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By the end of this section, students will be able to:

Understand why and how advertising persuades people into purchasing a product or service;

Analyse the writing techniques of the article;

Find out the techniques used in their favorite advertisements;

Explain their attitude towards advertising tailored to individual customers’ needs.
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(1)What is the feature of memorable
slogans?
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(2)What is a “brand
ambassador”?And why do they use
“brand ambassador”?
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(3)What types of mass media use
product placement?
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(1) What is the difference between
advertising in the past and in the
future?
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(2) What is the author’s attitude

towards advertising?
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