reading bank
From joke to cake

5 Find wordls or phrases in the arficle that

 ogoressive Marke
b To advertise’ fh
¢ To highlight the impaoct of imoge’ on a
product

3 Llook at the advertising ideas mentioned

in the article. Then put them in the comect
order from cldest to most recent.

a alarge coke

b it really s a Skodo

< highlighting the cars’ abilifies

d custorners with a problem

Answer the questions,

1 How did people regard the Skoda in the
198057

2 What two factors coused this opinion to
change?

3 What can be the danger of o company
using ‘aggressive marketing'?

4 What hove been the esulfs of the
rarketing campaign?

match the following definifions.

1 fo emphasize sth or moke it mone
noficeable (paragraph 1)

2 coused sth to develop or be produced
{paragraph 2)

3 very comfortable; expensive and of good
quality (paragraph 4)

4 fo start to do sth new or difficult
{parograph 5)

5 to remain valid even when fested,
examinad closely, efc. {paragraph 5)

6 to move to the side of the road in order to

stop or let sth poss (paragraph &)

7 to put pecple or things together,
especially in order to show a controst
or a new relationship cetween them
{paragraph 7}

8 be the mest surpnsing (or annoying) thing
that hos happened ar fhat sb has done
(paragroph &)

Over to you

In what ways Is advertising cars diffenrent
than adwvertising any other kind of product?

What kind of car do you drive? What does
that 'say’ about you, and do you care?
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From joke to cake

1 One ofthe golden tules of
advertising has always been not to
mention the disadvantages of your
product. Advertising campaigns

need a pn\ul\'\z 5p1n - jccentuate the
positives, atd
that was Befare Skoda came J|u|l__.

2 Skoda has probably had one of the
problems in the history
af r\urkuung 'Ih-lnks 1o its cheap

liability in the
19805, the Skoda spawned a s
of jokes and even now there 2
websites dedicared to the Skoda joke
such as: ‘How do you double the price
of a Skoda? Throw a Euro in it Even
its maume seéems 1o mock itself - in
Czech doda literally means “shame’,
and b fe shoda translates into English
a5 "I a pity’,

TiES

3 So how has thiz ‘joke’ become one
of the success stories of the noughties,
becoming the third bestselling brand
in Germany and the UK, and winning
Car of the Year 20077 The answet is
an aggressive advertising campaign
that met the image problems head on,
breaking all the rales of conventional
advertising 4s it went,

4 The first step {n the mransformation
wasthe ‘It's a Skoda, honest' series of
adverts, The most memorable showed
an employee at the Skoda factory
purtting the Skoda badge on finished
wvehicles, When a new batch of plush
cars come along, the empioyee
baclk thinking there’s no way th
be Skodas, but of course they are

5 Addressing an image
such a [orchright way is a high-ris
straregy but one which Skoda felt
was worth the gamble. As imdustry
specialist Gideon Riley explains:
*If you're going to embark on an

problem in

k

Glossary

mock 1< no Espact forsi

advertising campaign that challenges
the normal f the indusiry,
product that will

you have to haw

would challenge the old perception
of their product and surprise a

good many people. OFcourse, they
were now being built to Germsin
specifications, having become part of
the Volkswagen group in 1991,

6 Skoda didn't stop there - their
next campaign featured & man being
taken for a test drive in & Skoda
When the showroom employee pulls
ower to let the ustomer drive the car
for hims e customer runs ofl
into the woods. ‘The slogan was 'It's
a Skoda, which is still a problem for
somme”

7 since then they have changed
divection a little buf still emphiasiz
the surprising nature of their cars: One
achvert claims that we all copy each

ad - ericourages us o be different
, while a
npatgn hardly featured the
1~ inone, a huge gyminast

the noughties (BIE) fhe years fram 2000 o 2009

jumbles - performs derobatics on the foor

astounding 2o surprising fhat it is @iffieul 0 beleue
o plece of cake. (informal) o thing fotis ey eosyjo-do

tumbles on a mat, and in another &
James Bond-style secretary: dramn
jumps onto a moving tain in the
pouring rain, trying o locate her

bioss who has forgorten an important
document, The slogans ‘'Big and agile
= you don't sew that very often’ and
‘Practical and exciting - you don't see
thii very often’ juxtapose the qualities
af their cars,

cally

8 Skada's latest acvert, though.

might just take the bisouir’ - or more
precisely-the cake, It features a life-sized
cake version of the new Skoda Fabia
The cake took four days and sixieen
peaple to b bt the final effect i
astouading “This is Skoda moving away
from its image problems and making
eyve-catching adverts that have had
workers gossiping during their coffes
Dbreaks for the last few years.” explains
Riley *and their marketing people have
wrked wonders, Cher 37,000 people
have wisited the Fabia website 1o see
the ¢lip®

Q So just how doyou overcome an
image problem? Well ... it's a piece
of cake




