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Text 1
Read the text and translate
HISTORY

At first when trade began to develop wide and fast advertising was
oral. Traders’ dealers and vagrant handicraftsmen offered their highly
praised goods and various services in eager rivalry filling with shouts the
streets of their cities and towns. The early advertising was carried out
by the city heralds or town/city criers. “Golden Age” of ancient Greece
saw many heralds who went along the streets of Athens, proclaiming
about sales of slaves, cattle and other goods.

One earlier version of advertising was a brand which handicrafts-
men put on their goods such, as pottery. As rumors brought information
of a skilful handicraftsman, buyers started to search for the goods with
his brand. Today for the same purpose trademarks and branded names
are used, in the process of centralization of manufacture value of brand
constantly grew.

We can see advertisements in the early documents of written his-
tory. During excavations on the territory of the countries belonging to
the Mediterranean region archeologists found the signboards informing
on various events and offers. The Romans painted walls with announce-
ments of gladiatorial fights, and the Phoenicians painted rocks on routes
of different trade processions, in every possible way praising to the skies
their goods. One of the inscriptions on the wall of the house in Pompeii
highly praised one outstanding politician and called people to give
their voices for him voting that time. All these things are predecessor
of modern outdoor advertising.

The first advertising in written form is considered to be informa-
tion on Egyptian papyrus which tells about the sale of the slave and
nowadays this papyrus is kept in the British Museum in London.

Advertising began long before the Christian era. One of the first
known methods of advertising was the outdoor display, usually eye-
catching signs painted on the wall of a building. Archaeologists found
many such like sings, in the ruins of ancient Rome and Pompeii. An
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outdoor advertisement excavated in Rome offers property for rent, and
one more found advertisement painted on a wall in Pompeii calls the
attention of travelers to a tavern situated in another town.

Massages of commercial character were drawn on rocks along
trading ways. Greeks engraved advertising messages on stones, copper,
bones and they cut them out on wooden columns. The stone column
with the inscription on it: “Here I live, Minos, from the island Cyprus.
On favor of Gods I am allocated with the ability to interpret dreams for
a very moderate pay” was found in the ruins of an ancient Egyptian city
Memphis. A fine example of announcement: brevity and market capacity.

In medieval times word-of-mouth praise of products gave rise to
simple but effective form of advertising, the use of so-called town criers.
The criers were citizens who read public notices aloud and were also
employed by merchants to shout the praises of their wares.

A turning point in the history of advertisement was 1450 when
a printing press was invented that allowed multiplying advertisements
quickly and qualitatively. The advertiser did not need to produce extra
copies of the advertisements. The first printed announcement in English
appeared in 1478.

In 1622 advertising received powerful newspaper in English be-
gan to be printed. It was called “Weekly News”. Later Edison and Stel
started to issue a newspaper “Tatler”, and they did a lot for spreading
advertising. Edison printed the following advice to advertisers: “Great
art correctly written advertisement consists of searching correct ap-
proach in gaining the attention of the reader giving him the right kind
of sales message, creating preference for it, persuading him to buy the
advertising thing”.

A major mark in the development of Russian advertising was 1703
when under Peter’s I decree the edition of the first Russian newspaper
began. Many newspapers were published and a lot of advertisements
were written in them. In 1878 in Moscow a businessman Mettsel put
forward a slogan “Advertisement is a motive in a motive force and of
trade”. And he established the first advertising office.

In volume and technique, advertising made its greatest advances
in the United States of America. In the early stages of American ad-
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vertising nationwide promotion was impractical because the nation
itself was underdeveloped and lacked transcontinental transportation,
distribution, and communications system. Eventually, however, certain
types of manufacturer conceived the idea of bypassing wholesalers and
retailers and reaching the consumer through direct advertising, mainly
by means of catalogs. The pioneers in this field were seed companies,
book and pamphlet publishers. Mail-order houses appeared in 1870s.
to the present day they have continued to expand their business through
direct-mail catalog and flyer advertising, although some of the biggest
houses sell also through retail outlets.

Railroads and steamship lines were also among the early users of
advertising in the United States, not only to praise the luxury and com-
fort of their ways of travel but also to publish their schedules and rates.

In the 79" century two types of advertisement dominated: printed
(calendars, lists, price-list) and external (signboards of shop, taverns
and warehouses).

In Soviet times such outstanding persons as V. Mayakovsky and
V. Kustodiyev were engaged in advertising.

Here are some examples of advertising texts by Mayakovsky:

Bcé uro Tpebyer Kenyaoxk,
Teno unu ym,-

Bcé uenoseky npegocrasur ['VM.
Tomy He cTpallleH MOpPO3 3J10BENIHUH,
Kto B 'VMe KynuT Teribie BEUIy.
Koomneparop! Topryii kauroii!
CBeT 1 3HaHHE B ICPEBHIO IBUTAM!

In 1925 in Paris Mayakovsky and Rodchenko were awarded with
silver medals for advertisements at the International Art Industrial Ex-
hibition.

After World I advertising developed into a business so big that it
became almost a trademark of America itself in the eyes of the world.
This expansion was stimulated by many technical improvements.

The increased use of electricity led to the illuminated outdoor
poster. Advertising was used increasingly by public-relation special-
ists as an important means of communication. The invention of radio
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in thel1920s stimulated the development of new technique of selling
by voice.

The most significant development was television, a medium that
forced the advertising industry to improve its techniques of selling by
the use of visual devices as well as by voice.

Vocabulary
approach MOAXO1, TPHOSIMKEHHE
athens a(puHBI
capacity CIOCOOHOCTH
cattle KPYITHO pOTaThIii CKOT
dealer TOPTOBEI]
eager CTpPEMSIIMICS
expansion pacmmpeHue
filling HaIOJHEHNUE, MoTpy3Ka
herald BECTHHK
inscription HaJIIUCh
offer TIPEIIOKEHUE
outdoor advertising Hapy’KHas pekjiama
praise XBaja
rivalry COINEPHUYECTBO, COPEBHOBAHUE
rumor CITyXH
skilful KBaJIM(UIUPOBAHHBIN
to proclaim MIPOBO3IIIAIIATh
trade 0Tpacib, PEMECIIO, TOPTOBIIS
trademark TOpProBasi Mapka
trader TOProBel]
vagrant Oponsira
various pa3HBINA, pa3HOOOPA3HBII
wide IITUPOKHAH

Exercises

1. Answer the questions:
1. How did the first advertising look like?



2. Where was first written form of advertising located?

3. When did a turning point in history of advertising happen?

4. “Advertisement is a motive force and power of trade” who put
forward this slogan?

5. Who established the first advertising office?

6. What types of advertisement dominated in the 19" century?

7. Where did the Greeks engrave advertising messages?

2. Find in the text the English for:

AdwuHBI, TOproBas Mapka, Tiamarau, Opojsra, CIoraH, B Halle
BpeMsi, HapyKHas pekiiama, TaBepHa, MEHAst MOHETa, KOCTh, MOIITHBIH
CTHMYJI, UCKYCHBIH, BO3MOXHOCTh, COOOIICHUE, OOJBIINHCTRO,
VIYYIICHUS, CBSI3M ¢ OOIIECTBEHHOCTHIO, MEKKOHTHHEHTAIBHBIH,
JKEJIe3Has Jopora.

3. True or false:

1. First advertising was oral.

2. The first advertising in written form was founded in Pompeii.

3. In 1925 in Paris Mayakovsky and Rodchenko were awarded
with gold medals for advertisements at the International Art Indus-
trial Exhibition.

4. Advertising stopped the technical progress.

5. Advertising began at the beginning of Christian era.

6. In the 19 century dominated printed form of advertising.

7. After World War 1 a trademark of America became advertising.

4. Topic for discussion:

1. Advertising in our days.

2. Ancient advertising.

3. Soviet advertising, advertising in the USA, advertising in an-
cient Egypt.

5. Translate into Russian:

Vagrant handicraftsmen, pottery, rumors, nowadays, copper,
brevity, market capacity, to issue, advertising office, outdoor poster,
trademark, announcement, excavations, inscription, skilful, herald,



significant, expansion, powerful, spreading, nationwide, eventually,
pamphlet, flyer advertising, award.

Did you know?

Market research terms vary in Britain and the US. For example,
an individual interview in Britain is often called a one -on -one or
an in-person survey in the US, a street interview is called a sidewalk
survey, and a postal survey is called a mail survey.

6. Look at these terms used in the talk about pricing. Can
you add three more?

Recommended Break-even
retail price point

Profit margin gl Goingrate

o Overheads

Now use the upper words to complete the sentences below.

Looking at the competition, € 25/ month seems to be the
......................... It is what most people are charging.

We can sell the modems for €100 each. They only cost €20 in total
to produce an distribute, so we would have ahealthy.........................
of €8o0.

€59.99 is @ 200d......oviiiiiii We can suggest
that stores sell it for that much, but if they want to use it as a loss leader
and sell it for less, then that’s fine too.



What I’m afraid of is an all-out............................. , when our
company and the competition are all fighting for the same customers.
We don’t want to cut our prices so low that we go out of business.

We need to establish our.......................... When does the
amount we’re earning cover our costs?

Luckily, we have low...............

Our rent is very low, and we got a great deal on our office equip-
ment.

7. Match the types of shop in the box with the definitions (a-h).

Chain stores * convenience stores * franchises * high-street shops
* hypermarkets * mail-order stores * online stores * outlet stores

a large no-frills stores located outside the town centre outlet stores
b stores selling through the Internet.........................ocl.
¢ independently- owned shops licensed to trade under the same

d shops located in the centre of town............cccoiviiiiiinninnnn

e shops run by a single company with multiple locations around
the country....................

f very large stores that sell groceries, clothes, and many other
products............ovevinnnnn.

g stores selling through a catalogue posted to customer..............

h small, independently-owned stores selling essential prod-

Fact: Advertising means to draw people’s attention to a product,
service or an idea. The most common setting for advertisements is in
television, newspapers, and radio. But people also advertise on bill-
boards. The direct mailing (or letter boxing) of leaflets, brochures,
catalogues and other material is another way to advertise.

8. Place the items in this list under the correct heading below.

Advertisements for:

Carpets, car, plumbing, massage, anti-smoking, low fat dairy prod-
ucts, helping overseas refugees, vacuum cleaners, coaching with school
subjects, groceries, gardening, plants for the garden, a charity, a religion
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Advertisements
for products

Advertisements

Advertisements
for ideas or beliefs

9. Write under each of the following whether it is an

advertisement for:

e Aservice
¢ Anidea
e Or aproduct

bl

iy Teabnd

. _FaX Service

T
N
HERUHA

ITimgs Kt
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Text 2
Read the text and translate
ADVERTISING IN OUR LIFE

The word “advertising” comes from the French word “reclame”.
Advertising if to speak a simple language, serves to notify in various ways
(sometimes all available) the new goods or services and their consumer
properties, and is directed to the potential consumer, paid by the spon-
sor and serves for promotion of its production and ideas. Advertising is
a part of communication activity of a firm, alongside with publicity and
stimulation of selling. Advertising unessential imposes the goods or ser-
vice when the customer makes the choice. At the beginning the consumer
decides to choose from what, and already then what mark to prefer, on
the basis of the representation about it, a stereotype or a developed image
of concrete mark of the goods or service. There are a lot of definitions of
the word “advertising”. For example, advertising is collective term for
public announcements designed to promote the sale of specific commodi-
ties or services. Advertising is a form of mass selling, employed when
the use of direct, person - to - person selling is impractical, impossible, or
simply inefficient. It is to be distinguished from other activities intended
to persuade the public, such as propaganda, publicity, and public rela-
tions. Advertising techniques range in complexity from the publishing of
simple, straightforward notices in the classified - advertising columns of
newspapers to the concerted use of newspapers, magazines, television,
radio, internet and other communication media in the course of a single
advertising campaign. In the US alone in the late 1980s approximately
$ 120 billion was spent in a single year on advertising to influence the
purchase of commodities and services.

Advertising has achieved the greatest blossoming in the United
States of America. American advertising leads the world not only in
volume of business but in the complexity of its organization and of
its procedures. Modern advertising is an integral segment of urban
industrial civilization, reflecting contemporary life in its best and worst
aspects. Having proved its force in the movement of economic goods
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and services, advertising since the early 1960s has been directed in
increasing quantity toward matters of social concern. The continuing
cancer and antidrug abuse campaigns are only two examples of the
use of the advertising industry as a means to promote public welfare.

The basic underlying advertising idea is the idea of human needs.
Need is the feeling of shortage of something experienced by the person.
Ifthe need is not satisfied, the person feels like destitute and unfortunate.
Unsatisfied person will do one of the following things: either will be
engaged in search of the object, capable to satisfy his or her need, or
will try to muffle it.

The second initial idea of advertising is the idea of human require-
ments. Requirement is the need which has accepted the specific form
according to a cultural level and the personal features of the individual.
Requirements of people are practically boundless, but resources for their
satisfaction are limited. So the person will choose those goods which
will give him or her greatest satisfaction within the framework of his
or her financial opportunities.

The inquiry is the requirement supported by purchasing capacity.
So, for example. In Europe automobile “Volkswagen” personifies an
elementary automobile, a low purchase price, and “Cadillac” - high
comfort, luxury and prestige. Russian people choose “Zhiguli” as they
have no opportunity to buy such expensive cars and “Zhiguli” gives
them the greatest satisfaction for money available for them.

And, at last, human needs and requirements and inquiries suggest
the existence of the goods for their satisfaction. The goods are every-
thing, that can satisfy requirements or needs and they are offered to
the market with the purpose of gaining the attention of the consumers,
purchasing, using or consuming.

Vocabulary
abuse 350ynoTpedneHne
announcements 00BsIBIEHUS
commodities TOBap, MpeIMET MOTPeOIeHNUS
definitions OTIPEICIICHIS
destitute HYXJIaIoIuics
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gains npuObLIb

influence BIUSTHUE
muffle 3arTyIIATh
public relations 0OIIECTBEHHBIE OTHOILIEHUS
publicity TJIaCHOCTh
purchasing capacity MOKYTIATEJILCKUH 00bEM
quantity KOJIMYECTBO
requirements HYX7a, TpeOoBaHNe
revenues JIOXOZ
straightforward notices uecTHOE HU3BElLICHHUE, OOBSIBICHHUE
to derive W3BIIEKATh
to notify W3BeIIaTh, YBEIOMIIATh
to persuade yOex1aTh
to promote CIocoOCTBOBaTh, COJICHCTBOBATh
unsophisticated 0E3BICKYCHBIN, TIPOCTOM
utility MOJIE3HOCTh
welfare OnarococrosiHue, 6JIaronoxydne
worldwide BCEMUPHBIH
Exercises

1. Find in the text the English for:

Pexnama; noTpeOuTeIb; Hapy>KHAsl peKIama; TOBaphl U YCIYTH; KaK
Iporaranja, racHOCTb U OOIECTBEHHOE OTHOIICHHUE; KOJOHKH Ta3eT;
MTOKYIIKa TOBApOB U yCIIYT; COBpEMEHHasl )KU3Hb; YeJIOBEUECKHE HYK/IbI;
SMOIMHU MOTPEOUTEN; peKIaMHbIe TOBAPHI; PeKIaMHas MPUOBLIb;
JKypHAJIbl U3BJIEKAIOT MHOTO JJOXOJa U3 PEKIaMBbl.

2. True or false:

1. Nowadays advertising plays an important role in modern life
and in the life of every person.

2. One of the first known methods of advertising was advertising
onTV.

3. Inthe US alone in the late 1980s approximately $ 250 billion
was spent in a single year on advertising to influence the purchase of
commodities and services.
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4. Tt possesses the ability to draw attention.

3. Look at the steps involved in organizing an advertising
campaign and put them in the correct order.

a analyze impact e define target group
b approve design f determine the desired response
¢ choose the media g establish message

d commission ad agency  h place ads

Did you know?
Charity is a term that refers to donating money, goods, or time to

people in need. Particularly in the US, companies are often judged by
their social actions as well as their financial success, and many com-
panies involved in charitable community efforts describe themselves as
corporate citizens. The causes they choose to support generally reflect
the company’s target market.

Some large companies allow employees to have paid time off to
work on local community projects, or even to have career breaks to
do charity work.

4. Match there different pricing models to the definitions.

1 captive product pricing a pricing goods/ services as cheap
2 economy pricing as possible

3 geographical pricing b charging a high price for an item
4 penetration pricing where you have a competitive

5 premium pricing advantage

6 price skimming c charging a high price for a unique

high-quality item

d pricing goods at a very low price
to encourage people to buy them-
often the prices are later raised

e pricing according to area where
goods are sold

f pricing one item is very low and its
complement very high
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5. Answer the following questions in your own words:

What does advertising do?

Name a few things that ads use to make their product well known?
What is the difference between display and classified ads?

Name a few examples of direct mail.

What are the advantages of radio ads?

What are electronic billboards?

When is advertising on TV most expensive?

What is the first thing that advertising agencies do before they

produce an ad?

16

How do governments protect consumers from advertising?

How far does advertising go back in history?

When did mass advertising start?

How did the invention of radio and television change advertising?
Are there any bad sides of advertising? Name some.



Text 3
Read the text and translate
ADVERTISING IN MASS MEDIA

Abroad advertisements are usually carried by mass media - news-
papers, magazines, radio, TV and by outdoor advertising - signboards,
standard boards, and hoardings.

Adpvertising in popular editions is very expensive. Therefore, sav-
ing on them, the advertiser risks to lose broad audience of consumers.
The advertising is usually bright and eye-catching. At the same time it
should be understandable to the reader, the spectator, the student, where
advertising and where an editorial material. The form of the advertising
reference should correspond to culture and outlook of an advertising
audience on which it is directed.

Creative approaches can be different. For example, while adver-
tising the goods of mass demand, as a rule, we must use emotional
motives, for products of industrial purpose - rational. But in any case
advertising is effective only when meets the following requirements:

1. Market characteristics of the goods are precisely formulated
- advertising contains specific information of its use, differences from
the goods of competitors;

2. Advertisement promises the consumer essential benefits at pur-
chasing the goods, the advantages of which are given, positive features
are singled out in headings of advertising, in illustrations and even in
the stylistics of the text and graphic materials;

3. Advertisement contains successful advertising idea - original,
attractive, and at the same time easy for understanding and recognition;

4. Advertising creates and introduces in consciousness the clear
image of the goods which is thought over in details - a stereotype in-
creasing its value in opinion of consumers;

5. Advertising emphasizes high quality of the offered goods and
at the same time itself associates with this high quality;

6. Itis original and consequently it is not boring, does not repeat
the known, bothered decisions;
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7. Advertising has an exact target orientation, reflecting different
searches, desires, interests of concrete consumers and informing them so
that taking into account distinctions of a consumer, it demands certain
advertising audience;

8. Advertising gains the attention of the audience that is reached
by successful art and text decisions, placement of the advertisement in
mass media using high reputation;

9. Advertising emphasizes new unique features and properties of
the goods that is the precondition of its success in the market and the
most working part of advertising argument;

10. Advertising concentrates attention on the main thing, not com-
plicating, offers only that is important for the consumer, and addresses
directly to him.

18

Vocabulary
advantage MIPEUMYIIIECTBO
advertisement pekiaMa, OObSIBICHHE
announcement 00bsBICHUE
approach MOJXO0]
attractive [IPUBJIEKATEIIbHBIH, IPUTATATEIbHBINA
benefit BBITOJ12, U3BJIEKATH MOJIH3Y
circulation THpaX
competitor KOHKYPEHT
conformity COOTBETCTBHE
consciousness CO3HaHUE
consequently CJIEIOBATEIILHO, I03TOMY
consumer noTpeduTens
consumption notpebieHne, pacxon
demand TpeboBaHue, 3apoc, ObITH HEOOXOAUMBIM
distinction pasnugue, OTINIHE
distribution pacrnpocTpaHeHue, pa3ada
edition HA3JIaHue
editorial W31aTEeNbCKHH, PEelaKTOPCKUN
essential CYIIECTBEHHBII
exact TOYHBIN, aKKypaTHBIN



expedient

feature
hoarding

opportunity
outdoor
outlook
plenty
precisely
properties
purchase
requirement
signboard
simultaneously
single
spectator
supplement
therefore

to carry

to concede

to correspond
to emphasize
to gain

HaJUJIekKaIUi, COOTBETCTBYIOLLINN;
1eecoo0pa3Hbli

0COOCHHOCTH

BPEMEHHBIH 3200p (BOKPYT CTPOSIIETOCS
JloMa)

YIOOHBII citydait

HaXOMSAIINNCS Ha OTKPBITOM BO3AYyXE
TOYKA 3PEHUS

n300uIre, N30BITOK

TOYHO, COBEPILIEHHO TOYHO

CBOICTBa

MTOKYTIKa

MOTPEOHOCTH

BBIBECKA

OITHOBPEMEHHO

€IMHCTBEHHBIN; OTOMPaTh, BEIOUPATH
HaAOIO/IATeNh, 3PUTEITb

no0aBJIeHNE, PUIIOKEHHE; TOTIOIHATh
TTOATOMY, CJICIOBATEIIEHO

HOCHTb, BO3UTh, TPOBOUTH, TPO/IaBATh
JIOITYyCKaTh, YCTYIIATh
COOTBETCTBOBATh

JleaTh yaapeHue, MoIIepKuBaTh
MOJy4arb, JIOCTUTaTh, 3apabaThIBaTh

Exercises

1. Answer the questions:

O NN R W=

How market characteristics of goods are precisely formulated?
What does advertisement promise the customer?

What successful idea does advertisement contain?

What does advertising create and introduce?

Why does advertiser risk losing broad audience of consumers?
When is advertising effective?

How does advertising gain the attention of the audience?
How does advertising address the customer?
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9. What works better: photos or figures?
10. What kind of text should the advertiser use?

2. Give synonyms for:

1. Expensive 6. Trust

2. Feature 7. Significant

3. High quality 8. Bilateral

4. Plenty 9. Brisk

5. Novelty 10. Congestion
11. Strip

3. Find in the text English equivalents for the following:

Pexnamonarenu; pucCKyroT; HOTEPATHh MIHUPOKYIO ayJUTOPHUIO
MOKYyTIaTeNel; OHATHO JJIsl YUTATelNs; TBOPUECKUH TOJX0/; TOBAPHI
KOHKYPEHTOB; CYIIIECTBEHHAs BHITO[A OT MOKYTIKH; YCTICIITHAS PeKITaMHast
unesl; NoJYEepKUBATh BBICOKOE KAayeCTBO; PA3JIMUMsl MOKyIaTeeH;
YHHUKaJIbHbIE 0COOCHHOCTH U CBOWCTBA; KOHIIEHTPUPOBAThH (YACIATDH
BHUMaHHUE); MHUPOKOE MOTpedIeHne; albTepHATUBHOE pPEeILICHHUE;
MOMYJISIPHO CPEeAu ayAWTOPHH TOKYyIaTelei; pacnmpocTpaHeHue
pexiamsbl; yAOOHBIN clydail; JelieBie 4eM; KaK MpPaBUIO; MEHee
NpUBJIEKATEIbHBIN; 3aBJIEKaTh MOKyNaTeae; u300uinue cios;
HOBUHKH; )XY PHAJIbHBIE [TOJIOCHI; 3aMHTEPECOBATHCS B O0JIee JeTaTbHOM
nHpOopManum; 6€3 XBAaCTOBCTBA; BMECTO SIBHBIH yTBEPKICHUH;
CBUJIETENHCTBO OYEBULEB; IPEUMYIECTBO PAJH0; MHOTOUHCIECHHBIN
MIPOLIEHT; HE3aBUCUMO OT TOTO, I'/I€ OHM HAXOJIATCS; JBYCTOPOHHHE
COOOLIEHNsT; UCIIOIB30BAaTh HAMIIyYIIee BpeMs («IIpaiiM-Taiim»),
OKa3bIBaTh OTPOMHOE BIIHSTHUE; 3apadaThIBaTh (ITOIyIaTh) BHUIMAHHNCE,
CKOTIJICHHE JI0Jei; HeToCTaTOUYHO 3 PEKTUBHO; 3aKII0YATHCS
B CJICZIYIOIIEM; PaCIPOCTPAHSTH Yepe3; K TOMY *ke; On3HeC My OIuKaluy.

4. True or false:

1. Creative approaches can be different.

2. Advertisement contains unsuccessful idea.

3. Advertising emphasizes high quality of the offered goods.

4. Ttis necessary to be afraid of plenty of the words in advertise-
ment.
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5. It is necessary to use simple words, but positively working
on all.

6. The text should be difficult for recognition with boasting?

7. It is necessary to print a text with light letters on a dark back-
ground?

8. The radio advertising is operative and has low cost.

9. Verbosity in advertisement is not necessary.

Did you know?
The word advertisement is pronounced differently in the UK and

the USA; in the UK the stress is on the second syllable whereas in the
USA it is on the third syllable. The short form for advertisement is ad

5. Choose the answer that best completes each of the
following statements:

1. Advertising in popular editions is very

a) Cheap

b) Expensive

¢) Unique

d) Plenty

2. It is not necessary to be to be afraid of words in
advertisement

a) Plenty

b) Simple

c) Single

3. The result will be the best if to use in radio

a) commercial break

b) prime-time

c) Entertainment programmer

d) news

4. The things that are produced to be sold:

a) market

b) advertising

¢) goods

d) product

5. An occasion when people buy and sell goods:

a) Advertisement
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b) Bank

¢) Market

d TV

6. Translate into Russian:

Carried by media; Cover significant person of audi-
Correspond to culture and ence of consumers;

outlook; Verbosity is not necessary;

Gain the attention of the Disseminate through numerous;
audience; Invest in miscellaneous media;
Before occurrence; Skywriting by airplanes.

7. What do you think about these statements? Write a few
words giving your opinion about some of them.

1. Famous actors or singers are sometimes associated with adver-
tisement for particular product.

2. Tobacco advertising is now banned (=forbidden) on radio and
television in Britain and on television in the US.

3. Flyers advertising local events or special offers are given to
people in the street.

4. Many people are against advertising, partly it to add to the cost
of a product.

5. Many pages in newspapers and magazines are filled with ad-
vertisements.

8. Advertisements have advantages and disadvantages
for people. Write ‘a’ beside each of the following if it is an
advantage. Write ‘d’ beside it if it is a disadvantage to the
buying public. That is to people in general.

Advertising;

1) brings goods, services, and ideas to our attention.

2) provides many jobs for people both directly and indirectly.

3) is sometimes found to be offensive. That is, it might be in poor
taste.

4) TV and radio ads interfere with the program. Continuity is lost
as the program switches to advertisements.
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5) in the classifieds enables people to sell anything from a house
to a car, a pet dog, a fishing rod.

6) exaggerates the good points of a product and service and says
little, if anything, about its bad points.

7) may provide an outlet for the creative talents of graphic artists,
writers, singers, and actors.

8) may leave some people bored and irritable.

9) which is well presented can give a lift to our lives through its
attractive presentation.

10) may sometimes be harmful to people by making claims which
cannot be kept.

Adbvertising in our lives

Fact: Advertising is a central feature of our lives. Sales depend
upon it. So does our knowledge of what is available. How well a product
sells usually depends upon how well it is marketed. Poor marketing
equals poor sales. A product might be very good, yet languish on the
shelves because consumers do not know about it. Billions of dollars
are spent upon advertising each year. Much of this goes to the more
expensive advertising on radio and television and display advertising
in newspapers. But just about everyone becomes an advertiser in the
small classified advertisements in the newspapers.

USEFUL PHRASES

Writing emails

Remember that not all emails are informal. Business emails to
people outside the company tend to be like letters; they follow cer-
tain conventions (see below) and are written with punctuation and
capital letters. Errors can give a bad impression, so be sure to check
your spelling using an online dictionary or the spell-check function
of your email program.
Greetings and closes Closes for saying thank you
Deal Ms Flores — Yours Many thanks.
sincerely (very formal)
Hello Geoff — Best wishes Thanks for your help.
(neutral)
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Hi Martin — All the best
(less formal)
Pleasantries

Hope all’s well with you.
Hope you (all) had a nice
weekend.

Hope was your weekend?

Cheers (informal British)

Tip

Remember to capitalize the
First letter in an email (or
letter):

Dear Mr. Steinblatt

Thank you for your message
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Text 4
Read the text and translate
THE BEGINNING OF POSTER BOOM

From second half of XIX™ century in European countries «the
poster boom» accrues. The leader in it was France about what more in
detail we will tell more low. Here we will notice that attempt to bridle
flow of the next kind of advertising production was operatively made
in England by means of creation in 1862 of Association Poster Makers,
aspiring to introduce in life mechanisms self-control this kind activity.

Nevertheless, in the middle of the century the domination of post-
ers and the posters pasted up and down of fences, walls and gate even
luxurious houses, has generated an introduction that Kingdom big cities
were ill with “skin illness» and

for the sake of recover it is necessary to register strong medicines.
Especially tirelessly and defiantly worked anonymous night billposters.
The police hunted for them, but dexterity was unequal: on one seized
and fined guy tens which have updated for night motley “scales” of
houses had. Advertising images have shown again passion to huge sizes
at advancement to the buyer of such habitual goods, as soap, medical
tablets, sausage and chocolate bars.

The greatest penetrative ability manufacturers «Pear’s soap» («Pear
soapy) differed in the end of a XIX™ century. English researcher provides
guidance on massed advertising company, carried out this firm. Posters
first of all says about parent feeling, representing the nice kid who of
the tray pulls a hand to soap, and the signature says:

«It cannot be happy, yet will not receive it». Humor magazine
“Punch” (“Parsley”) on a cover publishes on April, 26th, 1886 draw-
ing dirty tramps which writes the letter under phrase «« Pear’s soap »,
soaring over it. From the letter for readers tell a line: « Two years ago
I used your soap and since then any to another ». Beatrice Elliott is
made comments resulted in book by the sample: « It is the most known
comic advertising of the time ».

As early as three years this advertising campaign in mass media
proceeded, and its head Baratt informed that on it ucrpaueno hundred
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thousand pounds sterling. During this period, remark the English re-
searcher, advertising in its country has put into practice steady mottoes
slogans. They, as a rule, were so promising, advertising has seized
mechanisms so strong psychological pressure that government in 1889
publishes the decision «Against obscene advertising.

The association of poster artists reacted to the arisen discomfiture
creation in the bowels committee in 1890. But it is considered insuf-
ficient, and in 1893 the National community under the control over
advertising abusing «is created». It has soon dispatched the list of orders
and the laws concerning advertising of communications on all coun-
ties. As writes Beatrice Elliott, by 1936 that already was a thousand
quarter 250 verdicts.

Finishing a review of the basic tendencies of development advertis-
ing processes in England of a XIX™ century, we will address to show-
window to an advertising genre. British also advanced in persistence
of'its introduction continental Europe. In 1728 the French traveler was
delighted from unprecedented it in the homeland of English devices.
It wrote to the house:

That at us in France is not present, so it is glasses, that as a rule, it is
very beautiful and is very transparent. Benches are surrounded by it, and
ordinary behind it spread the goods that preserves it against a dust, does
accessible for a review by the passer-by and gives to benches a beautiful
kind from different directions. Formation of the given way of demonstra-
tion goods has caused the next jerk in development in detail-graphic,
first of all aesthetic, aspects of advertising. Quickly enough window
dressing (window dressing) becomes special branch of the advertising
skill, one of sources future design. From art of the calculation of the
goods in store show-windows, searches of their most advantageous
registration — the creative interval and to the organization of special
exhibitions is insignificant. However, in creation the given branch of an
advertising the priority, according to a number of researchers, belongs
to France about what further we say are more detailed.

Vocabulary

actual (aKTHYECKH CYIIECTBYIOLIHIA; TEKYIINH
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circulation

dramatic
efficiency

familiarly
flow

genre

genre painting
means

mosaic
obstacle
operative

polychromatic

prior
self-control
shortage

to accrue
to aspire

to bridle

to generate
to interrupt
to paste up
transition
valuable

TUpax (TazeT, )KypHaJIOB),
pacrpocTpaHeHne

(wHpOpPMAITHH, T3 TAHIA)

pe3Kuii, CyIeCTBEHHBIH (00 M3MEHEHHUSIX )
3¢ EKTUBHOCTD, PE3YJbTaTUBHOCTb,
MPOTYKTUBHOCTh

00BIYHO

[IOTOK, U300MJIHE

JKaHp, MaHepa

JKAHPOBAsI JKUBOIHCh

CPEICTBO; CIIOCO0, METOT; BO3MOXKHOCTB
MO3anKa, MO3aU9HBIH

roMexa, mperpaja, nIpersTCTBUE

3 PEeKTUBHBIN, TPOTYKTUBHBIH,
CYIIECTBEHHBIN

MOJTMXPOMATHIECKHIA, MHOTOKPACOYHBIH,
MHOTOLIBETHBIN

[IPENIIECTBY LI,

camMoo00J1ajanue, BiiajeHne cooou
HEeXBaTKa, HEAOCTATOK; ASPUIIHT
BO3HUKATh, OJy4arh, IPUOOPETaTh
CTPEMHTHCS K (IOCTHKEHNE YeT0-II.)
CIEpKHUBATh, YKPOIIATh, YCMUPSITH
BEI3BIBATH, IOPOXKIATH, POXKIATH
MIpephIBaTh

HaKJIEUBaTh, CKIICHBATh

Tepexo

LEHHBII; TOPOroi, NoJe3HbIN

Exercises

1 Answer the following questions:

1. What was the reason for such dramatic changes of “the out-

door advertising”?

2. What is a lithograph and who was the inventor of it?
3. What preposterous forms do you know?
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4. Who was the leader in the European “poster boom” in the
second half of the 19" century?

5. What did the increased “poster boom” cause in Britain?

6. When did mottoes become widely used in advertising?

7. What made the government publish the decision “Against
obscene advertising”?

8. Were these measures successful?

9. What action is regarded as “a wall nightmare”?

10. What organization dispatched the list of orders and the laws
concerning advertising communications dispatch in all countries?

11. What can you tell about such advertising genre as show-
window?

12. To what country does the priority in creation of the given
genre belong?

2. Find in the text the English for:

Hapyxnas pekiama, MHOTOIBETHBIN, THPaXK, d3(PPEKTHBHO,
npeolJiajianue, HaKJIeuBaTh, KOXKHOE 3a00JieBaHUE, BBI3bIBAOIIIE,
packieIuk aduiln, CHOpOBKA, HENMPUCTONHbBIN, HErOJOBaHUE,
HEJ0CTaTOYHBIN, BUTPHHA, OeCTIpeIie IEHTHBIH, TPOX0KUH, YKpalieHne
BUTPUH, BBIFOJHbIN, HE3HAUUTEIIbHbIN, IPUOPUTET.

3. True or false:

1. The association of poster artist reacted to the arisen creation in
the Bowels Committee in 1890.

2. In 1755 the French traveler was delighted from unprecedented
in the homeland of English devices.

3. Theleader in it was the USA about what more in detail we will
tell more low.

4. British also advanced in persistence of its introduction in con-
tinental Asia.

4. Fill in the blanks with words:

1. And from the second half of the 19" century in European
countries “the poster " accrues.

2. The greatest ability of manufacturers “Pear’s soap”
differed at the end of the 19" century.

3. The action regarded as “a wall

2

28



4. Especially tirelessly and defiantly worked anonymous

night
5. The prefix “before” marks in these cases or shortage efficiency
in plots of images, or absence mass , so valuable to advertis-

ing problems.
6. On the basis of these technical possibilities also there was a new

genre - - quite often highly artistic - the poster.

7. British also advanced in of'its introduction to conti-
nental Europe.

8. Quickly enough window becomes special branch of

the advertising skill, one of sources of future design.

5. Give synonyms:

1. Motto- 5. Discomfiture -

2. Polychromatic - 6. Outdoor advertising -
3. Shortage - 7. Genre-

4. Operative - 8. Bill poster-

6. Give antonyms:

1. outdoor advertising - 5. famous -

2. advantageous — 6. defiantly -

3. transparent — 7. shortage -

4. motley -

7. Match the two parts of the phrases to make collocations
from the dialogue.

1 eye-catching an issue to 4 to make images
something 5 print media

2 to devote channels 6 repeat opportunity

3 good exposure 7 traditional sense

8. How many expressions with brand do you know? Match
the terms in the box with their definitions.

brand awareness  brand equity * brand extension * brand identity
* brand image * brand loyalty * brand name * branding * derived brand

* off- brand
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What is a brand?
How are much people aware of a brand?
What does a company want people to think about a brand?
What do people actually think about a brand?
When doesn’t a product fit the company’s brand?
The value (either monetary or not) that a brand adds to a product
or service.

7 When do people like a brand and buy it again and again?

8 When is a product or service associated with a brand?

9 When is an existing brand used to support a new range or
products?

10. When does a component of a product become a brand in its
own right?

Did you know?
When people talk about the marketing mix, they often refer to

the four Ps: product, price, placement, and promotion. Some people
use the term place instead of placement; both terms are just another
way to refer to distribution. Some people also talk about seven Ps and
include people or participants, processes (takes service into account),
and physical evidence (the appearance of your business).

AN N AW~

9. True or false

Advertising gives people information about a product or
a service.

Slogans are always connected with an ad

Newspapers, magazines and the Internet belong to the
group of print media.

Only a small part of a newspaper is made up of ads.

You can find newspaper ads only in one section of the pa-
per.

Magazines have better paper and a better printing quality
than newspapers.

Mail order companies are companies that send leaflets

to people.
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Local advertising put a lot of their advertising on the radio.

Electronic billboards are the most expensive kind of out-
door advertising.

Sometimes certain products appear on TV shows.

A spam is an email that a person hasn’t asked for.

Market researchers make the designs for ads.

Tobacco advertising is allowed in America but not in Eu-
rope.

Advertising goes back to ancient Greece.

The invention of the printing press made advertis-
ing cheaper.

The first advertising agencies came up in America in
the 1950s.

One of the advantages of the advertising industry is that it
creates new jobs.

Children are often the main target of advertisers.
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Text 5
Read the text and translate

HUMOR IN ADVERTISING

Many of the most memorable ad campaigns around tend to be
funny. Advertisers use this strategy to attract customers to their prod-
uct. Audiences like to be entertained, but not pitched. People will pay
more attention to a humorous commercial than a factual or serious one,
opening themselves up to be influenced. The key to funny advertising is
assuring the humor to both product and customer. The balance between
funny and obnoxious can often be delicate; and a marketer must be
certain the positive effects outweigh the negative before an advertise-
ment can be introduced.

The best products to sell using humor tend to be those that consumers
have to think the least about. Products that are relatively inexpensive, and
often consumable, can be represented without providing a lot of facts, and
that’s where there’s room for humor. Candy, food, alcohol, tobacco and
toys entertainment related products have proven to benefit the most from
humor in their campaigns. One of the most important things to keep in
mind is relevance to the product. An example of an extremely successful
humorous campaign is the series of “’Yo Quiero Taco Bell” commercials.
The star, a tiny talking Chihuahua who is passionate about his Taco Bell
got people repeating the company’s name across the country. The rep-
etition of the company name and the actual content of the commercial
reinforce the message in a relevant manner. Taco Bell saw a substantial
rise in sales and their own mascot became a pop icon.

Another point to consider when using humor in advertising is that
different things are funny to different people. A commercial that may
leave one person gripping their sides from laughter may leave a bad
taste in another’s mouth. The target market must always be considered.
What’s funny in a client presentation may not be funny on an airplane,
at a country club or in a hospital. An example of a recent humorous
product introduction is Mike’s Hard Lemonade. These commercials
feature over exaggerated and comical violence with the underlining
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message that no one’s day is hard enough to pass up a Mike’s. It failed,
ranking as one of the year’s most hated campaigns by both men and
woman according to 2002’s Ad Track, a consumer survey. The series
of commercials are aimed at 21-29 year old males and the repetition
of comical violence (such as a construction worker is impaled on the
job and a lumberjack cutting off his own foot) gets less and less funny
every time it’s viewed. Eventually the joke just wore out and the com-
mercial became annoying and offensive.

Humor in advertising tends to improve brand recognition, but does
not improve product recall, message credibility, or buying intentions. In
other words, consumers may be familiar with and have good feelings
towards the product, but their purchasing decisions will probably not
be affected. One of the major keys to a successful humorous campaign
is variety, once a commercial starts to wear out there’s no saving it
without some variation on the concept. Humorous campaigns are often
expensive because they have to be constantly changed. Advertisers
must remember that while making the customer laugh, they have to
keep things interesting, because old jokes die along with their products.

Vocabulary

certain YBEPEHHBIIT; HECOMHEHHBIN (0 (akTe)

consumer MTOTPEOUTEID

credibility JIOBEPUTENBHOCTD, BEPOSITHOCTh

exaggerate NpeyBeJINYNBaThH

mascot TaJIMCMaH

obnoxious TIPOTHUBHBIN, HECHOCHBIN

purchase MOKYTIKa

reinforce YCHJINBATh, HOAKPETLIATh

survey 0003peHne

the least HAaUMEHBIITNH

to affect BO3JICHCTBOBATH

to grip C)KMMarTh, CXBaTHIBATh; OBJIAICBATh
BHUMAaHUEM

to recall HATIOMHUHATh

violence CHJIa; HACHIIHE
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Exercises

1. Give your associations to the concept “humor”.
(You can use nouns, adjectives, adverbs).

N _—

/

2. Write out only nouns from the list of your associations.
Complete these nouns with proper adjectives.

3. Give synonyms for these words:

funny obnoxious

4. How do you understand the following expressions:

To leave smb. gripping one’s sides from laughter.
To leave a bad taste in one’s mouth.

Give Russian equivalents to these expressions.

5. Now use the correct form of the collocations to complete
the sentences.

1 Our area newspaper often.......................... to present-
ing local businesses, and many of the shop-owners see this as
Beeeniie to advertise.



2 is essential for getting your message
across to customers. [f they only see your advertisement once, they won
't remember it.

3 Weoperate on a very tight budget, so forusitdoesn’t.............
to advertise On...........ccoevevuiieininenn.. Such as radio or television.
We focus on online marketing instead.

4 What I like most about our new ad campaign are the
.............................. No one could forget that picture of the penguin
and the dog!

5. One of the disadvantages of advertisements in ..................
is sometimes your advert gets lost, for example when there are several
of them on the same page.

6. Now decide which model is being discussed.

B We at Chamonix Ecrit
believe the quality of our

A Naturallywe
need to our goods pens justifies their cost.
lower in countries
with a lower per-

capita income.

C There low prices will only
be in effect for the first six

months. After that they will be
raised by 10-25%.

D Yes,the printers we

E  Our own-label brands

sell are inexpensive, but

. . sugar, flour, and milk have
we charge quite a bit for .
i . much lower prices than the
the ink cartridges. .
brand —name competitors.
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8. Crossword

1 | | | | | :

LT ]

10

Across

1. an ad on radio or TV

4. a thin book that gives informa-
tion on something or advertises
something

5. a short song or a melody in ads
6. liked by many people and very
popular

11. ad that is shown over the top
of a web page

13. the best TV viewing time in
the evening

36

18 | |

Down

1. easy to remember

2. a picture or an image

3. type of a product made by
a company

7. written information that you
leave for a person

8. machine that takes you from one
floor of a building to another

9. to send out radio or TV pro-
grammers



16. short film that is made up of 10. to pay money so that you can

many drawings or pictures use something
17. the way you do or plan some- 12. the people at home who watch
thing or listen to a programmer

18. title of a newspaper that is 14.the money a person gets for his

printed in large letters on the front regular work

page 15. to write, print and sell some-
thing
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Text 6
Read the text and translate

INFLUENCING AND CONDITIONING

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, commer-
cialism - the translation of human relations into commodity relations
- although a phenomenon intrinsic to capitalism, has expanded expo-
nentially.” “Cause-related marketing” in which advertisers link their
product to some worthy social cause has boomed over the past decade.

Adpvertising exploits the model role of celebrities or popular figures and
makes deliberate use of humor as well as of associations with color, 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 experi-
ence. 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 coun-
cilor 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 o 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
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between advertising and ¢ programming are becoming blurred. Accord-
ing 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.”

Adpvertising draws “heavily on psychological theories about how to
create subjects, enabling advertising and marketing to take on a ‘more
clearly psychological tinge. Increasingly, the emphasis in advertising
has switched from providing “factual” information to the symbolic con-
notations of commodities, since the crucial cultural premise of advertis-
ing 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 and groups of people, thereby offer-
ing mass produced visions of individualism.

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 psy-
chological manipulation in all of human history.”

Vocabulary
accuracy TOYHOCTD
apart from KpOMe, HE CUuTas
arguably BO3MOYKHO
array MHOXKECTBO
blurred CTEPTHIH
commodity TOBap
complicity coyJacTue
crafty ¢ JTyKaBBIT
distraction OTBJICUCHUE
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dormant
factual

fore
generally
giggle

herd instinct
identity
increasingly
loneliness
mundane

phenomenon intrinsic

premise
preposterous
psyche
recess
self-worth
sophisticate
sub-conscience
tinge

to boom

to endow

to exceed

to imbue

to refine

0e3/1eliCTBY O
baxTryeckuit
nepeHun

B IIE€JIOM

XUXHMKAHbE

CTaJHBIA WHCTUHKT
HJIEHTUYHOCTD

Bce Ooutee u Ooitee
OIMHOYECTBO
CBETCKHUM, TOBCEIHEBHBIN
CBOMCTBEHHOC SBJICHHUE
MIPEIOChLIKA
HeJIeTIbIM

Jy1a

TIepephIB

CaMOOIIEHKA
MIPOHULIATEIBHBIN
IOJCO3HAHUE

OTTEHOK

MIPOU3BOJIUTH CEHCAITUIO
o0ecIeunTh
MIPEBLICUTH

HAIMOJHUTh
OYHCTUTHCS

Exercises

1. Answer the questions:

1. Which desires are inherent in the person?
2. Which fears does the person have?

3. What becomes mere means for expansion of the commod-

ity world?
4. What is the commercialism?
5. How did advertising use concept of attraction?

6. What did market research institutions do before advertising

1s done?
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7.
fective?
8.

Which methods have been used for making advertising more ef-

How did Robert McChesney call advertising?

2. Give antonyms:

Happiness, health, self-esteem, identity, fear

3. Give synonyms:

Expand, draw, exceed, imbue, comprise

4. Guess words. Initial letters are provided to help you.

dormant in the sub-conscience of people (h..... i.....)

internal sense of the person (s....- €.....)

goods; clothes intended for sale (c......)

system of development of the states, inherent in Europe (c......)
very quickly; with speed (r......)

latent laughter, snicker (g......)

event previous something (p......)

deceptive (c......)

5. Give Russian equivalents for the following:

Advertising; herd instinct; the deepest recesses; human psyche;
modern marketing phenomenon intrinsic; cause-related marketing;
person’s subjective experience; person’ attraction; giggle test; crucial
cultural premise; mundane necessities; target group; craft; methods.

6. Explain the difference between advertising and creative
sides of media.

7. You see 10 words, but the order of letters is mixed. Make
words and give their translation.

PAPINSESH YDLIA
DEIFL NIOVSI
ALCMI GTATRE
ENGTI RARYA
CWIHTS REFALF
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8. Fill in the blanks with a suitable word:
1. All human needs, relationships, and

2. , these are factors of how one perceives himself and
one’s self-worth.

3. As a result, consumption becomes on a person’s at-
traction.

4. “This claim fails to pass even the most basic giggle test, it

EX]

is so

5. , psychologists and anthropologists are “de rigueur”
in marketing research.

6. But today these are reaching epidemic levels.

7. Yet, this great undertaking remains largely ignored by the

USEFUL PHRASES

Giving feedback

When giving feedback, try to use the sandwich approach. Begin
and your email or conversation with positive feedback (the bread),
and put any criticism in the middle (the filling). That way you begin
and end on a positive note, and it is more likely that the person you are
criticizing will still feel confident and motivated.

Positive feedback Remember to soften criticism by
using words such as a little, a quite and
We're very happy with rather,

what you've done.

We really like...

Criticism We're a little concerned about. ..
We think that the colors ...but the image is quite dark.
are not bright enough. Finally, be specific about what

/ too bright. changes you want.

We think that the images | ...it would be nice to find
might be too... something a little brighter.

How about... instead?
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9. Match words from each column to make collocations from
the job ads. Then match the definitions ( a-g).

1 media knowledge

2 customer line

3 brand mentions

4 product relations

5 strong responsibility
6 primary service

7 public strategies

a) a related series of items sold by a company (e.g. education

software titles offered by a publisher)

b) the department that deals directly with consumers
¢) communication with the general public
d) items where the company’s name is seen in newspapers, maga-

zines, and websites

of=[>]

S|

=[=[=[o[=[=]

kd

¢) main task or function
f) good understanding ways of promoting a brand

10. March the words with the definitions

announcement : a short phrase that is easy to remember

cartoon || the money a person gets when they work

slogan a sheet of paper that tells people about a prod-
| |uct

promise machine that takes you from one floor to an-
|| other in a building

headline | |in the whole country

elevator | an important and official statement

choose | to do something again

advantage || something that is written, printed and sold

nationwide | |an ad thatis shown over the top of a web page

on sale a short film that is made up of many drawings
|| or pictures

publish || the good side of something
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TEXT 7
Read the text and translate

ADVERTISING ROLE OF PACKING

Campaign “Quaker oats”, trading in porridge from the middle of
the last century up to our time, has managed to take a maximum of the
possible from an originality of the designed packing. The main em-
blem of firm was the figure of the portly Quaker which paraded words:
«without an impurity». The inscription on packing was modest, but
convincing: «We especially wish to pay your attention to cleanliness,
speed of preparation and that fact that taste and aroma as a result do not
suffer». The owner of firm Henry Krouell made productive efforts to
expand popularity of the emblem. He offered prizes to those who will
cut out the image of the Quaker from packing and will send it by mail
in enterprise office. “Quakers drew on fences, on walls of buildings, on
cars of trams, on publicity boards. Within several years “Quaker oats”
it was advertised, more than ever and any product”.

Representatives of firm “Quaker oats” actively used not only
graphic and a print advertising, but advanced the every possible ac-
tions connected with distribution of the goods in a life. Small boxes —
samples with the porridge, transported by train from station to station
have been ordered. At stops where there were schools, pupils for a small
payment carried these boxes to everyone home maker free of charge.
So “total” tasting of a new product has been organized.

In big cities for the similar purpose employed students of economic
colleges who suited “the mobile kitchens” producing porridge, and al-
lowed it to try to all who went by and did not object to it. In 1891 the
head of firm equipped trip carriages. Serving them

Clerks in firm suits, leaving at stations, arranged show in
F.Barnuma'’s style and invited all associates to free tasting.

It is curious that the inventive potential of managers and advertise-
ment makers of this firm has not run low till our time. In 1986 the firm
has received the award of National association on sale stimulation for
success of the next advertising campaign “Find the captain”, also using
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possibility of packing. “Captain Kranch” — flakes for children — has
been represented on boxes in an aura of sea romanticism. But here it
has disappeared from packing, and to consumers in loose leaves have
informed that the captain can be “found” if to buy three packs of flakes
and to read there helps in this respect. The prize made hundred dollars
on a lot. For sent right answers. Curiosity of children and adults has
surpassed expectations of organizers of this game. The sale increase
oats’ flakes for half a year have reached 50 %.

The special chapter in the history of advertising packing was occu-
pied with firm bottle Coca-Cola. The drink was invented by pharmacist
John Pemberton from Atlanta. In 1886 the invention was on sale as
a toning up preparation on 5 cents for a glass in a drugstore. Its popu-
larity accomplished jump after distribution by successor D.Pembertona
A.Gandlerom of thousand coupons with the offer of free glass Coca-
Cola. Drink flood in bottles has begun in 1899, and the care of the busi-
nessman of protection of the child from fakes immediately was born.
Substantially it managed to be made thanks to the original container
nowadays known all over the world. In 1916 the bottle of the specific
form has been registered as a trade mark by Patent bureau of the USA.

Vocabulary
accommodation COTTacOBaHME; IPUCIIOCOOTICHUE
approach MOJXO0]
bruise CHUHSIK
by golly (pasr.) eit bory!
close-up KPYITHBIN TUTaH (B KUHO)
complaint Kano0a, MPEeTeH3Hs
consistent COITIaCYIOLIMICS; TTOCIEI0BATENbHbBIN
deed MOCTYTIOK, JACHCTBUE
depiction n300pakeHre
excessive Ype3MepHbIN, KpaliHUI
familiar OOBIYHBIN; OMU3KUHN, HHTHMHBIN
fragrance apoMar
helmet eM
insistence HaCTOMYMBOCTD
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lingerie ¢p. namckoe Oenbé

outrage rpy0oe HapyllleHHe YbUX-JI. TIpaB,
0e33aKoHMe; 0CKOpOJICHHE

rape M3HACUIIOBAHHE

score BeCTH CU€T (B UTpe); 3aCUNTHIBATh
(OYKH U T.11.); BBIUTPHIBATH

to concern KacaTbCsl, OTHOCUTHCS; MHTEPECOBATH;
n. MHTEpeC

to deface 00e300pakuBaTh, yporoBaTh

to maintain MOJICPKUBATh, COXPAHSATH; YTBEPKIATh;
3aIuIaTh (CBOM IIpaBa)

to stride WATH NIMPOKHUM IIaroM

to tire YTOMJISITh, HaZI0€IaTh, IPUCKYYUTh

to trace MPOCJICIKUBAThL; YEPTUTH; KAJIbKUPOBATh

to withdraw Oparh Ha3a1l; OTMEHHUTD

Exercises

1. Find in the text the English for:

TEHAEHLUS CO3/1aTh M YBEKOBEUHUTh CTEPEOTHUIT; TPYIIA AABICHMS;
3aWHTEPECOBAHHBINA TOJIBKO BKyCOM Ko(e; Tomypasaeras )KeHIINHA,
MIPEBPATUTH TOBAp B OE3BKYCHILY; COBEPIIATh Oe3pacCyIHbIE MOCTYTI-
KW, YBEpPEHHBIA B ce0e; MOIoAast MOJIebh B TTAaHTAJIOHAX, IIararomias
B FOPJIOM OJIMHOYECTBE; 3TO HE MPE/ICTABIIAETCSA HEMOCIIEA0BATEIbHBIM;
TpeOOBaHMS MTEPEMEH K MPHUCIIOCOOICHUIO; CYIIECTBYIOIIAsl CUCTEMA,
JKEHIIMHBI OOJBIIe HEe JAOJDKHBI OBIITM OCTABATHCS MyCTOTOJOBBIMU
KyKJIaMH; HeTIpeTHaMepeHHas JI0’KHAsT HHPOpMAIIHs.

2. Translate the following into English using - /ess:

0€3BKYCHBIH -

0Ee3MO3IIIBIIH -

OecrieuHbIl, HEOPEIKHBIH -
HeO0OOCHOBAaHHBIN, HEOCHOBATEIHHBIH -
OCCIOIC3HbIH -

OECCOHHEII -

HEYMECTHBIN -
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0e300JIe3HEHHBIH -
O€3/1yIIHBIH -
0€e33aIUTHBIN -

3. Complete the following adjectives by adding the correct
prefix (-un; -im; -in; -ir; -dis). Translate new words.

-familiar -possible -secure
-worthy -armed -resolute
-dependent -lawful -honest
-intended -replaceable -graceful
-faithful -sincere -responsible

4. Give synonyms for:

to concern — to prepare —
to withdraw — to outrage —
to amuse — to maintain —
to tell — to revolt -

5. Give antonyms for:

to tire — X - rated —
to build — tasteless —
to change — scantily -
to clothe —

6. Fill in the blanks with suitable wordpr:

Probably the most telling_ comes from the
movement.

The company has since changed its approach,
putting its necessarily  clad women in more nor-
mal .

Agencies in the 1970 s began showing women in
previously roles.

Women want the  changes, but they want
, too.
The models were so , SO that some women

viewers would not be able to with them.

basic
advertising
scantily
romance
pressure
identify
self-confident
feminist
successful
unfamiliar
settings
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7. Answer the questions. Give your opinion.

1. What are the groups, which complain against advertising? (Find
in the text)

2. What yky complaints against advertising (according to the text)?

3. What prize did women against pornography award to maid-
en form?

8. For discussion:

1. What are advantages and disadvantages of advertisement?

2. How do you think, what type of advertising is the most effective
(newspaper, radio, TV, the Internet)?

3. What is “stereotype” in your opinion?

9. Can you add any distribution channels below? Which
channels does your company use? Why?

Distribution
Telephone sales
Websites
Retail stores
Mail order
Wholesalers
Sales representatives

Catalogues

10. Match a part of each section to make a full sentence.

Billboards are owned |that can be used of their papers
An ad could try a lot of people shop windows
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Product placement
are ads

commercials

that rent them to
advertisers

Some ads use slogans

send information

a candidate for presi-
dent

Newspapers sell

in charge of creating

can advertise the

advertising space product best
Advertisers often that appear only to a certain
broadcast group of people
Some mailing lists by companies many times a day.
Television can reach |to make voters very quickly

choose

Many stores have
their own department

which type of media

in a TV show or
series

It is very important to
find out

in all sections

over and over again
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TEXT 8
Read the text and translate

ADVERTISING

Advertising is a message designed to promote a product, a service,
or an idea. In everyday life, people come into contact with many kinds of
advertising. Printed advertisements make up a large part of newspapers
and magazines. Poster ads appear in many buses, subways, and trains.
Neon signs along downtown streets flash advertisements. Billboards
dot the roadsides. Commercials interrupt TV and radio programs.

The purpose of most advertising is to sell products or services.
Manufacturers advertise to try to persuade people to buy their products.
Large business firms also use advertising to create a favorable “image”
of their company. They want the company name to be known and
respected for the products the firm makes or the services it provides.
Local businesses use advertising to gain new customers and increase
sales. Advertising thus plays a major role in the competition among
businesses for the consumer’s dollar. It is the cheapest and fastest way
to inform large numbers of people about products or services for sale
and to persuade them to buy. In many businesses, the volume of sales
depends largely on the amount of advertising done.

Advertising is also used by individuals, political parties and candi-
dates, social organizations, special interest groups, and the government.
Many people advertise in newspapers to sell used cars, homes, or other
property. Political parties and candidates use advertising to try to win
votes. Social organizations and special interest groups often advertise
to promote a cause or to influence the way people think or act. Some
of their advertisements provide a public service. For example, the
American Lung Association sponsors public service ads designed to
discourage people from smoking. The United States government uses
advertising chiefly to recruit volunteers for the armed forces.

Advertising is a multibillion dollar industry in the United States.
About $125 billion — an average of about $500 per person — is spent on
advertising each year. This amount represents about 2 per cent of the
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U.S. Gross National Product (GNP) —that is, the value of all goods and
services produced yearly. More money is spent on advertising in the
United States than is spent in any other country. Advertising pays all
the costs of the nation’s commercial television and radio broadcasting.
It also pays about two-thirds of the costs of newspapers and magazines.

Because advertising is so widespread in the United States, it has
enormous influence on American life. Advertising encourages the
Americans to eat certain foods, wear certain clothes, and use certain
household products. It promotes the use of work-saving appliances and
then suggests ways to enjoy the resulting leisure time. In doing all these
things, advertising helps shape American tastes, habits, and attitudes.
In promoting the sale of many kinds of goods, advertising also helps
raise the standard of living.

Advertising is common in almost all countries. In many countries,
however, the use of advertising is more restricted than it is in the United
States. In most countries of Western Europe, for example, the govern-
ments limit the amount of advertising that appears on television. In
addition, these governments make greater use of advertising for social,
political, and educational purposes.

Vocabulary
amount KOJINYECTBO
appliance npucnocoOieHne
attitude OTHOUICHUE
billboard PEKIaMHBII ITUT
chiefly TJIaBHBIM 00pa3oM
consumer noTpeduTensb
cost CTOMMOCThH
discourage o0ecKypaxuBaTh
downtown JIeTI0Bast 9acTh Tropoja
enormous TpOMaJIHBIN
Gross National Product BBII
manufacturer MIPOU3BOIUTEID
property UMYIIECTBO
sign BBIBECKA
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to apply NPUMEHSATh

to design co311aTh

to encourage 0001pATH

to flash CBEpKarh

to influence BIIMSITH

to make up COCTaBJISITh

to pay OIJIAYMBATH

to promote IIPOABUIaTh

to provide cHa0Xarkb, 00ECIIEYNBATh

to recruit BepOOBaTh

to represent HPEACTaBIATh

to restrict OrpaHUYNBATH

to shape NpUHUMATh HopMy
Exersises

1. Answer the questions:

1. What is advertising? 2. Where can you meet with advertising? 3.
What is the purpose of most advertising? 4. Who uses advertising? 5.
For what does the United States government use advertising? 6. How
much money does the United States spend on advertising? 7. Why is
advertising so widespread in the US? 8. What does it promote? 9. What
can you say about advertising in other countries? 10. How is advertising
developed in our country?

2. Find in the text the English for:

Coo01uieHune; MpoABHraTh NPOIYKT; MHOTO BUIOB PEKIaMBI; pe-
KJIaMHasi auiiia; J1ea0Bas 4acTh ropojia; PeKJIaMHbBIN IIUT; TbITACTCS
yOeIUTh IT0JIeH; IIOOMMBIN MMHJIK; COPEBHOBAHUE Cper OU3HECMe-
HOB; 00bEM POIaXK; BBIUTPATh BBIOOPHI; O0IIIECTBEHHOE 00CTyKIBa-
HUE; eKET0THO; KOMMEPUECKOEe TeNIEBUICHHE U PaIOBEIIaHNE; CBO-
00/ IHOE BpeMsT; OTPaHHMUYMBAThH KOJUYECTBO PEKIIaMbl; 00pa3oBaTeIbHbIC
IIEJTN; TIPOMBIIICHHBIC OPTaHU3aIuN

3. Fill in the blanks with articles, where necessary.

1. Itpromotes _ use of work-saving appliances and then suggests
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ways to enjoy __ resulting leisure time. 2. In many countries, however,
____use of'advertising is more restricted thanitisin ___ United States.
3. It mainly discusses advertising by business and __ industrial
organizations. 4. Advertising pays all __ costs of _ nation’s com-
mercial television and radio broadcasting. 5. Social organizations
and special interest groups often advertise to promote  cause or
to influence  way people think or act. 6. They want __ company
name to be known and respected for  products _ firm makes or
____services it provides. 7. poster ads appear in many buses,
subways, and __ trains.

4. Fill in the blanks with prepositions and adverbs.

1. everyday life, people come  contact  with many
kinds _ advertising. 2. The purpose  most advertisingis ___ sell
products or services. 3. Many people advertise  newspapers
sell used cars, homes, or other property. 4. It also pays  two-thirds
__thecosts  newspapers and magazines. 5. Advertising encour-
ages Americans ___ eat certain foods, wear certain clothes, and use
certain household products. 6. most the countries Western
Europe,  example, the government limit the amount _ advertising
that appears ___ television. 7. But much __ the material applies
advertising __ other groups  well.

Did you know?
Franchising began in the mid-19th century and now dominates

the retail sector in many countries, especially the US. Early American
examples included automobile dealerships and the telegraph system,
which were controlled by Western Union but operated by different
companies. The best example of franchising today is probably the
restaurant sector. American fast food chains started using franchises
in the 1950s and the global success of McDonalds is largely based on
its franchise -based business model.

5. Match different pricing models to their definitions.

1 captive product pricing apricing goods/ services as cheap-
ly as possible
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2 economy pricing b charging a high price for an item

3 geographical pricing where you have a competitive

4 penetration pricing advantage

5 premium pricing c charging a high price for a unique
6 price skimming high-quality item

d pricing goods at a very low price
to encourage people to buy them-
often the prices are later raised

e pricing according to the area
where goods are sold

f pricing one item is very low and
its complements higher

6. Here are some more jobs and companies involved in
marketing and advertising. Match them to the descriptions.

ad agency ° art director * copywriter * graphic designer » market
research firm ¢ PR officer

1 One of this person’s responsibilities is to create logos.

2 This company is responsible for creating advertisements.

3 This company conducts a survey to find out more about its
customer.

4 This person supervises the design staff.

5 This person interacts with the media to represent important
company information to the public.

6 This person writes the text for advertisement.

7. Fill in the blanks with words from the box

appear athlete attention broadcast cartoon catchy consumer creative
customers decide develop famous habits headlines product remember
repetition services special status

1. Advertising tells people about products and __ , and tries to
make them buya .

2. Ads do their jobs in many different ways.  are words in big
letters that try to get the  of the readers.

3. Some ads use slogans or _ phrases that are easy to .
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4. Advertising agencies often get a famous person, like an actor
or _ ,to talk about a product.  characters are often connected to
a certain product and become  with it.

5. One of the most important techniques of advertising is .

6. Ads are  many times a week for weeks or months. When
people see them they might want the product.

7. Advertising is often done by firms.

8. First they try to get information about the buying  of their
____-who buys a certain product and why.

9. The age, sex and social  ofa _ are also important,

10. The people in the  department _ ideas and themes.

11. They prepare images, photos and text and _ where the ad
should .

8. Put your thinking cap on answering these questions.

1) Commercial radio and television is provided free of charge. It
is called “free to air”. So, for example, movies, comedies, the news,
current affairs, “soaps”, and documentaries are provided as a free
service. Radio provides music, “talkback™ and discussion sessions,
and the news. Yet, the consumer has, in the end, to pay indirectly for
advertisements. Why? How?

2) Although advertising is one of the costs of business which
must be recouped (got back) from sales it could bring down the cost of
a product. Why? How?

3) The advertiser always wants to get the customer on side. Yet,
although people often object to repetition in advertisements (repeating
the advertisement again and again) advertisers stick with it. Why?

4) Celebrities are often used with big expensive advertising cam-
paigns. Celebrities are usually people who are well known in entertain-
ment or sport. They are leading actors, singers, cricketers or footballers.
Yet, they may have no great knowledge of what they are advertising.
Why, then, are they used in advertisements?
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5) Why can it be said that we need advertising in our society?

9. How advertisers appeal to potential customers

Fact: you will learn about aims and appeals of advertisements
through studying these examples.

BE SECURE],....
IN YOUR HOME | " fecings ot vaos. -

Tha mada-da-maasum axpars What feeling is the advertizer
0=n appealing to in the first line.

7 mm hinged secunily door .
7 mm liding deer ...
Frminplelock
Window locksdeal |odks

fithed Fom ............. 319 each
Fly scraen houselols ...
10 rm wiall sate wih Ross key.... $19 each

2} What line tells vou that the advertiser
is trying to be price competitive?

Call factary dired Bor fee Measura and quale

Phone 4442 37058

3} Why does the advertizer mention the number of custormers?

4} What iz the advantage to the customer in listing the prices?

b} Why would the term “factory direct” be appealing to some customers?
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TEXT 9
Read the text and translate

CAN ADVERTISING INFLUENCE
THE WAY WE LIVE OUR LIFE?

The prevalence of advertising in modern, consumer driven, societ-
ies is strong and growing more all the time, with television, radio, the
Internet, newspapers and magazines the most ubiquitous platforms. With
advertising companies increasingly looking for new media and platforms
on which to advertise: roller coasters such as the Pepsi Max ™ Big One
and the Playstation at Blackpoll’s Pleasure Beach, and aspects of every
commercialized sport currently played, from football jerseys right down
to the helmets of motorcycle riders, this begs an important question:
do advertisements merely influence consumers choice of the brand of
product they will buy, or do they fundamentally influence the basic types
of products consumers can choose, and even the consumer’s lifestyle?

Perhaps the most controversial industry of which this question has
been asked is the tobacco and cigarette industry, whose advertisements
can regularly be seen on large ‘billboards’ by UK highways, and also
covering the cars, drivers and all promotional material associated with
Formula One racing. Pollay (2004) examined the 2002 trial, which as-
sessed the constitutionality of Canada’s Tobacco Act, passed in 1997,
which attempted to regulate cigarette advertising and promotion. With
respect to promotional communications, the purpose of the act was
to protect young persons and others from inducements to use tobacco
products and the consequent dependence on them (Pollay, 2004). The
provisions prohibited advertisements that were false, misleading, or
deceptive or that are likely to create an erroneous impression about the
characteristics, health effects, or health hazards (Pollay, 2004). Also
prohibited were testimonials and endorsements, including the depiction
of'a person, character, or animal, whether real of fictional, and lifestyle
advertising or advertising that could be construed on reasonable grounds
to be appealing to young persons (Pollay, 2004). The trial involved new
evidence of industry tactics in the 1990s, including the use of lifestyle
advertising of sponsorships and the marketing of a new product that was
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falsely claimed to be less irritating. Pollay provides highlights from the
legislative background, the document production, the trial testimony,
and the judge’s decision, which ended with an endorsement of the law.
This trial, the supporting evidence and judges decision all tended to
support the view that cigarette advertising was not only capable of influ-
encing the way people lived their life, but that it actively did. Cigarettes
are known as a badge product because they provide consumers, especially
young consumers, with a token for communicating their identity. In the
cigarette category brand image is everything. The brand of cigarettes a per-
son smokes is their identity. Cigarettes tell others who they are as a person.
There is a strong emotional connection to the brand, the image it projects
about the smoker, not only to themselves but to others (Pollay, 2004).
This evidence is further reinforced in another cultural context:
Goldberg (2003) analyzed a survey of over 1,700 Hong Kong adoles-
cents, and found that it indicates that their smoking related behaviors are
related to their exposure to cigarette advertising, promotional products,
and movies. American media and tobacco firms dominate the Hong
Kong tobacco and cigarette industries, resulting in strong preferences
for American cigarette brand, particularly Marlboro. As a correlation
study, this research does not, of itself, address the issue of causality;
however, these findings do add one more dimension to a growing body
of literature that cumulatively suggest a causal relationship between
expose to tobacco advertising and promotion and youth smoking. In
other words: the research tends to indicate that cigarette advertising may
create lifestyle changes among young consumers, leading them to take
up smoking for lifestyle reasons, when they would otherwise not have.
However, the tobacco industry does differ from a great many other
industries, in that different brand of cigarettes are virtually indistinguish-
able from one another, except for image illusions. As ITL’s marketing
vice president testified in an earlier tobacco related trial, based on the
Tobacco Product Control Act (TCPA) of 1998, also in Canada: so the
discrimination in product terms, pure blind product terms, without any
packaging or name around it is very limited... It’s very difficult for
people to discriminate, blind tested. Put it in a package and put a name
on it, and then it has a lot of product characteristics. (Brown, 1989)
this is a fact which has been known by many experts for decades: in
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a market with minimal product differentiation, advertising becomes
a disproportionately important part of the marketing mix and without
easily perceptible product differentiation, except for extremes; consumer
choice is influenced almost entirely by imagery factors. (ITL 1971 Mar-
keting Plans) as such, cigarette manufacturers are forced to distinguish
their products from other brands by using lifestyle marketing, which thus
impacts strongly on consumers, especially younger consumers who are
still developing and defining their lifestyle. However, in order to truly
examine the potential impact of advertising on people’s lifestyles, it is
necessary to look at other industries, where products are more naturally
differentiated, and also at consumers as a whole.

Interestingly, in 2001, the Economist found that consumers in de-
veloped markets have, in fact, become more fickle. A study of American
lifestyle by DDB, an advertising agency, found that the percentage of
consumers between the ages of 20 and 29 who said that they stuck to
well-known brand fell from 66% in 1975 to 59% in 2000. The biggest
surprise, though, was that the percentage in the 60-69 age brackets who
said that they remained loyal to well-known brands fell over the same
period, from 86% to 59%. (Economist, 2001) This provides evidence that
itis now not only the young who flit from brand to brand, following chang-
ing trends, but every age group, it seems, is more or less equally skeptical
of brand loyalty, and the potential for brands to use it to their advantage.

The result of this is that many of the world’s biggest brands are
struggling, as they have resolutely failed to track and follow the lifestyle
of their customers, and if they are making more and more noise, it is
out of desperation. As they moved from merely validating products to
encapsulating whole lifestyles, brands began to evolve a growing social
dimension, and in the developed world. They are seen by some to have
expanded into the vacuum left by the decline of organized religion.
(Economist, 2001) But this has made brands, and the multinationals
that are increasingly identified with them, not more powerful, but more
vulnerable, as consumers will tolerate a substandard product for far
longer than they will tolerate a substandard lifestyle, or being associ-
ated with a brand that is viewed as substandard.
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prevalence
consumer
ubiquitous
roller
jersey

helmet
merely
inducements
erroneous
hazard
endorsement

identity
survey
causality
exposure
to indicate
otherwise

indistinguishable

to relate
blind
perceptible
fickle
percentage
stick

struggle
encapsulating
dimension
substandard

Vocabulary

LIMPOKas PaCIpOCTPAHEHHOCTh
noTpeduTeNb

[MOBCEMECTHBIN, BE3/IECYIIUI
BpaIaoNINics TUIHHIP, OSTYHOK
cBUTED, BsizaHas kodta, [xepcu
(octpoB B mponuse Jla-Mani, B cocTaBe
HopmaHnackux ocTpoBOB;

TeppuTopust BenmukoOpuTaHum)

Kacka, IIeM

TOJIBKO, IIPOCTO

MOOYKICHUE, CTUMYIT

JIO’KHBIM, HEBEPHBII

PHUCK, OIACHOCTD

WHJIOCCAMEHT, IIepeaaTouHas HaaIIuCh
(ma mieHHOM Oymare, BeKcele, 4eke u T.11.,
TIO/ITBEP K IAOIIAs TIEPEXOJT TIPAB 10 3TOMY
JIOKYMEHTY K JIPYTOMY JIHILY )
UJICHTUYHOCTD, OTUHAKOBOCTh

OTIPOC, AaHKETHPOBAHNE

MPUYUHHOCTh, IPUYUHHAS CBSI3b
BBICTABJICHUE

MMOKa3bIBaTh, YKAa3bIBATh

MHa4de

HEpa3Iu4UMbli, HEBUIUMBIMA
OTHOCHUTBCSI

CJICTION, 3aHaBECKa, OCIICIUISTh
3aMETHBIHU, Ol TUMbIN

HEIOCTOSIHHBIH, IEPEMEHYUBBII
MIPOLICHTHOE OTHOIICHUE

Majka, BOH3aTh

06oprba, 60poThCs

repMeTH3aIHS

U3MEpEHUE, pa3Mepbl

HECTAHIapTHBIN



Exercises

1. Fill in the blank with words:

1. Perhaps the most controversial industry of which this question
has been asked is the tobacco and cigarette industry, whose  can
regularly be seen on large “billboards”.

2. These findingsdo  one more dimension to a growing body
of literature that  suggests a causal relationship between exposure
to tobacco advertising and promotion and youth .

3. The tobacco industry does  from a great many other indus-
tries.

4. found that consumers in developed markets have become
more .

5. Cigarette  are forced to distinguish their products from other
brands by using lifestyle marketing.

6. The result of this is that many of the world’s biggest brands
are it is out of desperation.

7. The __ in product terms, pure product terms, without any
packaging or name around it is very limited.

8. The  ofthe act was to protect young persons and others from
____touse tobacco products and the consequent dependence on them.

2. Rewrite each word correctly and find extra letters in it:

enkapsuilating  indistincuichable strugle
diferantiate inducement eroneoius
charakteristik tabaco deceptive
cigarette measleading cumuletivily

3. Answer the questions:

1. Which ways of advertising do we have?

2. What is the most controversial industry in the world at pres-
ent time?

3. In your opinion, which advertisement is the most ubiquitous
in the world?

4. How can we struggle against influence of advertisement?
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4. Find in the text words synonyms to:

distinction — testimony — false —
help — disputatious — addiction —
possible — announcement — reflection -
prevalence - prevalent -

5. Find in the text words antonyms to:

uniform, stock — constant; invariable — silence —

impossible — weakly — the largest —
stagnation — lose — truthfully —
inactivity - disease - indifferent -

6. Find the English for the following phrases, and use them
in the retelling and discussing the text.

HIMPOKAsi pAaCIPOCTPAHECHHOCTh PEKIaMbl —
caMbIe UCII0JIb3yEeMbIC PEKIIaMHBIC I11aT(HOPMBI —
Bce OoJibIe U OOJIbIINE —

COMHUTEJIbHAS HHIYCTPHS —

OIIHOOYHOE BIIEYATIICHHUE —

TOBApBI, 3aMpPeIIeHHbIC K peKJIaMe —

pa3yMHast OCHOBa —

CBUJICTEIILCKUE MTOKA3aHUS B CyJIC —

pelleHue CyibH —

OUYEBHIHOE J0KA3aTEIBCTBO —

M3yYCHHE B3aUMOCBSI3H —

MPUYHHHBIC OTHOIICHUS —

BUPTYAJIBHO HEPA3IHMUUMBINA —

MHUHHUMAJIbHAsA pa3HI/IHa —

XBaTaThCs TO 33 OJIMH OPEHI, TO 3a APYroH —
HECTaHAPTHBINA CTUJIb KHU3HU —

7. Write story using these words.

Adpvertising, advertising companies, industry, name of company,
promotion, inducement, young persons, new product, influence, use,
cause, advantage, increasingly, powerful, customer, brand, the potential
for brands to use, expanded.
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8. Write an ad about a product — use pictures, slogans and

text to make it as interesting as possible!

The following points should be included:
* what is good about the product

* why people should buy it

e why it is better than a different product
» the price

9. How advertisers appeal to potential customers

( 1] Why do you think this advertisement

JOHN'S MOWING ) ™"~ ™

Call 232 567 any time for lawn mowing

+GARDENING  + LANDSCAPING
PRUNING  + BUTTER CLEANING
¢ NEEDING  *FERTHISING 2 Why waould the expression “by insured
+ RUBBISH RENOVAL professicnals™ appeal to prospective
+ BILN CLEANING customers?

3} Underline the words and expressions in the o}
advertisernent that would appeal to people. @ m m@
Explain why they would appeal to progpective

customers. FAST - CLEAN - RELIABLE

Phone Peter Murphy

Mobile: 0732 605 041

for ohligation A
FREE quote -~
4} Why weas it important for the tradespersen P aualfy ppq?rglw :;'
to include his licence number as a licensed wark s pe 7
pairiter? uHr\I?T s
& 7320 4683

¥l

\ B) Why would a newspaper insert this
T H 1]]]38 PE “PLE ' advertisement in its own newspaper and why
. L . would it refer to the number of househelds?

“nic space kil 25 §EE400r e

Coast Chronicle

Wil reach 150,000 houseroles
Phore Y118 Lo book yoLr advetisenent row!




ADDITIONAL TEXT FOR TRANSLATIONS
My brand is me

Aaron Bondaroff'is 29. A-Ron, as he is also known, has a very high
opinion of his own importance in the youth culture of Lower Manhattan
in New York. As far as he is concerned, you can presume that every
cool person south of Delancey Street will like what he likes. No need
to ask them what they want. Ask him. A-Ron has been asking himself
a question lately: “How do I turn my lifestyle into a business?”’

Bondaroff dropped out of high school at the age of 15 to live a wild
life and hang out with the people who were worth hanging out with. He
got a job in Lower Manhattan at a store selling items with the “Supreme”
name on them. Theoretically a skateboard brand, Supreme was really
a brand about attitude. In his store, clerks would insult you to your
face if you weren’t cool enough. A-Ron was not only cool enough; he
was photographed for Supreme ads and became its “unofficial face”.
Supreme caught on in Japan. By the time Bondaroff was 21, he was
visiting Tokyo and getting asked for autographs by kids who had seen
his picture in magazines. They weren’t exactly sure who he was. They
just equated his image with fame and style. One fan called him the guy
who “gets famous for doing nothing”.

While still working a retail job, he was also making a business out
of being a cool guy. A group in Australia paid for him to come there
to discuss new trends. His elaborate birthday party was subsidized by
Nike. He was figuring out that he had option of becoming a “culture
expert”. He concluded that there was no reason to rent his coolness to
other companies. If they could earn revenue from his great taste, he
figured, he could earn even more.

Young people have always found fresh ways to rebel, express
individuality, or form subculture communities: new art, new music,
new literature, new films, new forms of leisure, or even whole new
media forms. A-Ron’s preferred form of expression, however, is none
of those things. He calls it “aNYthing”. He talks about it as something
bold, radical, and anti-big business. He makes it sound like some very
hip independent film company or a punk band. In fact, aNYthing is just

64



a brand. A-Ron puts the label on T-shirts, hats, and other items, which
he sells in his own store, among other places.

This might seem strange, since most of us think of branding as
a thoroughly corporate practice. It’s what huge companies do, and it
involves financial assets in the tens of millions. After all, a 30-second
TV ad can cost as much as $2.5 million.

Branding is both simpler and more complicated than that. It is
basically the process of attaching an idea to a product. The item for
sale becomes the symbol of an attractive quality or idea. Decades ago
that idea might have been trustworthiness, effectiveness, or reasonable
price — qualities that related directly to the product. Over time, the ideas
have become more abstract. Branding persuades people to consume
the idea by consuming the product. In its modern form, branding ties
a product not to one idea but to an entire theme, such as nonconformity’
or achievement. A strong brand becomes a form of identity.

Of course, companies don’t go into business to express a particular
point of view. They have stuff to sell, and this has nothing to do with
beliefs or ideals. We all know that corporate branding is just a way to
get our money. And that fact registers with cool, street-wise guys like
A-Ron. Better than with anybody. Which is why it seems so contradic-
tory to claim that a brand is rebellious? Branding is a form of personal
expression? Independent businesses are a means of dropping out?
Turning your lifestyle into a business is rebellious?

And yet thousands and thousands of young people are following in
A-Ron’s path. They are turned off by the world of shopping malls and
big-box stores. They see alternative businesses as the perfect tool of
protest. Some of these discontented young people design furniture and
house wares or convert their handicraft hobbies into businesses. Others
make toys or paint sneakers. Many of them see their businesses as not
only non-corporate but also anti-corporate. They protest culture’s ma-
terialism with their own style of materialism. In other words, they see
products and brands as a medium for creative expression.

A-Ron has branded himself, but it is not a brand with a large range.
How does your brand get bigger when it is, essentially, just you? He is

"nonconformity: behavior or thinking that is different from mo
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tying aNYthing to more projects — music, books, even a documentary
film. His blog announces the latest parties and offers pictures of the
cool people dropping by his store. He has been thinking about whether
he can open a store in Japan. He seems to think he can be to the world
what he believes he is to Lower Manhattan.

The power of branding

Let’s say your company has been making athletic shoes for 50 or
60 years. They are good shoes. Nevertheless, other companies have sped
past you in the race for fame and the revenue that goes with it. Products
with the logos of the other companies are status symbols. Products with
your logo make people think of basketball stars from the 1970s. to turn
things around, you have to convert your product’s old-fashioned image
into something new, and make sure consumers get the message. They
must equate your product with' shoes — beauty, prosperity, or even
world peace. In other words, you have to build a brand.

From the ranch to Rolls Royce

The term brand comes from the practice of using a hot iron to burn
a distinctive mark into the skin of a cow or a horse. For example, the
owner of the Double Jay Ranch might brand a “JJ”” mark on his stock.
This brand helps the rancher distinguish his or her animals from other.
The brand is a kind of label, a device for creating recognition. Branding
on products is also all about recognition.

People equate the name Rolls Royce, for example, with classic
luxury. The recognition value of this brand is enormous. It even registers
with people who have never seen one of the company’s cars. When the
German company BMW bought the Rolls Company in 1998, they were
careful to change nothing. They continued to build cars in Greenwood,
England, because Rolls Royce is thought of as British. Not even BMW —
a powerful brand itself — has the same aristocratic image. Rolls Royce
turned 100 years old in 2004, and the brand continues to use the themes
of integrity, dependability, and even Brutishness in its advertising.

"have nothing to do with: not be related to or connected to
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Rolls Royce drivers and NASCAR

As the story of Rolls Royce shows, an extremely successful brand
may become an enduring part of a culture. When that happens to
a brand with a worldwide presence, the company may get contradictory
results. In its home culture, the brand may benefit from being a sort of
national treasure; however, it may suffer overseas from being a symbol
of foreignness. The McDonald’s restaurant franchise offers just one
prominent case of a corporation fighting to guide its brand through
these difficult waters.

Subcultures can form around a certain brand. NASCAR (the National
Association for Stock Car Auto Racing) is in business to organize auto
races and sell related products, but its brand is about much more than that.
NASCAR was founded in the late 1940s and originally built its image
around beachside racing in Daytona, Florida. It revised its brand through
the 1980s and 1990s to appeal to a broader audience. Nearly 75 million
Americans now consider themselves part of a NASCAR subculture.

Because NASCAR has a connection to such a large segment of the
population, it is a medium in itself. It can finance many of its operations
by, for instance, allowing its name to appear on products and selling
advertising space alongside its racetracks.

My brand, myself

Among some strong brands, the line between promotional and
personal image is unclear. Some customers may adopt a brand’s image
as their own image. The ads for Nike shoes show no-nonsense athletes.
A customer might buy Nike shoes because she considers herself a no-
nonsense athlete — and she wants others to presume this, too.

Biker subculture in the United States owes a great deal to the brand-
ing success of the Harley-Davidson motorcycle company. Its American
manufactured motorbikes are promoted as a symbol of patriotism.
Harley has also managed to turn its motorcycles into symbols of op-
position to mainstream' cultural values. In a radio interview, Harley-
Davidson’s CEO, Jim Ziemer, points out one way his brand — and its
black-and-orange logo — has become very personal.

"mainstream: representing the way most people in a culture think or behave
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Interviewer: When business school students study branding, one of
the name that’s always at the top of that list is Harley Davidson. I’d like
you to tell me, first of all, in your mind, what is it that makes a brand?

Ziemer: A brand is made when a person really feels a connection
with that brand. I mean, we’ve taken it to the ultimate, where a lot of
our customers have a [Harley-Davidson] tattoo on their body so they
really feel very special and connected with the brand.

The origin of branding, the hot irons and the Double Jay, seem
not so far away.

*fek

Advertising in mass media influences broad and consequently is
expedient for products and services of wide consumption and mass
demand. When there is a question of choice of mass-media the basic
reasons “for” and “against” of accepting alternative decisions are:
conformity of advertising to target groups of the population potentially
interested in the promoted goods; popularity among them the edition,
audience of spectators; a fare level for advertising areas or broadcasting
time; geography of distribution or action. Naturally, features of concrete
means of distribution of advertising are taken into account.

The complex advertising campaigns including the announcements
in press, by radio, TV, on hoardings are under construction using the
same advertising ideas and creative power so that opportunities of each
means of advertising supplement each other.

Advertising in newspapers and magazines has received a wide
circulation and on volume of expenses concedes only to advertising
on TV. Advertising in newspapers is cheaper than on television. At the
same time quality of reproduction of advertising originals in newspapers
is usually low. The advertisements placed in them, as a rule, are less
attractive, and each edition has simultaneously many such announce-
ments, in this connection influence of any of them is separately reduced.

Specificity of advertising in press dictates the following special
approaches for its creation and placement:

1. The heading should involve the consumer, allow to him the new
information, contain the basic argument and the name of the goods;
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2. Itisnotnecessary to be afraid of plenty of words, if all of them
are to the point, the long heading works even better, than the short one;

3. The consumer is quite often ready to perceive the information
literally, therefore it is better to do without negative revolutions because
in his memory the negative moments can be saved, associating with
a subject of advertising;

4. Tt is necessary to use simple words, but positively working on
all, for example, “free-of-charge”, “novelty”, etc.;

5. Inillustrations the intrigue is very valuable;

6. Photos work better, than figures, especially when they compare
a status before occurrence, using of the goods;

7. Simple breadboard model with one big illustration of a format
of a journal strip is an ideal variant of the advertisement in press;

8. It is not necessary to be afraid of long texts because if the
consumer is interested in more detailed information, he, involved with
heading, will read all the text up to the end;

9. The text should be easy for recognition, without boasting,
represent the facts, instead of mere allegations;

10. The trust to advertising raises, if the photo and the text reflect
a picture of a real life, the certificate of eyewitnesses, authoritative ex-
perts;

11. It is not necessary to print the text light letters on a dark back-
ground - it is difficult to read.

Advantage of radio over other mass media is: a 24-hour announce-
ment to many regions and a variety of programs. Radio is listened to
in inhabited and industrial rooms, in the kitchen, walking on clean air,
in the car. Therefore the advertisements placed in corresponding radio
programs, cover significant percent of audience of consumers, irrespec-
tive of where they are - at job, on rest, in a way. The radio advertising
is operative and has low cost. At the same time during recognition of
the advertising references broadcast by radio, sight through which the
person receives up to 90 % of information does not participate. Besides
the radio advertising complicates an establishment of bilateral commu-
nications with the consumer. Often the consumer does not have a pencil,
a paper to write down the information transferred in the announcement.
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For increasing the efficiency of radio advertising it is useful to
follow the following advice:

1. Achieve, that the announcement includes imagination of specta-
tors;

2. Accompany advertising of a concrete product, service by a re-
membered sound;

3. The result will be the best if to use “prime time” - time, when
the number of listeners is the greatest;

4. Ifthe advertising campaign on TV on the same goods or service
is parallel conducted, it is necessary to use the same signal, melodies,
texts, characters;

The radio advertising cannot be estimated under the written text,
it should be heard.

Television announcements include images, sounds, movements,
color and consequently render on audience much greater influence, than
announcements in other mass media. Advertising on TV becomes more
and more interesting, informative and at the same time complex and ex-
pensive in manufacture, especially if it is based on computer’s schedule.

For achieving effect of TV advertising, it is necessary to do the fol-
lowing:

It is necessary to gain the attention of the audience in first five
seconds; verbosity is not necessary - each word should work.

Posters on boards of the outdoor advertising are usually placed
along brisk highways and in places of a congestion of people and remind
consumers of firms or the goods which they already know or specify to
potential buyers places where they can make the purchases necessary
for them or receive corresponding service.

The advertisement in outdoor advertising is usually brief and cannot
inform completely about the firm or the goods, therefore acquaintance
of potential consumers with the new goods with the help of this mass
media is insufficiently effective.

The basic recommendations for outdoor advertising may be reduced
to the following:

Hoarding advertising is under construction on advertising idea,
which specificity is that it is instantly seized and remembered;
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To use simple and clear fonts, such that the announcement could
be read from the distance of 30-50 meters;

On a hoarding it is necessary to note the nearest trading and service
places where it is possible to get the promoted goods or service.

Advertising messages are disseminated through numerous and varied
channels or media. In descending order of dollar volume, the major media in
the United States of America are newspapers, television, direct mail, radio,
magazines, business publications, outdoor and transit advertising, and farm
publications. In addition, a significant amount of all United States advertis-
ing dollars is invested in miscellaneous media, such as window displays,
free shopping-news publications, calendars, skywriting by airplanes, and
even sandwich boards carried by people walking in the streets.

Test yourself!

See how much marketing and advertising vocabulary you have
learned. Use the clues to complete the crossword puzzle.

Across

3 Another word for a TV advertisement.

8 Changing the price of a product or service depending on where
itis sold: ... pricing.

13 Information about survey respondent’s age, income, education,
etc.: ... information.

14 A free item, such as a pen, a mouse pad, or a calendar, given to
customers to promote a company.

17 A company that competes with others for the same customers:
One of Coca-Cola’s main ...s in the beverage market is Pepsi-Cola.

18 The group of people that a company wants to sell its products
or services to: the ... group.

21 Comparing your company’s products or services with those of
the competitors: ... .

24 The most important results from a market research study are
called the ... ... . (5,8)

27 To give a product or service a new image: fo ... it.

29 The stage of the product life cycle when the product’s market
share is increasing.
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30 4 ... ad is an advertisement that appears at the top, bottom, or
side of a website.

Down

1 A small group of people brought together to share their ideas and
opinions for market research: a ... group.

2 An advertisement with ... appeal is attractive for logical reasons.

4 This person writes the text for advertisements.

SA ... .. has information on a registered website user such as
his or her name, password, and details of what products have been
bought. (4,7)

6 When two or more companies compete by cutting their prices it
is called a price ... .

7 A ... discount is a discount given for very large orders, usually
placed by another business.

9 Small shops with long opening hours that sell basic items such
as milk, bread, cigarettes, and magazines: ... stores.

10 The percentage of responses received to a questionnaire: the
e - (8,4)

11 One of the four Ps, this refers to where the product is sold
or advertised.

12 What the first word in PR stands for.

15 The average price of a product or service is called the ... ... . (5,4)

16 Youusea ... ... to show a presentation. (4,9)

19 A positive comment about a company’s product from a satisfied
customer or a celebrity: a product ... .

20 this is a two-word phrase for a series of related items sold by
a single company. (7,4)

22 To be at a trade fair stand answering visitors’ questions and
giving out information: to ... a stand.

23A ... ... lists the prices for advertising in a magazine or news-
paper. (4,5)
25A ... ... is a fixed amount that a customer pays every month /

year, etc. for a product or service. (4,3)
The amount is not based on how often the customer uses the
product or service.
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26 You use it to find out what customers think.
28 Another word for the introduction in a press release.
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Glossary

advertising agency

A company that creates advertisements and plans an advertising
campaign. Can also deal with branding and other promotional efforts.

advertising schedule

An advertising schedule shows the topics planned for forthcoming
issues of a magazine or newspaper, so that advertisers can choose to
advertise in a relevant issue (e.g. a travel agency in an issue dedicated
to travel).

art director

The person responsible for the design and production of an adver-
tisement. The art director supervises the design staff.

banner ad

An online advertisement at the top, bottom, or side of a website,
containing a link to another website.

benchmarking

Comparing a product, service, or company to others in order to
establish a standard.

billboard

A large outdoor advertisement, often appearing alongside roads
or in city centers.

blanket family name

A company uses a blanket family name when all its products contain
the same name (e.g. Heinz ketchup, baked beans, etc.).

brand equity

The value (either real or perceived) of a brand.

generate a buzz, i.e. to get people talking about a product.

captive product pricing

Charging a high amount for an item that complements a low-cost
item. For example, a razor is often cheap, but razor blades (the captive
product) are, comparatively, very expensive.

cash discount

A discount offered for payment in cash.

circulation

The number of readers a publication reaches.
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copywriter

The identity of a company as formed by its name, logo, slogan,
and the language used by the company to describe itself.

corporate identity

The identity of a company as formed by its name, logo, slogan,
and the language used by the company to describe itself.

demographic information

Information such as age, gender, and income.

direct marketing

Marketing directly to the customer using letters, leaflets, cata-
logues, door-to-door selling, etc. the term is occasionally also used to
include telemarketing.

distribution channel

The route a company uses to distribute its goods. For example,
amanufacturing company’s distribution channel might go from factory
to wholesaler to retailer.

economy pricing

Pricing items very low to encourage sales. This is the pricing model
used for generic products.

field research

Market research done outside the company using observation or
surveys with questionnaires.

focus group

A focus group is a small group of people brought together to answer
market research questions.

generic

Generic products are products without a brand name.

geographical pricing

Pricing items according to where they are being sold. Items sold
in poorer countries, for example, might be priced lower.

information on a product, events, or person.

price

The amount of money a product or service costs.
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price skimming

The practice of charging a high price for a product or service that
only your company offers. Once competitors enter the market, this
pricing model is no longer possible.

price war

A competition between companies to offer the lowest prices; a price
war involves a series of price cuts.

product endorsement

A positive comment by a satisfied customer (sometimes a celebrity)
used to advertise a product.

product life cycle

The typical product life cycle consists of four stages: introduction,
growth, maturity, and decline.

product line

A related series of items sold by a company. For example, printers
are one of HP’s product lines.

product portfolio

All the products sold by a company. Also called ‘product mix’.

promotion

Promotion refers to the ways in which potential customers are
made aware of your product.

promotional discount

A temporary discount offered on a product to encourage sales.

psychographic information

Information on a consumer’s lifestyle, beliefs, and values.

public relations officer

A public relations officer creates and maintains good relations
between his or her organization and the public.

rate sheet

A sheet listing the prices for advertising in a magazine, newspaper,
or on a website.

rebranding

Creating a new brand identity for a product or service.

recommended retail price

The selling price suggested by the manufacturer.
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respondent pool

The people to whom a survey or questionnaire

brand loyalty

A strong consumer preference for one brand.

brand values

The values according to which a company makes its decisions
related to that brand.

branding

The process of giving a product or service a specific identity, e.g.
establishing its brand values and communicating these to the consumer.

break-even point

The point at which the volume of revenues equals the company’s to-
tal expenses.

bulk discount

A bulk discount is given to customers buying a large amount, e.g.
a clothing shop buying 10,000 shirts might receive a bulk discount from
a clothing manufacturer.

buzz

The aim of many marketing campaigns is to

giveaway

An item, such as a pen or key chain that prominently features the
company’s logo, given away for free to promote that company.

going rate

The average cost of a product or service.

hoarding (BE) — billboard (AE)

hypermarket

A huge store containing all the features of a supermarket, depart-
ment store, and drugstore/chemist’s.

to launch

Something is launched when it is introduced onto the market in
an attention-getting way, for instance through special events or a high-
profile marketing campaign.

market research

The process of learning about what products and services people
want and what price they’re willing to pay.
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market segment

A group of consumers who share a similar buying behavior.

market share

The percentage of the total market held by a given company. For
example, if 20% of the toothpaste sold in the UK is made by Fresh, and
then Fresh holds 20% of the market share.

marketing plan

A detailed plan describing how a product or service will be mar-
keted.

media mention

An item about a company in a newspaper, magazine, online pub-
lication, on television, or on the radio.

4 Ps

Product, price, placement, and promotion. These four points must
be considered by every marketing professional.

penetration pricing

Pricing something very low to gain market share. Penetration pric-
ing is normally used only for a limited period of time.

placement

Vis-a-vis the 4 Ps, placement refers to the distribution channels
through which a product is sold.

premium pricing

Pricing a product or service high in order to establish it as a lux-
ury item.

press release

A short text distributed to journalists giving

is sent. The people who actually respond are called respondents.

response rate

The percentage of people who respond to a questionnaire or a direct
marketing campaign.

retail store

A store where private individuals shop.

slogan

A short, memorable sentence used to advertise a company or
product, e.g. Nike: Just do it.
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target market

The group to which a company intends to sell.

telemarketing

Marketing by means of telephone calls.

user profile

Customer information stored electronically, especially for on-
line shoppers.

USP

A USP, or unique selling proposition, states the unique benefit of
buying or using a product.

vehicle ad

An advertisement placed on a bus, train, or automobile.

wholesaler

A company which distributes manufacturers’ products to retailers
and other distributors. Usually, they do not sell to the end-users directly.
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AHIJIMACKHUM SI3BIK

Metoanueckasi pa3padorka
AJISl CTYAEeHTOB-0aKa1aBpoB 1-2 KypcoB ryMaHMTAPHOI' 0
(paxyuabTeTa no cnenuaabHocTu «Pexamay

Komnsrorepnas Bepctka [llenecmeoti Annvl
Iloanucano B neuats 19.02.2018
Ieuars odcernas. dopmar 60 x 84 '/, .

O6wem 5,0 m. 1. Tupax 100 sx3. 3akaz 32

Nznarenscteo KPCY
720000, r. bumkek, yn. Kuesckas, 44

Otneuarano B tunorpadguu KPCY
720048, r. buikek, yia. I'opbkoro, 2



