What Is Advertising?
Advertising is a non-personal form of communication intended to persuade an audience (viewers, readers or listeners) to purchase or take some action upon products, ideals, or services. It includes the name of a product or service and how that product or service could benefit the consumer, to persuade a target market to purchase or to consume that particular brand.
These brands are usually paid for or identified through sponsors and viewed via various media. Advertising can also serve to communicate an idea to a mass amount of people in an attempt to convince them to take a certain action, such as encouraging "environmentally friendly" behaviors, and even unhealthy behaviors through food consumption, video game and television viewing promotion, and a "lazy man" routine through a loss of exercise.
Modern advertising developed with the rise of mass production in the late 19th and early 20th centuries. Mass media can be defined as any media meant to reach a mass amount of people. Commercial advertisers often seek to generate increased consumption of their products or services through branding, which involves the repetition of an image or product name in an effort to associate related qualities with the brand in the minds of consumers.
Different types of media can be used to deliver these messages, including traditional media such as newspapers, magazines, television, radio, outdoor or direct mail; or new media such as websites and text messages. Advertising may be placed by an advertising agency on behalf of a company or other organization.
With the dawn of the Internet came many new advertising opportunities. Popup, Flash, banner, Popunder, advergaming, and email advertisements (the last often being a form of spam) are now commonplace. Particularly since the rise of "entertaining" advertising, some people may like an advertisement enough to wish to watch it later or show a friend. In general, the advertising community has not yet made this easy, although some have used the Internet to widely distribute their ads to anyone willing to see or hear them.


Script & Key — Branding and Advertising
Dialogue 1
W: Good morning, Mr. Wally.
M: Good morning.
W: Welcome to join us today. This week we are going to focus on branding and advertising. Could you explain these two terms to us first, please?
M: Well, the brand is a product or service with a personality. Obviously a brand has functions. It competes with other brands on price, quality and service.
W: Sounds fairly important.
M: It also has emotional characteristics — an attitude, if you like. Advertising is one of the means by which the brand brings itself to the consumer's notice.
Dialogue 2
W: How does advertisement work with consumers?
M: Advertising is to identify a product and differentiate it from others.
W: So consumers will know this product is different from another.
M: Right. This creates an awareness of the product and provides a basis for consumers to choose the advertised product over other products.
Dialogue 3
W: The most important function of advertising is persuasion, right?
M: Exactly. It is especially evident in the long-running Ivory Soap advertising campaigns.
W: Tell us more about the campaign, please.
M: Sure. P&G has linked the soap with obtaining benefits that are important to customers, such as a fresh and healthy appearance for women, a mild, nonirritating method for bathing babies.
W: The benefits suggest reasons to buy and use the soap.
Dialogue 4
W: When advertising a new product, it is important to brand it well to make it stand out in the market.
M: Sure. It includes the logo, the design, color scheme, advertising slogans, etc. that identify a product out from a collection of similar products.
Dialogue 5
W: What do you think of the prospect of our new piece of advertisement to be released next month?
M: Even though our target audience is clearly defined, introducing a new product is always a gamble.
W: I cannot agree with you more.
M: But with the proper media mix we can certainly lessen the chance of failure.
W: I really hope this won't take too long.
Key
D) There will be a new piece of advertisement released next month.


Sponsorship
Sponsorship is the financial or in-kind support of an activity, used primarily to reach specified business goals. Sponsorship should not be confused with advertising. Advertising is considered a quantitative medium, whereas sponsorship is considered a qualitative medium. It promotes a company in association with the sponsor.
A large number of events these days use sponsorship support to offer more exciting programs and to help defray rising costs. Sponsorship allows you to reach specifically targeted niche markets without any waste. In addition, it is a powerful complement to other marketing programs, in addition to having a dramatic influence on customer relations.
Sponsorship is the fastest growing form of marketing all over the world. It is still very much in its infancy, especially in the trade show arena. With this in mind, businessmen can find unlimited opportunities to broaden their competitive advantage by increasing their credibility, image and prestige in sponsoring events attracting their target market.
Some promotional opportunities of trade show include sponsorship of the press room, an international lounge, a speaker of VIP room, an awards reception, educational programs, banners, badge holders, audio visual equipment, display computers, tote bags, shuttle buses, napkins and drink cups.
1E Presentation
Discuss with your partner and give a presentation of how sponsors benefit in completion of the business cycle.
For teacher's reference:


Script — Advertising Terminology (I)
W: Good morning, Mr. Wilson!
M: Good Morning, Juliani! Welcome to join us!
W: I am new to this job. Could you please explain some of the terminology?
M: That's why I am here.
W: What does the abbreviation AIDA mean?
M: AIDA is a simple acronym that was devised a long time ago as a reminder of four stages of the sales process. AIDA stands for Attention, Interest, Desire, Action. The objectives of all advertisements.
W: Since we mainly advertise online, what do you do to accomplish these objectives?
M: Well, you see, the first phase is attention. You need to grab the attention of the visitors browsing through your site. The first thing that people see will be the heading, so make it strong and follow it up with a short but effective product description.
W: Sounds interesting.
M: Don't forget that people browsing the Internet are likely to be doing other things at the same time engaging in everything from listening to music, talking on the phone or even watching a movie.
W: That's true. I myself enjoy background music while surfing the net.
M: Therefore, having unique and creative content is critical when it comes to grabbing attention.
W: Okay, now that we have got the consumer's attention, what next?
M: Well, you have to keep them interested. You'll need to provide further information about your products or services such as features and specifications.
W: Oh, I see.


Script — Advertising Terminology (II)
Q&A Key
3. What do advertisers do to convince consumers to take real action?
Use words that convey a sense of urgency.
4. According to the man, do advertisers always have to strictly follow the four phases in advertising?
Not necessarily, advertisers can always try variations and create their own style.
Dialogue
M: The third phase "Desire" is closely related to interest. As you have increased a customer's interest, you also need to build on their desire for that product.
W: What do you usually do in this phase?
M: We have listed the features of the product in the "Interest" phase, now we need to provide the benefits of those features.
W: By the way, what do you mean by "benefit" here?
M: For example, take this statement: "This jacket is reversible."
W: It is quite easy to understand.
M: It is, but our customer is probably asking, "So what? How does that help me?" We can avoid our customer taking this train of thought by saying "Change styles in a matter of seconds with this reversible jacket."
W: I think I get what you mean.
M: That's good. Finally, you need a strong call to action.
W: Yes?
M: After we have made it this far, you have to tell your consumer what to do, whether it is to buy, download or learn more. Overlooking this step is a big no-no.
W: The final step brings about the final success.
M: Use powerful and confident words like "Buy Now", "Add to Cart" etc. Try to convey a sense of urgency. For example, having "Buy Now" instead of "Buy" can subtly convince the consumer not to wait any longer to take action.
W: That sounds interesting! No wonder we can always find such button as "Buy Now!" on those e-business websites.
M: These four phases form a basic guideline in writing effective copy. Using these simple rules should set you on the right track and once you become comfortable with this model, you can always try variations and create your own style.
W: I think I'm beginning to understand now. Thank you very much.




