Multiple choice

a. You are going to read an artide

about young people and
advertising.

Before you read, in pairs discuss
the following.

¢ What sort of advertisemens
interest you? Do you have any
favourite ads?

e How do advertisers try 10 ;
persuade us? Can you thank ;‘-‘_

any adverts which make use of

the following techniques?

e celebnties e GOW SOGENS

e music (‘ingles’) ® soence

e repetition © humour

e mystery © sLapnse © Wil

@ Now read the artide. For
questions 1-6, choose the answer
(A, B, C or D) which you think fits
best according to the text

1 Research shows that, comparsgd wath
the previous generation, young peogie
today are
A Dbetter informed
B more woridiy-wise
C less perceptve
D more sensitive

2 Advertisements aimed at the pressat
young generation
A are technologically sophsticatad
B are making use of old techmgues
C are becoming more subtie
D are using a vanety of new techmoues
3 Young people seem to beliewe Shar
costly advertising
A means the product & probebiy
overpnced
B makes no difference to the
DODUaN Ty OF TV DrDoACS
C  goes not msore Cconsurer confidEnee
D 5 the mark of 2 good quality produes

4 According to Stuart Anmon, ourgsEs
today pay more attention to am adkert
A if its message & immediztsly cheous

B if it gives them something to thimk

on of today’s youngsters as media-
could hardly be further from the

urn witty advertising into an endangered
a Day reports.

nstead, this generation of keen consumers

The youth of today are cynical, media-savvy, seen it all,
done it all, wouldn't-be-seen-dead-in-the-T-shirt types who
appreciate only the most achingly trendy adverts, TV sh_ows
and magannes, right? Wrong: that was the last generation.

Today's youngsters don't ‘get’ clever ads, are not in the 3
least suspecious of commercials, don't know the difference
between newspapers” political Stances. , or TV channels, and
they dom't mand admitting it. In short, they are not half as
media, marketing and advertising literate as we might have
hought. according 1o new research commissioned by five 10

medi2 groups.

#s 2 result media companies and advertisers are going back
0 Dasics Jo @eSE the interest of 15- to 24-year-olds with
WEiaet Wmpact messages, plain product pictures, bigger
posiers,  ammoying jingles, celebrity endorsements and 1%
FEpeSiwe ads. Today's youth are a far cry from today’s
whirty somethings who grew up as commercially-naive kids.

Mow 2 Wetme of MTV, the Internet, dawn-till-dusk
stwemsmg and PlaySwation gaming has created a
@Eneration so wsed 10 being bombarded with fast-turnover 20
M they filter it instantly without paying much
SEESSEm 0 s meaning. “This is a generation of
W consumers,” according to Stuart Armon,
WEnsamg divector of the company that conducted research
‘&Mﬂs of the nation’s youth. “Previous generations 25
WSS Sispicous of advertising, they might have liked ads,
bur ﬂ!y Wwouldn‘t necessarily buy the product. But this
@=meration has been consuming since they were born. They
SN see any reason to be suspicious, ” says Armon.

By

Ome young panellist in the focus group research embodied 30
s amnude: “If the advert is good, you think their product

il he goctfe because the more they can spend on
-Iﬁutmg~ - 1€ more money they are obviously getting for
ther Product.” Armon says the trend has become more
PRGN over the seven years that the continuous

Waoking study has been running, but has reached a peak in
the lasest round of interviews with 600 youngsters.




