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Reading Comprehension II: BRANDS

Grammar and Structure: 

· Adjectives and nouns. 

· Simple sentence structure. Co-ordinating sentences.

Special Lexis: 

· The language of brands and advertising

Why brands are good for you
Sep 6th 2001
Adapted From The Economist print edition

 (I) IMAGINE a world without brands. It existed once, and still exists, more or less, in the world's poorest places. No loud advertising, no ugly billboards, no McDonald's. Yet, if they have a chance and a bit of money, people escape this Eden. They choose Budweiser instead of their local beer, throw away nameless shirts for Gap, prefer Marlboros to home-grown smokes. Brands are so powerful, that they force us to look alike, eat alike and be alike. What should one conclude? That people are pawns in the hands of giant companies with huge advertising budgets and global reach? 
(II) The pawn theory is argued by Naomi Klein, author of “No Logo”, a book that has become a bible of the anti-globalisation movement. Her thesis is that in the new global economy, brands represent a huge portion of the value of a company and, increasingly, its biggest source of profit. So companies are switching from showcasing product features to marketing aspirations and the dream of a more exciting lifestyle. The ubiquity and power of brand advertising limits choice, she says; produced cheaply in third-world sweatshops, branded goods displace local alternatives and force a grey cultural homogeneity on the world.  Brands are the most important representative of international capitalism. Outside the United States, they are now symbols of America's corporate power, since most of the world's best-known brands are American. Around them grow all the anti-globalist worries about environmental damage, human-rights abuses and sweated labour. Consequently, it is not a surprise that brands seem bad.

(III) Historically, building a brand was rather simple. A logo was a straightforward guarantee of quality and consistency, or it was a signal that a product was something new. For that, consumers were prepared to pay a premium. Building a brand nationally required little more than an occasional advertisement on a handful of television or radio stations showing how the product tasted better or drove faster. There was little regulation. It was easy for brands such as Coca-Cola, Kodak and Marlboro to become hugely powerful. Because shopping was still a local business and competition limited, a successful brand could maintain its lead and high prices for years. Brands were and still are the tools with which companies try to build and retain customer loyalty. A strong brand acted as an effective barrier to entry for competing products.  A brand provided a guarantee of reliability and quality. Because consumer trust is the basis of all brand values, companies that own the brands have an immense incentive to work to maintain that trust.  The dependence of successful brands on trust and consistent quality suggests that consumers need more of them. In poor countries, the arrival of foreign brands points to an increase in competition from which consumers gain. 
(IV) Now a change is taking place in the role of brands. Customers now pay more for a brand because it seems to represent a way of life or a set of ideas. Companies exploit people's emotional needs as well as their desires to consume. Some examples:  Nike's “just-do-it” attempt to persuade runners that it is selling personal achievement, or Coca-Cola's relentless effort to associate its fizzy drink with carefree fun. Companies deliberately construct a story around their service or product, trying to turn a simple purchase into something more exciting.

(V) This show of superior lifestyles is something that irritates many consumers. They disapprove of the empty notion that spending more on a soft drink or ice cream can bring happiness or social advancement. But people in every age and culture have always hunted for ways to acquire social mark. For medieval European noblemen, it was the details of dress, and prohibition laws tried to stop imitations by the lower orders; now the poorest African country has its clothing markets where second-hand designer labels command over second-hand No Logo. 

(VI) The flip side of the power and importance of a brand is its growing vulnerability. Because it is so valuable to a company, a brand must be protected and sustained. A failed advertising campaign, a decrease in quality or a hint of scandal can quickly send customers fleeing. Indeed, protesters can use the power of the brand against companies by publicizing  evidence of abused workers or rivers polluted. Thanks, ironically, to globalisation, they can do this all round the world. The more companies promote the value of their brands, the more they will need to seem ethically strong and environmentally pure. 

Reading Comprehension II
1. True or False?
a. The book “No Logo” represents the voice of the globalisation movement (II)
b. Branded goods stop local goods from being produced and sold (II)

c. In the past brands were developed for the international market (III)

d. Brands are successful because they represent a fashion or a positive type of lifestyle (IV;V)

e. Globalization can help anti-global protesters (VI)
2. Answer the questions (Comprehension):
a. In your own words, can you explain the thesis of the book “No Logo”? (II)
b.     What happens when foreign brands arrive in poor countries? (II)
3. Answer the questions (language):
a. This is the phonetic transcript of a word in paragraph  I
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b. The expression “People are pawns” (I), means that people are: 

A. without power and defence
B. with power and defence
B. without glory and fame
c. The noun “corporate” is used in (II). Its meaning is related to:

A. government
B. politics
C. companies

d. “environmental” (II) and “environmentally” (VI) refer to:

A. nature protection
B. social destruction
C. animal protection

e. « owner » is the noun from the verb « own » (III) . What are possible synonyms?

A. rule-ruler

B. work-worker
C. possess-possessor
D. govern-governor

f. What is the meaning of the verb ‘exploit’ (IV)?
A. take advantage of

B. exchange

C. admire
D. adore

g. ‘The flip side’ (VI) of a coin is …………………..
h.  A “failed advertising campaign……..” 
Is it successful or unsuccessful (VI)?

4. MORPHOLOGY

What structural elements (morphological elements) can you recognize in the words “environmentally”; “globalisation” (VI)?

4. What words and expressions in the text mean the same as:
a. similar, in the same way (adj., I):
b. very big, enormous (adj. I):
c. national, local (n. I):
d. having poor  working conditions (adj. II):
e. concern, fear, distress (n.pl. II):
f. largely, greatly (adv. III):
g. credibility, responsibility (n. III):
h. act of buying (n. IV):
i. accomplishment, action  (n. IV):
j. containing nothing (adj.V):
k. escaping, running away (v. present  participle VI):
l. contaminated (v. past participle VI):
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