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Objectives: After completing this assignment, the student will be
ableto

1. discuss the advantages and disadvantages of the medium of
radio:
2. name three ways an advertiser may use radio time: and

3. explainthe difference between spot radio and spot
commercials.

= name: 2ok 25}  spot: specific position as in a sequence;
spot radio: A Bk
spot commercials: Z2E0A1ZE OHH &5l &HZD
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Fadio

When Marconi transmitted his first wireless message
in 1895, he initiated the electronic age of
communication. By 1923, there were two million
radios in use. People were fascinated with hearing
lectures, music, news, and sports events as they
happened. Commercialization accompanied this
growth. The growth of radio continued throughout the
1920= and 1930s.

= initigtel A|ZFEHCE A WG Hbegin: originate! introduce)

fascinate:IlZTICH happen 2@ §HCHiake place: ocour)
accompanied SYsICE 20i6iCL E6iCKattend. convoy, escort)
go along with

Radio (A=, 405 & =)

During the Depression and World War I, radio was
one of the most important communications media in
the country. Many people kept their radios on all day
and night to hear the latest war news. In the early
1950= televizion was introduced to the public. Badio
suffered, but it did survive! Radio took advantage of
what it had to offer, adapted 1o the changing times,
and went local instead of national. Today, network
radio plavs a secondary role to that of local radio.
+ kept onHl&sH A ~5HCH sufferr DEE ZFACHundergo, feel pain)
take advantage of ~= EESHICHmake use of explait)
adapted to:~0 WECL, BEsil sllKmake suitable to; adjust fit)




Radio (A=, 408 2 &)

The growth of radio has continued despite television. In 1945,
there werefewerthan 1,000 radio stations in the entire countrny.
Now there are 4,500 commerrcia AM stations and 2,900 Fi
stations. In 1967, over 260 million radios wemre in use. Today98.6
percent of all U,5. homes have at least one set, with the average
being 5.5 sats perhome, and most automobiles have radios.
Radio reaches nine out of everyten people in this country every
we ek, These figures showthe strength of the medium of radio.
= despitel of 2| 21 Sl F2{(~Hl< = *5l1Y in spite of)

AM: F1ZH F(amplitude modulation)

Fid: 1= E (frequency modulation)
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m

Advantage of the Medium (2tC] 2OiA2l 2D

tMany have =said that radio is the most personal
medium. Listeners come to identify with certain
stations or personalities. |deas can be presented
rapidly and in good continuity. Listeners hear a radio
voice on a one-to-one basis. Radio uses sound
effects in which the listener's imagination is involved.
A listener can actually see the "door” open or the
"something” behind the doaor.

= identify with: SEZE =N 2HIZE 20T
one-to-one 12 2 S HIF2 2§ (personal medium It 2 &5)
be involved in: 2H0 SHCE 02} 5HCH



Advantage of the Medium (A=, I1E Fak &)

Another advantage of radio is that the voice of the
announcer can make the copywriter's message come
to life. The voice can make the listener take action,
stop, listen, or be convinced, The announcer may
make listeners feel that they are being spoken to
personally. The announcer may also address the
listener as one of a group. Good copy is just as
important a= a good announcer. When the two are
combined, the seling potential is great.
= come to life: ¥ 522 T CHrevival reanimation)

be convinced: ZA AIZICH

as important as~: ~92 £ g 5t

Advantage of the Medium (=, $1F F &)

Radio also offers the advertiser the advantages of
audience selection and low cost. There are 8,600
commercial radio stations, but only 730 commercial
TV station=s. When radio went local in order 1o
compete with televizion, many =mall stations were
created to appeal directly to specialized groups.
Today, for example, some stations (directed at the
teenage market) play all rock music.

+ offer: Ql £25HKprovidel give) compete with: ~2F 235HC}
created: ZVE 5|0 2 Y% CHset established)
{ ) 2ol which are?t ¥ =E, = 9F°) station2S 0= =
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Advantage of the Medium (A=, 1E [ = 5hH

There are all country—western mu=sic stations, farm-
ranch news stations, and ethnic appeal stations.
Mostradio stations specialize, meaning that they
produce a program for a narrow audience.,
Advertisers may choose the station that will best
reach their market of potential consumers. Radio also
has a low cost-per-thousand figure, Radio reaches
more people at a lower cost than many of the other
media.
= country-westernmusic: A2 S2| M28% famm-ranch: =&
ethnic: (210 S, E3t. 213)0=0| IZAEEO
cost-per-thousand: #' ™2 HIE (cost per mille: CPR)

Advantage of the Medium (1=, 41F Fah)

The lower cost-per-thousand makes a radio very
valuable medium for the advertiser with a low
advertising budaget, Radio is also a very flexible
medium. Copy for a radio commercial is usually given
to the radio station several days before broadcast.
The advertiser can, however, make changes in the
mes=age just minutes before it goes on the air.
Changes of this type are possible with televizion, but
they are more difficult to make.
= valuable: 2Fx] 2! =({precious’ useful <>worthless)

with: who has2 25 (~2 214D 2 =)

goeson the air: W& sHCHbroadcast)



Advantage of the Medium (=, 41 245

With televizion, printed ads are almost impossible to
change after the deadline for the adverti=sement has
passed. Radio is also flexible geographically.
Advertisers may determine where they think the
market iz best, then use radio stations that broadcast
only 1o those areas. They do not have to cover a
large section of the nation in order to reach the
market.

= with:~%2} Z', G 2 f {together with)
flexiblet FHEL ZSH U=
section: 29, 3225 A9

Advantage of the Medium (HIZ, 41ZE 2351

tobility i= another advantage of the medium. Radios
go everywhere, Transistor radios may be taken to
stores, on camping trips, to a football game, or
anywhere listeners want. Radio is a unigue
advertising medium in_that people can listen to it
while doing other things. A person (who is engaged
in some activity, such as studving, painting the
house, or working in the vard), can be reached by
radio.
+ unigue £ Eat, 293#single solitang incomparablel peerless)
in that: §LESIM({since because) while! when they are

is engaged in: ~Hl 2§ 2 st 20 sHC K be involved with)




Disadvantages of the Medium (2tC]=0OiA2l &)

One of the main limitations of radio is its short-lived
guality. After an advertising me==sage is broadcast, it
i= gone, There is nothing to reinforce the selling
message unless it is rebroadcast, The advertisement
is not available for reference or rereading, as it would
be in a print medium.

= limitation : A%t 2 (resrictions confinement boundary, border)
reinforce. Z5teiCh E2teICH sirengthen; augment: increase)
reference’ # 1, M2(note; citation considerations concemn)

Disadvantages of the Medium (42 & 4

The radic advertiser also faces the problem of
audience fragmentation. Mostradio users can
choose from ten or more stations. The advertiser may
have to use many radio stations to cover a particular
market. Badio stations themselves must compete for
their audiences, so advertisers must make their

media selections carefully.

= face: ('™ ot &'H 61 confront)
fragmentation THY, I =8t (segmentations disintegratiort
collapse break down disunified)
compete! B35



Using Radio Time (2tC] =2 AlZfCHel Z &)

once an advertizer decides to buy radio time, it must
be decided how to use it. Basically, advertisers hawve
three choices — network radio, national spot radio, or
local radio. If the advertiser's products are widely
distributed, the advertiser would probably use either
network radio or national spot radio. In nefwark radio,
the advertiser would broadcast the programs and
commercials from a studio over a number of affiliated
stations.
= probably: 0HOHE {perhaps maybe; possibly)

networkraoio. H = ehC] 29

affiliated: 82§ MF={dose assodated: connected: attached)

Using Radio Time (2tCl2 AlZICH2| &, 42, F &)

In nafional scof radio, the advertizer would broadcast
the programs and commercialz from specific
individual sections in selected market areas. A
business person whose distribution is limited to one
area — for example, aretailer —would probably u=e
focal radio. The retailer would broadcast the program
and commercials over a radio station located within
the market area.

= pational spot radic AEO # }] L 2@ S ean o 2=z 42 =2
over. ~M| 2l3ll A, ~= Sl A{by means of: through)
jocalradic: X|9 elC] 224&



Using RBadio Time (A=, 42%, #t 5h)

In making decizion=s about radio time, it is important
to understand the difference between spot
commercials (spot announcements) and spot radio.
Spot radio concemns geography, and spot
commercials concern time. In spot radio, the
geography or locations of individual stations are the
important things to consider. A commercial broadcast
over spot radio may be long or short — time i=s not a
factor.
= spot radio: X 2l 28
concem:2HA S 20t 2HH oK care! womy: touch: involve)
spot commercialss 2D AIZFMHOl 5l 31

Using Radio Time (Hl%, 42, 2 &0

The advertiser uses spot radio to cover a geographical area with
the advertising message. The advertiser should visualize a map
of the market area and think of the best ways of reachthe
potential buyers when considering spot radio. In contrast, spot
commercials deal with time. They are advertising messages of
one minute or lessthat arebroadcast without sponsoring a
program. Thetime purchased is the important factor, not the
location of the broadcast. Spot commercials may make use of
eithernetwork or spot radio.
= visudize: A2E16i0L #4842 22CHform a mental image of)
potential: 2R, 2H5H0] YA =(possible: latent. capacity)
conirast: Ao, (i=q{differentiate; distinguish)
deal with: C12C0, 242 2Hlireat: handle be concemed with)
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