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Beryn

[Mocibuux npusnavennii as crypentis [-111 kypcis, sxi HaBya0ThCs
3a HAPAMOM migroToBky «Pexnama a 38’ a3Kku 3 rpomMajicbKicTion, Takox
MO’Ke BUKOPUCTOBYBATUCH CTY[I@HTAMM, sAKi BUB4ai0Th «/KypHanicTuky»
Ta «Mepia-KoMyHiKanii».

Mera nocibHnka — JONOMOITH CTYAEHTOBI 36araTuTH Ta CUCTEMATH-
3yBaTy CBOI 3HAHHA 3 npodeciitHol TeKCMKM HA NPUK/IAJL TeKCTIB nepi-
OIMYIHUX BUIaHb, @ TAKO)K PO3BMHYTH BMIHHSA YNTATH TA aHATI3yBaTH
ayTEHTHYHI TEKCTH raseTHUX crareit 3 daxy.

[Toci6HUK CTBOpeHMil HA OCHOBI 3aTBEP/PKEHNX HABYANIBLHUX Pobo-
YUX mporpam 3 inosemuoi MoBu i cryfenTis I, II ra III kypcis nanpsamy
nigroroBky «Peknama Ta 3B’A3KM 3 TPOMAJCHKICTIO 1 IONOBHIOE TeMa-
TUKY Kypcy npodeciitHo opieHTOBAHOI0 IeKCUKOI0. Po3ranryBanus Tek-
CTiB 3aCHOBaHE AK Ha MPUHIUIAX BiIMOBIIHOCTI TeMaTUIlI HABYAJIbHUX
pobounx mporpam, Tak i 3 ypaxyBaHHAM CKIaJJHOCTI JIEKCMKO-rpama-
TUYHOrO MaTepiany Ta JOBXKUHMU TEKCTY.

Marepianom fs Bifflopy TEKCTIB CITyTyBau e/IeKTPOHHI repiofuyHi
BUJAHHA aHIIicbKolo MoBOwW0: abahe.co.uk/business-administration/
advertising-and-promotion.pdf, smallbusiness.chron.com, targetjobs.com.
uk, researchrideas, money.usnews.com, decisionanalyst.com, adage.com,
psychcentral.com, fastcompany.com.

Koskuuit po3pin CKIafiaerbca 3 TEKCTIB, JOTEKCTOBMX Ta INCHATEK-
CTOBMX 3aBJIaHb JI0 HUX, A TAKOXK BIIPAB JI/I CAMOKOHTPOJIIO.




Po6ora 3 nocibHnkom

PoboTa Haj KOKHMM TeKCToM nepebadae Taki erarm:

1) ycranoska Ha 00OroBopeHHs TemMy (IOCTAaHOBKA [Ha/IOri4HUX
3alUTaHb, MOSCHEHHS Ta KOMEHTYBAHHSA BiZIOMMUX BUC/IOBIB abo
irocTpanii);

2) 03HAMOM/IEHHS 3 JIEKCMKOIO, HEOOXiJIHOK [y PO3YMiHHA TEK-
CTIB;

3) uMTAHHSA TEKCTY;

4) BMKOHAHHA BIIPAB HA PO3YMIiHHA TEKCTY, [IONOBHEHHS C/IOBHUKO-
BOTO 3aacy CTY/IEHTIB Ta QHaJIi3 TEKCTY.

PosmistHemo xoskHMIT BUJ, poOOTH feTanbHilLe,

1. Ycranoska Ha 06roBopeHHs TeMU

Ilepen uMTaHHAM AayTEHTUYHOTO iHIIOMOBHOTO TEKCTY HEOOXiJHO
aKTUBI3YBaTH MUC/IEHHEBY aKTHMBHICTb CTY/IEHTIB Ta 3allikaBuTH ix 06ro-
BOPEHHAM MpobneMu TekcTy. [l 1ibOro BUKOPUCTOBYIOTBCA TaKi mpu-
iomu:

a) TMOCTaHOBKA Jiia/IOriYHMX 3aUTaHb;

6) napefieHHS BIJOMMX BUCTOBIB ab0 LMUTAT /1 KOMEHTYBAHHS
CTYAEeHTaMM;

B) MOACHEHHS ab0 ONMMUC IMOCTPATHBHOTO MaTepiany.

Hianoriyni 3anuTaHHsA BUKOPHCTOBYIOTHCS [UISL yTOUHEHHS, CYMHIBY,
3TO/IM-HE3TOMIM 3 YMEIOCh JYMKOIO, alle/IIOBAaHHA JI0 BIACHOTO JAOCBiY.
3a omoOMOroI0 Ziia/OTiYHMX 3aNUTaHb BUK/IAZAY aKTUBYE HASBHY JIeK-
cuky (brainstorm) cTyzieHTiB Ta 3a/my4aE ix 10 pO3MOBH.

Hanpuxnag;:
What do you know about the promotional mix? What are its main
elements?

Which of the given advertising media do you consider the most effective?
Why?

Why don’t most people like telemarketing? What is your attitude to this
advertising medium?
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IIpuitom KOMEHTYBaHHS BUCIOBIB 260 MTAT BiJOMMX /IIOfiEl, OKpPiM
3HAIOMCTBA 31 CBITOBOI KyABTYPOI), CIOHYKAE 10 IMCKYCIl Ta 3anyyae
CTY[EHTIB 10 CTBOPEHHA IX KAPTUHU CBITY.

Hanpuxnan;
Work with a partner. Discuss the following quote.

“Most criticism of advertising is written in ignorance of what actually
happens inside these agencies.” Michael Schudson

Buxopucranus imocTpaniii CTMMy/Ii0€ po3yMOBY aKTMBHICTH CTYy-
JIeHTIiB, 30KpeMa ysABY, mam ATh, yBary. MaioHku migKpinmonoTs Tema-
THYHUIT MaTepial TEKCTiB Ta JONOMAraloTh 3pO3yMmiTH AesiKi TepMiHM,
YHUKAIOUN TIepeKIamy.

2. O3HailoMneHHA 3 JIEKCUMKOI0, HeOOXiIHOI0 1A PO3YMiHHA TEK-
criB

Jlo moYaTKy YMTAHHA AyTEHTUYHOrO Ia3eTHOTO TEKCTY CTYAEHTaM
HeoOXiTHO 03HAHOMUTHCH 3 IEKCMMHUMU OJMHUIISAMM, AKI YCKIAJHIOKOTh
jioro posyminus. TakuMu 1eKCMYHUMI OJMHNIAMN BUCTYNIAIOTD CIELM-
divyni axosi Tepminm, igiomarnyni Bucnosu, Gppasosi giecnosa Touo.
Jlexcuka mpepcTaBneHa neBHUMM uactuHamu mosu: adj (adjective) —
npukmerankamy, adv (adverb) — upucnisuuxamu, n (noun) — imen-
Hukamu, v (verb) — niecnoBamm, a TaKOX TIEPEKIaIoM CIOBOCIIONYY€eHb
YKPATHCHKOK MOBOIO 3riTHO 3 KOHTEKCTOM JJAHOTO TEKCTY.

3. YuTaHHA TEKCTY

TekcTH, 3anpoONOHOBAHI /A YUTAHHS, CTOCYIOTbCA (PaxoBoi Tema-
ikn i obpami sK 3 enekTpoHHOro pecypcy abahe.co.uk/business-
administration/advertising-and-promotion.pdf, Tax i 3 marepianis enex-
TPOHHMX MEPiOIMYHNX BUJIAHD.

s crypentis [ kypey (Part I) 3 MeT0I0 03HAIOM/IEHHA 3 OCHOBAMU
BefieHHs GisHecy B ramysi peknamu Ta 3B A3KiB 3 rPOMaJIChKICTIO TPO-
HOHYIOTBCA TEKCTH, AKi MAIOTh HeBeNMKMit 06CAT Ta MPOCTilNy feK-
cuky. Hampukinni gpyroro ta 4eTBepTOro pO3Ji/NiB 3anpONOHOBaHi
TEKCTH 3 MEPIOJUYHUX BU/IAHb [/IT BUBYEHHA CTY/IEHTaMM 0COOMMBOC-
Tejt noOy/l0BM ra3eTHUX TEKCTIB TA IX IEKCHMKO-CEMAHTHYHUX BAACTU-
BOCTEIL.




Hns crypenris 11 xypcy (Part II) migibpani Texkctu 3 mepiommu-
HUX BUIaHb, AKi MaoThb Oinblmii ob6cAr Ta MICTATHL NOBiOMIEHHSA
PO HOBMHKM 3 XKUTTA PEKJIAMHMX KOMTIaHIll Ta HayKOBi JOCIiJKeHHA
3 MAPKETUHTY il PEKJIaMM.

s crypenris 111 xypey (Part I1I) gibpano TekcTH, IPUCBAYEH] 10pH-
JUYHUM NUTAHHAM PeK/IaMHOro GisHecy Ta CTOCYHKaM peKTIaMHUX KOM-
Nauiii 3 KeHTamMn.

4. Buxonanus BOpas Ha PO3YMiHHA TEKCTY, HONOBHEHHS CTIOBHM-
KOBOT'O 3aMIACy CTY/IEHTIB Ta aHa/Ii3 TEKCTY.

Pobora wHaj PO3YMIHHAM TEKCTY 3/iICHIOETLCA 3a JIOIIOMOI0I0
CHCTEMM Creljia/IbHUX BITPaB, AKi MOMINAIOTHCA Ha TEKCUYHI 3aBIaHHA,
3aBJlaHHA Ha Po3yMiHHA iHdOpMallil B TEKCTi Ta 3aBJJaHHs HA AHAJTI3 TeK-
cry Ta 06roBopeHHs npobnemu Texcry.

JlexcuyHi 3aBaHHA CIPUAIOTH 36arayeHHI0 CIOBHMKOBOTO 3aracy
CTYEHTIB Ta BiJIPALIIOBAHHIO MOBJIEHHEBUX 3Pa3KiB 3 METOI0 BUKOPUC-
TaHHA IX B YCHOMY MOBJICHH,

3aBjlaHHsa Ha PO3yMiHHA iHdopMalii B TeKCTi NMOMATAITH Y PoO3-
pisHenHi npasausoi Ta Henpasausoi indopmanii, nomyky Bignosinein
Ha BaMMTaHH#A, CKNIAJJaHHI [UIAaHY TEKCTy Ta BUJUIEHHI J10r0 ronoBHOI
IYMKH.

Bripasu aHaniTMYHOrO XapakTepy TIpeJCTaB/ieHi ONMCOM Ta OIiH-
KO TEKCTY CTYAEHTaMM, 3BEPHEHHAM [I0 aBTOPa Ta NOCTAHOBKOIO
3allMTaHb 0 HHOTO, HATIMCAHHAM KPMTUYHOTO OIAy abo KOMeHTapio
no Hboro. 3aBJlaHHA Ha obroBopenHs npobrnemMu TekcTy nepenbava-
0Th poBOTY CTY/IeHTIB iHAMBIyanbHO, B napax abo HEBE/IMKMX TPyIax,
Jie BOHM MOBUHHI 3HAXOMUTH TYMKY aBTOPa, BUCIOBIIOBATY apryMeHTH

3a i mpoTH 3aABJIEHOI MO3UIII aBTOpa, BMITH JMCKYTYBAaTH Ha TEMY, °

BUCBIT/IEHY B TEKCTI.

[Ticns KoXHOro posjiiny NpONOHYIOTHCA BHPaBU I CAMOKOH-
TPOJIO, AKi NMEPEBiPAITb BMiHHA CTY[EHTIB OllepyBaTH HOBOIO JIEKCH-
KOIO 1 BUKOHAHHSA PENPOJYKTUBHUX Ta TBOPYMX 3aBJIaHb.

Hapuanbuuit nocibuuk cknafaersest 3i Beryny, 3 gacrus, 10 pospi-
JTiB, AKi MICTATH 32 TEKCTH 3 BIpaBaMy /10 HUX, 3aBJIAHHA JUIA CAMOKOH-
TPOIO 10 KOXKHOTO PO3Jiny, IPEMETHOTO MOKaXKUMKa Ta 6ibmiorpadiu-
HOT'O OITHCY.

Partl

Unit 1

MARKETING AND ADVERTISING

1. BRAND LOYALTY

1. What brands do you like / dislike? Why?

2. Work with a partner. Discuss the following questions.

1. How do people show their loyalty to a particular brand?
2. What do companies do to satisfy their customers?
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3. Read the text to check your answers. Use the following
vocabulary to help with new words.

Vocabulary

loyal (adj) — npuxunsruti 6o

to be “brand loyal”— 6ymu npuxunsHukom 6perdy

to purchase (v) — kynyeamu

detergent (n) — muioyudl 3a¢i6, nobymosa Ximin

generic (adj) — HemapkosaHut

to take advantage of a sale or promotion -
CKOPUCMAamUEk HAzo0010, Kynysamu Ha ponpodaxi

competitive (adj) — koHkypeHmo30amHutl

switching (n) — 3mita (Oymku, ynodobaHs, mowio)

dissatisfaction (n) — HesdososeHHn

to deem (v) — ssaxamu

adverse (adj) — sopoxull

multiplier (n) — posnosciooxyeay

rule of thumb — cxaansHud ideyk

to ensure (v) — 3abeznedysamu

to be satisfied — 6ymu 3adosoneHum

to take measures — axurmu 3axodia

to win over customers — 3agoliogysamu KiieHimia

to equalize (v) — spigHosaxysamu

BRAND LOYALTY

People who buy only a particular brand of product or service
are considered by marketers to be “brand loyal.” There are various
levels of brand loyalty, from extremely loyal to brand terrorist and
everything in between. Think about the products you buy; are you
willing to purchase just any brand of detergent or coffee creamer?
Some people will use only Clorox bleach or Coffee-mate coffee
creamer, while others will be satisfied using private-label bleach
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or a generic creamer and may not notice a difference beyond price.
Others may be loyal some of the time; however, they will take
advantage of a sale or promotion for another competitive product.
For example, you may buy Coke regularly, but would you buy Pepsi
instead if there were a sale? If so, you are not brand loyal to either
Coke or Pepsi; you are capable of switching.

People who have bad experiences with brand-name products
or services may tell others about their dissatisfaction; these people
are deemed “brand terrorists” and may act as an adverse multiplier
of reputation. A rule of thumb is that a positive experience will have
a one or two-time positive effect, but a customer with a negative
experience will tell 8 to 10 people. If you have a terrible meal at alocal
restaurant, chances are not only will you not eat at the restaurant
again, but also you will tell friends or family about your negative
experience. The same can be true with your experience with any
kind of product. People who have a bad experience with a brand,
product, or service are much more likely to express their reaction
to their experience than those who have good experiences.

While there is no way of ensuring that every person is completely
satisfied, companies can take measures to try to please their
customers through high levels of customer service. They can also
take steps to win over customers, or market share, from other
products or services in order to equalize the balance between lost
customers and new customers.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4. Decide if the following statements are true or false.

1. People who buy different brands are called brand loyal.
2. There are two types of brand loyalty.




. If you buy one brand products all
the time and sometimes choose another brand product,
you are capable of switching.
4. Brand terrorists are people who are dissatisfied
withsome product or service.
5. A rule of thumb has
a multiple-time positive effect.
6. People who have a bad experience
with a brand are more likely
to express their dissatisfaction.
7. Companies can always please their customers.
8. Companies can please their customers through
high levels of customer service.

5. Use your dictionary to find five word collocations
with ‘brand’. Give definitions of the terms.

Example:
Brand identity is the visible elements of a brand that
distinguish it in the mind of consumers.

6. Study expressions with the term ‘loyal’
and its derivatives and use them to make sentences.

to be loyal to sb or sth to loyally serve the company
inspire loyalty among sb loyally follow advice
to annoy loyal audience

7. Work in small groups. Read the text again
and answer the questions.

1. What does ‘being brand loyal’ mean?
2. What is the difference between ‘extremely loyal’
and ‘brand terrorist’?

3. Why are brand terrorists more dangerous

for the brand reputation than brand loyal customers?
4, How do companies support your loyalty

to their products?

8. What is the text about? What is the purpose
of the text?

9. Write a thesis statement of the text
and its supporting claims.

A thesis statement is a single sentence that interprets the subject
matter under the discussion and presents the author’s arguments
to the readers. '

Supporting claims aim at proving the validity of the thesis
statement.




2. THE PROMOTIONAL MIX

1. What do you know about the promotional mix?
What are its main elements?

The Cosbiination, or Blend, of
TMarketing Communication Channels

Is Called the...

%» 1‘&

®
T

2. Work with a partner. Discuss the following questions.

1. Why is the promotional mix important in marketing?
2. What do companies do to satisfy their customers?

3. Read the text to check your answers. Use the following
vocabulary to help with new words.

Vocabulary

to run a campaign — npogodUMU KAMNAHIIO

methods of promotion — pexnamui memoou

sales promotion — poznpodax

personal selling — npodaxs nid uac ocobucmicHoeo CninkysaHHs
NPOOAsUA 3 KNieHmom

public relations — 38'73ku 3 2pomadcekicmio

to identify (v) — susHauamu

target market — uineosull puHoK

to reach the defined target — docsemu nocmagneHor yini

size of the promotional budget — posmip peknamrozo biodxemy

extensive research — pemenbHe B0CHIOKeHHS

media outlet (n) — 3acié macosol iHgpopmauir

feasible (adj) — peansHul, moxnusud

product life cycle- xummesut yukn npodykuil
(8i0 po3pobku 00 BuUXOAY HA PUHOK)

economic conditions — ekoHOMIUHI YMOBL

to coordinate loyalty program with advertising campaigns —
Y3200My8aMU NPOZPAMU TOAIEHOCM 3 PEKNAMHUMLU

Kamnawiamu

THE PROMOTIONAL MIX

The promotional mix is the use of different advertising
and communication channels in a coordinated way to run
an effective marketing campaign. These coordinated campaigns
are part of an effective integrated marketing communications
plan. The four main methods of promotion within the mix
are advertising, sales promotion, personal selling, and public
relations.

The most important factor in determining the optimal mix
is identifying the target market. This can be determined through
extensive market research. Once a company knows its target
market, it can then research its use of various media outlets
in order to come up with the best combination of marketing
materials to reach the defined target. For example, if the target
market is stay-at-home moms, an organization might find that
television advertisements during certain daytime television shows
are most effective for reaching them. If the target market is a
young professional, the marketer might find that using billboards
in a downtown commercial district and morning drive time radio
advertisements are effective for getting the message to this target
market.

The size of the promotional budget will greatly influence
the chosen mix as well. Television advertising can be very costly
and, therefore, may not be a feasible option for a company with
a smaller marketing budget, at least not during prime viewing hours
on major networks. Often the amount of money a firm spends
on promotional activities will be affected by the product life cycle,
general economic conditions, and the competition.

The promotional mix may involve a company coordinating
its loyalty program with advertising campaigns and a promotional
deal. For example, an airline may send out a mailer to its frequent
fliers advertising 5,000 free bonus miles for booking a ticket
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in the next month. In this instance, the airline is coordinating
a direct mailing with loyalty program membership and
a promotional campaign.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4, Match the word market and its derivatives
in column A with the words in column B.
Use them to make sentences.

B
mix
budget
target
Market professional
materials
Marketing campaign
plan
Marketer research
mechanism
experienced
primary

5. Complete the sentences with the most suitable
prepositions from the box where necessary.

of to on in by with  through  for

1. Different advertising and communication channels are
used ... a coordinated way to run an effective marketing
campaign.
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2. The four main methods ... promotion within the mix are
advertising, sales promotion, personal selling, and public
relations.

3. What is important ... determining the optimal mix
is identifying the target market.

4, The target market can be determined ... extensive market
research.

5. This is best combination of marketing materials ... reach
the defined target.

6. This method is very effective ... getting the message
to this target market.

7. The size of the budget can greatly influence ... the chosen
mix.

8. The firm spends a big amount of money ... promotional
activities. '

9. What a firm spends on promotional activities can
be affected ... the product life cycle and general economic
conditions.

10. A company coordinates its loyalty program ... advertising
campaigns.

6. Check the meaning of the following phrasal verbs
in the dictionary and use them to make sentences.

to come up with to come along
to come across sth / sb to come round

7. Work with a partner. Write three false statements
on the subject of the text and read them to a partner.
Let him correct them.

8. Write a thesis statement of the text
and its supporting claims.
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9. Think of some product or service and report about
it following the elements of a promotional mix:

1. Who are the audience and what type of advertisement is used?
2. What is the price of the product / service?

3. How does the company reach the customers?

4. Are there any loyalty programs offered?

3. ADVERTISING

1. Study the scheme at the picture and add more media
forms.

2. Work with a partner. Discuss the following quotes.

1. “Doing business without advertising is like winking at a girl
in the dark. You know what you are doing, but nobody else
does” Steuart Henderson Britt

2. “Creativity without strategy is called art, creative with
strategy is called advertising. Prof. Jef L. Richards

3. “Nobody counts the number of ads you run; they just
remember the impression you make.” Bill Bernbach

3. Work in small groups. Answer the following questions
and discuss them.

1. What types of advertising do you know?
2. What type of advertising do you consider the most
effective? Why?
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4. Read the text to check your answers. Use the following
vocabulary to help with new words.

Vocabulary

to persuade (v) — nepekoHyeamu

comparative advertising — peknama, ska Suckpedumye mosap
KOHKypeHmis

to differentiate (v) — po3pizHamu

marketplace (n) — puHok

similar (adj) — cxoxudl

to take blind taste tests — mecrmysamu npodykuiio 6e3 Hazsu
reminder advertising — pexnama-HazadysaHHA

taste buds — cmaku, 3Hatiomi 3 dumuHcmaa

mature (adj) — 3pinut, dopocnutl

beverage (n) — Hanit

institutional advertising — npecmuxta peknama
recruitment (n) — Habip (Ha poGomy, cryx6y)

industry advertising — pexnama npomucnosocmi

ADVERTISING

Advertising is paid communication brought to audiences
through different forms of media such as television, radio,
newspapers, magazines, and billboards. A company uses
advertising to inform, persuade, or remind its target market of its
products or services. '

Comparative advertising is used to differentiate a company’s
products in the marketplace from other similar products.
For example, McDonald’s and Burger King used to run
comparative advertising, comparing their cooking methods
for hamburgers. The “Pepsi Challenge” campaign was another
form of comparative advertising in which consumers were asked
to take blind taste tests to see if they could tell the difference
between the products.
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Reminder advertising is used once a product has matured
in the marketplace —that is, once a product has been around
for a while. Credit card companies use a lot of reminder advertising,
such as American Express “Don’t leave home without it” or Visa “It’s
everywhere you want to be” campaigns. Coca-Cola uses reminder
ads to show us how refreshing the beverage can be on a hot day, and
Budweiser wants to remind the consumer to “Make it a Bud night.”
Some ads use nostalgia to remind us of how much as children we
enjoyed a product such as Oreo cookies; and although our taste
buds may have matured, we can still enjoy them.

Institutional advertising promotes the company, organization,
government agency, or a concept or philosophy, but not a specific
product. For example, ads for BASF, one of the world’s largest
manufacturers of chemicals and chemical-related products, states,

“We don’t make a lot of the products you buy. We make a lot
of the products you buy better” Another example is the U.S. Army
recruitment commercials, “Be all you can be”

Industry advertising promotes a whole industry and not just one
company or product. The most popular example of this is the “Got
milk?” ad campaigns sponsored by the California Milk Processing
Board. Another example is the “Hanker for a hunk of cheese”
campaign that was sponsored by the Wisconsin Dairy Board.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4. Decide if the following statements are true or false.

1. Advertising is communication brought

to audiences through different forms of media

and is free of charge. T
2. Companies use advertising mainly to persuade

its target market to buy its products or services. -



. Comparative advertising is used
to compare a company’s products
in the marketplace to other similar products.
4. Reminder advertising is used
for products which have been
in the marketplace for some time.
5. All ads use nostalgia technique.
6. Institutional advertising promotes companies
not products. TS
7. Industry advertising promotes
a whole industry of milk products.

5. Read the text again. Find the verbs that show
the function of advertising and use three
of them to make sentences.

6. Complete the following sentences with
the words given below. Change their form if necessary.

advertise
advertisement

advertising

ads

1) He was looking for a job in ... newspaper pages.
2) Isaw several illegal ... in the underground carriage.

3) This new strategy will be a success in an ... market.

4) There are many websites where apartments and hostels ... ..
5) Youshould ... your company through different media channels.
6) I want to be a professional in an ... and public relations

sphere.
7) Iputan ... for a position of a manager.

7. Work with a partner. Think about the types
of advertising you have recently seen or heard.
Describe them to the partner.

8. Write a thesis statement of the text and its supporting
claims.

9. Make a simple plan of the text following the tips in the box.

Tips for writing a plan of the text

1. Read the text.
2. Divide the text into parts according to the number of important ideas.

3. State the idea of each part in one sentence.
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4. ADVERTISING TRENDS

1. What do you think about celebrities advertising goods?
Why are they invited to endorse a product?

2. Read the text to check your answers. Use the following
vocabulary to help with new words.

Vocabulary

endorsement (n) — sanyuerHa sidomoi ocobu 0o peknamyeaqHs
mosapy

to hire (v) — Hatmamu Ha pobormy

expertise (n) — 3HaHHsA, doceid

trustworthy (adj) — maxkutl, skomy MoxHa Gogipamu

to buy into — ygitimu & donio

informercial (n) — ingropmauiitinag pexnama

extended (adj) — mpusanuti

to run at off-peak hours — suxodumu e egip y HenikosuLl uac

to feature (v) — nokasysamu

rotisserie oven (n) — dyxoska 3 epunem

to draw smb in — zauikaeumu

to convince (v) — nepekoHysamu

to generate response — gUKIUKAMU PEAKUIIO

ADVERTISING TRENDS

A very popular way of getting a message across is using celebrity
endorsements. Advertising companies are willing to pay top dollar

in order to hire celebrities to represent their brands. From Star
Trek actors advertising cheap travel for Priceline.com to Michael
Jordan drinking Gatorade while sweating neon colors, celebrities
are part of an advertising message and campaign. Of course,
using a celebrity spokesperson can be a risk, for example, using
0). J. Simpson as the Hertz Rental Car spokesperson.

When choosing a celebrity to endorse products, it is important
to find an appropriate match with the product or service.
The relationship should be believable. It is also important that
the celebrities endorsing the product be credible; they should either
have expertise in the field or be trustworthy characters.

Sponsorship is a well-used form of promotion and advertising that
allows the company to buy into a sporting event or activity. The amount
of investment in a sponsorship can range from an athletic company
supporting a college sports team by providing them with brand-name
uniforms in order to promote the brand to a company sponsoring
a college football bowl game such as the Tostito’s Fiesta Bowl.

Another trend in advertising is the infomercial. This
is an extended television advertisement and usually runs at off-peak
hours or on lower-budget television or cable networks. Infomercials
are usually at least a half hour long. Some of the most popular
items that are sold through infomercials are fitness videos, skin
care products, and kitchenware. Often they will feature celebrity
endorsements and offer products that cannot be purchased
in stores. Their low-budget appearance and late-night showing
often characterize infomercials. If you turn on the television late
at night, a former star is using the Thigh Master or hundreds
of uses for a rotisserie oven may draw you in. Once the consumer
is convinced to purchase the product, he or she will then be able
to call and order the product over the telephone, generating a direct
response to the infomercial.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)
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3. Match the terms with their definitions.

a) to hire

b) campaign
c) celebrity
d) to endorse
e) trustworthy

f) extended
g) expertise
h) to purchase

i) consumer
j) to convince

1. lasting long time

2. to persuade

3. to employ

4. to buy

5. series of actions to achieve
a particular result

6. a famous person

7. knowledge, experience

8. to make public statement
to support

9. reliable

10. a person who buys goods

6. Work with a partner. Read the text again. Find advantages
and disadvantages of each type of advertising trends
mentioned in the text.

Discuss them with a partner.

7. What trend would you choose to advertise
the following items?

shampoo cigarettes
a chocolate bar a car
wine a mobile phone

8. State the thesis, claims and sub-claims of the text.

or services

4. Use the following phrases to make sentences.

to represent a brand to support a team

to endorse a product to be sold through infomercials

to have expertise to purchase some goods in stores

5. Answer the following questions.

1. What characteristics should a celebrity have
to endorse a product?

2. Do you always trust celebrity endorsements?

Why / Why not?
. Why is sponsorship so popular?
. What items are usually sold through infomercials?
. What are distinctive features of infomercials?
. Do you ever watch infomercials? Why / Why not?
What infomercials can you recall from your memory?
Have you watched them or just noticed while changing
channels?

N R W

Sub-claims usually give examples to support claims.

9. Write a brief summary of the text (5-6 sentences)
and state its main idea.

The main idea of the text is a one- or two-sentence statement which
includes important information, the plot and the author’s opinion
on the subject covered in the text.
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REVIEW 2. Translate the following sentences into English.

(Unit 1) 1. ITpuxuabHicTb O MEBHOTO GpeHsy Moxe HabyBaTu pisHMX
dopM i cBifYMTH PO Balle 3a[OBO/IEHHA AKICTIO TOBAPiB
abo nocnyr.

1. Complete the sentences with the words from the box. 2. SIK npaBM/IO, HEraTMBHI BiATyKy ITpo Gpenp
Change their grammar form if needed. MOIIMPIOIOTHCSA MBUWILIE 32 HOSUTUBHI,
TOMY IS KOMIIAHIA BAJK/AMBA iX peryraiis.
3. Komnanii BXX1Ba0OTH Pi3HUX 3aX0/1iB, 106 3aBOKBATH
campaign persuade consumer  brand terrorist IPUXUNBHICTH MOKYIIIB,
4, OpuH 3 HAVBAK/IMBIIINX YMHHUKIB YCIIIIHOCTI
Ry plesse Sporor advertising Ha PUHKY — BU3HAYEeHHA LIbOBOT ayAnTOPIl.
Loval sional activiti 5. JocnijpkeHHs PUHKY ITPOBOJIATHCA 3 METOK JOCATHEHHA
oya promotional activities

1. Marketers think that people who buy only a particular
brand of a product or service are ... to the brand.

2. People who tell others about their dissatisfaction with bad
experiences of using brand-name products are called ... .

3. Companies try to ... their customers through high levels
of customer service.

4. Marketers use different advertising and communication
channels to run an effective marketing ... .

5. The amount of money a firm spends on ... is affected
by the product life cycle, general economic conditions,
and the competition.

6. Television ... can be very costly for a smaller marketing
budget company.

7. Advertising is used to inform ... or remind its target market

of its products or services.

8. ... are made to remember the brands by reminding them
of their childhood habits.

9. Many ad campaigns are ... by big companies.

10. ... are characterized by low budgets
and shown late at night.

KpAILMX Pe3ynbTaTiB MpOgaxy.
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Unit 2 3. “In many ways, effective communication begins
with mutual respect, communication that inspires,
and encourages others to do their best. Zig Ziglar

SEARCHING FOR A CLIENT

3. Read the text. Use the following vocabulary
to help with new words.

Vocabulary
1. RELATIONSHIP STRATEGIES
to treat (v) — cmasumuce
to treat customers fairly — cnpasednueo o6cnyzosysamu
nokynuyie
to ensure (v) — 3abesneyysanmu
to respond (v) — peazysamu
to respond to customer complaints —
peazysamu Ha ckapeu NoKynuia
to find workable solutions — sHaxodumu peansHi pitieHHs
to resolve (v) — sunpasnamu
graciously (adv) — wanobnuso
to provide customers with truthful information -
Hadaaamu noKyNusM npasousy iHgopmayiio
critical (adj) — aupiwaneHud, HeobXioHUL
to run a cost-effective business — aecmu npubymkosy cnpasy
to possess interpersonal skills -
80100iMu HABUYKAMU MIXOCOBUCMICHO20 CNINKYBAHHA
concern (n) — 3aHenoKOEHHA
to satisfy (v) — 3adosonsHsmu

1. Look at the picture below and define the meaning
of these terms in a company-customer relationship.

2. Work with a partner. Discuss the following quotes.

1. “You can make more friends in two months
by becoming interested in other people
than you can in two years by trying to get other people
interested in you.” Dale Carnegie

2. “The two words ‘information’ and ‘communication’
are often used interchangeable,
but they signify quite different things.
Information is giving out;
communication is getting through” Sydney ]. Harris

valuable (adj) — uinHuu

to benefit (v} — npuHocumu gueody

to benefit the company through purchases -
NPUHOCUMU KOMNAHIT NpuBymox, Kynylowu moeapu

share (n) — vacmka

to keep track of — gidcmexysamu
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RELATIONSHIP STRATEGIES

Developing an effective relationship strategy can be the key
to forming long-term relationships with customers and in turn
creating loyalty. Good customer service and treating customers
fairly become the critical first step for ensuring a healthy relationship.
Fair treatment includes responding to customer complaints and
finding workable solutions to resolving mistakes that have been
made. Although the customer may not always be right, the customer
should always be treated graciously. Providing customers with
truthful information and creating personable contact with them
are critical.

A company’s internal structure is also very important to its ability
to build relationships with customers. The company should
be running a cost-effective business, possess interpersonal skills,
and have the technical know-how regarding its product offerings.
For many professional service providers, their staff may have more
interaction with the client than the professional service provider,
making it critical that the staff have the same level of concern
for customer service and satisfaction as the provider.

Additionally, it's very important that companies recognize who
their most valuable customers are. Those are the customers who
benefit the company most through their purchases. Companies
will want to focus their long-term relationship-building efforts
on these types of customers, because it will be more profitablé.
In a competitive environment complicated by high marketing
costs, most marketers are moving toward a relationship-building
strategy of “greater share of customers” instead of “greater market
share”

Many companies use forms of customer relationship
management in order to keep track of their customers’ purchases,
determine who their most profitable customers are, and target
special promotions and product or service offers to their customers

using the information they collect. Many banks are starting to offer
these services, and you may notice that when you call to get account
information the customer service representative will offer you other
products.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4. Answer the following questions.

What do relationship strategies include?

What does the term ‘fair treatment’ mean?

What are requirements to a company’s internal structure?
Why are companies concerned with creating an effective
relationship strategy?

5. How do companies find out which products or services
to offer their customers?

ol ol ol

5. Work with a partner. Read the text again and complete
the sentences with prepositions where necessary.
Compare your answers.

1. Good treatment includes responding ... customer
complaints.

2. The company always provides its customers ... truthful
information about the products.

3. It’s critical to create personable contact ... customers.

4, The company should possess ... interpersonal skills.

5. 'The staff should have high level ... concern for customer
service.

6. Some customers benefit the company most ... their
purchases.

7. Companies want to focus their long-term relationship-
building efforts ... these types of customers.

8. A competitive environment is complicated ... high

marketing costs.




9. Companies try to target special promotions and
product or service offers ... their customers on the basis
of the collected information.

. Work with a partner. Read the text again and find
the words connected with treatment and the way

customers should be taken care of. Use these words
to write five sentences.

. Work in groups of three. Write false statements
on the subject and read them to another group
of students, Let them correct your statements.

Work with a partner. Write tips for better CRM (Customer
Relationship Management) and compare them.

9. Write a brief summary of the text and state
its main idea.

2. ETHICS AND REGULATORY ISSUES

1. Are all promotional campaigns ethical? Have you ever
noticed any ethical violations with them?

2. Work with a partner. Discuss the following quotes.

1. “Never write an advertisement which you wouldn’t want
your family to read. You wouldn't tell lies to your own wife.
Don't tell them to mine” David Ogilvy

2. “Advertising is only evil when
it advertises evil things.” David Ogivly

3. Read the text. Use the following vocabulary
to help with new words.

Vocabulary

puffery (n) — HadmipHe suxaanaHHa
deception (n) — obma+

exaggerated (adj) — nepebinsuwerut
superiority (n) — nepesaza

to overhype (v) — 3aHadmo po3xsanosamu
to fall short — we gidnosidamu
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inflated expectations — 3aguiLeHi oYiky8aHHs
deliberately (adv) — HasmucHo
legal recourse for deception -
3BEPHEHHS 8 CY0, NO306 3d Waxpatcmeao
“bait and switch” advertising — pexnama
@GAMaHUMu ma amiHumuy» (8ud HedobpPoCosICHOT peknamu)
available (adj) — docmynHud, HassHul
substitute (n) — 3amityeqHs
solely (adv) — nuwue
consistent (adj) — nocnidosHuti
to create a clear image in the mind of consumers -
CMEOPIBAMU HYIMKyY KAPMUHKY Y cBI0OMOCMI CnoMueayia
to gain market share — ompumysamu 4acmky puHKy

ETHICS AND REGULATORY ISSUES

Ethics in promotional activities is very important. Some
common ethical violations with promotional campaigns include
puffery and deception. Puffery is an exaggerated claim about
the superiority of a product. Although puffery is legal, it may cause
acompany toloseitsreputation with the public. As discussed earlier,
a brand terrorist can do great amounts of harm to a company’s
reputation if a product is overhyped and falls short of its inflated
expectations.

Deception involves a company deliberately making promises’
that are not true. A consumer may have legal recourse for deception.
An example of a deceptive practice that is illegal is “bait and switch”
advertising: A company advertises a low-priced product that is on
sale, and when the consumer arrives that product is not available;
the company then tries to sell the customer another more expensive
product as a substitute.

Another area of ethical debate is marketing to children and
teenagers. This is particularly a concern when it comes to tobacco

or alcoholic beverages. It is illegal for companies to target those
who are legally unable to consume their products.

Other situations of ethical concern when it comes to marketing
to children arise when a company such as a beverage company
signs a contract with a school to supply solely its brand
of beverages on the school campus. This is not an illegal practice,
but it is controversial, as some feel that such schools are being
controlled by corporations that want to get children to become
brand loyal to their products.

There are many methods used by marketers to attract
customers to their brands and products. A successful integrated
marketing campaign will deliver a consistent message that
is brought to the target audience through different mediums
of the marketing mix. Advertising and promotional messages
should be consistent and repeated often in order to create a clear
image in the mind of consumers. Ideally, these promotional efforts
will result in influencing consumers to either try new products,
switch from their preferred products, or purchase more products
from a company or brand. The end goal of all promotional efforts
is to increase the company’s product sales and profits through
gaining or stealing market share.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4. Match the terms to their definitions.

a) puffery 1. to use
b) deception

¢) reputation

2. not allowed by law
3. aim

d) claim 4. someone or something that takes
place of someone or something
e) illegal 5. exaggerated commendation
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f) substitute 6. showing complete support
of someone or something
g) to consume 7. to affect someone or something
h) loyal 8. an act of making people believe
something which is not true
i) to influence 9. the common opinion of someone
or something
j) goal 10. saying that something is true

5. Explain the difference between ‘to lose reputation’
and ‘to harm reputation”, Use these expressions
to write sentences.

6. Decide if the following statements are true or false.

1
2,
3.

8.

. It is illegal for companies to target those

Puffery and deception have the same meaning.

A consumer may sue the company for deception.
“Bait and switch” advertising means selling

the customer another cheaper product

as a substitute.

who are not legally able to use their products.
Marketers generally use two methods to attract
customers to their brands and products.
Promotional messages should be consistent.
The goal of all promotional efforts

is to increase the company’s product sales solely
through gaining market share.

Puffery and deception are not illegal.

]

7. Work with a partner. What do you think the author’s
attitude towards puffery and deception is?
What vocabulary does he use to describe them?
Discuss your ideas.

8. Work in small groups. Define the topic
and the purpose of the text?

9. Write a thesis statement of the text
and its supporting claims.

10. Use the Internet and find examples
of deceptive advertising. Prepare a brief report
on deceptive advertising in Ukraine.




up-and-comer (n) — yeniwHa noduHa
compelling (adj) — npuzonomwiusull

to punch above your weight — cmpufrymu sutye 0no8u
capabilities deck (n) — npeseHmauis

bar (n) — nnanka

to articulate (v) — wimko chopmynosamu
calling card (n) — sizumna kapmxa

mutual (adj) — cninerud

white paper (n) — asmopumem#a donoside
cold call (n) — sisum 6e3 nideomosku

to bother (v) — mypbysamu

assignment (n) — 3a80aHHA

to liken (v) — nopisHiosamu

mediocre (adj) — nocepedHil
Jack-of-all-trades (n) — Ha eci pyku maticmep
hurdle (n) — nepenota

3. SMALL AGENCY AND BIG CLIENT

1. What would you do if you were a small agency
and wanted to attract big clients?

£
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2. Work with a partner. Discuss the following quotes.
1. “You can't just ask customers what they want and then try

to give that to them. By the time you get it built, they’ll
want something new.” Steve Jobs

2. “If you can't turn yourself
into your customer, you probably shouldn’t
be in the ad writing business at all.” Leo Burnette

HOW A SMALL AGENCY CAN LAND
A BIG CLIENT LIKE MONDELEZ

Agency Scout Debra Giampoli Offers Up Her Dos and Don’ts

3. “Your most unhappy customers
are your greatest source of learning.” Bill Gates

Landing a big client can seem impossible when you're a small
agency. But companies like Mondelez International are always
on the lookout for up-and-comers.

At Ad Age’s Small Agency Conference in Portland, Ore., Debra
Giampoli, the agency scout for Mondelez, shared tips on how to get
her attention. Here are some of her dos and don’ts:

Do have a story to tell. Make sure your shop has a compelling
story about who you are and what you do. If you want to punch
above your weight, have more than a capabilities deck to show.

Do know how to articulate your strategy and talk about your
work. “The bar is just as high for small agencies as it is for big ones,”
Ms. Giampoli said. “Great work is every agency’s best calling card,”
she added.

4. “If you do build a great experience,
customers tell each other about that.
Word of mouth is very powerful” Jeff Bezos

3. Read the text. Use the following vocabulary to help with
new words.

Vocabulary

to land a client — ompumamu knieqma
scout (n) — po3gidHUK, DoCHIOHUK
to be on the lookout — 6ymu & nowykax
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Do invite prospective clients to your office. Ms. Giampoli said she
likely wouldn't work with an agency whose space she hadn't visited.

Do make yourself visible. Approach marketing executives
through mutual connections, conferences or writing white papers
on interesting topics. “If you're really good at what you do, I will
find you... When you do get found, have a great story to tell” about
who you are and what you do.

Don’t cold call potential clients without doing your homework.
Ms. Giampoli said she wouldn’t work with an agency that hadn’t
researched her role and what she valued in agencies. “If you are
going to cold call;” she said, “the only chance you have is if you've
done your homework.”

Don’t send out LinkedIn invites if you haven’t met.
Ms. Giampoli said she guarded her LinkedIn connections closely
and only accepted requests from people she knew personally.

Don’t bother with newsletters. Ms. Giampoli said she rarely
read agency newsletters, even from shops she loved.

Don’t expect a meeting to lead to an immediate assignment.

“I don't believe in love at first sight,” said Ms. Giampoli, enjoing her
process to dating in that she usually doesn’t have a project in mind
when contacting an agency. “I might meet you and like you a lot
but that doesn’t mean that something’s going to happen quickly.”

Don’t be a general agency with a mediocre offering. Ms. Giampoli
said, “It’s far better to be a shop with a smaller, more specialized offering
than a jack-of-all-trades without anything compelling

But even if Ms. Giampoli — or other executives like her — doesn’t
know much about your agency, don't feel like being small is too big
a hurdle to working with a large client. “I get emails from small

agencies all the time apologizing for being small... Don't apologize
for being small”

3

(Source: http://adage.com/article/small-agency-awards/
mondelez-s-debra-giampoli-landing-a-big-client/243330/)

4. Read the text again and match
the following activities with Dos and Don’ts.

Come to potential customers without being well-prepared.
. Have a story about your company.
. Build mutual connections with executives.
. Accept all LinkedIn connections.
. Send newsletters regularly.
. Invite prospective customers to your office.
. Make a specialized offer.
. Make an ordinary offer.
. Get ready for an immediate response.
0 Utter your statements distinctly.

= O oo N oy R R

5. Work with a partner. How strict is the agencies scout Debra
Giampoli about choosing the right agency?
Find examples to support your opinion.

6. Work in small groups. Write tips how
to attract big clients. Use Do and Don’t constructions.



1. Complete the sentences with the words from the box.
Change their grammar form if needed.

REVIEW
(Unit 2)
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compelling story build relationships newsletters
make promises lose reputation keep track of
ethical violations offering treat

. A healthy relationship can be ensured by ... customers fairly.
. Internal structure of a company is very important

to its ability to ... with its customers.

. Most companies try to ... their customers’ purchases

by using different forms of customer relationship
management.

. Puffery and deception are common ... with promotional
campaigns.

. Illegal actions may cause a company to ... its ... with

the public.

. When a company deliberately ... that are not true

it is called deception.

. One of the agency scout’s tips how to attract clients is to tell
a ... about your company’s achievements.

. There’s no use to send ... to companies or clients because
they don't read them.

. Specialized ... are much more appropriate than the general
ones.

2. Translate the following sentences into English.

1. Hapmanua xiienram npaspusoi isdopmauii npo npogykr abo

TIOCITYTY € BaXX/TMBOIO YMOBOIO ITOOYIOBM LLIMPUX CTOCYHKIB.

. Komma#ii nu1pHyI0Th 38 MOKYNKaMu KIEHTIB

Ta BU3HAYAKTH HAMITPUOYTKOBIIIMX IOKYIILIIB.

. TopyleHHsam eTUUHNX HOPM € IPOJAK TOBAPIB THM,

XTO HE Ma€ 3aKOHHOTO IIpasa IX CTIOYKMBATH.

. Cepey HaMMOMWMPEHIIIMX TOPYIIEHD —

Henpas/uBe nepebiIblIeHHA XapaKTePUCTUK TOBAPY
a60 HeBUKOHAHHA 0OILIAHOK,

. CnienianicTy nporoHyioTh BCTAHOBIIOBATH TIePCOHANBHUI

KOHTAKT 3 MOTEHIIHUMM KTIEHTAMU, 3aIPOIIYIO4M IX
1o odicy.

. He Bapro sycrpivarucs 3 knientamu 6e3 perenbHOl

MArOTOBKM.
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Unit 3

MARKETING STRATEGY

1. SALES PROMOTION

1. Look at the picture and say what strategy
to sell a product is used here.

2. Work with a partner. Discuss what sales promotion
strategy you would apply to sell Coca Cola glasses.
Share your ideas with the group.

3. Read the text. Use the following vocabulary
to help with new words.

Vocabulary

incentive (n) — cmumyn

to give consumers a short-term incentive —dasamu cnoxusadam
mumyacosuti crmumyn 88 30ilcHeHHA NOKYNKU

to generate immediate sales —
8uKAUKamu HezatiHe BaxaHHa Kynumu
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to perceive (v) — cnpudmamu

to alter (v) — amiHosamu

affordable (adj) — docmynHull

time-bound (adj) — obmexenuli g yaci

ultimate (adj) — kitHuesud

competitor (n) — KoHKyperm

to combat increase in market share -
NPOMUCMOAMU NIGBULLEHHIO DO PUHKY

to decline (v) — 3aHenadamu

overstocked (adj) — 2anoeHeHud mogsapom

rival (adj) — koHkypeHmHul

to motivate consumers to switch from a rival brand —
300X04YBAMU CNOXUBAYIE BIOBEPHYMUCH
BI0 KOHKypeHmMHo2o BperHdy

to increase product consumption -
nideuLyumu obeaz CnoXueaHHA mosapy

to reinforce the marketing communications efforts -
3MIUHUMU | pe3LLUPUMU 38 A3KU 3 0IN0BUMU KORGMU

to increase profits and market share -
36inbLUUMU NPUBYMOK Ma Yacmeky pUHKY

to gear (v) — kepysamu

to be geared toward getting consumers to try products -
Bymu cmeopeHuM O/17 Moeo, uiob CnoHyKamu cnoxueadyie
cnpobysamu npodyKuito

sample (n) — 3pazok

sweepstake (n) — momanizamop

point-of-purchase display (n) — cme+d, nonuus 3 mosapom

intermediary (n) — nocepedHuk

retailer (n) — po3dpibHU mopzoseupb

to offer financial incentives -
nponoHysamu giHaHCOBI 300X04YBAHHA

to reduce the cost of the product — 3meHLwumu sapmicme
mosapy

itemn (n) — piy

to place at eye level — po3matuosysamu Ha pigHi ovel
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SALES PROMOTION

Sales promotion consists of many activities used to sell products,
They are activities that give consumers a short-term incentive
to make a purchase. Sales promotions are also activities that change
the priceand value relationship of a product as perceived by the target
audience with the possible effect of generating immediate sales.
It is possible that a sales promotion can also alter the long-term
value of the brand by making what might be a premium product
more affordable.

Sales promotions are generally time-bound programs that
require participation on the part of the consumer through either
immediate purchase or some other action. The fundamental
goals of sales promotion are tactical, strategic, and ultimate.
The tactical goals are to combat a competitor’s increase in market
share, to combat other competitors’ promotional efforts, and
to move brands that are either declining, overstocked, damaged,
or not selling fast enough. The strategic goals are to motivate
consumers to switch from a rival brand, to increase product
consumption, to reinforce the marketing communications
efforts for the brand, and to motivate brand loyalty. The ultimate
goal of a sales promotion is to increase sales, profits, and market
share.

Consumer promotions are geared toward getting consumers
to trya company’s products. Some examples of consumer promotion
activities include coupons, sampling, sweepstakes, point-of-
purchase displays, and special packs.

Trade promotions are geared toward marketing intermediaries
as opposed to consumers. A snack food manufacturer, for example,
may offer a discounted price to a retailer who buys a large quantity
of a product. These types of promotions are most successful when
they offer financial incentives and serve to effectively reduce the cost
of the product.
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Another form of trade promotion is paying for shelf space.
On the shelf at the grocery store, product placement is very
important. Items placed at eye level on higher shelves have proven
to sell much better than products placed on lower shelves.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion. pdf)

4. Complete the table. Match the following functions with

goal types.

« to motivate consumers to switch from a rival brand

« to increase sales

+ to motivate brand loyalty

« to combat a competitor’s increase in market share

» to increase product consumption

» to move brands that are not selling fast enough

« to combat other competitors’ promotional efforts

» to increase market share

+ to reinforce the marketing communications efforts
for the brand

Tactical Goal Strategic Goal Ultimate Goal

5. Answer the following questions.

1. What are sales promotions?

2. What are the goals of sales promotion?

3. What actions do manufacturers take
to promote their products?

4. Why are shelf places so important?

5. Which channels for sales promotion are well-known
to you? Which of them have you never heard of?
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2. MARKETING AND ADVERTISING MEDIUMS

6. Work with a partner. Write 5 questions you would
like to ask the author of the text. Imagine that your
partner is the author and you are a journalist. Role-play

the interview with your partner. 1. What advertising media do you know?

Which of advertising media do you consider
the most effective? Why?

& - Q: "

Deye:

a® ¢ d
[P

2. Read the text. Use the following vocabulary
to help with new words.

7. State the main idea of the text.

Vocabulary

target audience — ineosa aydumopis

to reach (v) — docazamu

to divide budgets among the various media resources —
po3nodinamu Glodxem ceped pisHux media pecypcis

appealing (adj) — npusabnusud

Hispanic (n) — namuroameplkaqeub

predominantly (adv) — nepesaxHo

budgetary constraints — 6i00KemHi OBMEXEHHA

time slot — npomixok (wacy)

MARKETING AND ADVERTISING MEDIUMS

There are advantages and disadvantages to each media type,
_ and when selecting the advertising mediums to use, companies
must understand who their target audience is and which
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the most effective method for reaching them is. Marketers
must be able to divide their budgets among the various media
resources in order to stretch them the farthest to reach the most
customers.

Television advertising is the leading medium for reaching
US. audiences. Although a very expensive form of advertising,
television ads reach the largest percentage of the U.S. population
at once and can be very appealing due to their visual nature as well
as their sound.

TV ads can be classified into national, local, and
cable advertisements. The type of network chosen will
depend on which audience the marketer is trying to reach.
If the advertisement is for a local restaurant, the company may

choose to advertise only on local stations or in local ad space

on cable channels or national networks. Companies targeting
Hispanics may choose to advertise on a Spanish-language cable
station such as Telemundo, or advertise during a television show
whose viewing audience is predominately Hispanic. The time
an advertisement is shown is also an important decision that
companies must make in order to reach the target audience.
Budgetary constraints will also be a factor in choosing time
slots for advertisements. Super Bowl ads are extremely
expensive, but can be cost-effective for reaching an audience
of sports fans.

Advertising in newspapers and magazines is another way
of reaching customers with a company’s message. Print ads are
effective because of their visual quality and can be run in many
different types of publications. Marketers selling products
or services to consumers may choose national publications
such as Time magazine or local newspapers such as the Chicago
Tribune. Businesses trying to sell products or services
to other businesses will often advertise in trade publications
of the industries they are trying to reach. Companies may also
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target specialized publications; for example, a new computer
product may be advertised in PC World or another specialty
technology publication.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion. pdf)

3. Decide if the following statements are true or false.

1. Marketers never divide their budgets among

the various media resources. o
2. Television advertising is the most effective medium

for reaching U.S. audiences. .
3. Before the type of network is chosen

the marketer should define the target audience. S
4. Budget is more important for reaching

the audience than time an advertisement is shown.
5. Print ads are effective because they can

be run in many different types of publications. I
6. Businesses place their advertisements only

in local specialized publications. R

4. Work with a partner. Discuss the following questions.

1. What is it important to do before choosing an advertising
medium?

2. Why is television the most effective medium?

3. What factors are taken into account while selecting
the medium?

4. Where else can businesses advertise?

5. What is the aim of advertising media?

5. Work in small groups. Write a list of advantages
and disadvantages of each advertising medium
and discuss it with another group.
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6. Work with a partner. Write 5 questions to the author REVIEW
of the text. Express disagreement or doubt (Unit 3)
in your questions. Role-play an interview with a partner.
Example: 1. Complete the sentences with the words from the box.
1. Why do you claim that... ? Change their grammar form if needed.

2. Isn't it better to advertise in the Internet ?
3. What makes you think that... ?
4. Aren't print publications out-of-date now?

shelf space visual sales promotion reach customers

slot promotion publication strategic

7. State the main idea of the text.

f—

... can make high price of a product more affordable.

2. The fundamental goals of sales promotion are tactical, ...,
and ultimate.

2. Consumer ... are aimed at getting consumers ... to try
a company’s products.

3. Itis very important to take into account ... which means
placement of products in the supermarket.

4. TV advertisements are popular because of their ...
character.

5. Time ... chosen by the compiny depend on the budget
of the company.

6. Advertisements on TV and ir. newspapers try to ...
as many ... as possible.

7. Marketers selling products orservices to consumers may

choose local or national ... .

2. Translate the following sentences into English.

1. Meroam npocyBaHHs MPOAYKLii HA PUHKY CIIPAMOBaHi Ha Te,
w06 BuK/MKaTH 62)KaHHS KYIUTH TOBAp, KUl PEKIaMYIOTh.

2. Ilpocysauus npopykuii 6asyerbes Ha 6axkaHHi HobopoTH
KOHKYPEHTiB Ha PUHKY, IiIBKILIATY CIIOXKMBAHHA [1€BHOL
rpymu ToBapis 200 pOIMIMPHTH YACTKY PUHKY.

3. Meroau npocyBasHsa NPOAYLLil Ha PMHKY MOXYTh
MOIIMPIOBATHUCH SAIK Ha MOKYTI{sA, 3aK/IMKAIOUU IOr0 KYTINTH




TOBAp, TaK i HA OCEPEJHUKIB, NPONOHYIOUNM iM BUTiTHI

YMOBH CIHiBIIparg.

4. Obuparoun Bifnosinuuit Mepiitauit 3aci6, Tpeba
BpaxoByBaTy 06cAr GrojKeTy Ta 1i/IbOBY ayiUTOpii.

5. Obmexenns Gromkery BIZMBaoTh HA BUbip nepiofis vacy
II0Ka3y PeKIaMy Ha TelleKaHa/Iax.

6. Pexiama B pisHux TMIAX ApyKOBaHMX BUAAHHD MpuBal/TioE
CBOEI0 BisyanbHO10 Gopmoio.

7. TlepeBaru Ta HegOMIKM KOXKHOTO TUITY MeJIiiiHUX 3ac06iB

MOXYTb BIJIMHYTU Ha Tepebir pexramHol kamnawuii.

Unit 4

CREATING AN ADVERTISEMENT

1. AD MEDIUMS

1. Answer the following questions.

1. Which of the advertising media do you consider
the most effective? Why?

2. Why don’t most people like telemarketing?
What do you think of this advertising medium?

i

2. Read the text and find information about
the role of ad media in marketing. Use the following
vocabulary to help with new words.

Vocabulary

to lack appeal — He sucmayamu npusabausocmi

to tune in — cnyxamu (padio)

immediacy (n) — waudkicmb

to permit immediacy of purchase — 0o38onamu L8UGKo Kynumu
a high level of convenience — dyxe 3py4Ho

tool (n) — 3aci6
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to sustain loyalty — nidmpumysamu dosipy

to remove (v) — eudanamu

to vary (v) — sidpiaHamuce

to purchase (v) — kynysamu

downside (n) — nedonix

invasiveness (n) — Hagnanusicme

to offend (v) — euxnukamu posdpamysarta
nonreceptive (adj) — makut, wo He cnpulimag, He peazye
household (n) — poduna, cima

to offset (v) — komneHcysamu

AD MEDIUMS

Although lacking the visual appeal, radio can be an effective
medium for reaching target consumers. The average radio listener
tunes in for three hours a day, and often on a regular basis. When
using radio advertisements in your marketing mix, it is necessary
to make sure that the company and product or service is clearly
identified. As with television, it is also necessary to find the right
station for advertising to the target consumer.

The Internet has become an important electronic medium, and
its interactive quality is unique. It permits immediacy of purchase
and a high level of convenience. It can be personalized and
individualized. The Internet and the World Wide Web are becoming
essential tools in an integrated marketing plan and effective tools
in sustaining customer loyalty and satisfaction.

Mailing advertisements or promotions directly to people’s homes
is another commonly used method of reaching consumers. Direct
mail campaigns can be expensive, due to printing and postage costs,
but these campaigns can be effective if the mailings reach the right
consumers. Often companies will purchase lists of consumers
or collect data themselves to build a mailing list. The people on these
lists will then be sent targeted mailings.

-
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The utilization of telemarketing has been greatly affected
in the United States by the recent implementation of the national
“Do Not Call” registry, where millions of Americans signed up
to have their telephone numbers removed from telemarketer lists.
Internationally, however, regulations regarding telemarketing vary,
and it may still be a very effective method of reaching consumers.
The downside of telemarketing is that most people do not like
the invasiveness of being called at home, though unfortunately
many mass marketers find the risk of offending nonreceptive
households is offset by the effective results and benefits from these
marketing methods.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)
3. Read the text again and find advantages and
disadvantages of each advertising medium.

4, Complete the sentences with the words from the box.
Change their grammar form if needed.

collect identify consumer reach

advertisement campaign medium effective

1. Radio is quite effective for reaching target ... .

2. Before launching an ad the audience must be ... .

3. The Internet is one of important ... .

4. Direct mailing ... are held to reach the right customer.

5. Companies ... data to build a mailing list.

6. Telemarketing is a very effective method of ... consumers.

7. In spite of people’s dissatisfaction by being called at home

telemarketing is considered to be an ... tool.
8. Radio ... should be run on the right stations to get the right
customer.
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5. Match expressions with the appropriate meaning.

a) to be defined 1. regarding telemarketing
b) audience aimed at 2. to be offset
¢) to allow to buy quickly 3. to be greatly affected
d) to get known to customers 4. to collect data
e) to gather information 5. to reach consumers
6

f) to get seriously influenced . to permit immediacy

j) to be connected with of purchase
telemarketing 7. to be identified
h) to compensate risks 8. target audience

6. Work with a partner. Write a wrong summary
of the text. Make at least 5 false statements
and let your partner correct them.

7. Work with a partner. Make up a dialogue based
on the text above. Imagine that one of you is the reader,
the other one is the author of the text.
Discuss the following information. Ask and answer
at least 5 questions expressing your disagreement
or doubt. Role-play your dialogue.

8. Write a complex plan of the text (statements
and supporting claims). State its main idea.

-

2. PUBLIC RELATIONS AND PUBLICITY

1. What do you know about public relations?
What are the duties of a public relations specialist?

-

4

2. Work with a partner. Discuss these quotes.

1. “PR is a mix of journalism, psychology, and lawyering -
it’s an ever-changing
and always interesting landscape” Ronn Torossian

2. “It takes 20 years to build a reputation and five minutes
to ruin it. If you think about that,
you'll do things differently” Warren Buffet

3. “If I was down to the last dollar of my marketing budget
Id spend it on PR!” Bill Gates

3. Read the text and find information about
the role of public relations in marketing.
Use the following vocabulary to help with new words.

Vocabulary

to foster (v) — cnpuamu

to undertake actions — doknadamu 3ycune

to form a favorable view in the public eye —
cihopmysamu npusabnusull uenad dns aydumopii
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to add credibility, believability, and legitimacy —
dodasamu dosipu, npasdonodibHocmi ma 3akoHHocmi

to enhance (v) — nokpatuygamu

to increase demand for its products in effective manner —
eghekmuaHo NideuLLysamu Nonum Ha ceoio Npodykyio

to tarnish (v) — 3incysamu

to submit (v) — nodasamu do dpyky

to gain attention — 3asgouosysamu yaazy

awareness (n) — o6i3HaHicMe

to create / to maintain awareness —
iHhopmyaamu / pobumu gidomum

launch (n) — aunyck

to display (v) — nokasysamu

to invite top clientele — 3anpowuysamu enimyux KnieHmie

in-person (adj) — ocobucmutl

to spread rumours — po3noaciodxyaamu naimiu

insight (n) — po3ymiHHs

relevant (adj) — eidnogidnud

PUBLIC RELATIONS AND PUBLICITY

An organization’s public relations and publicity activities are
the means to foster its relationships with its various audiences and
to communicate with them. Public relations efforts are undertaken
in order to form a favorable view in the public eye. Favorable
publicity can enhance an organization’s image and increase demand
for its products. A positive article or review about a product
or service adds credibility, believability, and legitimacy in a much
more effective manner than paid-for advertising. Negative publicity,
on the other hand, can tarnish an organization’s reputation. Most
public relations strategies include press releases, special events, and
press conferences.

Press releases are articles or brief news releases that are submitted
to publications by the firm. They often provide information

e
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about company happenings: new hires, new products or services,
or changes in management. They can be an effective way of gaining
attention and creating or maintaining awareness.

Many organizations sponsor special events such as product
launches. A fashion company may sponsor a fashion show to display
its new line of clothing. A musician may hold a record release party
for his or her new album. The firm will often invite top clientele,
industry insiders, and media to these events.

A news conference is an in-person announcement of recent
organizational events to the media. It is an effective method
of informing the public of recent happenings without causing
rumors to be spread, because the information will come straight
from the source.

Through the mentioned tools, PR specialists give the target
audience a better insight into their clients’ activities and products/
services as well as increase publicity. A PR specialist is usually
required to have a relevant type and level of education such
as a Bachelor’s degree in communications or journalism. Proper
education, however, is not enough to become a PR and much less
to become a successful PR. A PR specialist needs certain skills
(they are acquired through additional education and training),
in the first place excellent writing and verbal communication
skills. But a PR specialist also must know to work under pressure
and be able to answer a variety of questions including unpleasant
ones.

(Source: www.abahe.co.uk/business-administration/Advertising-and-Promotion.pdf)

4. Work with a partner. Make a list of vocabulary
connected with a positive and a negative influence
of public relations on a product reputation.
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5. Complete the following sentences
with suitable prepositions.

1. Companies try to establish good relationships ... various
audiences.

2. Alot of company’s efforts are taken to form a favorable
view ... the public eye.

3. Good publicity can increase demand ... a company’s
products.

4. Many press releases are submitted ... publications
by companies.

5. Press releases provide information ... company happenings.

6. Firms often invite top clientele and media ... product
launches.

7. They try to inform the public ... all recent happenings.

8. PR specialists give the target audience a better insight ...
their clients’ activities.

9. He obtained a Bachelor’s degree ... advertising and public
relations last year. '

10. The successful candidate must be able to work ... pressure.

6. Answer the following questions.

1. What is the goal of PR and publicity activities?

2. What is the impact of public relations on a company’s
reputation?

What tools do PR specialists use?

What are the requirements for PR specialists?

5. Do you think you would be able to become

a good PR specialist? Why / Why not?

e

7. Read the text again and write five more questions.

8. Write a brief summary of the text.

9, State the main idea of the text.
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3. ADVERTISING TECHNIQUES

1. Answer the following questions.

1. What is the purpose of applying advertising techniques?
2. What techniques are you aware of?

© ~o i
GROW
Your Business

Bamiuars ponssrd Ny e OV Aslad Clmmbon

2. Which of the following techniques
can you give examples of?

« repetition
« making claims
« associations

. Read the text and find information
about the advertising techniques.
Use the following vocabulary to help with new words.

Vocabulary

likelihood (n) — gipoeidHicme

identity (n) — susHauansHi pucu

to create identity awareness -
CBOPICBAMU 3HAHHA NPO CNPABXKHICME

to disguise (v) — mackysamu

delivery (n) — cnoci6 nodavi iHgpopmauii

to develop expectations in buyer —
BUK/IUKGMU Y NOKYNUA NEBH| OYIKY8aHHS

hype (n) — nepebinsLueHHs
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to mislead (v) — obmarweamu
amission (n) — nponyck
weasel word (n) — cnogo, ckasane, Wob yxunumuce 6id 8idnosioi
subtle (adj) — morkud, xumpud
to render (v) — nepemaeopiosamu
to encourage emotional response in customers —
BUKLKAMU eMOUILIHY PEAKUi ¥ cnoXuBadis
virtually (adv) — gpakmuyro
catchy jingle — menodis, wo nezko 3anam’amosyemoca
brewer (n} — nugosap
bandwagon (n) — nepexkoHyeaHHA iHwux 8 momy,
LUO AKYCb DYMKY Nidmpumye inbLuicme noded
glittering generalities (n, pl) — nepexornuse 38y4anHs 0okasia
limited-time offer — xopomkocmpokosaa nponoiuuia
entry deadline — ocmarHid mepmin nodavi 3ase

5 MOST COMMON ADVERTISING TECHNIQUES

A successful advertisement creates a desire in viewers, listeners

or readers. It also provides information on how to fulfill that desire
and makes the potential customer feel good about doing so. With
so many products and service providers in the marketplace, using
a proven technique in your advertising increases the likelihood
that your ad dollars will return value. Basic techniques used

in propaganda transfer successfully to advertising and remain
the most frequently employed.

Repetition

Repetition is a simple yet effective technique used to build identity
awareness and customer memory. Even advertisements using other

successful approaches mention the product or company name
more than once, particularly in television because its combination
of sight and sound, allows the advertiser to disguise the repetition
by changing its delivery (from visual to audio). An ad first shown
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during a Super Bowl broadcast for a product called HeadOn
remains the classic example of this advertising technique. Though
the advertisement never explained what the product does, viewers
remembered its name.

Claims

Advertising that promotes specific features or makes claims
about what a product or service can do for the potential customers
provides successful results by informing, educating and developing
expectations in the buyer. Claims can state facts or simply use
hype, such as calling one brand of orange juice “the best” when
nutritionally it is identical to other brands. Claims may mislead
through omission or by using what some advertisers and political
campaigners call “weasel words” These are subtle statement
modifiers that render the claim meaningless if studied closely.

» L

Common weasel words include “helps”, “fights” and “virtually”.

Association

Associating a product or company with a famous person, catchy
Jingle, desirable state of being or powerful emotion creates a strong
psychological connection in the customer. Sporting equipment
companies use successful athletes in their ads, automakers display
their cars in front of mansions, brewers show their beer consumed
by groups of friends having fun and cosmetic companies sign celeb-
rities to represent their products. These ads encourage an emotional
response in customers, which then is linked to the product being
advertised, making it attractive through transference.

Bandwagon

The bandwagon technique sells a product or service by convincing
the customer that others are using it and they should join the crowd.
Other bandwagon advertisements suggest that the customer will
be left out if they do not buy what’s being sold. These ads often
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employ “glittering generalities’, words linked to highly valued ideas
or concepts that evoke instant approval, which may or may not relate -
to the subject of the advertisement. “America loves... ” connects
patriotism with a product, creating an automatic positive response.

Promotions

Coupons, sweepstakes, games with prizesand gifts with purchases
create excitement, and participation encourages customers to build
arelationship with the sponsoring product or service. The attraction
of getting something “free” or earning “rewards” makes promotions
successful. Limited-time offers and entry deadlines add urgency
to this advertising technique’s call to action.

(Source: http://smallbusiness.chron.com/5-common-advertising-techniques-15273.html)

4. Decide if the following statements are true or false.

1. A successful advertisement aims
at creating a desire.
2. Competition on the market is very high
and advertising techniques will help companies
to sell their products.
Repetition is used to create identity awareness.
. A product name is enough to be mentioned once.
5. The advertiser succeeds to avoid repetition
by changing sound and images.
6. Making claims about some product
or service can develop expectations in the buyer.
7. Using hype in advertising means to show that
one brand is identical to other brands.
8. “Weasel words” add meanings to a claim.
9. Famous people, catchy jingles, desirable state
of being or powerful emotion establish
necessary associations in customers.

N
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10. The bandwagon technique states that
the customer should join other premium class
customers who are already using the brand. R
11. The idea of getting something free scares customers. _____
12. Games with gifts encourage customers
to buy products.

5. Make claims about each type of advertising techniques.

Example:
Repetition builds...
Making claims state facls...

6. Read the text again. Analyze information given
in the text? Is it new, well-known or confusing?
Mark analyzed ideas with the following symbols.

“+" — well-known “’—new ‘2’ — confusing
7. Work with a partner Make a list of questions
to confusing pieces of information

and put them to your partner.

8. Write a summary of the text and state its main idea.
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REVIEW
(Unit 4)

1. Match the following terms to their definitions.

a) reach

b) purchase

¢) mailing
advertisements

d) telemarketing
e) publicity

f) press release
g) product launch
h) tool

i) PR specialist

j) repetition

k) claim

1) association
m) bandwagon
n) excitement

0) news conference
p) sponsorship

1. advertising that states facts about what
a product or service can do
for the potential customers

2. anews story written for and released
to the news media

3. aprocess of disseminating information
through various media to attract public
notice

4, afeeling full of joy and exhilaration

5. the act of buying or the thing you bought

6. the act of bringing ideas or events together
in memory or imagination

7. an expert who deals with a promotion
intended to create goodwill for a person

8. a method of reaching consumers
by sending them information

9. mentioning the product or company name
more than once

10. the act of propelling some goods with force

11. convincing the customer that others
are using the product and they should join
the crowd

12. sth that you use to perform the duties

13. approach in order to touch

14. the use of the telephone as an interactive
medium for promotion

15. the act of financial or official support

16. an in-person announcement of recent
organizational events to the media

Part Il

Unit 1

MODERN LIVING

1. DIFFERENCE BETWEEN MARKETING
AND ADVERTISING

1. Can you explain the difference between marketing
and advertising? What does marketing involve?
What does advertising involve?
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2. Read the text to check your answers. Use the following

Understanding the difference between marketing and advertising
vocabulary to help with new words.

will help you streamline your customer acquisition strategy.
Vocabulary Marketing

Marketing refers to the process of preparing your product
for the marketplace. It involves understanding who your potential
customers are and what they want to get from your product or service.
Colors, logo and other design elements help to align the image of your
product with the interests of your target audience. It is marketing that
defines your brand and attracts the market share you want.

objective (n) — yine, Mema
customer acquisition strateqy — cmpamezis 3anyyeHHs HOBLUX
NoKynNuia
distinct (adj) — makud, wo eidpiaHaemscs
to streamline (v) — cnpamysamu
to involve (v) — nepedfavamu
to align image of product with the interests of audience —
noedHysamu imidx npodykmy 3 ynodobaHHamu aydumaopii
to spread the word — nowupiosamu iHgopmauio
to convince (v) — nepexoHysamu
to market (v) — npodasamu
to identify (v) — suaHavamu
to face (v) — mamu neped cobow
conscious (adj) — obizHaHul
to showcase (v) — demoHcmpyeamu
high end (adj) — sumonyerud
to reach out — npazHymu, mazHymucs 0o Yyozock
edqy (adf) — piakud
forward-thinking (adj) — 3as6aunusudi
tool (n) — iHcmpymeHm
venue (n) — micue nposedeHHs KamnaHil
to increase likelihood — 36inswuumu sipozionicme

Advertising

Advertising is the process of making your product and service known
to the marketplace. It is essentially spreading the word about what your
‘company has to offer. While marketing is the way in which you convince
potential buyers that you have the right product for them, advertising
s how you communicate to them the existence of that product.

How to Market

To market your product or service, you must first study your target
audience. Identify their values and needs. If you face a conservative,
quality conscious demographic, develop a campaign that showcases
your brand as being high end, tried and true. If, on the other hand,
you are reaching out to the dynamic risk takers, use an edgier, more
forward-thinking approach to develop the image of your product.
(Compose an easy-to-remember slogan or mission statement
hat communicates your brand message, and create promotional
materials that reflect the tone and personality of that message.

WHAT IS THE DIFFERENCE BETWEEN
MARKETING AND ADVERTISING?

At first glance, marketing and advertising seem to be different
terms to describe the same thing — getting a product or service sold..
[nactual fact, although they both contribute to the same end objective,
they are distinct from each other and each has its own process.

How to Advertise

Once your product image is developed and your marketing
strategy is in place, present your product or service to your audience
through advertising. Print, television, radio and the Internet are all
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venues that can communicate your brand to potential buyers. Social

to convince to communicate
media is an inexpensive but powerful option; tools such as Twitten, to study to identify
Facebook and Google+ can help spread the word about what it is you to reach out to create
have to offer. Because your marketing strategy has identified to present to focus
your target audience, you can now focus your advertising dollar to increase to acquire

on the specific types of media used by that audience to increase
your likelihood of successfully acquiring new customers. B. Write three sentences with some of the verbs.

(Source: http://smallbusiness.chron.com/difference-between-marketing-advertising-25047.himl) 5. Decide if the following statements are true or false.

1. Marketing and advertising seem to be different terms

3. Match the following terms with their definitions. to describe different things.

. . ; 2. Marketing refers to the process of preparing your
a) objective 1. the process of getting something product for the marketplace and making it known
b) customer 2. the particplar group qf people to which to the marketplace.
AR S hiei 3. Marketing deals with understanding who your most
€) acquisition 3. the number of things a company sells

frequent customers are.

4, The brand is defined by advertising.

5. Advertising deals with telling clients about
the product.

6. The kind of audience influences the kind
of advertising.

compared with the number of things
of the same type that other companies sell

. something that you plan to do or achieve
. the place where a public event happens

. to put two or more things into a straight line
to pull or draw someone or something

d) target audience

e) market share

f) to attract

g) to spread the word

towards them 7. Social networks are the most efficient venues
h) to align 8. to show the best qualities of something to advertise. =
i) to convince 9. to communicate a message to a lot of people
j) to showcase 10. to persuade someone 6. Answer the following questions.
K medng e e L o 1. What is similar in marketing and advertising? I
What is different?
% Work wich d prrtnas Heid the tuit agein 2. Why is it important to understand the difference
and find expressions with the following verbs. between the processes?
3. What helps to define the target audience interests?

s Conaibute to refer 4. What’s the aim of advertising?

to involve to align 5. How does an advertising campaign adjust

to define to spread

to the type of target audience?




6. What should be done before the product is shown
to the audience through advertising?
7. Where are the products advertised nowadays?

7. Work in small groups. Write false statements
about the text and let your groupmates correct them.

8. Write a brief summary of the text.

2. DIFFERENCE BETWEEN MARKETING,

ADVERTISING AND PR

1. Can you explain the difference between marketing,
advertising and PR?

MARKETING
luessaring thnt whnt you re amesome at it
Havciwne it the right time, is the right woy.

ADVERTISING

m.fal'ocm!mu”uh

awvsome exactly when you wik,

PR x

Hoviveg ethers day gou're awescme (or mapbe

sent 10 aweome) outside of your control
AN

2. Read the text and check your answers.
Use the following vocabulary to help with new words.

Vocabulary

to boost awareness — 3pobumu 6inbLu 8idomMum
umbrella term (n) — 3geaneHut mepmi

to pinpoint a customer — MOYHO BUIHAYUIMIU NOKYNUA
1o commission (V) — npuzrayumu

to come up with — nponorysamu

artwork (n) — xy8oxHe oopmaeHHa

to liaise (v) — scmaHos/ioeamu 36'a3KuU

air time (n) — egyipHul Yac

to gear towards — cmocysamuce, 6ymu cnpaMoOBaHuM Ha
sole (adjf) — eduHuli

savvy (adj) — obizHaHul

subtle (adj} — morkuti

clipping (n) — supi3ka 3 eazemu

newsletter (n) — iHgopmauitHud biosemers

to keep records — hikcyeamu, 3anucysamu

to give a statement — 3po6umu 3aA8y
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WHAT’S THE DIFFERENCE BETWEEN MARKETING,
ADVERTISING AND PR?

Understanding the difference between marketing, advertising
and PR is a must if you're thinking of a graduate career in this
sector.

Marketing is the overall process of boosting public awareness
of a product, person or service.

It’s easy to get confused about the differences between marketing,
advertising and PR — all three are there to promote an organisation
and its products. However, if youre considering a career in one
of these areas, you need to understand what each area involves and
how it fits into the bigger picture.

What is marketing?

Marketing is the overall process of boosting public awareness
of a product, person or service, while advertising and PR are
promotion methods that fall under the ‘marketing’ umbrella
term.

The marketing team is responsible for planning the company’s
promotion, right through from pinpointing a product’s target
customer, researching the market and setting a marketing budget
to putting on product launches and evaluating the success
of the campaign.

Jobs in marketing are usually found in large organisations
that have in-house marketing teams, or you can find work with
marketing agencies that other organisations go to when in need
of marketing help.

If you take up a career in this area, your responsibilities
could involve conducting interviews and market research,
creating website content, organising conferences or exhibitions,
commissioning advertising and coming up with new ideas
to market the product.
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What is advertising?

When a marketing team decides it needs advertising as part
of a campaign, it will go to an advertising agency. Sometimes a large
marketing consultancy will have its own advertising department
but most jobs in this area can be found in agencies.

Advertising is a method of persuading a target audience
to buy a product. This is usually through television, radio, print
publications, the Internet, posters or billboards, but advertising
agencies are always finding new and innovative ways of getting
the message out to potential customers.

If you go into advertising as a career, you could work
on the creative side, developing the concepts, words and artwork
for the adverts, or on the account management side, liaising with
the clients and discussing what they’re looking for. You could also
work in media planning, deciding on the print space or air time
needed to show the adverts and negotiating deals with newspapers
or television channels, for example.

What is PR?

While advertising is more geared towards pushing sales
of a new product, PR focuses on maintaining the good reputation
of the company in the media.

Most PR jobs canbe found in thein-house PR team of larger companies.
Alternatively, you could be the sole PR officer on a general marketing
team, or you may find work in the few specialist PR consultancies.

The goal of PR officers is to get their employers or clients noticed
by the media. While audiences are savvy about advertising, any
positive press coverage puts the organisation in the public eye and
promotes it in a more subtle way.

PR officers are generally tasked with writing press releases,
contacting media professionals and informing them of their
organisation’snews, speakingabouttheirorganisationatpublicforums,
taking clippings from print publications, writing in-house magazines
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and newsletters and keeping records of when their organisation 4. A marketing manager is responsible ... the promotion process.
is mentioned in the press. They also act as a representative in public 5. Young specialists always try to find work ... leading companies.
when their organisation needs to give a statement or comment. 6. A creative sales manager should come up ... new ideas

to boost sales.
7. Your task is to get this message ... to customers

and make them buy the product.
8. An advertising specialist must work ... the creative side.
9. It's important to liaise ... the clients and be ready

(Source: https://targetjobs.co.uk/career-sectors/marketing-advertising-and-pr/
advice/414074-whats-the-difference-between-marketing-advertising-and-pr)

3. Match the following terms to their definitions. to discuss what they are looking ... .
10. He was tasked ... keeping records ... feedback
a) to boost 1. a series of activities designed : rom the clients.
to produce a particular result
b) to research 2. reports about something in newspapers 6. Study the following patterns
c) responsibility 3. to assist in further development and use them to make three sentences.
d) campaign 4. to cause someone to accept a point of view
e) to persuade 5. to study something thoroughly to be responsible for  planning the company’s promotion
f) press coverage 6. to register in a written form rcsearc.:h:‘ng the market .
8) tokeep fecords 7. duty . valuating the success of the campaign
!1) state.ment 8. to establish relations with someone to involve conducting interviews
i) to liaise 9. something stated, a declaration creating website content
: commissioning advertising
4. Work with a partner. Read the text again
and find the verbs connected with responsibilities to be tasked with writing press releases
of a marketing manager, an advertiser, a PR specialist. contacting media Professf'onalis ’
: speaking about their organization at public forums
Example: 7. Find the meaning of the following expressions
. ; . ; . Fi
A marketing manager is responsible for planning... / plans... . from the context or look them up in the dictionary
5. Complete the following sentences and use them to make sentences.

with suitable prepositions.
« to fall under the ‘marketing’ umbrella term

1. The customer was thinking ... commissioning the agency + to put something in the public eye

to promote his product.
2. He felt confused ... the difference between the terms. 8. Read the text again and make a complex plan of the text.
3. Public awareness ... the product resulted in the sales

increase. 9. State the main idea of the text.

—



3. PLAYING WITH BRANDS

1. What does ‘playing with brands’ mean?
Give an example.

2. Read the text and check your answer.
Use the following vocabulary to help with new words.

Vocabulary

to engage consumers — npueabniosamu NoKynyia
to backfire (v) — nosepHymuce 6ymepaHeom
outlandish (adj) — He3auyruli

cross (n) — 2ibpud

lid (n) — kosnax

to hit out of the ballpark — docsemu cheromeransHozo ycnixy
to chalk up — 3anucysamu 6anu Ha paxyHox

hard sell (n) — xopcmkutl Has'aznueud npodax
brand equity (n) — penymauis 6perdy

to spark (v) — sukuKamu, cnpu4uHUMU
mish-mosh (n) — cymit

haphazard (adj) — eunadkosut

to qualify (v) — ompumysamu npaso eonocy
tomfoolery (n) — 6anazaH

maven (n) — cneyianicm

to bond (v) — nos'asysamu

to take a dive — npozpasamu, niddasamuce

stunt (n) — gpokyc, mpiok

incremental (adj) — maxud, wo 3pocmae

hoax (n) — c6makH
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constituent (n) — cknadosd, KOMNOHeHM (Mym: HapKOMuK)
deliberate (adj) — HasmucHu

spike (n) — wun, eocmputl Kinok

cutting edge — zocmputi kpad

mockable (adj) — makud, Wo sucmioe

button-down (adj) — koHcepsamugHud

contrived (adj) — ydasarud, Hewuputl

to come up with — poamipkogyeamu, 3Haxodumu

obstacle (n) — nepenona

reluctance to take chances — HeOaXaHHA pu3UKy8amu

ADVERTISERS GET SERIOUS
ABOUT PLAYING WITH THEIR BRANDS

In social media marketing, companies often try to engage
consumers with a playful approach. But play is serious business
that can backfire if not done correctly. John Deighton and Leora
Kornfeld discuss three “rules of play”.

At last year’s Grammy Awards, singer Pharrell Williams wore
such an outlandish hat — a cross between Smokey the Bear’s forest-
brown lid and The Sorting Hat at Gryffindor — that it quickly
received its own Twitter account. Then some marketing genius
at Arby’s, whose corporate logo is a hat of similar design, hit it out
of the ballpark. The roast beef chain tweeted Williams a message
during the live broadcast.

By the next morning, the tweet garnered 75,000 retweets, more
than 40,000 favorites, and high-profile media coverage. Williams
later auctioned off the hat for charity, which Arby’s won with
a $44,000 bid.

Chalk up another win for companies that are willing to be a little
playful with their brands, a potentially dangerous tactic that can
easily backfire but that creates big wins with consumers if done
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well. Social media marketing, in fact, is all about interacting with
consumers, not hard selling — and a great way to do that is to spend
a little brand equity on playfulness to spark conversations.

The rules of play
Marketing — in the form of the mish-mosh of online posting,
uploading, commenting, and sharing on YouTube, Twitter, and
Instagram — may appear haphazard, but is in fact governed by a set
of rules, the rules of play, according to John A. Deighton, Harold M.
Brierley, Professor of Business Administration at Harvard Business
School, and Leora Kornfeld, adjunct faculty, Schulich School
of Business, York University.

“A lot of brands try really hard to be cool and use hip-hop talk
or Kardashian talk and sometimes they go a little bit too far”

Play involves both intentional interaction and turn-taking — and
social media engagement between marketer and consumer certainly
qualifies — making play an appropriate word for “the tomfoolery
of much of the current online activity’, the researchers recently wrote
in a GfK Marketing Intelligence Review article called “Beyond Bedlam:
How Consumers and Brands Alike Are Playing the Web”.

In the last decade, marketers have used digital media in different
ways. First, many brands made it their mission to pursue followers,
signing up as many Facebook friends as possible. “Coke was proud
to say it had more followers than any other brand,” Deighton
says. “But that lost favor” Next, online marketers deemphasized
treating social media as a broadcast medium and instead focused
on generation of viral content. “Getting 10 million hits became
the marker,” Deighton says.

These days, marketing mavens realize that social media is best
at building emotional bridges with consumers, done by inviting
them to be part of the process. And so they are hard at work inventing
playful games and other activities to bond company with consumer.
Playing on social media, particularly when the playful activity
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occurs in real time during a live event, can charm an audience —
while in some cases costing little to do so.

Dutch shipping container company Maersk Line ran a social
media campaign about shipping a giraffe from the Auckland Zoo
to her new home in Melbourne, showing the giraffe all packed
up in a giant container and inviting the public to share their own
photos of interesting containers.

“The cost of running the campaign was under $100,000 which
is a tiny budget, and they got a lot of attention from that, with
1.2 million Facebook followers,” Deighton says. “It’s fascinating
when you look at a company like that and what it was able to achieve.”

The company also enjoyed a nice side benefit: As a result
ofthe social media campaign, prospective employees started viewing
the company as a fun, interesting place to work, and the company’s
recruitment costs took a dive. “That’s advertising and HR resources
that they don’t have to use anymore,” Kornfeld says.

Types of play

The researchers categorize several types of play engaged in by
marketers.

Oneis “playing against”, used when marketers try to get through
to consumers who really don't want to be bothered. On social
media, an ad can involve a lot more play than seen in traditional
advertising — in some cases to the point where the consumer isn’t
sure what, exactly, is being advertised. Comedian Nathan Fielder
received publicity for his TV show by briefly opening a parody
coffee shop in Los Angeles in 2014 called Dumb Starbucks. Write
Deighton and Kornfeld: “The stunts function as promotion
for the show was eventually deduced by journalists and the public.
The delayed reveal was an element of play.”

A second type of play is “playing with”, where company and consumer
play together. For example, PepsiCo invited the public to propose new
Lay’s potato chip flavors, offering $1 million to the person whose flavor
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earned the most votes on the Lay’s website. While many people offered
real flavor suggestions, others had fun with the contest, submitting ideas
like “7t grade locker room” and “summer bike ride bug inside mouth’
Images were displayed all over social media, leading to hundreds
of thousands of incremental impressions for Lay’s.

Other forms include “playing with play”, such as skateboarder
Tony Hawk’s massively viral video of him riding a hoverboard
seemingly in mid-air (he later admitted the hoax) and “who’s
playing whom?” such as Toronto mayor Rob Ford’s selfie-mania
with constituents.

Going too far
Given the loose, spontaneous nature of social media
marketing, things can go wrong in a hurry, the researchers note.
In the competitive hunt for media coverage, brands have made
deliberate “mistakes” or released misleading statements just
to induce a spike in online chatter, revealing later that the actions
were stunts damaging their credibility. Deighton and Kornfeld say
brands should be careful not to take playfulness too far.

Boston Red Sox baseball player David Ortiz took a selfie with
President Obama, which seemed playful at first until it was later
revealed that he had done so on behalf of Samsung cameras. Some
fans are not amused when the “soft edge of play” is displaced by “the
hard edge of a trick,” the researchers say.

“It wasn't authentic” Deighton says. “You really want to try
to cultivate the opposite of that in the culture of your marketing team.”

Social media messages can also backfire when brands try too hard
to be youthful and cutting edge, turning off their audiences instead
of engaging them. “A lot of brands try really hard to be cool and use
hip-hop talk or Kardashian talk, and sometimes they go a little bit too
far;” Kornfeld says. On social media, that's a mockable offense.

Yet at the same time, mistakes in this new, more spontaneous
and immediate marketing culture are almost expected. “There will
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be more missteps in this climate than in the button-down climate
of copy strategies that didn’t change for 20 years,” Deighton says.

The rules of play

The researchers outlined three rules for marketers who play
online:

1. Lighten up a little: It's important to have fun. Social media
planning shouldn’t be so contrived and serious.

“The corporate culture is such that line executives don’t want
to get playful,” Deighton says. “As soon as you try to come up with
your positioning line and try to translate that into content, you
sound like somebody trying to sell something. Marketing has been
a deliberate business for a long time. Now it’s not so deliberate at all.
We say, lighten up. The dead serious stuff doesn’t work.”

2. No risk, no result: The public enjoys playing with brands,
so companies should decide if they want to invite this playful
activity. The reward is attention and consumer engagement. But
the risk is that the play may take some unexpected turns, and
the brand needs to be prepared to go along for the ride.

“The biggest obstacle in coaching companies about how
to use medium is the reluctance to take chances,” Deighton says.
“Companies need to take more risks.”

3. Rule out the rules: Play can generate quite a bit of charm,
even when the message is not straightforward. Brands should
be creative and flexible — and as long as the marketing episode
does not involve trickery, the public will likely play along
happily.

“Just because you've always done (marketing) this way before
doesn’t matter as much anymore,” Deighton says. “Breaking through
the noise is more difficult. You have to be more imaginative.”

(Source: http://hbswk.hbs.edulitem/advertisers-get-serious-
about-playing-with-their-brands)




88

3. Read paragraph The Rules of Play again
and find English equivalents for the following expressions.

« KepyBaTUCh IpaBUIaMu
* 3aXO[MTH 3AHALTO JJAJIEKO

3aJIY4EHH:A JI0 IiAbHOCTI 3 OMOMOT0I0 MeJiitHNX 3acobin
3aBOJ1OBYBATH LIIAHYBa/IbHUKIB

BTpavaTi NPUXMIBHICTD

6yyBaTu 38’ 13K1

npuyaposysaru my6miky

MPOBECTH PEKMAMHY KaMIaHilo

« no6ivyHa nepesara

4. Work in groups. What do "hip hop talk’
and ‘Kardashian talk’ mean? Find examples of these ways
of speaking in the Internet and report about them.

5. Answer the following questions.

1. What does the term ‘play’ involve according to the text?
2. How did the marketers use digital media
and how has it changed now?
3. Why do marketers invite customers
to be part of the process?
4. Why do you think Maersk Line ran a social media
campaign about shipping a giraffe?

6. Work with a partner. Read paragraph
Types of Play again and complete the following
sentences with suitable prepositions where necessary.

1. Sometimes marketers try to get ... to consumers
who really don’t want to be bothered.

2. An ad can involve a lot more play than seen ...
traditional advertising.

3. One person received publicity for his show ...

briefly opening a parody coffee shop.

4. One company invited the public to propose ...
new potato chip flavors.
Some people had fun ... the contest.
6. Images lead ... hundreds of thousands
of incremental impressions for the product.
7. Some forms of play include videos ... famous people.

o

7. Match the following types of play to their definitions.

a) “playing with” 1. marketers try to get through
to consumers who really don’t want
to be bothered
b) “playing with play” 2. company and consumer play together
¢) “playing against” 3. the person gets too much involved

into playing roles

d) “who’s playing whom?” 4. using tricks in images

8. Explain the meaning of the following expressions.
What association do they make with regard
to chips flavors?

« “7h grade locker room”
« “summer bike ride bug inside mouth”

9. Work in small groups. Discuss the purpose
of play types mentioned in the paragraph
and share your ideas with another group.

10. Work with a partner. Read paragraph Going Too Far
and find the words (nouns, adjectives, verbs) connected
with playing tricks on somebody or finding the truth.
Find more words in a dictionary and draw
a spider gram with the word ‘tricks’ as a key term.
Compare your spider gram with your partner’s.
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11. Read the final paragraph The Rules of Play and state
the biggest problems the companies face when try
to achieve success and think of the ways to settle them.

12. Work with a partner. Write a list of advantages
and disadvantages of playing with brands.

13. Make a complex plan of the text.
14. State the topic, the purpose and the idea of the text.

15. Write a review of the text following

the structure in the box.
Review of the text
1. The topic.
2. The idea.

3, Who is the author? Is he qualified enough to write

on the subject? What type of journal is the article published in?

. What is the purpose for writing the article

or for doing the research?

. What type of audience is the author writing to?

(i.e.: general public, scholars, policy makers, professionals,
teachers, practitioners etc.). Is this reflected in the author’s style
of writing or language?

. Does the author make any assumption or express any biases

which affect the rationale of the publication?

. What conclusions does the author arrive at? Is it a clear,

appropriate and reliable analysis of the data? Are unexpected
results, reservations, or limitations of the study design discussed?

. Are the conclusions supported by the data? How does this study

compare with similar studies? Does the study offer important
practice or theory for the future?

REVIEW
(Unit 1)

1. Translate the following sentences into English.

1.

9.

[ToHATTS MapKETHHIY Ta PEK/IaMU BiIPISHAIOTHCS OJHE
Bijy O{HOTO Ta TIO3HAYAIOTH pisHi mmpouecu NpoCyBaHHA
MPOAYKTY Ha PUHKY. §
Mapkervsr niepepibadae PO3YMiHHA TOTO, XTO € MOTEHINNHIM
TIOKYTILIEM Ta AIKi F10r0 O4iKyBaHHA BiJi TIPOJIYKTY.

Pexstama repejioayae nommnpenHs indopmarnii

PO MPOAYKT Ta MePEeKOHAHH MOKYTILB Y TOMY, IO 1€
came Te, 1o iM noTpibHO.

Jlnst TOrO 106 BUBYMTH LITBOBY aypuTOopiio, HeoOxijiHO
By3HAuNTH Ti LIHHOCTI Ta TTIOTpebN.

Pisni 3aco6u macosoi indopmanii cnpusioTh NOUMPEHHIO
ispopmanii Ipo MPOAYKT Ta 3611b11YI0Th BipOTiHICTH
YCHilHOro 3a0X0UEHHS HOBUX MOKYTITiB.

SIK1110 MAPKETHHT € 3arajibHUM NpOLECOM oa,nauomneunn
CIIOKMBAYIB 3 TPOAYKTOM, TO PeK/IaMa Ta 3B A3KH

3 TPOMAJICHKICTIO € METOJ{AMM ITPOCYBAHHA TPOYKILii

HA PUHKY Ta CK/IAfOBMMU TIOHATTA MapKETUHTY.
Hespa>karoui Ha BUKOPUCTAHHSA faraTbox TPAJMIIHHIX
3acobis MacoBoi indopmanil, peKIaMHi areHTCTBa 3aBK/IM
3HAXOJIATH HOBI IIJIAXM JIOHECCHRA MOBiIOM/IEHHS

70 NOTEeHLIHHUX MOKYTILiB.

. 3apmannsaM daxiBiiis 3i 38'A3KIB 3 IPOMAJICHKICTIO € THITPUMKA

pertyTariii KoMranii y saco6ax macoBoi iHopmatiii.
BaraTo KOMIaHii y rpaivmsiii popMi HaMaralThes

TIPUBEPHYTU yBary MOKYTILB,

10. IHKO/M 3arpaBaHHs 3 AYAUTOPIEI0 MPUSBONTD

110 HenepeaGaTyBaHNX HACTI/IKIB.

11. Ockinpku Memifini 3acobu 371aTHI BCTAHOBUTH eMOITilTH1

3B SI3KM 3 TIOKYIILAMU, TO KoMIIaHii BUTagyoTh rpainmsi
akiii, 106 no6yyyBaTy TiCHI B3aEMUHN 3 MOTEHIIHUMU
CrIIOKMBa4aMy iX IPOAYKTY.

|
|
|
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Unit 2

CONSUMING

1. CRITICISM OF ADVERTISING

1. What are typical ways to persuade customers
to buy goods? Are all these ways ethical?

2. Work with a partner. Discuss this quote.

“Most criticism of advertising is written
in ignorance of what actually happens
inside these agencies.” Michael Schudson

3. Read the text. Use the following vocabulary
to help with new words.

Vocabulary

to face criticism — niddasamuce kpumuyi
false claims — Henpasdusi 3assu

to urge to make purchases — cnoHykamu po6umu nokynku
to eschew (v) — yHukamu

to disparage (v) — 3MeHLuysamu sHa4ywicmo

to woo (v) — npusabmiosamu

disenchanted (adj) — po3vyaposarul

innuendo (n) — Hamsax

exposure (n) — ysaza

to take advantage of — ompumyeamu 6eody

4. Read the text and mark the facts with’+, and‘?' symbols
to assess the given information.

4+’ — well-known > — new ‘2> — confusing or doubtful

WHAT IS THE MOST COMMON CRITICISM
OF ADVERTISING

Advertising plays a key role in your company’s marketing plan.
To effectively attract customers, you must engage in advertising
that promotes your services and products. Prepare to face criticism,
however from those who believe advertising is deceptive. Much
criticism of advertising centers around the false claims made
in promoting products, and that they too often urge consumers
to make purchases they don’t need.

Unethical

The ethics of adverting campaigns often comes into question,
particularly when consumers are urged to make unneeded
purchases or are given false and misleading information. According
to the Communications Council, for example, placing a price
on an ad that really belongs on an inferior product is both unethical
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and illegal. Relying on racial or gender stereotypes is another
unethical practice the council eschews. Tiny, illegible print can’t
overcome patently false claims made in the larger advertising print,
such as in the case of the Humira ad run by Abbott Labs in 2009.
In that case, the unethical advertising resulted in a $70 million fine
for the drug manufacturer, according to CBS News.

Exaggerated

Advertising that exaggerates the differences between your
product and your competitors’ products often is criticized as false
and misleading. It sometimes disparages competition unfairly in an
effort to woo consumers. Customers often become disenchanted
with negative ads, which then can backfire on the originator
of the exaggerated claims.

Offensive .

Advertising critics often point to the use of sex and sexual innuendos
as offensive and unnecessary. Some advertising campaigns draw protests
from area churches, women groups or parenting associations, such
as the Calvin Klein commercials in the 1970s that featured a teenage
Brooke Shields. Critics called the ads pornographic and exploitative.
Boycotts and legal actions may follow offensive advertising that
ultimately can lead to even more exposure for your brand. For example,
the clothing retailer Benetton received extensive coverage and criticism
of its so-called “unhate” campaign in 2011 when it featured President
Obama kissing Hugo Chavez, a Venezuelan leader.

Materialistic

Another strong criticism of advertising is that it corrupts society
by promoting materialism. Proponents of social responsibility accuse
advertisers of taking advantage of the free enterprise system to exploit
various populations with unethical, misleading and offensive
advertising. The result, they say, is a less informed and less caring
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(Source: hitp://smallbusiness.chron.com/common-criticism-advertising-68007.html)

5.

Ze

9.

population of consumers. According to the American Educational
Foundation, critics claim that ads play on peoples’ emotions with
promises of social acceptance and sex appeal, causing them to make
purchases they can’t really afford and don't need. Advertisers can't
force consumers to buy something they don't need, but enough
effective advertising can increase consumer wants and desires.

Compare your information assessment marks
with your partner and tell the group about new pieces
of information,

Work with a partner. Read the text again
and find the words which mean the following.

to involve common beliefs
trustless to defeat
to persuade to buy to reduce

Answer the following questions.

1. Which actions of advertisers are most criticized?

2. Which criticism do you approve of and which
one you don't? Why?

3. Can you think of any advertisements you would criticize?
What problems would you find worth criticizing?

What vocabulary does the author of the article use

to describe criticism? What do you think the author’s
standpoint on criticizing advertisements is? Make a list
of vocabulary used in the text to support your opinion.

Write a review of the text.
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2. FALSE AND DECEPTIVE ADVERTISING to override (v) — sidxunamu

to come into the equation — empyyamuce, Mamu micye
coincidence (n) — 36
to feed off — nideodosysamu

1. How do advertisements affect your life? fraud (n) — waxpaticmeo
Are you resistant to persuasion? outright (adj) — eidkpumudi
entity (n) — opeanizauia
A pveiie RNy to file an action — nodasamu no3os y cyd

b tip off (n) — Hamax

rip off (n) — adupHuumeo
wary (adj) — obepexHuli
burden (n) — msaeap
mortgage (n) — inomeka
testimonial (n) — 3as8a

|
!
|
I
I
I
|
|
I
I

2. The text below tells you about the ways to avoid deceit. disclosure (n) — poskpumms
Use the following vocabulary to help with new words blur (n) — posmuma nnama
before reading the text. host (n) — 6aeamo

to right the wrong — nodonamu Hecnpaseonusaicme
to scam (v} — obmaHiosamu
attorney (n) — opucm

Vocabulary
deceptive advertising — omar/u6a peknama 3. Read the text in parts. Make a pause after each paragraph
barrage (n) — nomix and try to predict what information

enticing (adf) — cnokycnusuti
hype (r) — nepebinsuieHHs
to lead to shopper’s remorse -
npu3sedumu nokynus 4o po34apyeaHH
to alert to deceit — nonepedumu npo waxpadcmao
track (n) — winax

is going to be given in the following part.
Check if your predictions are right.

conscious (adj) — csidomul THE TRUTH ABOUT FALSE
to trigger craving instincts —
BUKAUKAMU NPUCMPACMAI IHCMUHKMU AND DECEPTIVE ADVERTISING
to let everything come on board — cnputimamu ace
tocreate asenseof urgency~ _ How to keep ads from getting the best of you (and your wallet)
GME0pIOBaMU BIOYYMIMA MEPMIHOBOCMI Whether on the television, radio or city bus, consumers face
to scrutinize (v) — ananizysamu, suguamu demansHo i . ; i
10 reap (v) — ompumysamu a barrage of advertisements throughout the day. Amidst the enticing
to ignite fear — auknukamu no6oIOBAHHS ' slogans and images, it can be hard to tell which products and services

hardwired (adj) — 3anpoepamosaru are really worth the hype — and which could lead to shopper’s remorse.
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Before you dial that 800 number or checkout your online
shopping cart, consumer protection experts advise taking
a moment to educate yourself about what exactly you are (or are
not) buying. There’s more to advertising than you might think, and
understanding exactly how advertisers attract consumers can alert
you to potential deceit.

How advertisers draw you in

Advertising is a combination of marketing and science, or neuro-
marketing, according to Martin Lindstrom, author of the New York
Times best-seller “Buyology: Truth and Lies about Why We Buy’,
which details his study of how ads affect consumers. Advertisements
operate on two tracks: the conscious, using information you can
read and understand, and, more commonly, the subconscious, using
information and techniques that you are not clearly aware of. “Seventy-
five percent of everything you and I do every day takes place in our
subconscious mind,” Lindstrom says. “In my opinion, advertising
industries are doing pretty well in terms of drawing us in. Most
of us think we are deeply rational but we are really not.”

Subconscious advertisement techniques can include making soda
poured over ice in a glass have a high amount of bubbles or increasing
the noise of a steak sizzling on a grill. “It triggers our craving instinct,”
Lindstrom says. “It’s the same spot in your brain that’s activated when
you are gambling, hungry for chocolate or jogging”

Even if consumers aren’t giving an advertisement 100 percent
of their attention, that doesn’t mean the ad’s message doesn’t get
through. “For example, most people don’t watch TV commercials
anymore, [they] listen to them,” Lindstrom says. “Because you are
not directly focused on the screen, your critical senses are dialed
down and you are much more affected by the messages because you
let everything come on board”

Another common subconscious advertising technique
is creating a sense of urgency. “The ads that are getting the most
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attention and are most successful are the ones that call consumers
to quick action,” says Brent Brien, the American Consumer
Protection Group's senior vice president of enforcement. “When
people feel there is a sense of urgency, they don't process
or scrutinize information correctly””

Advertisers also reap benefits by igniting fear in consumers.
“We are hardwired to override any other behavior when fear comes
into the equation,” Lindstrom says. Sending an audience the right
message at the right time, also called contextual advertising, helps
create consumer fear. For example, a home insurance company
could purchase printed ad space near a story about wildfires. “You
may think that it is pure coincidence, but it's not,” Lindstrom
says. The variety of mediums advertisers use can make contextual
messages more advanced, as companies begin to feed off consumers’
social media profiles and Internet activity.

What to watch for

There are three general types of companies that engage
in deceptive advertising practices, according to Brien. “Fraud-
by-night companies are generally just outright frauds and are
gone in a month or two after they take what they can,” Brien says.
“We believe those companies are the most harmful to consumers
and the marketplace. There are also companies that have been
around for a little while and aren’t really widely known but
engage in massively deceptive behavior and until government
entities take notice, they can operate like that for years. The third
type is made up of larger companies practicing hidden deceptive
behavior where consumers generally can’t file litigation action
themselves because they don’t have the resources to uncover
the deception.”

Regardless of what kind of company produces it, an ad that
claims its product or service will make something overly simple
or cause the consumer to quickly build wealth could be a “tip off
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to a rip off”, according to Mary Engle, head of the Federal Trade
Commission’s Advertising Practices Division. “In areas like weight
loss and exercise, consumers should be suspicious of any claim that
says fast or easy,” Engle says. “The company may have a small study
or rely on some science, but the claims are so greatly exaggerated
beyond what the product can actually do”

Consumers should also be wary of advertised financial services
that promise to quickly reduce financial burdens such as a mortgage
or other debt. “Most of the problems we see there are that they
are just false rip-offs, and all they want to do is get your financial
information,” Engle says. Also pay close attention to testimonials
from people who have had extraordinary results. “Is that really
representative of what consumers will get or is this a one-in-a-
million example?” Engle says.

“Advertising shouldn’t be deceptive and if [ads] use disclosures,
they have to be clear and prominent,” Engle says. “And what that
means is that if it is on the screen or presented in audio, it needs
to be big and clear enough so that a consumer will notice and have
time to read and comprehend it. If it’s just a blur on the screen, they
are pretty much saying ‘but not really’ in the fine print.”

Lastly, pay attention to advertised money-back guarantees and
the claims they make. “We settled a case last year with this product
called the Ab Circle Pro, an abdominal exercise device,” Engle says.

“For three minutes a day, you were supposed to work out with this
product and get nice abs. Their claim was ‘Lose 10 pounds in two
weeks or your money back! To us, they were claiming that users
were going to lose 10 pounds in two weeks” Companies willing
to lie about products may also be more likely to lie about money-
back guarantees, so take caution, she adds.

How you can take action
Experts recommend researching the items that catch your eye
before making any investments to protect yourself from deception.
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Be sure to turn to trusted and reliable organizations. “You can
go online and look at product reviews, but be careful because
we have seen that some companies will put up websites that
appear to be independent reviews,” Engle says. “You can get
a sense for the place or the product, but you should be skeptical
of the ones that are the most or least glowing.” The Federal Trade
Commission has a host of readily available consumer-protection
information about what to look for in ads based on past cases
and general reports.

Consumers who feel they have been deceived by an advertised
product or service have several ways to help right the wrong.
Individuals can complain to the FTC either through an online
complaint form or by calling the organization directly. Additionally,
they should complain to the Better Business Bureau, “and complain
to the company, which should actually be the first step because
legitimate companies are going to respond to consumer complaints,
while most frauds will not,” Engle says.

Many industry-specific products and services are regulated
outside the FTC, so if a consumer is interested in making sure
others are not scammed in the future, Brien suggests going
to the designated regulating agency, such as the Food and Drug
Administration or the Department of Transportation. State
attorney generals will enforce Unfair or Deceptive Acts or Practices
regulatory proposals, although the extent may vary among states.

Engles final piece of advice? “Look for advice from reliable
organizations, do business with companies you know and trust,
and complain if you don’t get what is offered.”

(Source: https://money.usnews.com/money/personal-finance/articles/
2013/07/22/the-truth-about-false-and-deceptive-advertising)
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. Read the part What to Watch For again and make a list

Work with a partner. Read the part How Advertisers Draw 3. ADVERTISING EFFECTIVENESS
You In again and find the ways to affect

the customers. Do you agree with the author
on everything mentioned in the paragraph? Do you know

any other ways of influence? Share them with the partner. 1. Look at the picture and say what advertising effectiveness

means.

of legal vocabulary used in it. Use the vocabulary to write
five sentences.

Work in small groups. Write tips for a customer on how
to take caution to protect yourself from deception.

Compare your list with another group. 2. Look at the title of the text and predict what information

it may include. Write questions you would like to ask

Work with a partner. Read the part How You Can Take e anthor.of the text.

Action again and make a list of actions a consumer may
take against deceptive advertisements. Share your ideas
with the partner.

3. Read the text and find out if your questions are answered
in it. Use the following vocabulary to help with new words
before reading the text.

Analyze the topicality of the information in the text.
How useful is it? Who would you recommend to read this

text for?
n Vocabulary

assurance (h) — 3abesneyeHHs, cmpaxysaHH
inconsistent (adj) — Henocnido6HUU

harsh (adj) — cysoputi

assertion (n) — meepoxeHHA

to face barriers — 3ycmpiuamu nepewrkodu
feedback loop (n) — 3s6opomHull 36’430k

to go on air — euxodumu 8 eip
out-of-stock (adj) — Hemae 8 HaasHocMI
bias (n) — ynepedxeHicmb

lunatic fringe (n) — ekcmpemicm

to stand on the way — cmasamu Ha wasxy
self-delusion (n) — camoobmar

inept (adj) — ne3damHud

to confound efforts — ycknadHumu 3ycusna
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sophisticated (adj) — cknadrud
pristine (adj) ~+e3almarull

pervasive (n) — enubokud, pemensHud
to undermine (v) — pyuHygamu

to thwart (v) — pyHysamu

subtleties (n, pl) — moHkowi

tinkering (n) — HanazooXysaxKHA, PeMOHMYBaHHA
tweak (n) — xaunosaHHa

to be at fault — Gymu euHHUM

squarely (adv) — 6e3nocepedHso

aversion (n) — sidpasa

to craft (v) — cmeopreamu

continuity (n) — winicricme

risk aversion — 3ano6iearta pusuky

wiggle room — npocmip 0na marespy
invincibility (n) — HenepemoxHicme

4. Read the text in parts. Make a pause ;
after each paragraph and try to predict what information
is going to be given in the following part.
Check if your predictions are right.

ADVERTISING EFFECTIVENESS

The advertising industry, as a whole, has the poorest quality-
assurance systems and turns out the most inconsistent product
(their ads and commercials) of any industry in the world.
This might seem like an overly harsh assessment, but it is based
on testing thousands of ads over several decades. In our experience,
only about half of all commercials actually work; that is, have any
positive effects on consumers’ purchasing behavior or brand choice.
Moreover, a small share of ads actually appears to have negative
effects on sales. How could these assertions possibly be true? Don't
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advertising agencies want to produce great ads? Don't clients want
great advertising? Yes, yes, they do, but they face formidable barriers.

Unlike most of the business world, which is governed by numerous
feedback loops, the advertising industry receives little objective, reliable
feedback on its advertising. First, few ads and commercials are ever
tested among consumers (less than one percent, according to some
estimates). So, no one — not agency or client — knows if the advertising
is any good. If no one knows when a commercial is good or bad,
or why, how can the next commercial be any better? Second, once
the advertising goes on air, sales response (a potential feedback loop)
is a notoriously poor indicator of advertising effectiveness because
there is always so much “noise” in sales data (competitive activity,
out-of-stocks, weather, economic trends, promotional influences,
pricing variation, etc.). Third, some of the feedback is confusing
and misleading: agency and client preferences and biases, the opinions
of the client’s wife, feedback from dealers and franchisees, complaints
from the lunatic fringe, and so on.

Barriers to Great Advertising

Advertising testing could provide a reliable feedback loop and lead
to much better advertising, but many obstacles stand in the way. The first
great barrier to better advertising is self-delusion. Most of us believe,
in our heart-of-hearts, that we know what good advertising is and that
there is no need for any kind of independent, objective evaluation.
Agencies and clients alike often think that they know how to create and
judge good advertising, Besides, once agencies and clients start to fall
in love with the new creative, they quickly lose interest in any objective
evaluation. No need for advertising testing. Case closed.

Strangely, after 40 years of testing advertising, we cannot tell
you if a commercial is any good or not, just by viewing it. Sure, we
have opinions, but they are almost always wrong. In our experience,
advertising agencies and their clients are just as inept at judging
advertising as we are. It seems that none of us is smart enough
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to see advertising through the eyes of the target audience, based
purely on our own judgment.

A second barrier to better advertising is the belief that sales
performance will tell if the advertising is working. Unless the sales
response to the advertising is immediate and overwhelming,
it is almost impossible to use sales data to judge the effectiveness
of the advertising. So many variables are beyond our control,
as noted, that it's impossible to isolate the effects of media
advertising alone. Moreover, some advertising works in a few
weeks, while other advertising might take many months to show
positive effects, and this delayed response can confound our efforts
to read the sales data. Also, advertising often has short-term effects
that sales data might reflect, and long-term (years later) effects that
most of us might easily overlook in subsequent sales data. Because
of these limitations, sales data tends to be confusing and unreliable
as an indicator of advertising effectiveness.

Sophisticated marketing mix modeling is one way to measure
these advertising effects on sales, but it often takes millions
of dollars and years of effort, and requires the building of pristine
databases of sales information along with all of the marketing input
variables. Few companies have the budget, the patience, the accurate
databases, and the technical knowledge necessary to succeed
at marketing mix modeling. Even so, marketing mix modeling does
not help us evaluate the contribution of a single commercial but
rather the cumulative effects of many different commercials over
a long period of time. Also, marketing mix modeling does not tell
us why the advertising worked, or failed to work. Was it message,
or media weight, or media mix that made the advertising effective?
Generally, marketing mix modeling cannot answer these types
of questions. So, again, sales data is of limited value when you make
critical decisions about your advertising.

A third barrier to better advertising is a pervasive tendency
of many (but not all) advertising agencies to delay, undermine, and
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thwart efforts to objectively test their creative “babies” Who wants

a report card on the quality of their work? Its very threatening.

The results can upset the creative folks. The results can upset clients.

The agency can lose control. Agencies can be quite creative in coming

up with reasons to avoid copy testing. Some of our favorites:

« There’s no time. We have to be on air in five days, so we'll just

have to skip the testing.

These ads are built on emotion and feelings, and you can't
measure such delicate, artful subtleties.

We've already tested the ads with a focus group during
the development process.

These are image ads, and you can't test imagery with standard
advertising testing techniques.

We have so much equity in this campaign that it doesn’t matter
what the testing results are. We can’t afford to change.

We're in favor of testing, but let’s remove those questions about
purchase intent and persuasion from the questionnaire.

We are in a new age, with new media and new messages, and
none of the old copy testing measures apply any more.

The fourth barrier to more effective advertising is the big
creative ego. The belief that only the “creatives” in the agency can
create advertising — and the conviction that creativity is their
exclusive domain — constitute a major barrier. Great advertising
tends to evolve over time, with lots of hard work, fine-tuning, and
tinkering — based on objective feedback from target consumers.
Big creative egos tend to resist such evolutionary improvements. We
have seen great campaigns abandoned because agencies would not
accept minor tweaks to the advertising. To be fair, big egos are not
limited to advertising agencies. Big client egos can also be a barrier
to good advertising. Research firm egos are yet another problem.
Big egos create barriers because emotion is driving advertising
decision making instead of logic, reason, and consumer feedback.
Big egos lead to bad advertising.
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A fifth barrier to better advertising is the widespread belief that
ones major competitors know what they are doing. So, just copy
the advertising approaches of the competition, and success will surely
follow. We recently had a client who was about to copy the advertising
strategy of a major competitor, but we were able to persuade the client
to test all major competitive commercials as a precaution before blindly
copying the competitor’s advertising approach. This competitor was
the industry leader in market share and profitability. Our testing quickly
revealed that this industry leader was the industry leader in spite
of its bad advertising. The testing also revealed that another competitor,
in contrast, had great advertising. Needless to say, the client’s desire
to copy the industry leader quickly vanished.

The sixth barrier to better advertising is lack of strategy, or having
a poor strategy. The client is most often at fault here. The client
has not done his homework, has not thought deeply about his
brand and its future, and has not developed and tested strategy
alternatives. The client tells the agency to go forth and create great
advertising, without providing any strategy guidelines. The agency
is left to guess and speculate about strategy. Great advertising
is rarely created in a strategy vacuum. If the client cannot define
a sound strategy, the agency cannot create great advertising. Again,
the responsibility for strategy falls squarely on the client.

A seventh barrier to better advertising is client ineptness. Some
clients’ processes, policies, and people tend to discourage the creation
of great advertising. Arrogance, ambiguity, impatience, ignorance,
risk aversion, and inconsistency tend to be the hallmarks of these

“agency killer” clients. Bad clients rarely stimulate or tolerate great
advertising.

The eighth and last barrier to better advertising is poor copy
testing by research companies. Many advertising testing systems
are limited to a few markets (and cannot provide representative
samples). Some systems are so expensive that the cost of testing
exceeds the value of the results. Research companies have been
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guilty of relying on one or two simplistic measures of advertising
effectiveness, while completely ignoring many other very important
variables. For instance, for several years research companies argued
publicly over which was more important, persuasion measures
or recall measures? The truth is that both are important, but
of greater import is the fact that neither of these measures alone,
or in combination, measures advertising effectiveness. To judge
the effectiveness of an ad, many different variables must be measured
and considered simultaneously.

Creating Better Advertising

Given all of these barriers to better advertising, how can client,
agency, and research company work together to create more
effective advertising?

1. The client must craft a sound strategy for its brand,
based on facts, not wishful thinking and self-delusion.
The client must carefully define the role of advertising
in the marketing plan and set precise communication
objectives for the advertising. What exactly does the client
want the advertising to convey, to accomplish? Agencies are
too often asked to create advertising in an informational
vacuum. Agencies are not miracle workers. Once strategy
and positioning alternatives are identified and tested,
the strategy should be locked down... and rarely changed
thereafter.

2. As creative executions are developed against the strategy,
each execution should be pretested among members
of the target audience (pretesting refers to testing advertising
before it is aired, and / or before final production. When
the term “testing” is used in this article, it is a shorthand
term for “pretesting.”) The greater the number of executions
pretested, the more likely it is that great advertising will
emerge. Testing the creative provides a reliable feedback




loop that helps agency and client alike become smarter over
time. Once a conceptual family of commercials is identified

as the optimal campaign of the future, then the campaign

should be locked down. Long-term continuity of advertising
message is essential to maximizing effectiveness.

. Use the same pretesting system consistently. There is no perfect

advertising pretesting system. Some are better than others, but

any system will help improve your advertising. The secret is to

use one system over and over, so that everyone (client, agency,
and researchers) learns how to interpret the pretesting results

for the category and the specific brand.

. If budget permits, test the advertising at an early stage

in the creative process (i.e., the “Storyboard” or “animatic”
stage) and also test at the finished commercial stage. Early-
stage testing allows rough commercials to be tweaked

and fine-tuned before you spend the big dollars on final

production. Early-stage testing tends to be highly predictive

of finished commercial scores, but not always. Testing

the finished commercials gives you extra assurance that your
advertising is “on strategy” and working.

. Build your own “action standards” over time. As you test

every execution, you will begin to learn what works and

what doesn’'t work. Think of the pretesting company’s norms

as very crude, rough indicators to help you get started

with a testing program. But, as quickly as possible, develop

your own norms for your category and your brand (yes, all

of the advertising effectiveness measures vary by product

category and brand). What you are searching for, long-term,
are not norms, but action standards (that is, the knowledge
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if it does not register the brand name. It doesn’t matter
that an ad registers the brand name if no one will notice
the commercial itself. It doesn't matter that an ad increases
short-term purchase interest if it will damage the brand’s
quality reputation over time. So, all of the key variables must
be put together intelligently to come up with a composite
or overall measure of advertising effectiveness.

. Use the pretesting results as a guide, as an indicator, but do

not become a slave to the mathematical model. Read all
of the open-ended questions carefully. Make sure you really
understand the underlying reasons. Base your decisions
on this comprehensive assessment of the results, and leave
yourself some wiggle room. No model or system can anticipate
every marketing situation, or give a 100 % perfect solution
every time. Informed human judgment remains important.

. Client and agency need to accept that “continuous

improvement” of the advertising is an important goal. This
means that every execution is tested and tweaked based
on scientific evidence from the target audience. We are not
talking about changing the strategy or changing the campaign,
but making sure that every execution is “on strategy” and
working as hard as possible.

. The ultimate goal of testing is an advertising success

formula that works. That is, the goal of advertising creative
development, and the goal of advertising testing, is to identify
the elements / ideas essential to advertising effectiveness, and
then to make sure that those elements / ideas are consistently
communicated by all advertising executions.

that certain advertising testing scores will translate into
actual sales increases).

. Use a mathematical model to derive an overall score for each
execution. It doesn’'t matter that an ad has great persuasion

The Power of Advertising

We believe in the power of advertising, based on thousands
of studies in our archives. Advertising has the power to persuade,
the power to influence the mind and shape destiny. It has the power
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to change markets and improve profit margins. Advertising has
short-term power (conveying new information, building awareness,
enhancing credibility, etc.) and long-term power (conveying brand
image, attaching emotional values to the brand, building positive
reputation, etc.). The great power of advertising is seldom achieved
in practice, but we can’t give up. The potential and the promise
are too great. The companies that master the creative guidance
and the testing systems to consistently develop and deploy great
advertising will own the future and the fortunes that go with it.
Great advertising is a cloak of invincibility.

(Source: https://www.decisionanalyst.com/whitepapers/adeffectiveness/)

6. Work in small groups. Analyze the text.
Who is its target audience? Is it well-structured?
Describe its style and vocabulary.

7. Make a summary of the text. State its main idea.
8. What guidelines would you adhere to if you were

an advertiser? Write a list of five guidelines how to create
a great advertisement. Share your ideas with a group.
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4. ADVERTISEMENT ASSOCIATIONS

1. Have you ever associated chewing gum with exciting
experience in your life?

2. Read the text and find out how advertisers could associate
these things. Use the following vocabulary to help with
new words before reading the text.

Vocabulary

exhilarating (adj) — 3axonsmoouul

heart-pounding (adj) — xeumowyud

sales slumping — 3HUXeHHA NpodaXis

thrill (n) — 3axeam

backed by the tagline — nidkpinnenuti cozarom

to fuel lasting growth — 3atesneuumu mpusanuti picm

to tout (v) — peknamysamu

tingling (adf) — makud, Wwo nokone

brand’s sleek packaging — enezanmwa ynakoeka bpeHoy

to stuck in a long-running slump —
3acmpaemu y mpusanomy cnaoi

key target — kniouosa mema

to restore the category to sustainable growth —
8i0HOBUMU Kameeopiio 8o cMilikozo 3peCMmanHHs

3. Write all possible questions to clarify, disagree or doubt
the facts while reading the text.




SOMETHING EXHILARATING HAPPENING
IN YOUR LIFE? CHEW GUM

Wrigley 5 Aims to Lift Sales with ‘Life Happens in 5’ Campaign

Wrigleys 5 gum for years has been asking consumers
to “Stimulate Your Senses”. Its highly produced ads were often set
in futuristic surroundings meant to dramatize the ordinary act
of chewing by linking it to heart-pounding experiences.

But with sales slumping, the thrill appears to be gone. And
now the marketer is changing things up with new ads that include
skinny-dipping teenagers, young love and a ballerina — all backed
by the tagline “Life Happens in 5”.

The push by Energy BBDO retains the polished feel of the old
campaign. But the ads take the brand into a more emotional — and
less functional —direction. Instead of touting the tingling, warming
or cooling sensations of its various flavors, the gum is seen as a part
of exhilarating moments of teenage chewers.

“We saw an opportunity to evolve the 5 gum positioning in order
to stay relevant and be more relatable to a broad consumer audience,
and among teens in particular, ultimately creating a stronger
connection to the brand,” John Starkey, VP-gum and mints at Wm.
Wrigley Jr. Co., said in an email interview. “When 5 gum first launched,
the brand and its creative really stood out in the gum category, he
added. But “we felt it was time for the creative story to progress”

In one ad, a female ballerina chews the gum just before she takes
the stage, her heart is racing. Another spot shows a male teen chewing
the gum just before he jumps in the pool as he looks to be stripping down
to nothing. In another ad the gum plays a central role in a teenage kiss.

The ads seek to “capture the feeling you get the moment before
you are going to do something exhilarating. The idea that ‘Life
Happens in 5" suggests that there are five seconds before you step
into the unknown, before you try something new, take a chance
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and escape your comfort zone,” Mark Taylor, chief creative officer
at Energy BBDO, said in a statement.

Wrigley 5 was a gum game-changer when it first launched
in 2007. The brand’s sleek packaging and unusual flavor names —
like Cobalt and Rain — gained attention and fueled lasting growth.
In 2011 Ad Age named 5 one of “America’s Hottest Brands”, noting
that sales were growing at a double-digit rate.

But sales have declined the past two years, including dropping
from $262.3 million in 2013 to $254.8 million in 2014, according
to Euromonitor International, which estimates the gum has about
9 % market share in the sugarless segment.

Part of the problem is that gum as a category is less popular with
young adult chewers, who have long been a key target. “It’'s just not
exactly a hot product with younger consumers and millennials,” said
Jared Koerten, a senior food analyst for Euromonitor. “Mints and
savory snacks like beef jerky seem to be stealing gum’s thunder;” he said.

As a result, most gum brands have been stuck in a long-running
slump. Sugarless gum category sales in the U.S. fell 2.3 % to $2.6
billion in the 52 weeks ending Jan. 25, according to IRI.

Wrigley’s Mr. Starkey said that “while we have experienced
declines in the gum category and on this brand, we have seen
improvements in the last year. Wrigley, as the category leader,
is committed to restoring the category to sustainable growth.”

He added: “We know that teens and young adults have been
chewing less gum than in previous years, so we're focused on getting
the right products in the right format in every channel and ensuring
we're supporting our brands with relevant marketing”

Wrigley spent $42.7 million in measured media on 5 gum
in 2014, up slightly from $40.1 million the year prior, according
to Kantar Media. Mr. Starkey declined to reveal spending plans this
year but noted that “5 gum is a major focus for us and as one of our
biggest brands, we are supporting it accordingly.”

(Source: http://adage.com/article/cmo-strategy/
wrigley-5-gum-ends-stimulate-senses-campaign/297690/)
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5. Work with a partner. Write a list of vocabulary connected
with sales decrease / increase.
Compare your list with another pair of students.

6. Work with a partner. Write three wrong statements
and let your partner correct them.

7. Describe the following graph of ice cream
sales last year. Use the vocabulary given below.

Upward Downward Speed of Change  Size of Change
to climb to fall rapid — rapidly noticeable — noticeably
to rise to decline  slow — slowly substantial — substantially
to go up to do down sudden — suddenly considerable — considerably
to improve to drop sharp — sharply slight — slightly
to increase to decrease  steady — steadily  significant — significantly
to reacha peak to hitalow gradual — gradually dramatic — dramatically
to recover to slip back  fast — quickly negligible — negligibly
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REVIEW
(Unit 2)

1. Explain the following terms in English.

false claims

exaggerated claims

to urge to make purchases

subconscious advertisement techniques

Lo scam

to build awareness

to be more relatable to a broad consumer audience

2. Answer the following questions.

1.

b

10.

What is the most serious criticism of advertising

to your mind?

How can an advertisement be offensive?

What does exaggeration means in advertising?

Why do advertisers use subconscious advertisement
techniques?

. How can consumers protect their rights against fraudulent

companies?

. How can companies receive feedback from consumers?

What barriers to effective advertising can you find
in the texts?
Why most companies try to avoid testing?

. How has Wrigley changed the image?

What ideas are hidden behind the advertisements?
Do you think the policy change in Wrigley will bring
success to the company? Why / Why not?
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Unit 3

MODERN SCIENCE AND LIFE

1. THE PSYCHOLOGY OF ADVERTISING

1. How important do you think it is to be a good psychologist
for an advertiser?

2. Work with a partner. Discuss these quotes.

1. “The most common trouble with advertising is that it tries
too hard to impress people” James Randolph Adams

“The philosophy behind much advertising is based
on the old observation that every man

is really two men — the man he is

and the man he wants to be”

William Feather

3. “Human behavior flows from three main sources:
desire, emotion and knowledge. Plato

3. Read the text and find out how psychologists contribute
to boost sales. Use the following vocabulary
to help with new words before reading the text.

the person with bright, white teeth as more attractive — sexier even?

fearful that using a chemical product would harm your kids?

Vocabulary

fearful (adj) — Hanaxarudl
ploy (n) — xumpicmes
dismiss (v) — 3&ineHAMU
rage (n) — soma
to appeal to emotions — suknukamu emoyir
appeal (n) — npusabnugicms
to apply scientific approaches —
3ACMOECO8YBAMU HAYKOEI Nidxodu
pivotal (adj) — ocHoaHull
to process (v) — ananizyeamu, obpotnamu
to evidence (v) — caiduumu
to assert (v) — cmeepdxysamu
suggestible (adj) — makutl, Ha AKO2O NE2KO BNILBAIMU
obedient (adj) — cnyxHaHul
to pursue (v) — nposodumu (BocnioxeHHs)
slew (n) — senuka kinbkicme
to become fixture — cmamu NOCMItHO NPUCYMHIM

4, Read the text and mark the facts with
‘+,'-" and ‘7" symbols to assess the given information:

‘+’ — well-known 2 — new ‘?> — confusing or doubtful

THE PSYCHOLOGY OF ADVERTISING

How often have you seen a teeth-whitening ad that shows

Or viewed an ad for a green cleaning product that made you
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Or just think of any product — diet food, skin care, insurance
company, car, medication — that features celebrity testimonials
or the words of other consumers who've achieved “incredible results”.

For these common advertising ploys, you can thank
John B. Watson, the founder of behaviorism here in America.

After getting fired from his academic post at Johns Hopkins,
Watson began working for one of the biggest advertising agencies
in New York City, J. Walter Thompson. (He was dismissed for his
scandalous divorce. Short story: He fell in love with a graduate
student while he was married to a woman who was one of his
undergraduate students 17 years earlier.)

He believed that in order for advertising to be effective, it should
appeal to three innate emotions: love, fear and rage.

As Ludy Benjamin and David Baker write in From Séance
to Science: A History of the Profession of Psychology in America,
Watson’s “...ads sold toothpaste, not because of its dental hygiene
benefits, but because whiter teeth would presumably increase
an individual’s sex appeal” (p. 121).

Watson also believed in doing market research, which meant
that he applied objective, scientific approaches to advertising.
For instance, according to C. James Goodwin in A History of Modern
Psychology, Watson used “demographic data to target certain
consumers (p. 316). And, as stated above, Watson promoted
the use of celebrity endorsements.

Before Watson, three other psychologists become pivotal players
in advertising.

The first psychologist to work in advertising was Harlow Gale,
though he played a minor role. In 1895, he sent a questionnaire
to 200 businesses in Minnesota inquiring about their perspectives
on advertising and their practices.

Gale was interested in learning how people processed ads

“from the time they see the advertisement until they have purchased
the article advertised”. Unfortunately, only 10 percent of the businesses
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actually returned their responses. (Advertising firms would later change
their tune, eventually teaming up with psychologists, as evidenced
above with Watson.) Gale discontinued his advertising work.

Walter Dill Scott published a book on advertising in 1903 called
The Theory and Practice of Advertising. Interestingly, he asserted
that people were highly suggestible and obedient.

Scott wrote “Man has been called the reasoning animal but he
could with greater truthfulness be called the creature of suggestion.
He is reasonable, but he is to a greater extent suggestible” (Benjamin
& Baker, p. 119-120).

Scott believed in using two advertising techniques, which
involved commands and coupons: 1) stating a direct command such
as “Use such and such beauty product” and 2) asking consumers
to complete a coupon and mail it into the company.

While there was no scientific evidence to support the effectiveness
of Scott’s advertising techniques (there were testimonials), he was
critical in psychology’s participation in advertising.

Scott’s ideas became incredibly popular. As Benjamin and Baker
write, “Scott gave scientific credibility to psychology’s involvement
with advertising and opened the doors for other psychologists
who would enter the field, such as Harry Hollingworth and
John B. Watson...” (p. 120).

Speaking of Harry Hollingworth, he was really behind the use
of effective advertising.

He believed that advertising had to accomplish four things:

1. attract a consumer's attention

2. focus the attention onto the message

3. make the consumer remember the message

4. cause the consumer to take the desired action (this really
determined the effetiveness of an ad).

In addition to proposing this paradigm, Hollingworth pursued
its testing. He wanted to isolate the parts of an ad that were the most
effective by using his approach.
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Initially, he tested his approach by evaluating multiple ads

for various products, such as soap, that companies had sent to him.

The companies had a relatively good idea of the effectiveness of their

ads based on sales data. Hollingworth gave each ad his own rating.

When his rating was compared to the sales data, the correlation was
.82. (1 would mean a perfect correlation.)

By the 1930s, a slew of other psychologists followed in these
pioneers’ footsteps and became fixtures in the advertising world.

(Source: https://psychcentral.com/blog/archives/2011/02/15/
the-psychology-of-advertising/)

5. Work with a partner. Compare your choices marked
with symbols and discuss confusing parts of information.

6. Read the text again, Find the words and expressions
connected with research and use them to write five
sentences.

7. Answer the following questions.

1. What do you think about psychology’s role in advertising?
2. Would you use psychological research

in your advertising job? Why / Why not?
3. What do you think should the effective advertising be like?

8. Write a summary of the text, state its main idea
and your opinion on the problem of the text.

2. SOME TACTICS TO INFLUENCE
CONSUMER BEHAVIOR

1. How do marketers influence our behavior?
What psychological appeals do they use?

2. Look at the picture
and say what psychological appeal is used.

3. Read the text and find out how advertisers use
psychological approach to influence customers.
Use the following vocabulary to help with new words
before reading the text.

Vocabulary

to engage consumers — npusaboeamU cnoXusavie
to compel (v) — npumywlysamu
to run ideas — sukopucmosysamu idel
to resonate (v) — nepezykysamuce
feature (n) — 306paxeHHA
to outsell (v) — npodasamucs kpawe
vat (n) — dixka
avarice (n) — xadi6Hicmb
to highlight (v) — Hazonocumu Ha Yomyce
flaw (n) — Hedonik
to doubt marketing claims —
CYMHIBaMUCA 8 NpeMeH3iAx LWooo pexamu
to raise credibility — nidsuwumu dosipy

']




shortcoming (n) — deghexkm
to point out product’s shortcomings —
arasyeamu Ha deghexmu npodykmy
glove compartment (n) — 6apdayok
to miss the boat — smpamumu moxusgicme
preoccupation (n) — mypboma
reposition (n) — nepemiweHHs
to delve (v) — po3wykysamu
self-esteem (n) — camonosaza
tagline (n) — Hadnuc
to work in the long run — mamu dogzompueanut egexm
counterproductive (adj) — HeedrekmuaHul
to nuke the competition — 8UKIUKAIMU KOHKYPEHUIIO
ominously (adv) — 3aeponugo
landslide win — apaxaioya nepemozsa

4. Read the text and mark the facts with '+, -’
and‘?’ symbols to assess the given information:

‘+’ — well-known 2 — new ‘?” — confusing or doubtful

5 PSYCHOLOGICAL TACTICS MARKETERS USE
TO INFLUENCE CONSUMER BEHAVIOR

The vast majority of marketers aren't psychologists. But many
successful marketers regularly employ psychology in appealing
to consumers.

Smart, skillful, honest marketers use psychology legally, ethically,
and respectfully to attract and engage consumers, and compel them
to buy.

Here are a few tips and tricks for using psychology to your own
marketing campaign’s advantage:
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1. Run emotional ideas

Studies have shown emotional and psychological appeals
resonate more with consumers than feature and function appeals.
In advertising copy, benefits — which often have a psychological
component — generally outsell features. Demonstrating how that
new computer will improve a potential customer’s life tends to have
more influence rather than explaining how it works.

Salespeople have long understood the power of emotional
appeals. In the 18" century, when the contents of the Anchor
Brewery were being auctioned off, the auctioneer said: “We are not
here to sell boilers and vats, but the potentiality of growing rich
beyond the dreams of avarice””

2. Highlight your flaws

It's no secret that consumers tend to doubt marketing claims —
for good reasons. Many simply aren’t credible. One way to raise
credibility is to point out your product’s shortcomings.

Among the most famous examples was an ad for Volkswagen,
which contained a one-word headline: “Lemon”. Opening body
copy below a VW photo read: “This Volkswagen missed the boat.
The chrome strip on the glove compartment is blemished and must
be replaced. Chances are you wouldn't have noticed it; Inspector
Kurt Kroner did” The ad went on to discuss a “preoccupation
with detail”. The Lemon ad became a textbook example of how
to optimize credibility.

3. Reposition your competition

In Positioning: The Battle for Your Mind, Al Ries and Jack
Trout delve into the limited slots consumers have in their brain
for products and services, and the importance of positioning one’s
business in the ideal slot.

They also write about repositioning — changing the position
a business occupies in consumers’ minds. A prominent example
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of repositioning the competition is when the Jif brand launched
the “Choosy moms choose Jif” campaign, competitors were
suddenly repositioned as products for mothers who didn’t give
a damn about the food their kids consumed. What mother didn’t
want to think of herself as a choosy mom?

4. Promote exclusivity

Near the top of Maslow’s hierarchy of needs pyramid sits
self-esteem. People want to feel important; like they’re part
of an exclusive group. That’s why advertising copy sometimes says:

“We're not for everyone.”

The U.S. Marines ran a very successful campaign for years with
the tagline: “The Few. The Proud.” Perhaps the most famous modern
example of exclusivity in advertising is the American Express
tagline: “Membership has its privileges.” But to make an exclusivity
appeal work in the long run, marketers must mean what they say.
Empty claims tend to be counterproductive.

5. Introduce fear, incertainty, and doubt

Fear, uncertainty, and doubt, or FUD, is often used legitimately
by businesses and organizations to make consumers stop, think,
and change their behavior. FUD is so powerful that it’s capable
of nuking the competition.

In at least one case it did just that. When Lyndon Johnson ran
against Barry Goldwater in 1964, he wanted to stoke public fear
that a President Goldwater would raise the risk of nuclear war.
The “Daisy” ad, which ran only once, showed a little girl, followed
by a nuclear explosion with a voiceover of LB] ominously stating,
“These are the stakes. To make a world in which all of God’s children
can live, or go into the dark” Johnson carried 44 states, and took
61 % of the vote in a landslide win.

(Source: https://www.fastcompany.com/3032675/
5-psychological-tactics-marketers-use-to-influence-consumer-behavior)
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. Work with a partner. Compare your choices marked with

symbols and discuss confusing parts of information.

. Make a complex plan of the text.

. Work with a partner. Discuss each tactic given in the text.

Which one do you consider the most effective?

. Analyze the text (its structure, style, vocabulary,

topicality).

. Give a brief presentation of the tactics citing your own

examples.




129

3. REMEMBERING ADS to enhance (v) — nidcuniosamu
to impair (v} — nopytiysamu
to pit against — sucmasasmu npomu

old hat — zacmapinui

1. Have you ever manipulated anybody?
Have you ever been manipulated? What consequences
did that manipulation lead to?

HOW ADVERTISERS GET YOU TO REMEMBER ADS

Are you being manipulated?

In the last couple of columns I have been explaining how
stereotyping affects performance. For example, if seniors buy into
the stereotype that they are supposed to have failing memories, they
are more likely to have failing memories. How you identify yourself
(young, old, male, female, and so on) is a key factor in how you
will respond to advertising. Indeed, self-identity creates all kinds

2. Work with a partner. How manipulative do you think
advertisements are? Discuss your ideas with the partner.

3. Read the text and find out how advertisers make you
remember information. Use the following vocabulary
to help with new words before reading the text.

Vocabulary

performance (n) — 8UKOHAHHSA
to buy into a stereotype — nogipumu y cmepeomun
bias (n) — ynepedxericms
to root for — ybonisamu
to target consumers with promotions —
APUBEPHYMU y8day CNoXUBaya 3a donoMo20i0 peknamu
to capitalize on — 36a2auysamuce Ha YOMyCb
to pitch (v) — nidxodumu
gear (n) — o6nadHaHHA
to consider reverse mortgages -
3AMUCAUMUCH HA0 380POMHOIO INOMEKOI0
inconsistent (adj) — HecymicHud
to interfere (v) — 3asaxamu
to create identity-threat ad —
CMeopiosamu 3azposnuey dna ocobucmocmi peknamy
to prime (v) — eomysamu, Hagyamu

of bias, from the sports team you root for to the candidate you want
to become President.

Marketing research has established that most consumer
decisions are memory based. You buy something because you
remember a persuasive ad for it. Thus, advertisers seek to find ways
to get consumers to remember their products and services. One
obvious way is to repeat the ad over and over. But that costs a lot
of money.

One advertising strategy is to target consumers with promotions
that capitalize on social identity. The idea is that you will prefer
a product that is pitched to your identity. No doubt you have seen
the TV ads on reverse mortgages, where a clearly older celebrity
makes the pitch. You are supposed to be persuaded by the ad because
you can identify with such a person. He’s a senior, you're a senior.
He’s a star, and you can imagine how great it might feel if you were
one. In other words, your personal identity is wrapped up in how
responsive you are to a given ad. This same principle is at work
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in ads that use beautiful models to sell clothes and star athletes
to sell athletic gear.

Social identity can be threatened when the ad presents events,
information, or choices in a way that is inconsistent or negative.
A senior, for example, would not be persuaded to consider reverse
mortgages if the salesman was a young and gorgeous female model.
Recent studies show that these kinds of cognitive disconnect
interfere with how consumers encode and remember advertising
messages. Advertisers certainly don’t want to create identity-threat
ads because consumers will be automatically motivated to forget
the ads.

The process of motivated forgetting is being explored by Hong
Kong University marketing professor, Amy Dalton and her
colleague, Li Huang. When people see or hear an ad that presents
identity threat, they are automatically motivated to forget it. It’s
a defense mechanism. Naturally, the effect is greatest in people who
have the strongest in-group identities. That's why advertisers have
to be really careful in ads that involve such emotionally charges
matters as gender, race, religion, or political belief.

In their studies, they use identity-linked promotions, such
as “Ladies get one drink free,” or “10 percent discount for seniors,’
and the like. To enhance attention and encoding, they prime
the experimental audience ahead of time to reinforce the intended
identity. In one experiment, they primed a social identity, produced
identity-linked promotions, introduced social identity-threat, and
then tested for memory of the promotions.

For example, experimental subjects were students. Students
were primed about their student identity by telling them that
the experiment was being performed also with students at other
universities. Students then watched 20 print ads for three seconds
each and told they would be quizzed on how much they remember
of the ads. Identity-linked promotions were created for eight
of the ads by stating that “Additional 10 percent discount for Hong
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Kong University students” Then students read news reports
about their university, either neutral reports or negative ones
(in the identity-threat group).

What they found was that identity strength enhanced memory
for identity-linked promotions if the identity had been primed.
When the primed identity was threatened, ad memory was impaired,
reflecting the motivated forgetting effect.

A related experiment tested the role of the news source for neutral
and negative-identity conditions. Identity strength increased
the resistance to read news from a source that presented an identity
threat but not in control conditions. This may explain why some
people steadfastly get their news from a single distinct identity
source, such as NBC (more liberal viewers) or Fox News (more
conservative viewers). Such loyalties minimize identity threat and
make the news and opinion better remembered. Obviously, such
loyalties contribute to political polarization. In U.S. policies, voters
are not identified as people. They are identified as voting blocs
(Blacks, Hispanics, seniors, females, millennials, poor, rich, and so
on). Often these groups are pitted against each other (as in “the rich
exploit the poor, blacks are victims of white racism,” and so on).
What politicians exploit is social identity.

While identity politics is old hat, consumer identity research
is in early stages. But you can bet there will be more such research,
as advertisers have their own motivations: spend less money
through fewer ads, make their ads more memorable, and get you
to spend more money.

(Source: https://www.psychologytoday.com/blog/
memory-medic/201402/how-advertisers-get-you-remember-ads)

4. Work with a partner. Analyze the text
(structure, style, vocabulary) and discuss its topicality.
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5. Find the words and expressions connected with research. 4. EXAMPLES OF PSYCHOLOGY
Use them to make five sentences. IN ADVERTISING
6. Work with a partner. What additional information would '

you like to ask the author about?
Write questions and put them to your partner.

1. What do you know about buzz words?
Look at the picture and define their meaning.

2. How often do you use buzz words in your presentations,
speeches and meetings?

3. A. Read the text and find out what other psychological
techniques advertisers use to sell a product.
Use the following vocabulary to help with new words.

Vocabulary

to encourage purchases — auknukamu 6axaxHa Kynysamu
to entice the audience to buy —
300x04y8amu ayoumopiio do nokynku
psychological ploy — ncuxonoziyHa xumpicme
wired (adj) — cmeoperud
to bank on — cnekymoeamu
to generate excitement — suknukamu 36ydxeHHs

B. Write dialogical questions to the author while reading
the text.




EXAMPLES OF PSYCHOLOGY IN ADVERTISING

Buzz words such as “special” and “madness” can encourage
purchases.

You might not realize it, but good advertising uses psychological
techniques to entice the target audience to buy the product.
If your business advertises, you should be using these techniques,
too. A good way to learn how to put psychology into your ads
is by looking at techniques that other companies, big and small,
have used and implementing these techniques yourself.

Positive Feelings
One psychological ploy is to take a product youTe trying
to sell and put it in an ad next to other items that your audience
will already feel positively about. By seeing the items together,
the viewer might transfer his positive feelings about the other item
onto your product. This technique is called affective conditioning.
For example, a toothpaste company might publish an ad that shows
happy people brushing their teeth, or a company that makes soup
might show an ad with a happy football player eating its brand
of soup.

Child Targets

Psychological studies have shown that children are wired
to need more intense visual stimulation. Because of this, advertisers
who market to children may make their ads bigger, more colorful
or, in the case of TV ads, even noisier and faster. For example,
when Heinz sold EZ Squirt ketchup for kids, it made the TV ads
for that product extremely colorfully and edited them to move
from one shot to another very fast. Small businesses can imitate this
by making sure that ads for children’s products are extra colorful
and have eye-catching graphics.

135

Making Memories

Memories can be slightly altered. Some advertisers bank on this
by trying to make commercials that encourage viewers to think
they had positive experiences with a product. Disney ran a series
of TV ads with the theme “Remember the Magic,” featuring positive
childhood experiences with the theme parks. One study focused
on viewers who didn’t have any memories of meeting a character
at a theme park. After seeing the commercial, 90 percent reported
that they thought they might have met a theme park character
and had a good experience in the past. Small businesses can try
this tactic by also running ads that encourage positive memories
of their product.

Buzz Words

Studies have shown that certain buzz words affect readers and
viewers emotionally, making them more likely to want to buy
a product. These words include phrases that imply getting a good
deal (such as “10 percent off ) phrases that give a feeling of urgency
(such as “imited time”) and phrases that generate excitement (such
as “sizzling product” or “stronger and faster”). Small-business
owners can capitalize on this by studying buzz words and including
a few of them in print ads, TV commercials or radio ads.

(Source: hitp://smallbusiness.chron.com/examples-psychology-advertising-69400.html)

4. Work with a partner. Write some advice for those who don’t
want to be manipulated. Mention what people should
be aware of. Give examples.

5. Give the main idea of the text and your own opinion
on the problem.
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REVIEW Unit 4
(Unit 3)

AT WORK AND AT HOME

1. Translate the following sentences into English.

1) BipumicTh NCUMXoNOriB ikKaBuiIach TUM, SIK CIIOKMBaYi
cupwitMany Ta aHamisysanu inopmallilo Biji MOMEHTY, 1. BRIEFING WITH CLIENTS
KO/ BOHM TI00QUM/IN PEK/IaMYy, /10 MOMEHTY MOKYIIKH
MPOAYKILii, IKa peKsiaMyBaiach.
2) ToniHrBOpT 3anpONOHYBAB HOBY NAPAJMIMY, IPOBIB cepiio 1. How close do you think advertising agencies should work
TECTIB 110/10 HOBOTO II/IXOAY /IO ITPOBEJEHHS PeKTaMHOI with clients? Why / Why not?
KamIlaHii Ta OTPMMaB rapHi pesynbraTu. :
3) MapkeTonoru BUKOPUCTOBYIOTH JlaHi NCUXOMOrIYHMX
ROCHIJPKEHD JU1si CTBOPEHHA e(DEeKTUBHUX eMOLIHUX
3BEPHEHD J10 TIOKYTIIB,
4) Haronomenns Ha Bif4yTTi CAMOIIOBAry Bilirpae BaXKIINBY
POb y CTBOPEHHI O3UTUBHOTO iMiJKY TPOAYKTY,

O PeKTAMYEThCA. 2. Isit difficult to work together with clients?
5) Ilo4yTrs CTpaxy, HEBIEBHEHOCTI Ta CYMHIBY MOXYTh What problems may such work be connected with?
3MIHUATH TIOBEAiHKY CIIOXKUBAYiB.
6) CrepeoTnn Ta CTiliKi Criorajin € OCHOBOIO MOBEIHKM 3. Before reading the text, try to predict what information
HOKYIILLB. the author will suggest. Use the following vocabulary
7) 3arposa caMOileHTHHYHOCTI IIOKYIILA y pekami cnpuse i _ to help with new words before reading the text.
3abyBaHHIO. "
8) 1o ncMXonoriYHmMxX XMTPOIIIB HANIeKXUTh CTBOPEHHH
NO3UTUBHUX BIIYYTTIB 1IJIAXOM II€PEHECEHHs TaPHOTO Vocabulary
Bp@XeHHA Bijl OHOTO MPOJIYKTy Ha POSTAIIOBaHUIA OPJ]

thud (n) — enyxud 38yk

brief (n) — pesiome

boot (n) — cekmop 3as8aHMaxeHHAa
to sift (v) — axanizysamu

i3 HUM.
9) OpHuM 3 NPUIOMIB BIUIMBY Ha MOKYTIIiB € BUKOPNCTAHHA
CreLiaIbHuX CJIiB, IO CTBOPIOKTH IyMOBUIT GoH

Ta BIJIMBAIOTh Ha MifICBiOMICTD. bullet point — ocHosHUU napazpac
overdrive (n) — akmugHicms
2. Which psychological ideas do you find interesting for your 1o envision (v) — yséngmu
future career? Which of them can you apply in your edgy (adj) — eocmputi

everyday life? to back to the well — noseprymuce do HadiuHux dxepen




alignment (n) — ymoureHHs, nonpaska
iterative (adj) — nosmopioaaruti
springboard (n) — mpamnniv
exploratory (n) — docnioxerHs

to wind up — 3agepLuysamu

elusive (adj) — Heanogumud

HOW (AND WHY) AGENCIES SHOULD DEVELOP
A VISUAL CREATIVE BRIEF WITH CLIENTS

Agencies and Clients Need to Work Together on Creating
a Visual Language

Thud. The latest creative brief lands on your desk. It's seven
pages long, has a half-inch thick PowerPoint deck attached, with
a few emails copied and pasted in to boot. As you sift through
the bullet points and marketing data, your brain scrambles into
overdrive to envision what a possible design solution could be. Key
words flash in front of your eyes: “It must be premium.” “It must
be approachable” “It must be edgy””

Fast forward a week and a halfto the first client presentation. After
all of the head-scratching and late nights, there’s an anticipation
of applause after the big “tada!” moment. Instead, silence; perhaps
a cough. “Sorry, that’s not quite what we had in mind. I think we're
going to need to see some new options and ask you to go back
to the well”

Sound familiar? This is not only every agency’s nightmare —
it’s actually every client’s as well.

Both teams have given blood, sweat and tears to create a new
campaign, product, brand, etc. Yet this scenario plays out time
and time again with precious hours wasted on ever-shortening
deadlines. And it’s been this way since before Don Draper. Isn't
there a better way?
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The key problem is that agencies are forced to start this process
by translating the verbal into the visual. Why not get clients and
designers to speak the same language —a “visual” one, as well
as engage in a more tightly-knit collaborative process? Enter what
we call the “visual creative brief™.

We started doing this several years ago, soon after our agency
launched, when a trusted client — launching a film production
company — agreed to be our test pilot. Like most great tools, it’s
deceptively simple to do.

You start by getting all of the key decision-makers in a room
to build the brief together, and it absolutely must be visual. Our
creative team generally collects and edits about 100 images
in advance that we think will generate a thought-provoking
discussion, and we ask the client to bring visual inspiration as well.
Typography, graphic forms, illustrations, photography, even
a structural inspiration — we talk through each of these categories
together. Roll our sleeves up. Spread all the images out on the table.
Move them back and forth. Sometimes it takes a few tries
for everyone to get warmed up, but soon everyone is in the flow.

We ask the client to talk openly about the “whys” and the “why
nots” when selecting or rejecting an image. This is where the magic
happens and deeper understanding is formed. Not only do our
designers get access to greater depths of insight, but clients are now
communicating in visuals and creating greater alignment among
their own team as well.

The whole process is an opportunity for creative and client
teams to co-create in a fast, inexpensive and iterative way, and leads
to a surprisingly clear result. The visual creative brief becomes our
focal point of inspiration and springboard for the design exploratory,
and consistently leads to a smarter, faster, better route to success,
because it starts with alignment. An additional side benefit is that
it often helps clients feel comfortable stretching beyond where
they’re typically willing to go, because we've pulled back the curtain
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and brought them behind the scenes as an active part of the design
process.

Once our clients do this exercise, they become converts. Some
have said, “It's as if we're designing it ourselves.” Well, while not
exactly true, we are equipping them with tools to talk about design
in language that designers understand — pictures.

Collectively, we wind up with common visual definitions
of what some of the most notoriously elusive words can mean
for a brief (every project has its own particularly vague terms).
We have a better understanding of what “premium” means, what

“approachable” means, even what “edgy” means — and we know
it together and we're getting to great work faster. And that feels
good. Hope you'll give it a try with your clients as well.

(Source: http://adage.com/article/small-agency-diary/
develop-a-visual-creative-clients/299934/)

4. Answer the following questions.

1. What are the difficulties in preparing advertising ideas
to clients?

2. How can an advertising agency avoid problems with
creating an advertising image?

3. Why is co-creation more gratifying for advertisers?

5. Work with a partner. Find vocabulary connected with creating
an image process. Use five words to make sentences.

6. Write a brief summary of the text and state its main idea.
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2. MARKETING ABROAD

1. What do you know about peculiarities
of advertising in other countries? How do cultural
differences influence the way advertisers do business?

2. Work with a partner. Read the following information and
share ideas about how failed translation
can be crucial to a brand’s reputation,

1. “The Jolly Green Giant” for Green Giant in Arabic directly
translates to “Intimidating Green Ogre”. (Source: White, M.
(2009). “A Short Course in International Marketing
Blunders”. Marketing mistakes made by companies that
should have known better. World Trade Press).

2. Braniff International Airways’ slogan “Fly in leather”
came out as “Fly naked” in Spanish (“Vuela en cuero”).
(Source: Brady, D. (2011). “Essentials of International
Marketing”. ME Sharpe).

3. Mitsubishi launched the rover vehicle “Pajero 4WD”
in Spain ignoring the fact that the word “pajero” means
“jerk” in Spanish. The car’s name has then been changed
to Mitsubishi “Montero”.

4. The Italian mineral water company promoted their water
Traficante in Spain not knowing that the word “traficante”
means “drug dealer” in Spanish.




. When Kentucky Fried Chicken opened their first store
in China, it did not take long before they discovered their

slogan, “finger lickin’ good” translated to “eat your fingers
oft”.

. Pepsodent promoted its toothpaste in a distinct area
in Southeast Asia by highlighting that it “whitens your
teeth”. This campaign entirely failed because the locals
chew betel nuts to blacken their teeth as it is considered
attractive. (Source: Verderber, K. and R., Sellnow, D. (2012).

“Communicate”.)

. The Brewing Company Coors translated its slogan “Turn
it loose” into “Suffer from diarrhea” in Spanish. (Source:
Haig, M. (2004). “Brand Failures: The Truth about

the 100 Biggest Branding Mistakes of All Time”.

Kogan Page Limited).

. An American T-shirt designer printed shirts
for the Spanish market to promote the visit of the Pope.
Instead of “I saw the Pope” (el Papa), the shirts read

“I saw the potato” (la papa). (Source: Ardagh, P. (2009).
“Howlers, Blunders and Random Mistakery”).

3. Modern life can also influence the way people
accept things. Read the text and find out what young
people choose in China today. Use the following
vocabulary to help with new words before reading
the text.

Vocabulary

millenial (n) — monods, HapodxeHa nicna 90-x
gap (n) — sidcmatb
hardship (n) — mpydHowi
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scarce (adj) — manud, Hedocmameiti

values shift — 3miHa uiHHocmet

implication (n) — ycknadHerHa

to make smb tick — diaHamucs BinbLue Npo Kozack
lighthearted (adj) — 6e3amypomHud

mascot (n) — manicmax

brick-and-mortar store — mpaduuilHud maeasuH

FIVE INSIGHTS ON MARKETING
TO CHINA'S MILLENNIALS

Unlike Older Generations, They’re Focused on Now Instead
of Building for the Future

In China, more than in most other places, there’s a massive gap
between millennials and their parents. Unlike previous generations
in China, the so-called post-90s generation, or those born
in the 1990s, grew up during boom years of double-digit growth.

They have fewer memories of hardship than their parents, and
high hopes for the future. Western brands were scarce when their
parents were young; now people in remote areas can use their
mobile phones to order foreign brands off the internet.

And since they grew up under the one-child policy, many
enjoyed the undivided attention of both parents plus two sets
of grandparents. For marketers, appealing to post-90s youth
is a major fixation — after all, there are 135 million of them.

For Chinas youth, “their purpose in life is different than
the former generation, they really want to make this moment
interesting and happy rather than living for the future and
for others — I think that’s a critical values shift,” said Ellen Hou,
McCann Worldgroup Shanghai’s group managing director and
chief strategy officer. “The implication for brands is how to make
the brand be alive in this moment”.
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Ms. Hou became one of the first generation of planners born
in mainland China to work at an international agency when she
joined TBWA in 1998. Today, working with McCann Shanghai’s
clients including Coca-Cola, LOreal and Wyeth, she’s constantly
thinking about what makes millennials tick. Ms. Hou, honored
as one of Ad Age’s 2015 Women to Watch China for turning insights
into strategies that connect with people’s lives, shared what works
in youth marketing, and what no longer applies.

Keep it relaxed and lighthearted

Chinese drinking culture used to focus on building “guanxi’,
or connections, especially for business. “Before it was all about
serious relationships, drinking as a ritual, and everyone had to drink
according to the rules,” said Ms. Hou. “Drinking alcohol was about

closing a deal, now its about having fun, taking a break, sharing
freely and making new friends. There’s a trend among the younger
generation, with relationships becoming more lighthearted and
casual. People are seeking authenticity in friendships; it’s not always
with some other purpose.” Brands can keep things “qing song’, or nice
and easy, she said. McCann kept that insight in mind to make a new
brand statement for China’s Rio, the country’s No. 1 bottled cocktail,
which is a booming category in China. It’s “Rio: Let's Make Friends”.

If you nod to tradition, make it playful

For the Lunar New Year, Coca-Cola revived two seasonal
mascots originally launched in 2001. Inspired by traditional
Chinese clay doll folk art, the mascots are two chubby kids named
A Fu and A Jiao. McCann and Coke modernized the styling and
put them on packaging; people could scan the package to get
animated stickers to send as holiday greetings on mobile app We
Chat. “This goes back to the idea of having fun and taking it easy —
you can do that with traditional Chinese culture too,” Ms. Hou
said. “The campaign helped increase brand Coca-Cola’s volume

145

9 % despite slowing economic conditions,” CEO Muhtar Kent said
during the first-quarter earnings call.

Reassess what resonates

LOreal's Maybelline, which traditionally associated its brand
with New York, shifted its messaging slightly. For Chinese youth,
the focus on New York was “too distant and too vague,” Ms. Hou
said. “So we took the key essence of New York,” she said, the idea
of excitement and things happening in the moment. The updated
messaging is about “being beautiful now”.

The e-commerce boom changed the game

Fashion companies are among the brands that should
rethink the purpose of their brick-and-mortar stores, given how
quickly China has embraced e-commerce, overtaking the U.S.
to be the No. 1 market globally. McCann is helping fast fashion
chain C&A on product selection, communication and store design,
and it sent anthropologists to several cities to talk to young people
about their fashion and shopping habits.

“The current store is more like a premium supermarket — you
see tons of products,” Ms. Hou said. “The new direction is more
about enjoyment. The store should be a collection of ‘moments’
or experiences rather than a collection of products — product does
not matter as much to people because you can buy lots of clothes
on Taobao,” the Alibaba online marketplace.

Swim in pop culture

“Before when you were working on a youth brand youd normally
do so-called ‘advertising’ to broadcast the message, ‘we are a cool
and young brand;” Ms. Hou said. Now it’s quite effective to place
the brand in movies or soaps, often South Korean ones that
are popular in China. Rio, the bottled cocktail, bought product
placements in seven youth-oriented shows. “Young brands need
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to market themselves as pop culture rather than a product or brand,

and that’s a big shift,” she said.

(Source: http://adage.com/article/special-report-women-to-watch-china-2015/
insights-marketing-china-s-millennials/299877/)

4. Work with a partner. Make a list of tips for a Ukrainian
advertiser who wants to work in a Chinese market.
Share your ideas with a partner.

5. Write a commentary upon the text following the structure
in the box.

Commentary upon the text

Main elements of the commentary

1. Topic and the main idea of the text,
the plan of the text, its topicality and importance

Definition of the author’s standpoint

Assessment of the reader’s experience and the text’s topicality
Emotional response to the text

Brief summary of the text

e e
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REVIEW
(Unit 4)

1. Explain the meaning of the following idioms in English.

B

to give blood, sweat and tears to create a new campaign
to roll one’s sleeves up

to pull back the curtain

to go back to the well

2. Translate the following sentences into English.

1.

PexmamicTy ysBnsioTh MaitbyTHil Ju3aiity mpojyKTy
CYYaCHUM, JJOCTYITHUM Ta CBOECYACHUM.

. Inxonu poBopuThCa 3bupaTu BCo Komauay daxisiis

Ta KJIEHTIB /1A 0OTOBOpeHHs IU3aiHY
i3 3ay9eHHAM ITIOCTPATUBHOTO MaTepiany.

. Knientu Bigkputo 06roBopIoioTh «3a» i «ImpoTuy

1ij1 yac o6opy HeoOXifgHMX 306paXKeHb /11 PeK/IaMu.

. 3ycrpiui 3 K/IiEHTAMM HAJIMXAIOTH KOMaHJly PeK/IamicTiB

Ta CIYTYIOTh TPAMTUTIHOM JUIA JOCHTIJPKEHHSA
1 CTBOPEHHS YCIIIIHOIO [U3aiHYy MPOAYKTY.

. Pasom 3 komaH/1010 MU 3’ACOBYEMO 3HAYEHHS TEPMIHIB,

1110 BUKOPHCTOBYIOTHCA B PEKIaMmi.

3mina ninnocreit B Kurai npusena o toro, 1o aoam
6a)Xa0Th HAMIOBHIOBATH CBOE XKUTTA 1{iKaBUMU TIOIIAMI,
AHDK JKUTH 3apajin Maitby THHOTO,

Bueni focnimpxyioTs cTparerii, 1110 KepyIOTb IOJCBKUM
JKUTTAM, LIKaBAATHCSA TUM, 1[0 € AKTYaTbHUM

Ha MONIOJIDKHOMY PUHKY, a00 TM, 1m0 Ginbure He €
CYTTEBUM.

. Cy4acHum TpeHAOM Cepefi MONOJI € JKUTH 11 BECTU CIPaBU

JIETKO Ta BECeJI0, TOMY MapKeTONIOrM MOJIEPHI3YIOTh
TpaAuIiigi igei BignoBigHo g0 cyyacHux notpebd mopeit.
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Part Il

Unit 1

CAREERS AND HEALTH

1. JOB CUTS

1. Work with a partner. What are the reasons
for firing people? Make a list of possible ideas
and compare them with your partner.

ittt
fiitiitit
1

2. Read the text and find out what changes
the company Kraft is facing. Use the following vocabulary
to help with new words before reading the text.

Vocabulary

cut (n) — ckopodeHHs
to eliminate (v) — sudanamu
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merger (n) — 3nummas

to slash jobs — ckopouysamu poboi micusa

to acquire (v) — 3axonmosamu

streamlined (adj) — modepHizosaHu

to leverage (v) — nidsuwumu

to enable faster decision making — npuckopumu npoyec
NPUUHAMMES PitleHHA

to elaborate (v) — noacHioeamu

severance benefits — mMamepiansHa donomoza nid vac ImiHu
Micua pobomu

outplacement (n) — npauegnawmyesaqHa

KRAFT HEINZ CUTS 2,500 JOBS WEEKS
AFTER KRAFT ACQUISITION

Massive Job Cuts at Kraft Heinz Had Been Rumored Following Deal

Kraft Heinz Co. said that on Wednesday it would eliminate
about 2,500 jobs across the U.S. and Canada, or more than 5 percent
of its total workforce.

Massive cuts at the maker of Kraft macaroni and cheese and
Heinz ketchup had been rumored since the merger was completed
in early July.

Before Wednesday’s cuts, Kraft Heinz had about 46,000
employees overall. The announcement includes slashing about 700
jobs at Kraft’s headquarters.

Heinz already eliminated thousands of jobs soon after it was
acquired by 3G and Berkshire Hathaway.

“We have developed a new streamlined structure for our
organization to simplify, strengthen and leverage the company’s
scale,” spokesman Michael Mullen said in a statement. “This new
structure eliminates duplication to enable faster decision making,
increased accountability and accelerated growth”
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It was not immediately clear which areas were affected by the cuts
and Mr. Mullen declined to elaborate.

Kraft Heinz began eliminating some top-level marketing jobs
last month. Those who have already left the company include Tom
Bick, senior director-integrated marketing communications and
advertising for the Oscar Mayer business; and Kara Henry, senior
marketing director, communications and agency relations, Ad Age
reported in July.

Kraft Heinz is the world’s fifth-largest food and beverage
company, with eight brands that each pull in more than $1 billion
in annual sales.

The company aims to eliminate $1.5 billion in annual costs
by the end of 2017. In an earnings statement issued Monday,
Kraft Heinz CEO Bernardo Hees said the company was focused
on “the difficult and challenging process” of merging the two
businesses.

Last month, Kraft Heinz announced plans to move its Chicago-
area staff from Northfield to a smaller location in downtown Chicago.
The Heinz business continues to operate out of the company’s other
headquarters in Pittsburgh.

Mr. Mullen said employees affected by the move would receive
a minimum of six months of severance benefits and outplacement
services.

(Source: http://adage.com/article/advertising/
kraft-heinz-cuts-2-500-jobs-weeks-kraft-acquisition/299933/)

3. Read the text again. Find words and expressions
connected with employment and use them
to make five sentences.

4. Write a short summary of the text and state its main idea.
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2. ENDORSEMENT FAILS

1. Why do you think some celebrities harm brands reputation
more than promote it?

2. Read the text and find out how brands may be affected
by law violations. Use the following vocabulary to help
with new words before reading the text.

Vocabulary

to cut both ways — 6ymu dsociuHum

disclosure rules — npasuna po3kpummsa iHghopmayii
prominently (adv) — vimko

to reap the benefits — ckopucmamuce euzodamu
halo (n) — opeon

reach (n) — kono ennusy

assertion (1) — meepdxeHHa

adage (n) —8ucnie

in accordance with rules — 32idHo 3 npasunamu
to adhere to quidelines — sukorysamu (npasuna)
paramount (adj) — zonoaHutl

to forgo (v) — sidmosnamucs

proliferation (n) — po3noscodxerHa

ambiguity (n) — HeAcHicmb, He3apo3yminicms
ailment (n) — 3axeoprosarta

aversion (n) — Heno6o8

prone (adj) to — cxunbHut




KARDASHIAN ENDORSEMENT FAIL:
CELEBRITIES AND SOCIAL MEDIA STILL
CUT BOTH WAYS FOR BRANDS

A Short-Term Awareness Boost Isn’t Worth the Long-Term Risk

More than five years ago, when the Federal Trade Commission
issued new endorsement disclosure rules for social media marketing,
Ann Taylor Loft was one of the first companies to get dinged
for giving social influencers incentives to write about its brand.
Fast-forward to today, and Kim Kardashian’s missteps endorsing
a morning-sickness drug show marketers still haven't gotten it right.

Ms. Kardashian, who had been paid to promote the anti-nausea
drug Diclegis, may have broken FTC rules when she endorsed
the product in social media with only the vague disclosure that she
was “so excited and happy” about the drug’s results for her that she
was “partnering” with its maker “to raise awareness about treating
morning sickness”

And the star violated strict FDA pharmaceutical marketing
regulations, which require marketers to prominently disclose
prescription drugs’ safety risks when and where they promote
the drugs’ benefits.

But its the marketer of Diclegis, pharmaceutical company
Duchesnay, that will feel the ill effects, just as it hoped to reap
the benefits of associating itself with Ms. Kardashian in the first
place. It received a warning letter from the FDA dated Aug. 7,
calling out Ms. Kardashian’s Instagram post about Diclegis, which
it said “misleadingly fails to provide material information about
the consequences that may result from the use of the drug and
suggests that it is safer than has been demonstrated”.

“If you are hiring celebrities, be sure you have proper controls
in place,” said Linda Goldstein, partner at Manatt, Phelps & Phillips,
where she is chair of the advertising, marketing and media division.
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Most brands already know the guidelines, but the incident
reinforces the point: The halo and reach that comes with celebrity
can also draw the attention of regulators.

It'sunclear how the FDA will proceed if it doesn’t like Duchesnay’s
response, which it asked to receive by Aug. 21.

It’s also unclear what course the FTC will take. A spokesman
for the agency declined to comment for this article, citing a policy
against commenting on cases or potential cases before they’re public.
But Ms. Kardashian’s celebrity, social-media power and frequent
endorsements might make it tempting to use her as an example, Ms.
Goldstein said.

A spokeswoman for Duchesday confirmed that the company
paid Ms. Kardashian to promote Diclegis on Facebook, Twitter and
Instagram. That’s despite Ms. Kardashian’s assertion just in June
that her Instagram feed is “off limits” to brands.

“Duchesnay USA takes our regulatory responsibilities very
seriously, and acknowledges that our communications, including
in social media, need to be in accordance with all applicable
rules and regulations,” she said by email. “We are taking quick
action in responding to the Food & Drug Administration’s (FDA)
Warning Letter and immediately and effectively address any issues.
We appreciate and fully support the FDA's objective of ensuring that
promotions remain consistent with approved labeling. Duchesnay
USA stands by its product. The FDAs Warning Letter does not
question the safety or efficacy of our product. The issues raised relate
to omission of risk information, limitations of use, and important
safety information. Again, we are taking corrective action to quickly
address these issues.”

Despite that, and adages about all publicity being good, the affair
is beginning to look like a net negative for Duchesnay.

“Ms. Kardahsian’s endorsement and ensuing press may have
put Diclegis on the radar of more people than another campaign
that actually followed the rules. But it will come at some price
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to the marketer’s reputation — which isn't ideal for a drugmaker;
said Shift Communications CEO Todd Defren.

“At the end of the day, any paid promotion in the pharma sector
must adhere to the strict FDA guidelines,” Mr. Defren said. “From
a brand perspective, with a high-profile endorsement like this one,
the company’s awareness will increase in the short run — but brand
trust will likely erode in the long run. When you're a pharmaceutical
company, dealing with life and death issues, safeguarding that trust
must always be paramount.”

A light touch in disclosing payment is dangerous, too.
“Some brands — and even some influencers — want to make
the partnerships seem as natural as possible, so it’s very tempting
to be elusive of, or even forgo disclosure altogether,” said Rebecca
McCuiston, senior VP of influencer marketing at digital agency
360i. “But in most cases it's not worth the risk, as public violations
like this show that the industry and consumers are watching”

That’s likely more true the more famous your endorser is.

Social-media marketing hiccups and outright violations
are rising along with new platforms such as Snapchat, where
disappearing content makes enforcement tough, Ms. McCuiston
said. Add the proliferation of social influencers looking for income
and you can expect more endorsement controversies.

In the case of Ms. Kardashian and Diclegis, it was good to see
action taken, Ms. McCuiston said. “It's harder for advertisers who
follow guidelines to appear authentic when celebrities and other
influencers don’t follow the rules of disclosure,” she said. “Since
this case included the highly-regulated pharma industry, it was
especially important for the point to be made that regulators won't
let this slip by”

There can be a “gray area across advertising, PR and influencer
marketing when it comes to the interpretation of FTC guidelines,”
she said. “But if the rules aren’t clear, marketers should use extra
caution,” she said.
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Big pharma usually takes that advice. “The FDA drafted
guidelines for online promotion of prescription drugs over a year
ago, and they’re still not finalized,” said Kavin Shah, an MD who
is VP and group medical director at Publicis Groupe’s DigitasLBi.
“It’s because there’s so much ambiguity in the space, and big pharma
is saying it’s not worth our time.

But it's not impossible to use social media, and some
pharmaceutical marketers have embraced it. Unbranded campaigns
focused on disease categories or ailments have fewer restrictions than
branded campaigns for specific drugs. Despite the heavily regulated
market and an aversion to social platforms prone to regulatory
violation, this year’s top pharma prize at the Cannes International
Festival of Creativity’s health awards went to DigitasLBi for “Take
it From a Fish” — a disease education campaign for pharma giant
AstraZeneca that relied on digital media.

“We couldn’t say anything about heart risk,” said Dr. Shah. “So how
do we educate the public and target an audience without stepping
over the line to say this condition will lead to heart attacks? We
started with an unbranded [campaign], just talking about a disease
state and why it’s so harmful”

The shop’s “Take it From a Fish” campaign introduced two
talking dead fish who comically attempt to educate unhealthy men
on the nutritional value of triglycerides, starring in YouTube videos
and offering interactive elements such as a “fish slap” that could
be emailed to unhealthy friends.

(Source: http://adage.com/article/agency-news/
kardashian-endorsement-fail-highlights-grey-social-regulation/299944/)

3. What is the author’s opinion on the problem stated
in the text? Is she being biased? Does she give enough
other people’s standpoints to support her opinion?
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4. Write five dialogical questions to the text (clarifying, 3. BRANDS YOU SHOULD KNOW

doubting, asking about practical use of this information,
anticipating).
1. What makes brands worldwide-known?
5. Write a critical review of the article. Comment on the text
characteristics, the author’s intention and the problem
under the discussion,

Gxex) HARIBO

2. Read the text and find out what brands are worth knowing.
Use the following vocabulary

to help with new words before reading the text.

Vocabulary

to cleave (v) — npuedHysamu

o stem (v) — noxodumu

to sprout (v) — po3ausarnuce

to grow outside of sb’s shadow — sutimu 3 yueice mini
under the umbrella — nid 3a2anbHOKO HA3B0K0

core (adj) — ocHosHud

titular (adf) — HomiHansHUU

to mitigate (v) — nom‘axkwiumu

akin (adj) — noe'szaxul

to zero in on — cnpaMosYBamu, Uinumuce

3. Read the text and mark the facts with '+, '-*
and ‘?" symbols to assess the given information:

€

+ — well-known -’ — new ‘?” — confusing or doubtful




ALPHABET’S 7 BRANDS YOU SHOULD KNOW
You May Know Google, but What About Calico or Sidewalk?

On Monday Google cleaved itself into a new company called
Alphabet. Made up of several companies that had previously
constituted Google, Alphabet is already being likened to Berkshire
Hathaway, Warren Buffett’s holding company that most people
may not be familiar with despite knowing its subsidiary companies
which include Geico, Dairy Queen and Fruit of the Loom.

There’s Google, of course, but Alphabet houses other companies
people may not be familiar with, such as Sidewalk, which seeks
to improve cities, or Calico, which wants to find the fountain of youth.
That appears to be a major reason for the decision to create Alphabet.
These companies may have stemmed from Google, but theyre
sprouting into their own organizations and need room to grow
outside of Google’s shadow. And it doesn’t hurt that separating their
costs from Google’s may help Wall Street investors appraise Google’s
business without its profit-shrinking former side businesses.

To get a clearer picture of Alphabet, here’s a list provided
by a Google spokeswoman of the major brands under the Alphabet
umbrella and the execs in charge of each business. The spokeswoman
said a final, complete list wasn't available.

Google

Who runs it: Sundar Pichai, who ran Google’s Android and
Chrome teams before being promoted to oversee all of Googles
core products last year.

What it does: This is what you first think of when you think
of Google: search, YouTube, Android, Gmail, ad-tech and maps.

[x]
Who runs it: Sergey Brin, who co-founded Google and will also
serve as president of Alphabet.
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Whatit does: If it weren’t for Google’s “moonshot” lab, Alphabet
may not exist. This future-building division — which has been
home to Glass, the self-driving car, a drone delivery service called
Wing and an internet-service provider called Fiber — incubated
Google’s expansion beyond being a digital media-and-advertising
company.

Nest

Who runs it: Tony Fadell, who led Apple’s team that created
the iPod and iPhone before founding Nest in 2010.

What it does: Originally an internet-connected thermostat and
smoke detector manufacturer, Nest has been expanding into more
smart-home products like its streaming home security camera
since Google bought the connected-home company for $3.2 billion
in January 2014.

Calico

Who runsit: Art Levinson, who spent 14 years as CEO of biotech
company Genentech and continues to serve as chairman of Apple’s
board of directors.

What it does: Calico may mitigate most cynicism about Google's
“don’t be evil” mantra. Formed in September 2013, Calico wants
to create the fountain of youth. The health-focused organization
is researching and developing ways to extend people’s lifespans
by slowing the aging process and fighting age-related diseases.

Sidewalk

Who runs it: Dan Doctoroff, who served as former New
York Mayor Michael Bloomberg’s deputy mayor of economic
development and rebuilding and served as CEO of Bloomberg’s
titular company until last year.

What it does: Google’s stated mission is to organize the world’s
information; Sidewalk’s mission appears to be organizing the world.
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Created in June 2015, the New York-based division aims to update
cities' infrastructure by developing products to facilitate things
like streamlining transportation, lowering the cost of living and
reducing energy usage.

Ventures

Who runs it: Bill Maris, who handled Swedish investment firm
Investor AB’s biotechnology portfolio and launched and sold web-
hosting company Burlee.com before founding Google Ventures
in 2009.

What it does: One of Google’s two investment teams, Ventures
invests in growing startups like Uber, Slack, Medium, Periscope and
23andMe.

Capital

Who runs it: David Lawee, who had been Google’s first VP-
marketing before joining its mergers and acquisitions team as VP-
corporate development.

What it does: Akin to Ventures, Capital was Googles other
investment arm. But instead of pouring money into startups, this
division zeroes in on more established private companies like
FanDuel, SurveyMonkey and Glassdoor.

(Sourse: http://adage.com/article/digital/a-list-alphabet-s-brands/299921/)

4. Work with a partner. Discuss information marked with
symbols‘+;’-and'?’

5. Read the text again. Find the verbs connected with doing
business. Use them to make five sentences.

6. Express your doubts on the prospects of the brands
from the text. Use the following expressions.

I'm afraid...
I don’t see how...
But the problem is...
I doubt...
Possibly, but...
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REVIEW
(Unit 1)

1. Translate the following sentences into English.

1. Bararo nmpariBHUKIB TOCTPaX/aiu BiJi CKOPOUEHb
B pesy/bTati NOIJIMHAHH iX KOMIAHIT IHII010.

2. OcraHHi 3MiHM B pecTpyKTypusalil KoMITaHii Hos’ asaHi
31 CHPOILEHHAM, IiICUIEHHAM Ta ONITUMIBALIEI0 11
iepapxiuHol cucremu.

3. Tonosa KoOMMNaHii Ny1aHy€e SMEHIINTH IOPIYHI BUTPATH
Ta MKBiyBaTH BEIMKUI BiJICOTOK KEPIBHUX MOCa/l.

4. Yepes 3nuTTA ABOX KOMIIAHIil NEPCOHA SMYILEHMI
riepeixaTu 10 MaJIeHbKOI'0 MiCTa, a/ile OTPUMae BUIIJIATH,
TIOB’sI3aHi 3 TIepei3/ioM Ta MpalleB/IallTyBaHHAM.

5. 3ipku, 1[0 PEK/IaMYIOTh JIiKM, HE IIOBUHHI ITOPYILYBATH
HpaBiI MapKeTHHTY (hapMarieBTUIHUX 32c06iB.

6. dapmanesTHYHI KOMITaHii TOBMHHI HaJlaBATH YiTKY
indopmariiio npo nobiuui Al AiKyBanbHUX 32C00iB.

7. Pexnamui kamnaii mo/10 1iKyBaHHA 3aXBOPIOBaHb
Ges ydacri Bifomux 6peHziiB MaloTh MeH1Ie 0OMEKeHbD.

8. st kommawil, 1110 MA€ CIIPaBY 3 XKNTTSAM Ta CMEPTIO, TOJIOBHUM
Mae Oy 3bepexeHns perryTarii Ta 10Bipu 10 OpeHpy.

9. Heski KoMIaHil, MatO4y CIiIbHE KOPIHHA, PO3XOJSATHCS
B pisHi HanpAMKK 6isHecy Ta noTpeby0Th BAACHMI
IPOCTip VISt PO3SBUTKY.

10. I1s xomIraHia 3aliMaeThcsa PO3BUTKOM TEXHO/IOTIN
MaibyTHBOTO Ta POSIIMPIOE CBill ACOPTUMEHT TOBapiB
B TaIy3i CTBOPEHHS PO3YMHOro OyIMHKY.

11. Icuye opranisanjis, sKa JOCHIIPKYE Ta po3pobise
TEXHOJIOTI IPOJIOBKEHHS XUTTH JIIOfei 3aBIAAKI
YIOBI/IbHEHHIO NPOLECIB CTapiHHA.

12. Bimoma xommaHisa BUpiIlmIa CHPAMYBATH CBOI pecypcu
HA CIIPMAHHA PO3BUTKY HE HOBMX MOJIOJIMX IIPOEKTIB,

a 6inbm crabinbHux npuBaTHUX GipM.

Unit 2

TRAVELLING ABOUT THE USA

1. LEADING GLOBAL CAMPAIGNS

1. Why do you think Coca-Cola brand is so popular?
What do they do to keep their leading position
on the market?

L
open happiness*ﬂ
: v
e
2. Read the text and find out what strategies Coke uses
to succeed in business. Use the following vocabulary
to help with new words.

Vocabulary

roster (n) — peecmp, cNucok

to harness thinking — nidkpinnamu

to pitch (v) — npedcmasnamu

to draw paise — suknukamu

to embrace an approach — sukopucmoayaamu nidxid



WPP IS BIG WINNER IN COKE’S
GLOBAL CREATIVE REVIEW

Ogilvy, Sra Rushmore and Santo Will Lead Next Big Campaign

Coca-Cola Co. has selected three WPP agencies to lead its next
big global campaign for brand Coke, completing a review that began
in March and involved 10 roster shops. Emerging victorious are
Ogilvy, New York; Sra Rushmore of Madrid; and Santo of Buenos
Aires, the marketer confirmed to Ad Age.

“We set out in this process with the goal of uncovering the best
ideas and marrying those to executional excellence, anticipating that
they may come from different sources,” Coke said in a statement.
“The outcome is that we will be moving forward with a networked
agency approach, partnering with three of the 10 agencies in the initial
stages to create the first round of creative work for Coca-Cola.”

The approach “allows us to harness thinking from some
of the best agency minds in the industry today and see the great
work that comes from collaborating against a common brief
for Coca-Cola” The seven agencies that participated in the review
but did not make the final cut will remain on Coke’s roster and will
“contribute to the final pool of work,” the company stated.

That includes Wieden & Kennedy Portland, which has been
a key agency in the U.S. for Coke. W&K created the ongoing “Open
Happiness” campaign that debuted in 2009 and emerged as a global
platform for most ads. It is possible that “Open Happiness” could
be shelved, although a Coke spokeswoman declined to elaborate
on the timing and details of the new campaign under development
by the three lead shops.

Other shops invited to pitch for the review that began
in late March in Atlanta included David; Dentsu; FCB of South
Africa, Mercado McCann in Buenos Aires; McCann of Madrid
and The Cyranos McCann in Barcelona.
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The review marks the first big agency move under Chief Marketing
Officer Marcos de Quinto, who took over as CMO in January. Mr. De
Quinto, formerly the president of Coca-Cola’s Iberia business unit,
is familiar with Sra Rushmore via his previous post. The agency
worked on a spot called “Benditos Bares”, or “Blessed Bars’, along
with Carat that drew praise across Spain last year.

The ad is an ode to the many cozy, inviting bars that are integral
to both the Spanish culture and economy, as Ad Age reported last
October.

Santo was named Ad Age’s International Agency of the Year
in 2010, soon after Santo won Vodafone’s global creative account.

Santos positioning has always been to work for the world
from Argentina, and Coca-Cola was one of its first clients. One
of Santo’s two partners, Sebastian Wilhelm, moved to Miami last
month and will eventually open a Santo office there because they’re
doing so much work for U.S. clients like Coke, Avon and Diageo.
At this point, Santo’s business is about 60 % international and 40 %
local Argentina accounts, said Maxi Anselmo, Santo’s other partner.

Ogilvy’s inclusion further cements the shop’s status as a favored
Coke agency. The agency is in position to handle some media-
strategy assignments as part of a separate North American media-
agency review that the marketer recently completed.

Coca-Cola Co. selected UM as the lead media agency for North
America, but the company is embracing what it calls a “hybrid
approach” that willinclude handing some media-strategy assignments
to other shops. Ogilvy could be considered along with other shops
such as Spark SMG, an executive told Ad Age last month.

Coca-Cola spent more than $ 406 million on measured
media in the U.S. last year, according to Kantar Media. Spending
is accelerating this year as the company implements a global cost-
cutting program with some savings poured into media.

(Source: htip://adage.com/article/agency-news/
wpp-big-winner-coke-s-global-creative-review/299962/)
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3. Read the text again. Find the words 2. ADVERTISING AND PIRACY

and expressions connected with doing business.
Use them to make five sentences.
1. Do you think advertising on pirate sites is unethical?
4. Work as a group. What is your prediction Why / Why not?
for Coca-Cola brand for the nearest future?

Share your prediction with another group. GO&S

le
5. Work as a group. Make a press conference with \\%‘/
eny® »

Coca~c?la spok?sperso.n. Ask questions al?out their PIRATE UBDATE
strategies of doing business and perspectives.

2. Read the text and find out what can be done
to solve the problem of advertising on pirate sites.
Use the following vocabulary to help with new words.

Vocabulary

to compel (v) — npumywyeamu

to jeopardize (v) — niddasamu pu3suky

to shrink (v) — ckopoyysamu

conventional wisdom — 3doposuti 2ny3d

to swap (v) — o6miHiosamuce

unsavory (adj) — Henpusabnusud

to applaud the efforts — cxeamosamu 3ycunns
legitimate concerns — 3aHENOKOEHHA WOA0 3aKOHHOCMI
to sever ties — po3pusamu 3é'43ku

inadvertent (adj) — HeHaemuUCHUU

to seal of approval — ompumamu exeaneqHa

3. Write three questions to the author before reading
the text. Read the text and find out if your questions are
answered.




168
MARKETERS: STOP ADVERTISING ON PIRATE SITES

A Call to Take the Profit Out of Online Piracy

Dear Major Brands,

Please stop advertising on pirate websites that profit

from stolen creative works. They harm individual creatives
and contribute nothing to the creative economy.

It’s bad for our business, your brand and audiences.

Thank you,

The Creative Community

As a young girl growing up in a small Ohio town, I was inspired
by my early heroine, Della Street, the fictional secretary on TV’s “Perry
Mason”. She didn't suffer fools and brilliantly followed case leads to help
her boss bring bad guys to justice and clear the names of the good guys.

Recently, I became aware of a lead that I, myself, am compelled
to follow. My “Perry Mason” moment: Online piracy is funded
by advertising from major brands.

My own show, “Hannibal, was the fifth most-stolen TV
show during its first season on the air, despite being available for legal
digital streaming the very next day. While I appreciate the enthusiasm
of our fans, as executive producer I am responsible for all production
costs for the show. Piracy directly affects my bottom line, including
the wages for hundreds of cast and crewmembers.

I have been blessed with a successful, 30-plus-year career
in entertainment. During that time, I have seen how the growth
of online piracy directly impacts the economics of creativity. Piracy
jeopardizes the rights of creatives to be compensated for their
work — making it even harder to build a career in a creative field.
It forces companies to either shrink their production budgets
or commit to fewer, less risky projects. And ultimately, it harms
audiences by limiting the types of stories that creatives can tell.
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It's a real lose-lose, unless you are the operator of a pirate site.

The image of “pirates” in conventional wisdom has always
been wrong. Piracy is not just kids in dorm rooms swapping files.
It's a massive, black-market business that is facilitated — albeit
unwittingly — by legitimate, well-respected major brands. Pirate
site operators make money by selling ads or through subscription
payments that are processed by major credit card companies.

A single pirate site can bring in millions of dollars annually,
and because they don’t pay for the distribution rights to films and
TV shows, they can generate profit margins in the range of 86 %
to 93 %. A recent study found that the top 600 pirate sites generated
$209 million from online advertising in a single year.

To be fair, most advertisers are unaware that their ads appear
on pirate sites. The complicated nature of the online ad market has,
until recently, made it extremely difficult to track exactly where
ads are placed. It doesn’t take a marketing genius to recognize
the potential harm to a brand’s reputation, especially when ads can
unintentionally end up on pirate sites or other unsavory sites.

Fortunately, some progress has been made. The American
Association of Advertising Agencies, the Association of National
Advertisers, and the Interactive Advertising Bureau distributed
a statement of best practices that included a recommendation that
digital ad marketing contracts specifically prohibit ads from being
placed on pirate sites. A slew of ad verification services is now
available to help brands keep their good ads off bad sites. And
earlier this year, the same advertising associations launched
the Trustworthy Accountability Group (TAG), whose mission
includes certifying vendors that can effectively limit unwanted ad
placements.

The creative community applauds these efforts, and that’s where
[ come in. I am a proud member of the Leadership Committee
of CreativeFuture, a coalition made up of more than 400 companies
and organizations in creative industries. My colleagues and I
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recently launched a letter-writing campaign directed at major
companies whose ads routinely appear on pirate sites.

Our message to advertisers is simple: One, you have a problem.

Two, solutions are available. Three, we stand ready to applaud those
companies that commit to fixing the problem, but are also prepared
to call out advertisers that are unresponsive to our legitimate
concerns.

Will getting major brands to sever ties with pirate sites putan end
piracy? No. But that’s not exactly the point. Many of the major
global brands receiving these letters are trusted household names
with reputations to protect. Without these brands’ inadvertent “seal
of approval’, pirate sites would look more like what they really are:
criminal operations unworthy of the patronage of legitimate brands
or responsible customers. Without their ad dollars, we can take
the profit out of piracy. That would make Della proud.

(Source: http://adage.com/article/digitalnext/advertisers-profit-piracy/299924/)

4. What do you think the author’s intention is? Why did she
write it?

5. How does the author show her presence in the text? What
tools are used?

6. Write your commentary on the text introducing your
counter-arguments.

Even so,..

That may be so, but...
That’s probably true, but...
Possibly, but...
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3. SOCIAL MEDIA INFLUENCERS

1. What do you know about social media influencers? What
are their functions?

VR

@'m

2. Use the following vocabulary to help with new words.

Vocabulary

disposable (adj) — odHopa3zosut

to reign supreme — 6e3p030inLHo 8onodimu
to bring to the table — gHecrnu caoi nenmy
outlier (n) — crnopoxHiIa

there’s a catch — mym e nacmka

to loosen a grip — nocnabumu x6ameky

3. Ask dialogical questions to the author while reading
the text.

HOW MUCH IS A SOCIAL MEDIA INFLUENCER'S
AUDIENCE REALLY WORTH?

Laundry Service CEO Jason Stein Breaks Down Social Media Economics
Just how much is a social media influencer’s audience worth?

According to Jason Stein, founder of Laundry Service and the second
expert in our Digital Crash Course, it's a lot more than you think.
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“Advertisers pay for people, they pay for audiences, they pay
for eyeballs, they pay for attention, they pay for trust, they pay
for influence,” Mr. Stein said. “And the only way to continue to engage
that audience and retain that audience is to create great content”

“But more importantly, he said, “social media influencers
distribute their own content to their followers. And in a world
of disposable content, audience loyalty reigns supreme.”

“Many influencers are reaching as many, if not more, people than
traditional publishers every single day,” Mr. Stein said. “They got that
reach because they were really good at producing original content that

people wanted with the specific point of view they brought to the table”

Mr. Stein said the average social media influencer makes

in the low six-figure figures whereas the outliers can make millions.

But there’s a catch. He warned that brands looking to engage
an influencer have to loosen their grip on brand messaging. He said
a brand’s influencer should be in the demographic they're trying
to reach and that a brand must understand what resonates with those
influencers rather than tell them what to create or how to make it.

“Authenticity is king on the internet,” Mr. Stein said. “If you
have a big celebrity who cares nothing about a certain product all
the sudden say, ‘Hey, go buy this. That’s what doesn’t work, that’s
what doesn’t make sense.”

4. Which of your questions were asked in the text?

5. Work with a partner. Read the text again and find
vocabulary connected with the job of an influencer.
Compare your vocabulary list with a partner.

6. Write what the role of an influencer is.
Why do brands engage influencers?

7. Write a commentary upon the text.
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4. BECOMING A BETTER CLIENT

1. What relationships should there be between a client and
an agency?

2. A.Read the text and find out information
about client-agency relationships.
Use the following vocabulary to help with new words.

Vocabulary

to brief (v) — nadasamu incmpyxuif

to propel to greatness — npocysamu, ecmu 0o ycnixy
coverup (n) — MackyeaHHa

loafer (n) — nedap

template (n) — mpaghapem

intimidated (adj) — copom’aznusuli

gut reaction — HezaliHa peakyis

to strive (v) — npazrymu

to pick battles — o6upamu, 3a wo 6opomuce

B. Write dialogical questions to the author while reading
the text.



YOUR AGENCY HATES YOU
AND YOU DON'T EVEN KNOW IT

Former Heineken CMO Offers Five Tips for Becoming a Better Client

We've all been there. You have briefed your agency, waited
for what seems like forever, and finally it is the day when you will

see this amazing work that will propel your brand to greatness.

What follows is a big blur and the next thing you know, you are
saying in not so many words, “All of this is crap, go back and give
me some more ideas.”

No matter how charming you are and how nicely you said it ...

I can pretty much guarantee they hate you. And by the way, it’s
probably your fault, not theirs.

I have been fascinated over the years to watch my agency partners
do a fantastic job of appearing to like someone on my team that
they really, really don’t like. It’s their job. And it’s not hard to see
why. Their job is to make work. So they need to find a way to get
to the finish line. Thus, the great cover-up. I have known people
who quit the whole industry over one person.

One person. Please, make sure that person isn’t you.

So like in a good poker game, you are looking for tells, and
sometimes you are going to have to look hard. I am a firm believer
in the fact that everyone who interacts with you is assessing you
and what you will buy. And like buying a pair of shoes, they are
thinking about whether you are a sensible loafer girl or a Converse
girl, and their work will reflect it.

This is hard. Really hard. So while I'll never be sure that my
agencies don't secretly hate me (I have worked with some really
good poker players), here is what I have learned that I think has
helped make me a better client.
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1. Tell your shop your problems

You have asked for their help for a reason, so why would you
pretend you know the answer? They are problem solvers. And
creative problem solvers, which you probably are not. In my
experience, many brand people feel they are failing if they don't
have all the answers. In the boardroom you need to look like you
know your shit. But with your agency team, you should be honest.
And what the heck, why not be totally crazy and actually ask what
they think?

2. Let your shop help you define the brief

You know that no matter what you give the agency, it changes
when the creative team is briefed, right? So don’t worry about
the template, the boxes and all the window dressing. Just get
to the seven to 10 words that the creative team is going to create from.
Sometimes a creative brief is right on strategy but not going to net
good ideas. Look the creatives in the eye like you're Larry David
and make sure they actually like it. The brief for the now famous
“Gorilla” ad for Cadbury chocolate (which grew the business by 8 %,
by the way) was “Make me feel how I do when I'm eating Cadbury
chocolate” And it wasn't even on paper.

3. Get to know your creatives personally

Let’s admit it: Creatives are way cooler than we are. They can
wear shorts to a creative presentation. They probably are part
owners of a craft brewing company. You live in the suburbs and take
your kid to soccer practice. Don't tell me that it doesn't play into
the dynamic of not wanting to tell the cool kids who never talked
to you in high school that you don’t like their idea. I absolutely love
interacting with creatives. I find them genuine, funny and super
talented at something I could never do. If you can get past being
intimidated, you might find the same.



176

4. Tell them what you actually think in the meeting

Make sure you find a way to give creatives clear direction.

I repeat: Clear direction. This means pick a couple of horses early
in the race and don’t make them go back and work on everything.
Figure out if there is a grain of a good idea that may have been
executed wrong. If you don’t have this intuitive sense yourself (you
may not — that's why we don’t work at agencies), find someone
on your team who does and listen to them. I have several times
been in a situation where the most junior person liked an execution
that no one else did, and it ended up being the winner.

Oh, and for God’s sakes, give them your gut reaction. React, laugh,
grimace, anything. Do not give them a prepared polite response.
If you say “I loved No. 3, hated No. 2 and think No. 1 has potential,
they will come over and kiss you. If you don’t know, say it and say
why. Someone once told me the best clients are the ones who, if you
walk into the room, you wouldn't know who was the agency and
who was the client. Strive for that.

5. Pick your battles

Once when I started a new assignment, I learned that one
of the media plans had 45 changes made to it within the previous six
months. Another agency partner told me that someone on my team
sent the agency back 40 times for a few lines of copy for a Facebook
post. Forty times. Probably enough to quit the whole industry, right?

One last piece of advice: Enjoy it. You have the best job
in the world, even if you don't get to wear shorts to work. You are
actually part of creating something. And that’s pretty cool.

(Source: http://adage.com/article/viewpoint-editorial/agency-hates/299532/)

-
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3. Read the text again and define the author’s intention.

4. Work in small groups. Write a list of tips how to be a better
client. Add your own ideas. Compare your list with another

group.

5. Write a commentary upon the text.
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REVIEW
(Unit 2)

1. Translate the following sentences into English.

. AMEpUKAHCbKA KOMITIAHIA BUPIllM/IA HATHATY AeKinbKa

PeKIaMHMX areH1|ii, AKi 3aNponoHyTh HOBI ifel
Ta MOENHAIOTH iX BMKOHAHHA 3 BiIMIHHOI0 po60TOI0
HauKpaumx daxisiis,

. Ti6pumpumit migxin nepenbauae nepeady BUKOHAHHSA

HNEeAKUX 3aBJaHb IHIIMM KOMIIAHIAM, 110 HEe BXOIATh
/10 KOJIa OCHOBHMX ITPEICTaBHUKIB.

. «Koka-Kona» BuTparuna Benmxy cymy rpoiueit Ha pekiamy

B aMePUKaHCHKUX MeINHMX 3aco6ax i nIanye BUTPaTUTH
uie Oisible Ha iHBECTYBAHHA NPOEKTY eKOHOMIl BUTPAT.

. IMipaTcbka gisnpHicTb B ranysi TenebayeHHs

GesrnocepenHbO MKOAUTL BUPOOHUKAM MPOIYKTY,
Hait6i/bIIIe 1ie CTOCYETLCA BUTPAT HA 3apObiTHY NIATHIO
3HiManbHiin KoMaH/Ii.

. IiparcTBo nignae poboTy TBOPYUX IOl PUSUKY

Ta cnpuse a6o ckopoyeHHI0 610/pKeTy BUPOOHMIITBA,
abo BUPOGHULITBY MEHII PUSUKOBAHUX IIPOEKTIB.

. 3a HOBMM 3aKOHOM, ITPABO Ha pekamy OpeHfy nepepbadae

OTPUMAHHA CXBa/IEHHA BiJ| IPeCTABHUKIB caMoro Openjty
3a/I/1s 3aXUCTy WOTO pernyTalil.

. JiopguHa, AKa BI/IMBAE HAa IYMKY ayAUTOPIi It pekmamye

6Gpenp, NOBMHHA ﬁy'm MPeJCTaBHMKOM TOTO NPOMApKy
HACE/IEHHS, V1A AKOro 11 IYMKa € BaroMoio.

. ABTEHTUYHICTb € TOMOBHUM YMHHWKOM YCTIlIHOT peKmammu,
. Pexnamna arenuis sasxgm OLiHIOE K/Ti€HTa

Ta Oro KyniBeabHY CIIPOMOXCHICTb.

10. CrnenianicTu 3 pexiaMu € TBOPYMMM 0COOUCTOCTAMM,

AKI BMiJOTb BUpiLTyBaTi npo6eMu T4 MarTh Ta/JaHT
A0 YOroch, WO € HENOCAMKHUM [T IHIIMX.
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