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The Broken Promise
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"Social media was supposed to usher in a golden
age of branding. But things didn't work out that way."
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Para 2. HistoricalContext}

Why did branded content work well In
the early mass media age?

* “This early form of branded content worked well
because the entertainment media were
oligopolies, so cultural competition was

limited.” (Para 2, 5521])
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In the early days of the mass media age, companies borrowed approaches
from popular entertainment to make their brands famous, using short-form IJ\) EI,‘J}/%
storytelling, songs, and touching characters to win over audiences. This early
form of branded content worked well because the entertainment media were
oligopolies, so cultural competition was limited. Consumer marketing
companies could buy their way to fame by paying to place their brands in this
cultural arena. The rise of new technologies allowed audiences to opt out of
ads — from cable networks to DVRs and then the Internet. Then companies
learned to compete directly with real entertainment. BMW pioneered the
practice of creating short films for the Internet. Soon corporations were hiring
top film directors and pushing for ever-more-amazing special effects. These
pre-social-media digital efforts led companies to believe that if they delivered
Hollywood-level creative at Internet speed, they could gather huge audiences
around their brands.




BMW's short film

The BMW film series, "The Hire" was
a series of eight short films (each
about eight minutes long, on
average) produced for the Internet in
2001 and 2002. A form of branded
content, all eight films featured
popular directors from across the
globe, starred Clive Owen as the
"Driver”, and highlighted the
performance aspects of various
BMW automobiles.
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https://www.youtube.com/watch?v=mrLYQnjzH7w&t=90s

Para. 2 Words & phrases J

Entertainment / entar teInmant/ Oligopoly (n.) ELZEHf

 popular entertainment KA =k . monopolyzLﬁ (—3R) /oligopoly Bk
. . ' | —e I\‘ =
* entertainment industry & k=l (DEILE0

e e.g. The smartphone marketis an
Win over %fﬁ: : i}ﬁ,ﬂﬁ oligopoly dominated by Apple and
Samsung.

—3A = |

« win over audiences/customers {5 Ax/ .
« win sb overwith... B...mmB5%EA o X :optin L_T:ZHJI])\
« optout of ads P&
 opt out of emails IR 7T HE {5




Para. 2 Words & phrases ]

Pioneer / pata'nir/ (v.) F6l; ZRF Lk

* pioneer the practice of... 7 l...BUHE

* pioneer a new approach &R B EFHHE
* be pioneered by... H... & £

e pioneer L AT % 17], FTR"FLIRE"

Creative (n.) 81E1Em; SIEARAZE (AIHAIE)

* the creative (= creative work) €| Z{E &
* E.g. The agency produced award-winning creatives for

the campaign. iz SR RESIHHE T IREZ S E1EMm.

126 7%: visuals (ML 52 4Edm), copy (X R)




Para 3. Social media ]

Crowdculture

e Authentic content
e Created by people

Corporate branding

e Mediocrity: opposite of
art worlds
e Created by staff




Para. 3 Text

But social media has changed everything. |Social media binds together
communities that once were geographically separate, increasing the pace
and intensity of collaboration. Today you will find a flourishing
@—authentic content created by everyday people rather than
by brands—around almost any topic: espresso, Victorian novels,
libertarianism, new urbanism, homeschooling. With a few clicks, you can
jump into the center of any these subcultures, and participants'
interactions move seamlessly among the web, physical spaces, and
traditional media. In YouTube rankings of channels by number of
subscribers, <Corporate brands barely appear> The problem that
companies face is structural, not creative. Big companies organize their
branding efforts as the opposite of art worlds. They excel at coordinating

and executing complex marketing programs around the world but it leads
to mediocrity when it comes to cultural innovation.
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Para. 3 Words & phrases ]

Bind (v.) BX4. #E. FHL - -
e F&HL: bind together, bind Authentic (adj.) E5ERY. A[{SHY

people/communities o FEML: ~ experience, ~ brand, ~ voice
o T X 17 unite, connect, tie together, link e 1 X 17): genuine, real, credible, trustworthy

Flourishing (adj.) g;—ﬁﬂg 8 )-‘QHIE(J o [z M 17): fake, artificial, phony

. >BAESER. FTAENIRS Seamlessly (adj.) Toégith . iz

. ﬁﬁ(?ﬂi thriving, prospering, booming, o &M seamlessly integrate, seamlessly
growing connect

e it X 18): smoothly, fluidly, effortlessly,
continuously




Para. 3 Words & phrases }

Excel at (v.) IEKT

Coordinate (v.)
A ES
Execute (v.)
1T, Xt

Mediocrity (n.)
22 NEJ

e &ML excel at doing sth., excel in a field

e Jr X i7): be good at, be skilled at, be proficient
in, shine at

o $Eifid: ~ efforts/actions/activities

e 1T X 17): organize, arrange, synchronize,
harmonize

e 1&M: ~ a plan/strategy/campaigntg X 1a):
executive{TIE R (adj.) BIEE (n.)

o >IN, IEHRZ EMmR
e 1L X 17): ordinariness, averageness, commonness
e [z X 17): excellence, superiority, distinction




Para. 4 Cultural branding: Chipotle’s example }

Grease the wheels

A%, HW
LI

Greasy (adj.) ;IR AY




Para. 4 Text J

While the rise of crowdculture decreases the impact of |

branded content, it has greased the wheels for an:
alternative approach called<ultural branding>Chipotle !
took advantage of a cultural opportunity when it:
promoted preindustrial food ideology with two short films |
:
|
I

that commented on industrial food, tapping into a
movement that began in the organic-farming subculture.
The films were not particularly original. But they exploded |
on social media because they were myths that captured |
the ideology of the burgeoning preindustrial food

|
@Wdcultu@ |
|

=IO
cultural
branding

e ESLE
Chipotle

+

| ll\L
Crowdculture




Cultural branding: Chipotle’s
example

Para. 4

25 newsroom.chipotle.com/2016-07-06-chipotle-releases-short-film-a-love-story

= Q

Chipotle's first original short film, "Back to the Start,’ was released
in 2011, and followed a farmer’s evolution from small, sustainable
farming to large, industrial farming before going “back to the start”
and returning to farming the way he did it in the beginning. The
film was set to a Willie Nelson remake of Coldplay’s song “The
Scientist.” In 2013, Chipotle released “The Scarecrow,” which
highlighted issues associated with heavily processed food. “The
SCarecrow’ was set to a remake of the song Pure Imagination.
from the 1971 film classic “Willy Wonka and the Chocolate
Factory,” performed by GRAMMY Award®-winning artist Fiona
Apple. In 2014, Chipotle launched “Farmed and Dangerous,” a
four-episode scripted satire series that explored how perceptions
are created in the industrial food sector. Collectively, its
entertainment oriented content programs have won numerous
awards, including the Film Lions Grand Prix and the Branded
Content and Entertainment Lion at the Cannes Lions Festival.

Chipotle "The Scarecrow" Animation



https://www.youtube.com/watch?v=S1zXGWK_knQ&list=RDS1zXGWK_knQ&start_radio=1
https://www.youtube.com/watch?v=Cpp8Xpn7hEo

Para. 4 Words & phrases J

Grease the wheels o > SIiE, LM I T
1%”@*']]‘3:_'/[1—' o 1 X 17 facilitate, smooth the way, make easier

Preindustrial (adj.) e F83K17]: industrial (T MHY), postindustrial (fg MBS HY)
E‘TI&I!H‘T{’E H’\] o I X 1A): pre-modern, traditional, agrarian

Ideology (n.) * ¥2MiC: political ideology, cultural ideology, dominant ideology
,L.J'/\ﬂ:/n_.\ \ ,L’\lu17_|§?f—: e 1L X 17): belief system, philosophy, doctrine, worldview

Tap into e #&i: tap into a market/trend/resource/culture

fﬁl“fﬁ \ J:FZ% \ E%)\ e 1L X 178): access, exploit, utilize, draw on, leverage

Burgeoning (ad).) - > BT KR L
Zi%ﬂ’] \ ,ﬂeﬁ' EI’] o I X i) growing, expanding, flourishing, emerging




Para. 5 Cultural branding: Dove’s example

Dove 2004
Campaign for real

beauty

ads all across America for everyone to
see and love and sharing again

Real Women Show Off Their Skin After Using Dove Body Wash & Beauty
Bar

Dove US s . ,
ad 181 ALTIAE M h 276 GJ A BE v OTH

12R%ME 135w/




Para. 5 Text J

Take the personal care category.has generated tremendous
consumer interest by championing distinctive gender ideologies.

Dove was a mundane, old-fashioned brand that followed the
beauty trends set by fashion houses and media. By the 2000s
feminist critiques of the use of size 0 models began to appear in
traditional and social media. Dove tapped into this emerging
crowdculture and |[nitiated "Campaign for Real Beauty" by
celebrating real women's bodies in all their normal diversity—old,
young, curvy, skinny, short, tall, wrinkled. Women all over the
world pitched in to produce, share, and cheer for images of
bodies that did not conform to the beauty myth.

« £5l: Dove 3%

 Size 0 models




Size 0 model
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170cm, {ANE
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US Size

US Size

EU Size

UK/ AUS

BUST

WAIST

HIP

XS

4
6

32" to 34"
813 - 86.8cm

25" to 27"
63.5-68.5cm

35" to 37"
889-94cm

8
10

34" to 36"
86.8 -91.5cm

27" to 29"
68.5-737cm

37" to 39"
94 -991cm

12
14

36" to 38"
91.5-96.5cm

29" to 31"
7377 -787cm

39" to 41"
991-104.2cm

16
18

38" to 41"
96.5-104 cm

31" to 34"
787 -86.3cm

41" to 44"
104.2 -111.8 cm

20
22

41" to 44"
104 - 1117 cm

34" to 37"
86.3-94cm

4_4“ tO 4 1]
N8 -1M9.4cm

24
26

44" to 47"
M7 -N9.4 cm

37" to 40"
94 -10l.6 cm

47 to 50"
19.4 - 127 cm




Para 5[ Words and phrases ]

Champion (v.)

B #ir

Mundane (adj.)
SERLRY, RS

Critique (v.& n.)
HEE, iR

Initiate (v.)

&g, 5

o }2MiZ: champion a cause/idea/movement
1t X i7]: advocate, support, promote, defend

> BRI X, HERZ 45l
1t X 17): ordinary, commonplace, routine, everyday
[ X i7): extraordinary, exceptional, remarkable

FEML: critique something, offer a critique
1t X 17]: criticize, analyze, evaluate, assess,
review
EHL: initiate a
campaign/project/conversation/change

e 1T X 17): start, begin, launch, trigger, commence




Para 5 Words and phrases

Campaign (n.) /&3], E3Z) Curvy (adj.) BiZk £, FE;

o }2HC: marketing campaign, advertising o >RV HES "ESr EEEHEE
campaign, launch a campaign o it X i7): shapely,, full-figured

e 1t X i7): initiative, drive, movement,
effort

Pitchin (v.) 5. 8 &6k Conform tolE M. &F&

o 3Z{i: pitch in with something, pitch in to o }&HC: conform to
help standards/norms/expectations/rules

o IF N i7): contribute, participate o J&)(@: comply with, adhere to, follow, meet
e 2 X i7): deviate from, rebel against




Para. 6 Summary: shift to crowd

A decade in, companies @re stillstruggling to come ' - EERA:

up with a branding model that works in the chaotic | * Still
world of social media. The big platforms, like " Seemto

Facebooks and YouTubes, call the shots, oespite

May need to
while the vast majority of brands are cultural:

mutes, © mvestlng billions. Companles‘ . {HIES hedging

j
need to shift their focus toward the core of digital langunag:e

power and once again win the battle for cultural . . BEeR T TFECHT,

relevance with the power of the crowd. i ﬁ%u.LEZL%ﬁ
I 7
|




- Words and phrases ]

Chaotic (adj.) JEELAY. FEFFEY

e 2 chaotic situation/environment/market

e 1ff X 17): disorderly, confused, disorganized, turbulent
e [z X i7): orderly, organized, systematic

Call the shotsff{. K =L

o -> 318, BIFERARN

e 1T X 17): be in charge, make decisions, be in control, run the show

Mute (v.) 5#5 .\ JHER (n.) REE (adj.) REAY

e }2M: mute the sound/message/impact

e ir X 17]: silence, quiet, suppress, dampen







- Exploring the text

Scan the text and find the paragraph that gives information about each
of the following statements.

(Para. 3 ) 1 Flourishing crowdcultures in social media.
(Para. 6 ) 2 A shift to the digital power of crowd.

(Para.5 ) 3 Tapping into feminist critiques.
(Para. 2 ) 4 Why mass media digital efforts worked.

(Para.4 ) 5 Preindustrial food crowdculture exploding on social media.

( Para. 1 ) 6 Branding beyond branded content.




- Exploring the text

Decide whether the following statements about the text are true (T) or
false (F).

( T) 1 Companies believed the approaches from popular entertainment
could make their brands famous.

( T) 2Youcan have access to subcultures with a few clicks and
participants’ interactions move across online and offline media.

( F) 3 Companies excel at not only coordinating and executing complex
marketing programs around the world but cultural innovation.

( T)4Dove tapped into an emerging crowdculture and celebrated real
women’s physiques.

( F)5 Companies have shifted their focus toward the real locus of digital
POWEL.




- Exploring the text

Read the text again and answer the following questions.

1 Why was social media supposed to usher in a golden age of branding?

Companies used to believe that social media would allow their
companies to leapfrog traditional media and build relationships directly
with customers. If they made great stories and connected with customers

in real time, they would attract many people.
2 How did social media contribute to the flourishing of subculture?

Social media binds together communities that once were geographically
separate, increasing the pace and intensity of collaboration. With a few
clicks, people can jump into the center of any these subcultures.




~ Exploring the text

Read the text again and answer the following questions.

3 Why did Dove succeed in rebranding?

Dove tapped into an emerging crowdculture, the 2000s
feminist critiques of the use of size 0 models, and
initiated “Campaign for Real Beauty” by celebrating real
women’s bodies in all their normal diversity.







( Read the sentences and find synonyms in the texts for the
underlined words or expressions.

flourishing pioneered hoopla

. The cover picture, the story, and all the bustling activities and
publicity that surrounded it made him a celebrity. (para 1, Text 1)

He claimed he was one of the first that did the medical treatment
which could kill cancer with light and ultrasound. (para 2, Text 1)

3. The company continues its moves toward fashion victory with the
announcement that its Luxury Stores are adding
more developing brands. (para 3, Text 1)




( Read the sentences and find synonyms in the texts for the
underlined words or expressions.

. The cover picture, the story, and all the bustling
activities and publicity that surrounded it made hOOpla
him a celebrity. (para 1, Text 1)

He claimed he was one of the first that did the

medical treatment which could kill cancer with Lpi()neered ‘
light and ultrasound. (para 2, Text 1)

. The company continues its moves toward fashion
victory with the announcement that its Luxury : '
Stores are adding more developing brands. (para 3, ﬂOU rISh | ng
Text 1)




( Read the sentences and find synonyms in the texts for the
underlined words or expressions.

Endeavor navigate

4. If you agree to join the committee, we will try our best to
provide you with all the support you need. (para 2, Text 2)

5. Birds find the right directions by the stars and undertake
voyages as a yearly pilgrimage that would unnerve all but
the stoutest of human hearts. (para 5, Text 2)




( Read the sentences and find synonyms in the texts for the
underlined words or expressions.

. Ifyou agree to join the committee, we

will try our best to provide you with endeavor

all the support you need. (para 2, Text
2)

. Birds find the right directions by the :
stars and undertake voyages as a navigate
yearly pilgrimage that would unnerve
all but the stoutest of human hearts.
(para 5, Text 2)




) Choose one word that best completes each of the
following sentences.

1. He studied both law and medicine, but found his real
career in politics, and at once constituted himself a of
the most advanced opinions.

QChamp@

B. campaign

C. compact

D. channel




) Choose one word that best completes each of the
following sentences.

2. The discussions reached a new level of and by
lunchtime the exchanges were becoming very heated.

A. integrity

@intens@

C. exclusivity

D. extent




) Choose one word that best completes each of the
following sentences.

3. By comparison, if a country has 99 percent of the people
working in agriculture—ifitis __ feeding itself, even with
everyone working at that—then it is living at a subsistence
level, the very definition of poverty.

A. merely

B. only

D. mostly




) Choose one word that best completes each of the
following sentences.

4. The following list represents a few of the top businesses
that can help you align your business plan the local
market.

A. for




) Choose one word that best completes each of the
following sentences.

5. The best works of art are the expression of man’s to
free himself from a difficult condition.

A. stranger

@stru ggle

C. strangle

D. sparkle




Complete the following sentences with the words.

1.

2.

3.

Walking along the path, we appreciated
the_ flourishing bamboo that surrounded

deep green water pools stocked with small Brand
fish.

. . Flourish
The government is launching a

new _Initiative to bring jobs to poor
Areas. Generate

Lateral communication improves Initiate
coordination and problem solving and
fosters employee satisfaction.

coordinate



Complete the following sentences with the words.

4. Older production technologies often
continueto _generateé  toxic wastes Brand
that were not regulated when the
technology was first adopted.

Flourish

. This service will allow clients to include Generate
corporate and __Prand  styles within
their presentations.

Initiate

coordinate
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