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READING COMPREHESION IV: Advertising

Grammar and Structure: 

· The verb phrase. 
· Comparatives and Superlatives 

Special Lexis: 

· The language of advertising; the language of economic trends

The harder hard sell
June 24th  2004

Adapted From The Economist print edition

More people are rejecting traditional sales messages, presenting the ad industry with big challenges 
(I) The advertising industry is passing through one of the most disorienting periods in its history. This is due to a combination of long-term changes, such as the growing diversity of media, and the arrival of new technologies, especially the internet. Consumers have become better informed than ever before, with the result that some of the traditional methods of advertising and marketing simply no longer work. 

Ad spending grew rapidly in the late 1990s, but in 2000—just as the technology bubble was about to burst—it soared by more than 8% in America, which represents about half the world market. The following year it plunged by 8%. Spending is up again, according to ZenithOptimedia, which has followed the industry for a long time. It forecasts that worldwide expenditure in 2004 on major media (newspapers, magazines, television, radio, cinema, outdoor and the internet) will grow by 4.7% to $343 billion. It will be helped by a collection of big events, including the European football championship, the Olympic Games and an election in America. Historically, when there is an upturn in advertising expenditure, it tends to rise faster than the wider economy. So, provided economic growth can be sustained, ad spending may continue to pick up. 

(II) How will the money be spent? There are plenty of alternatives to traditional advertising, including a myriad of marketing and communications services, some of which are called “below-the-line” advertising. They range from public relations to direct mail, consumer promotions (such as coupons), in-store displays, business-to-business promotions (like paying a retailer for shelf-space), telemarketing, exhibitions, sponsoring events, product placements and more.

These have become such an inseparable part of the industry that big agencies now provide most of them. Although some are less than glamorous, marketing services have grown more quickly than advertising. Adding the cost of market research, we can conclude that this part of the industry was worth some $750 billion worldwide last year, estimates WPP, one of the world's biggest advertising and marketing groups.

(III) The debate in the industry centres on the best way to achieve results. Is it more cost-effective, for instance, to employ a PR agency to invite a journalist out to lunch and persuade him to write about a product than to pay for a display ad in that journalist's newspaper? Is it better to launch a new car with glossy magazine ads, or—as some carmakers now do—simply park demonstration models in shopping malls and motorway service stations? And is it better to buy a series of ads on a specialist cable-TV channel or spend  $2.2m on a single 30-second commercial during this year's Super Bowl?

Such decisions are hard to make. Although a Super Bowl ad is still cheaper than in 2000, in general network-TV pricing has risen faster than inflation—even though fewer people tune in. TV-viewing habits have changed, because people are consuming media  in a different way. And this is certainly because media has become more fragmented and diverse.

(IV) For a start, people are spending less time reading newspapers and magazines, but are going to the cinema more, listening to more radio and using in ever-increasing numbers a new medium, the internet. 

After the technology bust it was easy to dismiss the internet. But the phenomenal success of many e-commerce firms, such as Amazon and eBay, shows that millions of people are becoming comfortable buying goods and services online. Many more are using the internet to research products, services and prices for purchases made offline. Some 70% of new-car buyers in America, for instance, use websites to determine which vehicle to buy—and often to obtain competing quotes from dealers. 

(V) Consumers are becoming far more sophisticated in their reaction to all forms of advertising and marketing, so smarter ways have to be used to reach them. 

During the slump, some companies tried different forms of advertising and liked the response they got. While some firms still use traditional media, such as TV and print, it is often in conjunction with other techniques, such as “viral” marketing. This means trying to spread the message by word of mouth—still considered the most-powerful form of advertising. Sometimes that involves using the internet for e-mail messages containing jokes, film clips and games, which recipients are encouraged to pass along to friends. 

No one knows just how important the internet will eventually be as an advertising medium. Some advertisers think it will be a highly cost-effective way of reaching certain groups of consumers—especially for small companies operating in niche businesses. But not everyone uses the internet. So far, the internet accounts for only a tiny slice of the overall advertising pie although it has been growing rapidly. 
(VI)  Bombarded
People are getting tired of ads in all their forms. A recent study found that 65% of people now feel “constantly bombarded” by ad messages and that 59% feel that ads have very little relevance to them. It has been calculated that the average American is subjected to some 3,000 advertising messages every day. If you add in everything from the badges on cars to slogans on sweatshirts, the ads in newspapers, on taxis, in subways and even playing on TVs, in lifts, then some people could be exposed to more than that number just getting to the office. 
“Consumers are getting harder to influence as commercial noise invades their lives,” says a recent report by Deutsche Bank. This report examined the effectiveness of TV advertising on 23 new and mature brands of packaged goods and concluded that in some cases it was a waste of time. The study concluded that “increased levels of marketing spending were less important than having new items on the shelf and increasing distribution.”

(VII) Soap stars
Some big spenders have already made clear choices. With an annual budget of more than $4 billion, America's Procter & Gamble (P&G) is the biggest advertiser in the world. Ten years ago about 90% of its global ad spending was on TV. Now the figure is much smaller. 

P&G, which helped to launch TV soap operas as a new way to market goods, is now looking once again for novel ways to reach consumers. Three years ago it set up an operation called Tremor to recruit an army of several hundred thousand American teenagers. It uses them to discuss ideas about new products and to help spread marketing messages. In return, the trendsetters get to hear about and use new things before many of their peers.

(VIII)  But there is a wider group which marketers sometimes call “prosumers”; short for proactive consumers. Some people in the industry believe this group is the most powerful of all. They can be found everywhere, they are at the vanguard of consumerism, and what they say to their friends and colleagues about brands and products tends to become mainstream six to 18 months later. They also vary by category: a wine prosumer, for instance, will not necessarily be a prosumer of cars. 

Such people often reject traditional ads and invariably use the internet to research what they are going to buy and how much they are going to pay for it. Half of prosumers distrust companies and products they cannot find on the internet. If they want to influence prosumers, companies have to be extremely open about providing information.

Despite all of these complications, many in the advertising business remain confident. The arrival of new media, like the internet, will not ruin the old. Indeed, TV never killed radio, which in turn never killed newspapers. They posed huge creative challenges, but that's OK, advertisers affirm: “The advertising industry is terribly inventive; that's what we do.”
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Reading Comprehension IV
1. True or False?

a. Traditional methods of advertising do not function because consumers are now more informed than before (I)
b. Marketing services such as direct mail, consumer promotions, telemarketing, and  sponsoring events are used  more than traditional advertising  (II)

c. Internet accounts for the greatest share in advertising spending (V)
2. Answer the questions (Comprehension):

a. What is ‘viral’ marketing? (V)

b. Why is it so difficult nowadays to convince consumers to buy? (VI)
3. Answer the questions (language):

1. What words and expressions in the text mean the same as:

a. Predict a future event or condition (v.) (I)

b. Change for the better, upward trend (n.) (I)

c. vary, extend (v.) II

d. valued at, having the value of  (adj.) II

e. customs (n.) (III)

f. a general and progressive increase in prices (n.) (III)

g. recession, sudden decrease (n.) (V)

h. receivers, people who accept (n.) (V)

i. efficiency, productivity (n.) (VI)

j. prevailing trend or movement (n.) (VIII)

2. The expression “due to” (I) means:

A. belongs to
B. is caused by
C. is expressed by
D. is convinced by 
5. Are “competing quotes” (IV) expensive or inexpensive price offers?

6. What is the opposite of  “niche businesses” (V)

A. small business activities
B. competitive business activities

C. large business activities
7. When advertisers “spread the message”  (V) they………………

A. cancel it

B. they publicize it
C. they distribute it 

D. they show it on TV
8. What is a synonym of  “items” (VI)?
A. problems
B. ads

C. objects
D. markets


9. When you waste your time (VI), do you throw  time  away or do you gain time?

10. Are packaged goods (VI) ready to be sold?

11. Which of the following are examples of “peers” (VIII):

A. Your university colleagues

B. The representatives of the Italian Parliament



C. Members of your family

D. The British noblemen 

What structural elements (morphological elements) can you recognize in the words “packaged” (VI); “complications” (VII), “trendsetters” (VIII)? Can you give examples of similar words?
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Extra reading material on advertising
The language of advertising

Language has a powerful influence over people and their behaviour. This is especially true in the fields of marketing and advertising. The choice of language to convey specific messages with the intention of influencing people is vitally important. 

Visual content and design in advertising have a very great impact on the consumer, but it is language that helps people to identify a product and remember it.

The English language is known for it's extensive vocabulary. Where many other languages have only one or two words which carry a particular meaning, English may have five or six.

Moreover, the meanings of these five or six words may differ very slightly and in a very subtle way. It is important to understand the connotation of a word. Connotation is the feeling or ideas that are suggested by a word, rather than the actual meaning of the word. Armchair, for example, suggests comfort, whereas chair arouses no particular feelings.

The target audience, of course, also puts its own meaning into certain words. Different people sometimes interpret language in different ways.

Both the mass media, when reporting news items, and marketing and advertising personnel have to consider the emotive power of the words they use. First, they make a decision about what to communicate and what to withhold.

One way in which advertisers adapt language to their own use is to take compound words and use them as adjectives. These compounds often later become widely used in normal situations. Examples of these compounds which have become part of the English language are: top-quality, economy-size, chocolate-flavoured, feather-light and longer-lasting.

The language of advertising is, of course, normally very positive and emphasizes why one product stands out in comparison with another. Advertising language may not always be "correct" language in the normal sense. For example, comparatives are often used when no real comparison is made. An advertisement for a detergent may say "It gets clothes whiter", but whiter than what?

A study of vocabulary used in advertising listed the most common adjectives and verbs in order of frequency. They are:
	Adjectives
	Verbs

	1.
	new
	1.
	make

	2.
	good/better/best
	2.
	get

	3.
	free
	3.
	give

	4.
	fresh
	4.
	have

	5.
	delicious
	5.
	see

	6.
	full
	6.
	buy

	7.
	sure
	7.
	come

	8.
	clean
	8.
	go

	9.
	wonderful
	9.
	know

	10.
	special
	10.
	keep

	11.
	crisp
	11.
	look

	12.
	fine
	12.
	need

	13.
	big
	13.
	love

	14.
	great
	14.
	use

	15.
	real
	15.
	feel

	16.
	easy
	16.
	like

	17.
	bright
	17.
	choose

	18.
	extra
	18.
	take

	19.
	safe
	19.
	start

	20.
	rich
	20.
	taste

	Good and new were over twice as popular as any other adjective.


Exercise

Inizio modulo

	1.
	Find a word in the text which means an especially strong or powerful influence or effect.
[image: image2.wmf]



	2.
	Find a word in the text which means delicate, not easy to notice. 
[image: image3.wmf]



	3.
	Can you think of any products which could be described as economy-sized?
[image: image4.wmf]



	4.
	Can you think of any other compound adjectives that could be used in advertising?
[image: image5.wmf]



	5.
	Look at number 11 on the list of adjectives. What kind of products could be described as crisp?
[image: image6.wmf]
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