-mounted billboards or digital
screens. These can be dedicated vehicles built solely for carrying
advertisements along routes preselected by clients, or they can be
specially-equipped cargo trucks. The billboards are often lighted;
some being backlit, and others employing spotlights. Some billboard
displays are static, while others change; for example, continuously or
periodically rotating among a set of advertisements.

Mobile displays are used for various situations in metropolitan
areas throughout the world, including:
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- Target advertising

- One-day, and long-term campaigns

- Conventions

- Sporting events

- Store openings and similar promotional events
- Big advertisements from smaller companies

- Others.

Text 10
PUBLIC SERVICE ADVERTISING

The same advertising techniques used to promote commercial
goods and services can be used to inform, educate and motivate the
public about non-commercial issues, such as HIV/AIDS, political
ideology, energy conservation, religious recruitment, and
deforestation.

Advertising, in its non-commercial guise, is a powerful educational
tool capable of reaching and motivating large audiences.
“Advertising justifies its existence when used in the public interest —
it is much too powerful a tool to use solely for commercial purposes”
— Attributed to Howard Gossage by David Ogilvy.

Public service advertising, non-commercial advertising, public
interest advertising, cause marketing, and social marketing are
different terms for (or aspects of) the use of sophisticated advertising
and marketing communications techniques (generally associated with
commercial enterprise) on behalf of non-commercial, public interest
issues and initiatives.

In the United States, the granting of television and radio licenses by
the FCC is contingent upon the station broadcasting a certain amount
of public service advertising. To meet these requirements, many
broadcast stations in America air the bulk of their required public
service announcements during the late night or early morning when
the smallest percentage of viewers are watching, leaving more day
and prime time commercial slots available for high-paying
advertisers.

Public service advertising reached its height during World Wars 1
and II under the direction of several governments.
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Subway stations in Berlin are redesigned into product halls and
exclusively leased to a company. Diisseldorf even has ‘multi-
sensorial’ adventure transit stops equipped with loudspeakers and
systems that spread the smell of a detergent. Swatch used beamers to
project messages on the Berlin TV-tower and Victory column, which
was fined because it was done without a permit. The illegality was
part of the scheme and added promotion.

It’s standard business management knowledge that advertising is a
pillar, if not “the” pillar of the growth-orientated free capitalist
economy. “Advertising is part of the bone marrow of corporate
capitalism”. “Contemporary capitalism could not function and global
production networks could not exist as they do without advertising”.

For communication scientist and media economist Manfred Knoche
at the University of Salzburg, Austria, advertising isn’t just simply a
‘necessary evil’ but a ‘necessary elixir of life’ for the media business,
the economy and capitalism as a whole. Advertising and mass media
economic interests create ideology. Knoche describes advertising for
products and brands as ‘the producer’s weapons in the competition
for customers’ and trade advertising, e. g. by the automotive
industry, as a means to collectively represent their interests against
other groups, such as the train companies. In his view editorial
articles and programmes in the media, promoting consumption in
general, provide a ‘cost free’ service to producers and sponsoring for
a ‘much used means of payment’ in advertising. Christopher Lasch
argues that advertising leads to an overall increase in consumption in
society; “Advertising serves not so much to advertise products as to
promote consumption as a way of life”.

154



Text 11

INFLUENCING AND CONDITIONING

McDonalas.

&

Pzza di Spagna

Advertising for McDonald’s on the Via di Propaganda,
Rome, Italy

The most important element of advertising is not information but
suggestion more or less making use of associations, emotions (appeal
to emotion) and drives dormant in the sub-conscience of people, such
as sex drive, herd instinct, of desires, such as happiness, health,
fitness, appearance, self-esteem, reputation, belonging, social status,
identity, adventure, distraction, reward, of fears (appeal to fear), such
as illness, weaknesses, loneliness, need, uncertainty, security or of
prejudices, learned opinions and comforts. “All human needs,
relationships, and fears — the deepest recesses of the human psyche —
become mere means for the expansion of the commodity universe
under the force of modern marketing. With the rise to prominence of
modern marketing, commercialism — the translation of human
relations into commodity relations — although a phenomenon
intrinsic to capitalism, has expanded exponentially.” ’Cause-related
marketing’ in which advertisers link their product to some worthy
social cause has boomed over the past decade.
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Advertising exploits the model role of celebrities or popular figures
and makes deliberate use of humour as well as of associations with
colour, tunes, certain names and terms. Altogether, these are factors
of how one perceives himself and one’s self-worth. In his description
of ‘mental capitalism’ Franck says, “the promise of consumption
making someone irresistible is the ideal way of objects and symbols
into a person’s subjective experience. Evidently, in a society in
which revenue of attention moves to the fore, consumption is drawn
by one’s self-esteem. As a result, consumption becomes ‘work’ on a
person’s attraction. From the subjective point of view, this ‘work’
opens fields of unexpected dimensions for advertising. Advertising
takes on the role of a life councillor in matters of attraction. (...) The
cult around one’s own attraction is what Christopher Lasch described
as ‘Culture of Narcissism’”.

For advertising critics another serious problem is that “the long
standing notion of separation between advertising and
editorial/creative sides of media is rapidly crumbling” and
advertising is increasingly hard to tell apart from news, information
or entertainment. The boundaries between advertising and
programming are becoming blurred. According to the media firms all
this commercial involvement has no influence over actual media
content, but, as McChesney puts it, “this claim fails to pass even the
most basic giggle test, it is so preposterous”.

Advertising draws “heavily on psychological theories about how to
create subjects, enabling advertising and marketing to take on a
‘more clearly psychological tinge’ (Miller and Rose, 1997, cited in
Thrift, 1999, p. 67). Increasingly, the emphasis in advertising has
switched from providing ‘factual’ information to the symbolic
connotations of commodities, since the crucial cultural premise of
advertising is that the material object being sold is never in itself
enough. Even those commodities providing for the most mundane
necessities of daily life must be imbued with symbolic qualities and
culturally endowed meanings via the ‘magic system (Williams,
1980) of advertising. In this way and by altering the context in which
advertisements appear, things ‘can be made to mean “just about
anything” (McFall, 2002, p. 162) and the ‘same’ things can be
endowed with different intended meanings for different individuals
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and groups of people, thereby offering mass produced visions of
individualism”.

Before advertising is done, market research institutions need to
know and describe the target group to exactly plan and implement
the advertising campaign and to achieve the best possible results. A
whole array of sciences directly deal with advertising and marketing
or is used to improve its effects. Focus groups, psychologists and
cultural anthropologists are “de rigueur” in marketing research”.
Vast amounts of data on persons and their shopping habits are
collected, accumulated, aggregated and analysed with the aid of
credit cards, bonus cards, raffles and, last but not least, internet
surveying. With increasing accuracy this supplies a picture of
behaviour, wishes and weaknesses of certain sections of a population
with which advertisement can be employed more selectively and
effectively. The efficiency of advertising is improved through
advertising research. Universities, of course supported by business
and in co-operation with other disciplines, mainly Psychiatry,
Anthropology, Neurology and behavioural sciences, are constantly in
search for ever more refined, sophisticated, subtle and crafty
methods to make advertising more effective. “Neuromarketing is a
controversial new field of marketing which uses medical
technologies such as functional Magnetic Resonance Imaging
(fMRI) — not to heal, but to sell products. Advertising and marketing
firms have long used the insights and research methods of
psychology in order to sell products, of course. But today these
practices are reaching epidemic levels, and with a complicity on the
part of the psychological profession that exceeds that of the past. The
result is an enormous advertising and marketing onslaught that
comprises, arguably, the largest single psychological project ever
undertaken. Yet, this great undertaking remains largely ignored by
the American Psychological Association”. Robert McChesney calls it
“the greatest concerted attempt at psychological manipulation in all
of human history”.
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Text 12

THE COMMERCIALISATION OF CULTURE AND
SPORTS

Performances, exhibitions, shows, concerts, conventions and most
other events can hardly take place without sponsoring. The
increasing lack arts and culture they buy the service of attraction.
Artists are graded and paid according to their art’s value for
commercial purposes. Corporations promote renown artists, therefore
getting exclusive rights in global advertising campaigns. Broadway
shows, like ‘La Boheéme’ featured commercial props in its set.

Adpvertising itself is extensively considered to be a contribution to
culture. Advertising is integrated into fashion. On many pieces of
clothing the company logo is the only design or is an important part
of it. There is only little room left outside the consumption economy,
in which culture and art can develop independently and where
alternative values can be expressed. A last important sphere, the
universities, is under strong pressure to open up for business and its
interests.

Inflatable billboard in front of a sports stadium

Competitive sports have become unthinkable without sponsoring
and there is a mutual dependency. High income with advertising is
only possible with a comparable number of spectators or viewers. On
the other hand, the poor performance of a team or a sportsman results
in less advertising revenues. Jiirgen Hiither and Hans-Jorg Stiehler
talk about a ‘Sports/Media Complex which is a complicated mix of
media, agencies, managers, sports promoters, advertising etc. with
partially common and partially diverging interests but in any case
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with common commercial interests. The media presumably is at
centre stage because it can supply the other parties involved with a
rare commodity, namely (potential) public attention. In sports “the
media are able to generate enormous sales in both circulation and
advertising”.

“Sports sponsorship is acknowledged by the tobacco industry to be
valuable advertising. A Tobacco Industry journal in 1994 described
the Formula One car as ‘The most powerful advertising space in the
world’. .... In a cohort study carried out in 22 secondary schools in
England in 1994 and 1995 boys whose favourite television sport was
motor racing had a 12.8% risk of becoming regular smokers
compared to 7.0% of boys who did not follow motor racing”.

Not the sale of tickets but transmission rights, sponsoring and
merchandising in the meantime make up the largest part of sports
association’s and sports club’s revenues with the IOC (International
Olympic Committee) taking the lead. The influence of the media
brought many changes in sports including the admittance of new
‘trend sports’ into the Olympic Games, the alteration of competition
distances, changes of rules, animation of spectators, changes of
sports facilities, the cult of sports heroes who quickly establish
themselves in the advertising and entertaining business because of
their media value and last but not least, the naming and renaming of
sport stadiums after big companies. “In sports adjustment into the
logic of the media can contribute to the erosion of values such as
equal chances or fairness, to excessive demands on athletes through
public pressure and multiple exploitation or to deceit (doping,
manipulation of results ...). It is in the very interest of the media and
sports to counter this danger because media sports can only work as
long as sport exists.

Occupation and commercialisation of public space

Every visually perceptible place has potential for advertising.
Especially urban areas with their structures but also landscapes in
sight of through fares are more and more turning into media for
advertisements. Signs, posters, billboards, flags have become
decisive factors in the urban appearance and their numbers are still
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on the increase. “Outdoor advertising has become unavoidable.
Traditional billboards and transit shelters have cleared the way for
more pervasive methods such as wrapped vehicles, sides of
buildings, electronic signs, kiosks, taxis, posters, sides of buses, and
more. Digital technologies are used on buildings to sport ‘urban wall
displays’. In urban areas commercial content is placed in our sight
and into our consciousness every moment we are in public space.
The German Newspaper ‘Zeit’ called it a new kind of ‘dictatorship
that one cannot escape’. Over time, this domination of the
surroundings has become the ‘“natural” state. Through long-term
commercial saturation, it has become implicitly understood by the
public that advertising has the right to own, occupy and control every
inch of available space. The steady normalization of invasive
advertising dulls the public’s perception of their surroundings, re-
enforcing a general attitude of powerlessness toward creativity and
change, thus a cycle develops enabling advertisers to slowly and
consistently increase the saturation of advertising with little or no
public outcry”.

The massive optical orientation toward advertising changes the
function of public spaces which are utilised by brands. Urban
landmarks are turned into trademarks. The highest pressure is exerted
on renowned and highly frequented public spaces which are also
important for the identity of a city (e. g. Piccadilly Circus, Times
Square, Alexanderplatz). Urban spaces are public commodities and
in this capacity they are subject to ‘“aesthetical environment
protection”, mainly through building regulations, heritage protection
and landscape protection. “It is in this capacity that these spaces are
now being privatised. They are peppered with billboards and signs,
they are remodelled into media for advertising”.

Text 13

CHILDREN AND ADOLESCENTS AS TARGET
GROUPS

The children’s market, where resistance to advertising is weakest,
is the “pioneer for ad creep”. “Kids are among the most sophisticated
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observers of ads. They can sing the jingles and identify the logos,
and they often have strong feelings about products. What they
generally don't understand, however, are the issues that underlie how
advertising works. Mass media are used not only to sell goods but
also ideas: how we should behave, what rules are important, who we
should respect and what we should value”. Youth is increasingly
reduced to the role of a consumer. Not only the makers of toys,
sweets, ice cream, breakfast food and sport articles prefer to aim
their promotion at children and adolescents. For example, an ad for a
breakfast cereal on a channel aimed at adults will have music that is
a soft ballad, whereas on a channel aimed at children, the same ad
will use a catchy rock jingle of the same song to aim at kids.
Advertising for other products preferably uses media with which
they can also reach the next generation of consumers. “Key
advertising messages exploit the emerging independence of young
people”. Cigarettes, for example, “are used as a fashion accessory
and appeal to young women. Other influences on young people
include the linking of sporting heroes and smoking through sports
sponsorship, the use of cigarettes by popular characters in television
programmes and cigarette promotions. Research suggests that young
people are aware of the most heavily advertised cigarette brands”.

“Product placements show up everywhere, and children aren’t
exempt. Far from it. The animated film, Foodfight, had ‘thousands of
products and character icons from the familiar (items) in a grocery
store.” Children’s books also feature branded items and characters,
and millions of them have snack foods as lead characters”. Business
is interested in children and adolescents because of their buying
power and because of their influence on the shopping habits of their
parents. As they are easier to influence they are especially targeted
by the advertising business. “The marketing industry is facing
increased pressure over claimed links between exposure to food
advertising and a range of social problems, especially growing
obesity levels”. In 2001, children’s programming accounted for over
20% of all U.S. television watching. The global market for children’s
licensed products was some 132 billion U.S. dollars in 2002.
Advertisers target children because, e. g. in Canada, they “represent
three distinct markets™:

1. Primary Purchasers ($2.9 billion annually)
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2. Future Consumers (Brand-loyal adults)
3. Purchase Influencers ($20 billion annually)

Kids will carry forward brand expectations, whether positive,
negative or indifferent Kids are already accustomed to being catered
to as consumers. The long term prize: Loyalty of the kid translates
into a brand loyal adult customer”.

The average Canadian child sees 350,000 TV commercials before
graduating from high school, spends nearly as much time watching
TV as attending classes. In 1980 the Canadian province of Québec
banned advertising for children under age 13. “In upholding the
constitutional validity of the Quebec Consumer Protection Act
restrictions on advertising to children under age 13 (in the case of a
challenge by a toy company) the Court held: ‘...advertising directed
at young children is per se manipulative. Such advertising aims to
promote products by convincing those who will always believe’.
Norway (ads directed at children under age 12), and Sweden
(television ads aimed at children under age 12) also have legislated
broad bans on advertising to children, during child programmes any
kind of advertising is forbidden in Sweden, Denmark, Austria and
Flemish Belgium. In Greece there is no advertising for kids products
from 7 to 22 h. An attempt to restrict advertising directed at children
in the USA failed with reference to the First Amendment. In Spain
bans are also considered undemocratic.

Text 14
TAXATION AS REVENUE AND CONTROL

Public interest groups suggest that “access to the mental space
targeted by advertisers should be taxed, in that at the present moment
that space is being freely taken advantage of by advertisers with no
compensation paid to the members of the public who are thus being
intruded upon. This kind of tax would be a Pigovian tax in that it
would act to reduce what is now increasingly seen as a public
nuisance. Efforts to that end are gathering more momentum, with
Arkansas and Maine considering bills to implement such a taxation.
Florida enacted such a tax in 1987 but was forced to repeal it after

162



six months, as a result of a concerted effort by national commercial
interests, which withdrew planned conventions, causing major losses
to the tourism industry, and cancelled advertising, causing a loss of
12 million dollars to the broadcast industry alone”.

In the U. S., for example, advertising is tax deductible and
suggestions for possible limits to the advertising tax deduction are
met with fierce opposition from the business sector, not to mention
suggestions for a special taxation. In other countries, advertising at
least is taxed in the same manner services are taxed and in some
advertising is subject to special taxation although on a very low
level. In many cases the taxation refers especially to media with
advertising (e. g. Austria, Italy, Greece, Netherlands, Turkey,
Estonia). Tax on advertising in European countries:

. Belgium: Advertising or billboard tax (taxe
d’affichage or aanplakkingstaks) on public posters
depending on size and kind of paper as well as on neon

signs.

. France: Tax on television commercials (taxe sur la
publicité télévisée) based on the cost of the advertising unit.

. Italy: Municipal tax on acoustic and visual kinds of

advertisements within the municipality (imposta communale
sulla publicita) and municipal tax on signs, posters and other
kinds of advertisements (diritti sulle pubbliche offisioni), the
tariffts of which are wunder the jurisdiction of the
municipalities.

. Netherlands: Advertising tax (reclamebelastingen)
with varying tariffs on certain advertising measures
(excluding ads in newspapers and magazines) which can be
levied by municipalities depending on the kind of advertising
(billboards, neon signs etc.).

. Austria:  Municipal announcement levies on
advertising through writing, pictures or lights in public areas
or publicly accessible areas with varying tariffs depending
on the fee, the surface or the duration of the advertising
measure as well as advertising tariffs on paid ads in printed
media of usually 10% of the fee.

. Sweden: Advertising tax (reklamskatt) on ads and
other kinds of advertising (billboards, film, television,
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advertising at fairs and exhibitions, flyers) in the range of
4% for ads in newspapers and 11% in all other cases. In the
case of flyers the tariffs are based on the production costs,
else on the fee.

. Spain: Municipalities can tax advertising measures in
their territory with a rather unimportant taxes and fees of
various kinds.

In his book “When Corporations Rule the World” U.S. author and
globalization critic David Korten even advocates a 50% tax on
advertising to counter attack what he calls “an active propaganda
machinery controlled by the world's largest corporations” which
“constantly reassures us that consumerism is the path to happiness,
governmental restraint of market excess is the cause of our distress,
and economic globalization is both a historical inevitability and a
boon to the human species”.

Text 15
ADVERTISING REGULATION

In the US many communities believe that many forms of outdoor
advertising blight the public realm. As long ago as the 1960s in the
US there were attempts to ban billboard advertising in the open
countryside. Cities such as Sdo Paulo have introduced an outright
ban with London also having specific legislation to control unlawful
displays.

There have been increasing efforts to protect the public interest by
regulating the content and the influence of advertising. Some
examples are: the ban on television tobacco advertising imposed in
many countries, and the total ban of advertising to children under 12
imposed by the Swedish government in 1991. Though that regulation
continues in effect for broadcasts originating within the country, it
has been weakened by the European Court of Justice, which had
found that Sweden was obliged to accept foreign programming,
including those from neighboring countries or via satellite.

In Europe and elsewhere, there is a vigorous debate on whether (or
how much) advertising to children should be regulated. This debate

164



was exacerbated by a report released by the Kaiser Family
Foundation in February 2004 which suggested fast food advertising
that targets children was an important factor in the epidemic of
childhood obesity in the United States.

In New Zealand, South Africa, Canada, and many European
countries, the advertising industry operates a system of self-
regulation. Advertisers, advertising agencies and the media agree on
a code of advertising standards that they attempt to uphold. The
general aim of such codes is to ensure that any advertising is ‘legal,
decent, honest and truthful’. Some self-regulatory organizations are
funded by the industry, but remain independent, with the intent of
upholding the standards or codes like the Advertising Standards
Authority in the UK.

In the UK most forms of outdoor advertising such as the display of
billboards is regulated by the UK Town and County Planning
system. Currently the display of an advertisement without consent
from the Planning Authority is a criminal offense liable to a fine of
£2,500 per offence. All of the major outdoor billboard companies in
the UK have convictions of this nature.

Naturally, many advertisers view governmental regulation or even
self-regulation as intrusion of their freedom of speech or a necessary
evil. Therefore, they employ a wide-variety of linguistic devices to
bypass regulatory laws (e.g. printing English words in bold and
French translations in fine print to deal with the Article 120 of the
1994 Toubon Law limiting the use of English in French advertising).
The advertisement of controversial products such as cigarettes and
condoms is subject to government regulation in many countries. For
instance, the tobacco industry is required by law in most countries to
display warnings cautioning consumers about the health hazards of
their products. Linguistic variation is often used by advertisers as a
creative device to reduce the impact of such requirements.
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Text 16
GLOBAL ADVERTISING

Advertising has gone through five major stages of development:
domestic, export, international, multi-national, and global. For global
advertisers, there are four, potentially competing, business objectives
that must be balanced when developing worldwide advertising:
building a brand while speaking with one voice, developing
economies of scale in the creative process, maximising local
effectiveness of ads, and increasing the company’s speed of
implementation. Born from the evolutionary stages of global
marketing are the three primary and fundamentally different
approaches to the development of global advertising executions:
exporting executions, producing local executions, and importing
ideas that travel.

Advertising research is key to determining the success of an ad in
any country or region. The ability to identify which elements and/or
moments of an ad that contributes to its success is how economies of
scale are maximised. Once one knows what works in an ad, that idea
or ideas can be imported by any other market. Market research
measures, such as Flow of Attention, Flow of Emotion and branding
moments provide insight into what is working in an ad in any
country or region because the measures are based on the visual, not
verbal, elements of the ad.

Text 17
TRENDS

With the dawn of the Internet came many new advertising
opportunities. Popup, Flash, banner, Popunder, advergaming, and
email advertisements (the last often being a form of spam) are now
commonplace.

The ability to record shows on digital video recorders (such as
TiVo) allow users to record the programs for later viewing, enabling
them to fast forward through commercials. Additionally, as more
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seasons of pre-recorded box sets are offered for sale of television
programs; fewer people watch the shows on TV. However, the fact
that these sets are sold, means the company will receive additional
profits from the sales of these sets. To counter this effect, many
advertisers have opted for product placement on TV shows like
Survivor.

Particularly since the rise of “entertaining” advertising, some
people may like an advertisement enough to wish to watch it later or
show a friend. In general, the advertising community has not yet
made this easy, although some have used the Internet to widely
distribute their ads to anyone willing to see or hear them.

Another significant trend regarding future of advertising is the
growing importance of the niche market using niche or targeted ads.
Also brought about by the Internet and the theory of The Long Tail,
advertisers will have an increasing ability to reach specific
audiences. In the past, the most efficient way to deliver a message
was to blanket the largest mass market audience possible. However,
usage tracking, customer profiles and the growing popularity of
niche content brought about by everything from blogs to social
networking sites, provide advertisers with audiences that are smaller
but much better defined, leading to ads that are more relevant to
viewers and more effective for companies’ marketing products.
Among others, Comcast Spotlight is one such advertiser employing
this method in their video on demand menus. These advertisements
are targeted to a specific group and can be viewed by anyone wishing
to find out more about a particular business or practice at any time,
right from their home. This causes the viewer to become proactive
and actually choose what advertisements they want to view.

In the realm of advertising agencies, continued industry
diversification has seen observers note that “big global clients don't
need big global agencies any more”. This trend is reflected by the
growth of non-traditional agencies in various global markets, such as
Canadian business TAXI and SMART in Australia and has been
referred to as “a revolution in the ad world”.

In freelance advertising, companies hold public competitions to
create ads for their product, the best one of which is chosen for
widespread distribution with a prize given to the winner(s). During
the 2007 Super Bowl, PepsiCo held such a contest for the creation of
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a 30-second television ad for the Doritos brand of chips, offering a
cash prize to the winner. Chevrolet held a similar competition for
their Tahoe line of SUVs. This type of advertising, however, is still
in its infancy. It may ultimately decrease the importance of
advertising agencies by creating a niche for independent freelancers.

Advertising education has become widely popular with bachelor,
master and doctorate degrees becoming available in the emphasis. A
surge in advertising interest is typically attributed to the strong
relationship advertising plays in cultural and technological changes,
such as the advance of online social networking. A unique model for
teaching advertising is the student-run advertising agency, where
advertising students create campaigns for real companies.
Organizations such as American Advertising Federation and AdU
Network partner established companies with students to create these
campaigns.

Text 18
DIFFERENT TYPES OF ONLINE ADVERTISEMENT

There are different types of online advertisement trying to grab our
attention on the internet. While some prove to be effective, the others
tend to annoy the visitors. Which form of advertisement should you
follow to generate more traffic to your website or increase sells?

1. Text Ads:

Text ads are advertisements displayed in a simple, text-based
hyperlinks form. According to Business 2.0, text ads are the best
form of online advertisement. People tend to click more on text ads
than banner ads. Since no graphics are used, text advertisements use
catchy phrases to grab visitors' attention. The advertisement does not
exceed more than 5 sentences, making the visitors curious and the
clicks are more as they want to read more. Pay Per Click ads are
usually text ads.

2. Banner Ads:

Banner Ads have been around for a long time. Banners are usually
468x60 pixel animated and linked (link to your website) graphics
that highlight your product/services/offer that appear on top on
commercial websites. Banner ads are usually sold by CPM (cost per
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thousand views) or by click-thru i.e. you pay only when it has been
clicked. There are different ways to post banner ads. One way is
banner exchange where you can display someone’s banner in
exchange they display yours. You can also pay a publisher for
displaying your banner or you can pay a banner network to publish
your banner on various sites. With banner ads getting so popular and
common these days, people are trying different methods to grab
visitors’ attention. The more creative you get, greater possibilities of
your banner getting clicked.

3. Pop-Up Ads:

This could be the most annoying and avoided form of online
advertisement. It works when a certain website opens a new browser
window displaying the advertisement. Pop-up ads are not given
much preference with so many pop-up blockers available. Hence
they aren’t much favored by marketers or visitors.

4. Sidebar Ads:

Sidebar Ads are also known as skyscraper ad are similar to banner
ads but are placed vertically than horizontally. The height of a
sidebar ad can be up to 600 pixels or more and are usually 160 pixels
wide. Sidebar ads have advantages over banner ads since they are
larger and you cannot scroll a sidebar ad like a banner ad. A sidebar
ad has a click-through rate of 1 percent (10 clicks per 1,000
impressions) or about two to three times than that of a banner ad.

5. Floating Ads:

Floating ads are ads that appear when you first go to a web page
and they fly or float on the page for 5 to 30 seconds. When they
appear on screen, they usually obscure your view of the page.
Floating ads appear every time the page is refreshed. One of the main
reasons for the popularity of floating ads is cause of their attention
grabbing ability. The other reason is, they are unavoidable and prove
to be more powerful than banner ads or sidebar ads. Floating ads
have a high-clicking rate averaging about 3 percent (i.e. 30 people
will click through for every 1,000 impressions of a floating ad). The
drawback of floating ads however is that they can really annoy
visitors. The thing is the more they get used to it, the more common
it’s going to be.

6. Unicast Ads:
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Unicast advertisements are well-liked and adopted a lot these days.
A Unicast ad is a TV commercial that runs in pop-up window.
Enriched with audio/video content they can last anywhere from 10-
30 seconds. Unicast ads have 5% click through rate (50 clicks per
1,000 impressions). The ability to click on the ad for more
information makes this form of advertisement much better than TV
commercials.

7. Interstitial Ads:

Interstitial (which means “in between”) advertisement is a page that
is inserted in between the current and destination pages. These are
also known as transition ads. The reaction of the visitors usually
depends on how entertaining the message is. An interstitial ad is
usually designed to move automatically to the page the user
requested after allowing enough time for the message to register or
the ad(s) to be read.

The type of advertisement to follow usually depends on the type of
business and your marketing budget. The target is to grab visitors’
attention and drive more traffic to your website.

Text 19
ALCOHOL AND ADVERTISING

About £50 million will be spent on advertising alcohol in the 61
drinking days before Christmas. The main target will be the young.

The aim will be to convince them they are buying romance and
sophistication when they buy a drink, an advertising conference in
London was told yesterday.

Advertisements will carry the message that “tough men drink” and
that alcohol goes hand in hand with “the good life, fun, freedom and
winning”, Mr. Eric Clark, author and full-time researcher into the
drinks advertising industry, said.

Britain was almost alone in plying “yobbish, loutish ingredients” in
its alcohol advertising, he said. In this country alcohol and
masculinity are closely linked by the young.

Adpvertisers denied that consumption and advertising were linked
and insisted that advertisers aimed their work at brand names rather
than quantity.
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Britain spent £200 million a year advertising alcohol and spends
more on alcoholic drinks than on clothes or cars.

Dr Thomas Bewley, chairman of Action on Alcohol Abuse, said
advertisers had “shot themselves in the foot” with lager advertising,
which now had a “loutish” image in the public mind.

In the trade, British beer advertising is regarded as British
advertising at its best. People in agencies talk about punters drinking
the advertising.

All the big names in the business are involved in it.

In spite of a 25 per cent increase in advertising since 1980, beer
consumption has fallen 10 per cent. That means the industry is
fighting to replace people who drink less, and is “targeting” the
young.

Later, introduced to Britain only in the 1950s, now takes 40 per
cent of the beer market and is kept there by £60 million in
advertising a year.

Lady Masham, chairman of the Home Office working group on
young people and alcohol, which called for a ban on alcohol
advertising on television and in the cinema last year, said advertising
was “undoubtedly influential in shaping attitudes”.

She said it was very subtle and played on the fact that “drink is so
much a part of life”. She called for more education on the dangers of
alcohol abuse.

Lady Masham said: “Alcohol breaks up families, makes people
seriously ill and causes 10 times as many deaths as do illegal drugs
each year.

“It causes death, severe injury in homes and on the roads can make
people violent and encourages fighting up and down the country”.

Mr. Philip Circus, legal adviser for the Institute of Practitionoi’l in
Advertising, said research had proved there was no link between
advertising and alcohol consumption.

Advertising was about brand competition. “There is plenty of
evidence of alcohol abuse in countries where alcohol advertising is
banned”.

Britain’s first alcohol-free pub is to close because it is losing
money. The Milestone in Magdalen Street, Exeter, Devon, has been
open for three years, subsidized by a £26,000 grant from the Mental
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Health Foundation and run by the Exeter and District Council on
Alcohol.

Six months ago the backing was withdrawn and now the pub is
£2,000 in the red. It will close on November 30 if another backer
cannot be found. (By Ruth Gledhill)

Text 20
THE BIGGEST ADVERTISER. PROCTER & GAMBLE

Most Americans have dozens of Procter & Gamble advertising
jingles tucked away in the nooks and crannies of their minds — and
they have many actual P&G products on the shelves of their kitchens
and bathrooms. Ivory soap, Crest toothpaste, Tide detergent, Cascade
in the dishwasher, Pampers on the baby, Crisco in the frying pan,
Head & Shoulders to fight dandruff, green Prell for a regular
hairwash, Spic and Span for walls and woodwork, Comet cleanser
for those stubborn stains in the sink. It's hard to know whether the
thoughts you have about these products are your own or the ones that
have been folded into your mind after hundreds of TV commercials
repeatedly watched over the years. Veteran character actor Arthur
O’Connell, whose performances in the films Picnic and Anatomy of
a Murder won him Academy Award nominations) gained more
lasting fame through his creation of “Mr. Goodwin”, the kindly
drugstore proprietor who switched customers to j Crest toothpaste.
“Nobody calls me by my right name any more O’Connell once said.
“Everywhere I go I'm Mr. Goodwin, the old codger on the tube. But
I don’t mind. I’ve never had such adulation in my life, even when I
was up for the Academy Awards”.

The list of familiar Procter & Gamble brand names is perhaps the
most eloquent statement of the company’s penetration into the very
grain of America’s daily life. There are whole stables of laundry
detergents (Bold, Cheer, Dash, Duz, Era, Gain, Oxydol); bar soaps
(Camay, Coast, Ivory, Lava. Safeguard, Zest); and liquid dishwasher
detergents (Dawn, Joy, Ivory) etc.

It’s no surprise if you feel that television has intimately familiar
with these products and the dramatized family members, fix-it-men,
genies, and authority figures who tout them on the home screen.

172



P&G spends over half a billion dollars a year on advertising, 90 % of
it on TV. They are the nation’s largest advertiser. And they are the
reigning monarch over the world of soap operas, those daytime
dramas aimed at women, heavily /aced with commercials for things
that lather or foam will make your husband smile at the dinner table.
They specialize in the slice-of-life skit — a dramatic moment over a
washing machine, or a charged confrontation between parents and
toothbrush-waving children. The soap operas themselves present
dramas in a similar vein — endless cliff-hanging domestic crises that
will hopefully jerk enough tears to keep you reaching for the Puffs
facial tissues.

P&G owns and sponsors five vintage soaps: As the World Turns,
Edge of Night, Search for Tomorrow, Guiding Light, and Another
World. As more women have taken to jobs outside the home, P&G
has turned to sponsoring prime-time shows as well.

P&G’s advertising is of such magnitude that they employ 10 ad
agencies that compete with each other in promoting P&G products of
the same type.

P&G is also the largest purveyor of free samples and cents-off
coupons: they really believe you’ll like their products if you try
them. They put a lot of money into research and development.

Before marketing a product P&G tries to be sure it will be a
success. First they test it on hundreds of their own employees, then
on panels of consumers — hundreds of thousands of them each year.
P&G will stick with the product only if it wins a majority of
consumer votes against all major competitors. Once they’ve decided
on a new product, they ease into the market gradually, starting in just
a few cities. Their salespeople are notoriously aggressive in trying to
grab the best shelf space in supermarkets.

But selling consumer products is not an exact science, and oven
P&G takes it on the chin sometimes. Ever hear of Teel toothpaste,
Extend mouthwash, or Hidden Magic hair spray? Those are some
items that went before the public and failed. Sometimes when a new
product doesn’t rise to the top, P&G pays and fights — as in the case
of Pringle’s “new-fangled” potato chips, introduced in 1968. P&G
mushed up dehydrated potatoes, loaded them with preservatives,
molded them all into the same size and shape, fried them, and
packaged them in containers that looked like tennis ball cans. They
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figured they had solved two of the potato chip’s biggest problems:
short shelf-life and crushability. Pringle’s fook off at first, perhaps
from sheer novelty, but sales soon dropped. It seems people like their
chips in different sizes and shapes. Besides, Pringle’s cost more, and
their preservative load may have turned off many people who were
starting to notice ingredients. Having invested some $70 million in
Pringle’s, P&C decided to change them instead of abandoning them.
They took out the preservatives, added two new varieties (a “Rippled
Style” and a thick “Country Style™), and lowered the price.

P&G both starts products from scratch — Pringle’s and Pampers
disposable diapers, for examples — and buys other companies
(Duncan Hines and Folger’s). No matter how they do it, they like to
be in first place. And they usually are. They bought the Folger’s
coffee business in 1963, and it took them 15 years to bring the brand
into national distribution and first place in ground coffee sales. But
they still trail General Foods in the instant coffee market and overall
coffee sales.

About 40% of P&G’s sales comes from detergents, fabric softeners,
and cleansers and about a third from “personal-care products” like
soap, toothpaste, deodorant, shampoo, toilet paper, and diapers. Just
under one-fourth comes from foods, and about 6% from a few minor
fields including cellulose pulp and animal feed ingredients. Foreign
business accounts for a little over a fourth of sales.

But if you had to guess which among all these products brings in
more money to P&G than any other, which would you pick? The
answer is Pampers disposable diapers, which in 1978 accounted for
about 11% of the company’s total sales, or about $900 million.
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PROJECT WORK

Task 1. We all recognize the type of advertising text that occurs in
newspapers and magazines, where a product is being presented as a
desirable for us to buy; we also know the TV version of this, placed
between the programmes on certain channels. But should our
classification be wider than that?

Below are some examples of texts that we might see around us on a
daily basis. The word “text” here is used in its widest sense,
including visual artifacts as well as verbal language. Which of these
would you call “advertisements”, and which not? Justify your
inclusion (and exclusion) of texts by explaining the criteria you are
using in your classification. Add any further texts not mentioned here
that you think ought to be part of your list.

o A university prospectus

o A political manifesto

o A film trailer

o A manufacturer’s label sewn on the outside
of clothes — e.g. on jeans or trainers

. A “speed limit” road sign

o A shop name on a carrier bag

. A poster in the grounds of a church, with
“Jesus Lives” written on it

o A T-shirt with a slogan on it — e.g. “Time to
Party”

Task 2. During the course of one day, log all the written texts you
encounter that you would consider to be forms of advertising. Where
possible, collect some of these texts. Try to arrive at a classification
for the texts according to:

° what is being advertised — a product, an idea,
an image?
o who is being addressed?
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One aspect which you will have had to give some detailed thought to
in your collection of advertisements is the notion of audience — item
2 above. As with literary texts, advertisements often have complex
sets of addressers and addressees. For example, rather than there
being one single voice in a text sending a message to a single group
of people, there might be several different voices, more than one
message, and a number of different audience groups.

Task 3. Read this advertisement through and decide the following:
a. Why does the narrator switch into another
language halfway through the advert, and what effect
does this have?
b. Who is the narratee for this text?
c. What do you think is the role of the readers
who are not specifically being addressed by the advert?

WHILE OTHER
PEOPLE ARE READING
THEIR MORNING
PAPER AT
HEATHROW KONNEN
SIE DIE ZEITUNG IN
HAMBURG LESEN.

British Airways
The world’s favourite airlines

Task 4. Below are some words that occur frequently as the basis
for comparison in adverts.

Add to this list, then see if you can divide up the words according
to the types of products they are normally attached to:
newer  crunchier better  crispier  healthier  nicer
more satisfying  crumbliest less fattening smoother the
best simpler easier  more experienced  tastiest

Task 5. Cut out two of your favourite advertisements from a
magazine or newspaper — you might like to cut out one ad you hate
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as well, perhaps! Prepare a short preset each advertisement so that
you are ready for step B at the end of this exercise

Promoting a product involves developing a ‘Unique Selling
Proposition’ (‘USP’): the FEATURES and BENEFITS which make
it unlike any of the competing products. There are four stages in
promoting a product (‘AIDA’):

1) attract the ATTENTION of potential customers

2) arouse INTEREST in the product

3) create a DESIRE for its benefits

4) encourage customers to take prompt ACTION

A. Work in pairs. Study the advertisements on the next page and
discuss the question below:

- What exactly is the product being ‘sold’?

- How well does each ad succeed in the four stages of ‘AIDA’ (see

above)?

- What kind of customers is each advertisement directed at?

- What is the ‘Unique Selling Proposition’ of each product?

-What changes would have to be made to the style or tone of the
ads to make them suitable for your country?

- Which is the ‘best’ ad, do you think? Why?

B. Work in groups. Show the ads you have cut from magazines
and newspapers to the members of your group. Give short
presentation of each one to the group, covering these points:

- Target customers

- The USP of the product: its features and benefits

- How the ad works in terms of the four stages of ‘AIDA’

- How the style would have to be changed for other markets

Here are some phrases to use:

I’d like to show you an ad that really impressed me.

What do you think of this ad? It shows...

This ad seems to be aimed at...

According to this ad, the USP of this product is...

What I don’t like about this ad is...

C. Work in groups of three or four. Think of a product or service to
promote on the market. Develop a USP for it and design the
advertisement. Prepare a short presentation of your product or
service following the points laid out in section B. Present in class.
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Task 6. Many advertisements contain a slogan or short phrase to
attract the consumer’s attention. Effective slogans are usually short,
easy to remember, easy to repeat and easy to translate for
international markets but not always...

A. Read the texts about translations of slogans and brand names,
and note the problem in each case.

a) In Taiwan, the translation of the Pepsi slogan ‘Come alive with
the Pepsi generation’ came out as ‘Pepsi will bring your ancestors
from the dead’.

b) In Italy, a campaign for Schweppes Water translated the name as
Schweppes Toilet Water.

¢) When Parker marketed a pen in Mexico, its ads were supposed to
say ‘It won’t leak in your pocket and embarrass you’. However, the
company translated ‘embarrass’ as ‘embarazar’, which means ‘to
become pregnant’. So the ads said ‘It won’t leak in your pocket and
make you pregnant’.

d) When Braniff Airlines translated a slogan for its comfortable
seats ‘fly in leather’, it came out in Spanish as ‘fly naked’.

¢) Colgate introduced a toothpaste in France called Cue, the name
of a French pornographic magazine.

B. Work in groups. Write down five popular slogans in your
language. Try to translate them into English. Read them out to the
other groups and see if they can guess which products your
translated slogans refer to.

Task 7. 1. Make a list of five or more regions or countries that are
in competition with yours. Design a questionnaire about the region
and its competitors and then conducts interviews consumers (i.e.
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potential visitors). Ask people to rate each destination for its qualities
on a scale 1 to 10 (or 1 to 5 — if you prefer): good value for money,
good entertainment, friendliness culture, easy to get to, health and
sport, hospitality, beautiful scenery good facilities, peace and quiet,
wilderness, uniqueness.

And also ask them to describe each place in one sentence like this:
‘When [ think of........... I think of........... ’

e.g. “When I think of Ruritania, I think of cold winds and a flat
landscape’

2. When your group has designed its questionnaire, each member
of the group should stand up and go round the class finding
‘members of the public  (from other groups) to interview. Ask each of
them the questions in your questionnaire. (If possible, this should be
continued out of class, with the questions translated into your own
language if necessary)

3. Report back to your group. Make a simple table using the
information you have collected.

4. Each group reports its results to the whole class. Make notes on
the important points by the other groups. Ask questions on any points
they haven’t made clear.

or

Form new groups of three, consisting of one member from each of
the original groups. Find out what each of the groups discovered.

5. Work in groups. Each group should consist of one member of
each of the original groups. Decide together:

- Who are your (potential) customers?

- What are the main ‘features and benefits’ of your product?

- What are the main ‘features and benefits’ of the competition?

- What is the ‘unique selling proposition’ that makes your product
special?

- How can you inform customers about your product?

- What positive points about your region should you stress?
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- What misconceptions about your product should you try to
correct? For example, if people think your region is ‘flat and
boring’ or ‘hot and dangerous’, how can you persuade them
they’re wrong?

6. Think of a good slogan for your product. If you had to choose one
photo to illustrate the product, what would it show? Write a short
text for an advertisement in an English-language newspaper or
magazine.
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UNITI

advertising
advertising agent
advertising campaign
advertising consultant
advertising effectiveness
advertising-publicity
brand name

bygone

bygone days

carry down

craft

crier

dairy

decline in importance
depend on

doubt

existence

forerunner

hawker

immemorial

make pleas

medium

merchant

oral skills

Phoenician

refined over the centuries
relic

roam

wares

UNIT 11

WORDLIST

advertising in the yellow
pages

advertising manager
advertising rate

art director

average circulation
booklet
broadcasting
brochure

cartoons

circumstance

click a button
comparative advertising
creative department
enable

evolve

funds

inefficient

mass advertising

mass promotion approach
message placement
outlet

promote
promotion
promotional campaign
promotional support
purchase

reach

target market

UNIT 111

advertising space

attract the customers
bank upon



banned by law

branches of advertising
catchy

commercial purposes
convey

deforestation
exaggerated claims
grab the attention of the
passersby

hence

illiteracy

in addition to

injurious

in-store promotion
large print run

leaflet (GB) — folder (US)
loose the charm
political integrity

poverty

readership

sports utilities
small-scale advertisers
social welfare causes
subtly

subheading
supplement

surrogate advertising
time of broadcast

throwaway — flier

UNIT IV

accuracy
accuse smb. of
annual
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awareness
be fond of
credibility
develop opinions on
direct mail

editor
endorsement
evaluate
institutional
major

multiple

news column
news report
news story

paid space
penetration
perceive

product publicity
publicity
purportedly

shift
telemarketing
tied-in campaign
trade journal
transfer (GB) — decal (US)
TV network
visual

visual proposal
visualizer
window bill
window streamer
wrongdoing

UNIT V
alter

alteration
be worth



bypass
commercials
convey

cut to

deserve

do harm

effort

eliminate
exposure

fixed

frequent
gatekeeper

impact

issue

item

maintain

news agency
number of copies
opinion maker
optional
periodic
permit

popularity rating —audience
posting

premature
press cutting — clippings
present a message
primary
prompt response to
publics
rely on

sequence

shop sign

timing

treatment

truncate (the news)
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UNIT VI

anticipate

break even

break through
captivate

capture

charge a subscription
commercial
communication
conduct transaction
consumer acceptance
content

content company
content provider
discontent
downloading pages
economy size
electronic tablet
eliminate middlemen
figure out

graphic designer
haul

headline
high-volume site
image

immediate profits
initial target

is destined to be
long-term (short-term)
mainstream

online magazine
promote brand names
retailer
revenue

script

sketch

slate



slide
socio-economic groups
sponsor

sprawl

stake out
strategic planning
thrive

tough

trump

turf

viable

UNIT VII

adapter
address
backbone
bridge
capability
chief use
client
collision
complicated
consume
descendant
disease
distinguish
domain

driver
efficient
embedded computers
fighter aircraft
floppy disk
hard disk
human being
integrated circuits
link
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nearly

occupy a fraction

patch cable
peer-to-peer
server
session

store information

switch
traffic
transmission
twisted pair
versatile
wristwatch

UNIT VIII

advertiser
agreement
appeal
commercial
confident
convince
copy
decision
disagreement
disturb

even though
exactly
however
human
identify
improve
increase
influence
opinion
process
psychological
remark



request

selling message
service
statement
technique
therefore

to be sure

UNIT IX

acceptable
announcement
audience

average audience
brand consistency
certain
commercial break

creative department

detergent

door-to-door advertising

durable goods
flagship brands
include

local advertising
market coverage
obstacle

opinion leaders
opinion poll
partial nudity
prohibit

reason

sense
unprocessed food

UNIT X

advertising budget
bleed page
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cheapness
craftsmanship

define

dependability
disappear

emphasize
excellence

follow-on campaign
key-account manager
manufactured goods
misprint

pin down the meaning
point of sale material
precisely

quality

selling points

short commercial
total ratings

vague word

virtue

UNIT XI

ad appeal
advertising columns
advertising copy
advertising message
ad slogan

basic

benefit

consumer magazine
creative people
feature

information element
layout

logo

message content
offering



premise
product adoption
product trial
purchase
readership
sex appeal
theme line
visibility
visualize
visual appeal
wear

UNIT XII

advertising costs
advertising expenses
ad page

allow

audience profile
audience selectivity
communicate
cooperative advertising
program

coverage

direct mail
distributor
equipment

flexible
high-circulation weekly
magazine

junk-mail

income

mailing list

market segment
mass communication
media buyer

media buying agency
media planner
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media strategy

medium

network

newsletter

outdoor sign

peak radio listening time
peak time

perception

prime-time programme
print advertisement
reach

special interest publication
subscribe

testimonial

trade magazine

valuable

wasted coverage

UNIT XIII

advertising support
approach

be aware of
circumstances
creativity
discriminate
entrenched habits
inside cover

major types
objective

press agent

press office

press release
promotional strategy
purchase

qualitative selectivity
segment

sky-writing



subtitle

switch

tax on advertising
vehicle

UNIT XIV

advertising dealer
among

brand

brand image

campaign briefing
caption

classified advertisements
complimentary copy
distinguish

extension
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fight

frame

gatefold

informative advertising
private

promoter

pronounce

protect

recognize

reportage

salesforce promotion
shop display

slogan

subliminal advertising
suggest

window display
zapping
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