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To avoid these problems of translation, most V,}'\

advertising companies are now beginningto *

write completely new ads .
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In writing new ads, global advertisers consider the

different styles of communication in different countries .
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In some cultures, the meaning of an advertisement is

usually found in the exact words that are used to describe

the product and explain why it is better than the

competition .
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This is true in such countries as the United States, Britain,
and Germany . But in other cultures, such as Japan’s, \’M’)
the message more on situations and feelings than 392
it does on words .
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For this reason, the goal of many TV commercials in Japan
will be to show how good people feel at party or other social
situation .
The commercial will not say that a product is better than
others.
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Instead, its goal will be to create a positive mood or byy}\

feeling about the product . ’M\.’B\
18 8 s gl (bl @1 0a GBI (2 LB (1S g ¢ el (Y
Zeiiall

Global advertisers must also consider differences in laws
and customs . For instance, certain countries will not allow
TV commercials for children’s products on any day of the
week .
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In some parts of the word, it is forbidden to show dogs on
television or certain types of clothing, such as jeans.
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The global advertising who does not understand such laws
and customs will have problems .
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1- Some conutries do not allow ------------- ads for children’s products.
A- newspaper
B- magazine
C-TV
D- radio

2- Ads that show a group of people sharing good feelings are often
successful in ----------—----————- :

A-Germany

B- Malaysia

C- Britain

D- Japan



