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TextA （Introduction to Advertising）
What is advertising?
  Advertising is a process, not a medium in its own right, although it uses different media forms to communicate. Advertising, in its simplest form, is the way in which the vendor or manufacturer of a product communicates with consumers via a medium, or many different media.
  It can be as simple as a “For Sale” card placed on a supermarket notice board:

  The vendor is giving notice that a product is for sale at a given price to people who might be interested in buying it. This harks back to the earliest forms of advertising, when exotic new goods shipped into Europe from the Far East and India (e.g. tea and spices) needed to be brought to the attention of people who had never encountered them before.
  However, even a supermarket notice board might be considered a crowded marketplace as there may be other desks offered for sale, and other advertisements for customers to read. In order to attract a customer’s attention to this particular advertisement, the person offering the desk for sale has to make it eye-catching — perhaps through simple use of color:
  They also have to emphasize the benefits of the product they are offering. There are only two basic benefits that a product has when compared to others of a similar sort. It can be described as being better or cheaper (or both!!):

  They might also add an image of the desk — a picture is worth 1000 words after all — in order to persuade the consumer still further that this desk is the right desk to buy. They might add a headline or slogan to their ad, to announce exactly what it is that is being sold. Thus they have all the basic elements of print advertising: a catchy slogan, an image, and copy text. This advertisement will hopefully fulfill its purpose which is to provide information which might influence someone to buy the desk. It has done this by linking the vendor of the desk to people who are looking to buy a desk. The link appears in the medium of the supermarket notice board, and the vendor pays the owner of the medium to place it there. The vendor has chosen this medium because the kind of people who buy the kind of desk advertised read advertisements on supermarket notice boards.
Therefore advertising is
A message from vendor/manufacturers to consumers

Intended to give information which will influence consumer’s choice

Aimed at a known audience

Paid for

Advertising as Branding
  Most advertising today is about communicating the complex range of messages about a product known as branding. A brand is a product or range of products that has a set of values associated with it that are easily recognized by the consumer. A brand is distinguished immediately by its name and/or a symbol (e.g. the Nike swoosh, the Adidas three stripes). Brand Identity is created by using the following elements
1. Brand Essence — a way of summing up the significance of the brand to stockholders and consumers alike of the brand in one simple sentence
2. Brand Slogan — a public way of identifying the brand for consumers — often associated with a logo
3. Brand Personality — marketers can describe their brand as though it were a person, with likes and dislikes and certain behavior

4. Brand Values — what does it stand for/against?
5. Brand Appearance — what does it look/sound/taste like?

6. Brand Heritage — how long has it been around? Does it have customers who have been loyal to it for many years?

7. Emotional Benefits — how it avoids/reduces pain or increases pleasure
8. Hard Benefits — Bigger? Better? Cheaper? Washes whiter?

As consumers, we tend to be more familiar with a whole brand, as opposed to individual products. The process of advertising allows us to associate values with products that may not have a real connection to them — for instance, Nike has always selected rebellious athletes to promote its shoes, the “bad boys” of basketball, tennis & football, and therefore the Nike brand has connotations of rebelliousness, of doing whatever it takes to win.
Advertising as Institution
  Advertising is also a media institution, which means it is an industry with its own way of doing things, its own channels of communication, and its own key personnel who carry out skilled tasks. It is bound by its own regulations, and penalizes those who break those regulations. It also has a number of award-giving bodies, and it rewards good work, as judged by peers. Advertising companies are known as agencies, and they produce and distribute advertising material on behalf of their clients, the manufacturers or service providers. 
Advertising as Part of Our Culture
  If you look around you, you will find your world filled with advertising — on huge billboards in the streets, on the pages of magazines, between the tracks played on the radio, on the walls of the subway, on the pages of Internet sites, at the bottom of e-mails, on the backs of cinema tickets, on the shirts of football players. It seems that any surface that will hold still long enough to be read is considered a potential advertising medium. The fact that there is so much advertising out there means that it is part of our daily cultural experience — it’s almost impossible to avoid it. Therefore the study of advertising is not just about WHAT manufacturers say to consumers, but about HOW it is said. Advertisements can have an influence far beyond a simple message about a product. Advertisements can introduce characters to the public imagination, make icons out of actors, have everyone repeating a catchphrase (“Wassup” anyone?), get audiences arguing over plot points or waiting for the next installment, and generate news stories. Advertisements often take on a cultural life of their own, and occupy space in the media beyond that which has been paid for. This, of course, is great for the advertisers!
  This Adidas, featuring David Beckham, made headlines as the largest ever piece of outdoor advertising in the UK, possibly the world, in May 2002. Fort Dunlop is a Birmingham landmark, and can be seen from the M6 (which is often completely jammed with traffic) although it was claimed that the ad could be seen from up to a mile away on a clear day. The ad itself was larger than a football pitch, with the image of Beckham’s face measuring 20m*20m. As well as having a huge impact on the local environment, the ad generated press coverage around the world on account of its size.
  As well as being part of the news agenda, advertisements are a reflection of a society’s wants and needs at any particular point in time. They so, through the way that they represent gender, age, wealth, success, happiness, etc., provide excellent material for historians and sociologists researching social attitudes of an era or a culture at a particular point in time. Advertising reflects the values of a society — all the things that people want to have or to be — and can be used as a measure of dominant hopes and fears. Our own appearance-obsessed culture will provide plenty of fruit for future investigation. The Wallis ads shown (from a campaign entitled “Dressed to Kill”) tell us a lot about attitudes to women — from both a male and a female perspective — and the power of sexuality in our society.
  Imagine you have just arrived from another planet, and these are the materials you are given to draw your first conclusions about the human race. Indentify the main a) hopes and b) fears of this species. Explain why you have come to those conclusions.

Advertising Makes The World Go Round
  The messages relayed through advertising may range from the straightforward (“Buy this now — it’s cheaper!”) to the subtle (“Buy this now — it will make you attractive to the opposite sex!”) but they all cost money to put “out there”. A lot of money. The giants of the corporate world (Nike, Coca-Cola, Proctor & Gamble) all pour millions of dollars into advertising on an annual basis. They want their messages to be heard, and as a by-product of all this, they support financially the media through which we hear or see their messages. Without advertising there would be no television except re-runs, magazines would be thin, colorless and prohibitively expensive, and many Internet sites would not be able to afford their server space. When big companies cut down their advertising budget (as happened after 9/11) the effects are keenly felt by the media which rely very heavily on revenue from selling advertising space. The money simply stops coming in and the economic effects are drastic: some magazines fold, TV stations slash original programming, and dot-com companies crash out of existence. This is worth remembering next time you complain about the way a movie on TV is broken up by commercial breaks: if those commercial breaks weren’t there you wouldn’t have any local news story coverage.
  Therefore the study of advertising is essential for a Media Studies student. As well as analyzing form and content, you need to understand how advertising allows other media to exist, and how it generates cultural identity. A world without advertising would be a very different place to the one that we know.
Text A（ 广告概述）
什么是广告？

尽管它运用不同形式的媒介来实现信息的交流与传递，但广告本身并非是权限内的一种媒介，而是一个过程。广告，产品的制造商或者买家，通过一个或多个不同形式的媒介，用最简单的方式完成与受众交流的一种途径。
它可以非常简单，简单到只是超市门前布告栏里的一个写有产品出售信息的卡片。
卖家针对有兴趣购买其商品的人们给出商品的交易价格。这不禁使人回想起最早的广告形式，那时当新奇的货物（例如茶和香料）漂洋过海，从远东和印度运送到欧洲时，需要引起那些与它们从未谋面的人们的注意。
然而，即便是超市里的一个布告栏也是炙手可热的地方，因为也许会有其它的课桌在报价销售又或者有 其它的广告信息提供给受众。为了把受众的注意力吸引到这个特别的广告上来，课桌的销售商不得不使其引人注目，也许仅仅是通过一些简单的色彩应用就能达到目的。
销售商们还不得不向受众强调他们提供的产品有什么比较优势，与其他同类产品的比较中可以得出两大最基本的优势：物美、价廉。（或者两者兼备）
为了更有力的说服受众他们提供的课桌就是受众最正确的选择，销售商们有时也会在广告中增加课桌的图像——毕竟百闻不如一见。为了准确的告知顾客到底是什么东西正在出售，卖家会为他们的广告加上大字标题或者广告语。这样他们就具备了印刷广告的所有基本要素：一则让人难忘的广告语，一个参考图片以及广告文本。这侧广告很有希望去达到它提供信息的初衷，这些信息很可能会影响到受众的购买。它建立了课桌销售商与顾客之间的联系。这种联系具体体现在超市的布告板，销售商为了把布告板放在那里，需要支付给媒介所有者一定的费用，销售商之所以会选择这种媒介，是因为想要购买这种课桌的人们都是在那里获取信息的。
因此广是
卖主/制造商传递给目标受众的一则短讯，其目的是把能够影响顾客购买行为的信息提供出来，让顾客深入的了解其产品及服务，并最终产生购买。
广告作为品牌
现如今大多数广告都是在传递商品作为一个品牌被人们所识别的复杂的信息。品牌是指和一组价值联系在一起的一种产品或一系列产品，而且这组价值可以被消费者轻易识别。一种品牌能通过它的名称和标识迅速被识别。品牌识别是通过以下要素完成的。
品牌释义—用一个简单句向股东和消费者总结阐述品牌的意义。
品牌标语—一种消费者识别品牌的公共方式—经常与商标同时出现
品牌拟人化—市场销售人员可以把他们的品牌描述成一个有着自己爱好和厌恶的具体的人，当然还包括他的举止行为。
品牌价值—它崇尚的是什么，反对的是什么。
品牌形象—它看起来/听起来/尝起来是什么样子的
品牌遗产—它存在多长时间了？它拥有忠实于它很多年的顾客吗？
情感利益—它怎样避免/减少疼痛或者增加快乐。
硬性利益—更大？更好？更便宜？洗的更加净白？
作为消费者，我们渐渐地是对整个品牌更加熟悉而并非是孤立的产品。广告贯彻的整个过程让我们体会到产品和价值之间的联系，这种联系可能并不是真实的，而是虚构出来的——举个例子，耐克总是请那些反叛的有个性的运动员来代言它的鞋子，比如那些玩篮球、网球和足球的“坏男孩儿”，因此耐克这个品牌就有了”无论做什么它都能带你走向成功”这样反叛的内涵。
广告作为机构
    广告业也是一种媒体机构，该行业有自身的行事方式，交流渠道以及执行技术性任务工作的重要员工。它建立在自己的规章制度下以及违反了这些规章制度所要受到的处罚。它也有一系列的奖励机制，通过同事的审核，好的工作表现会得到奖励。广告公司也称为代理商，他们代表客户、生产商或服务商制作和发布广告材料。
如果你注意观察身边的生活，你会发现你的世界里从来不缺乏广告——在街上巨大的广告牌上面，在杂志中，广播节目中，在地铁的墙上，网站上，电子邮件的底部，电影票的背面，足球运动员的衬衫。似乎任何能够容纳足够的阅读空间平面都被视为潜在广告媒体。事实证明太多的广告在那里充斥着我们的生活，这意味着它是我们日常文化中的一部分——它几乎是不可避免的。因此，学习广告不只是关于制造商对顾客说什么，更重要的是怎么去说。广告的影响远远超出了一条简单的产品信息。广告能为公众的想象力推出一些人物、制造出明星偶像，让人人都照着说“最近怎么样”的流行话语，让观众为某些情节点而争论或者等待电视剧的下一集，以及创造出新的故事。广告通常会呈现出她们自己的文化，在媒体中占据的空间往往比他们所支付的要多得多，毋庸置疑，这多广告主是大有裨益的。
2002年3月份，这个有着大卫贝克汉姆特写的阿迪达斯广告作为英国最大的户外广告登上了新闻的头版头条，很有可能它也是世界最大的。Fort Dunlop是伯明翰的地标式建筑，在M6公路上都能看到它。尽管有关人员宣称在晴朗的天气下广告的能见度达到了一英里。这个广告的本身远远大于一个标准的足球场，仅仅是贝克汉姆脸部特写的部分尺寸就达到了20米*20米。由于对当地环境有巨大的影响，这个广告的尺寸在世界范围内饱受争议，并被世界各地的新闻媒体争相报道。
而且作为向新闻日程的一部分，广告能及时的反映出社会某些特殊的需求点。通过它们展现性别、年龄、财富、成功、幸福等，广告也能及时的在社会民众态度方面为历史学家和社会学家提供良好的素材，当然这些素材只适用于某个时代或者某个特殊的文化点。广告能反映出社会的价值（所有人们想拥有的东西和想成为什么样的人）而且广告可以作为和衡量主流希望与焦虑的标准。我们特有的对外表着迷的文化为未来的调查提供了丰富的成果。Wallis服装的系列广告展示通过对男性和女性的透视分析，告诉了我们许多关于对女人的态度和当今社会性的力量。
想像一下你刚刚从另一个星球而来，这里是你已经拥有的材料。现在你需要根据这些材料得出你的第一个关于人类的结论。判断这个种族的主流是a.充满希望  b.忧虑担忧，解释一下你是怎么得出那些结论的。
广告让世界转动
信息通过广告转播出来是在简单直白（立即购买—更便宜）和微妙（立即购买—它会让你的另一半被你吸引）范围之间的。但是它们都是需要花费才能被展示出来。一笔不小的花费。各个行业巨头（耐克、可口可乐、宝洁公司）都会把成百万美元的广告投入作为年度计划的基础。他们希望自己所要传达的信息被受众真切的接收到，而且作为这一切的副产品，他们需要在财力上给予那些被我们关注的媒体以大力地支持。如果没有广告那么出演播外可能没有电视节目的存在，杂志将会“瘦身”，缺乏色彩并且价格高的负担不起，许多网站可能承担不起他们所占服务空间所需要的费用。当大型公司开始削减他们的广告费用，受其波及最大的无疑是那些对销售广告空间有极大依赖性的媒体。没有经济收入，经济受到猛烈的冲击：有些杂志停业，电视台不得不削减常规的节目，网络泡沫公司不复存在。值得记住的是，下次当你抱怨电视上的电影由于广告间断期被迫暂停时，不要忘了如果没有广告间断期你将得不到任何当地新闻报道。
因此对于一个学习传媒的学生来说，广告的学习是必不可少的。通过分析表格和内容，你需要清楚广告是怎样让其它媒体生存的，还有它是怎样产生文化识别的。总之，没有广告的世界将是一个我们难以想象的模样。
Text B （Sales Promotion）
  Sales promotion includes several communications activities that attempt to provide added value or incentives to consumers, wholesales, retailers, or other organizational customers to stimulate immediate sales. These efforts can attempt to stimulate product interest, trial, or purchase. Example of devices used in sales promotion include coupons, samples, premiums, point-of-purchase (POP) displays, contests, rebates, and sweepstakes. There are two basic sales promotion strategies: Push and Pull.
  A push strategy involves convincing trade intermediary channel members to “push” the product through the distribution channels to the ultimate consumer via promotions and personal selling efforts. The company promotes the product through a reseller who in turn promotes it to yet another reseller or the final consumer. Trade-promotion objectives are to persuade retailers or wholesalers to carry a brand, give a brand shelf space, promote a brand in advertising, and/or push a brand to final consumers. Typical tactics employed in push strategy are: allowance, buy-back guarantees, free trials, contests, specialty advertising items, discounts, displays, and premiums.
  A good example of  “push” selling is mobile phones, where the major handset manufacturers such as Nokia promote their products via retailers such as Carphone Warehouse. Personal selling and trade promotions are often the most effective promotional tools for companies such as Nokia — for example offering subsidies on the handsets to encourage retailers to sell higher volumes.

  A push strategy tries to sell directly to the consumer, bypassing other distribution channels (e.g. selling insurance or holidays directly). With this type of strategy, consumer promotions and advertising are the most likely promotional tools.
  A pull strategy attempts to get consumers to “pull” the product from the manufacturer through the marketing channel. The company focuses its marketing communications efforts on consumers in the hope that it stimulates interest and demand for the product at the end-user level. This strategy is often employed if distributors are reluctant to carry a product because it gets as many consumers as possible to go to retail outlets and request the product, thus pulling it through the channel. Consumer-promotion objective are to entice consumers to try a new product, lure customers away from competitors’ products, get consumers to “load up” on a mature product, hold and reward loyal customers, and build consumer relationships.
  If the strategy is successful, consumers will ask their retailers for the product, the retailers will ask the wholesalers, and the wholesalers will ask the producers.

  A good example of a pull is the heavy advertising and promotion of children’s toy — mainly on television. Consider the BBC promotional campaign for its new pre-school program — the Fimbles. Aimed at two to four-year-olds, 130 episodes of Fimbles have been made and are featured everyday on digital children’s channel CBeebies and BBC2.
  As part of the promotional campaign, the BBC has agreed a deal with toy maker Fisher-Price to market products based on the show, which it hopes will emulate the popularity of the Tweenies. Under the terms of the deal, Fisher-Price will develop, manufacture and distribute a range of Fimbles products including soft, plastic and electronic learning toys for the UK and Ireland. In 2001, BBC Worldwide (the commercial division of the BBC) achieved sales of ￡ 90m from its children’s brands and properties last year. The demand created from broadcasting of the Fimbles and a major advertising campaign is likely to “pull” demand from children and encourage retailers to stock Fimbles toys in the stores for Christmas 2002.
  Typical tactics employed in pull strategy are: samples, coupons, cash refunds and rebates, premiums, advertising specialties, loyalty programs/patronage rewards, contests, sweepstakes, games, and point-of-purchase (POP) displays.
Text B （销售促进）
促销活动包括几个交流环节，是试图为消费者，批发商，零售商或者其他组织的客户提供增值服务或者奖励从而刺激销售的行为。这些努力可以刺激消费者对产品产生兴趣引发购买。促销活动中可运用的电子设备包括优惠劵、试用品、赠品，（购买点）POP显示器，回扣，抽奖活动。有两个基本的促销策略：推和拉。
推动策略包括使用最终消费者接触方式和个人销售的努力通过分销渠道将产品推销出去。公司经销的产品通过一个转卖商，转卖商反过来促进它另一个转卖商或最终消费者。促进贸易的目标是说服零售商或批发商引进一个品牌，给这个品牌货架空间，在广告方面提升一个品牌，将这个品牌推向给最终消费者。典型的战术用于推动策略包括：津贴，回购保证，免费试用，竞赛，专业的广告项目，折扣，显示器，和赠品。

一个很好的推动销售例子是手机的售卖，如诺基亚的主要手机制造商推广他们的产品是通过零售商，如Carphone Warehouse公司。对诺基亚这样的公司个人销售和贸易优惠往往是最有效的途径，例如给手机提供补贴以鼓励零售商来售卖更高数量。

推动战略试图将产品直接销售给消费者，绕过其他分销渠道（如直接假日销售）。使用这种类型的策略，消费者促销和广告是最可能增进的工具。

一个上拉的策略，制造商试图通过销售渠道将产品拉向消费者一方。公司对消费者的关注在于使用营销传播的方式希望可以刺激终端消费者对产品的兴趣和欲望。运用这种上拉的策略的情况往往是在在经销商不愿意引进某产品，原因是尽可能多的消费者会去零售店购得该产品。消费者推广策略的目标是吸引消费者去尝试一个新产品,吸引顾客离开竞争者的产品,让消费者消费成熟的产品，掌握并奖励忠实的客户,来建立消费者关系。
如果上拉的策略是成功的，那么消费者会向零售商所购该产品，零售商进而向批发商购得该产品，批发商会向生产方购得。

拉动策略的一个很好的例子就是主要在电视上通过大量的广告和促销来宣传儿童玩具。想想英国广播公司为其新的学前教育方案—芬宝而进行的促销活动。针对2到4岁儿童，130集的芬宝每天在儿童数字频道CBeebies和BBC2播放。

作为宣传活动的一部分，英国广播公司已经同意玩具制造商Fisher-Price（费雪）在它的节目中宣传产品，以此希望赶上Tweenies的声望。在这种交易条件下，费雪为英国和爱尔兰开发、制造和分销一系列包括软、塑料、电子学习玩具的芬宝产品。2001年，英国广播公司全球（BBC的商业部门）去年从儿童品牌和道具中实现销售额达90英镑的成就。从芬宝的广播节目和主要的广告活动中创造需求是很有可能在儿童中拉动需求和刺激零售商为2002年的圣诞引进芬宝玩具在店中。

在拉动战略中的典型的战术是：样品，优惠券，现金退款和回扣，赠品，广告特性，忠诚度/惠顾奖励，竞赛，抽奖，游戏，购买点（POP）的显示器。

Text C （Expo Shanghai 2010）
World Expositions are galleries of human inspirations and thoughts. Since 1851 when the Great Exhibition of Industries of All Nations was held in London, the World Expositions have attained increasing prominence as grand events for economic, scientific, technological and cultural exchanges, serving as an important platform for displaying historical experience, exchanging innovative ideas, demonstrating esprit de corps and looking to the future. 
With a long civilization, China favors international exchange and loves world peace. China owes its successful bid for the World Exposition in 2010 to the international community's support for and confidence in its reform and opening-up. The Exposition will be the first registered World Exposition in a developing country, which gives expression to the expectations the world's people place on China's future development. 
So what will Expo 2010 Shanghai China deliver to the world? There is no doubt the Chinese people will ,present to the world a successful, splendid and unforgettable exposition. 

Expo 2010 Shanghai China will be a great event to explore the full potential of urban life in the 21st century and a significant period in urban evolution. Fifty-five percent of the world population is expected to live in cities by the year 2010. The prospect of future urban life, a subject of global interest, concerns all nations, developed or less developed, and their people. Being the first World Exposition on the theme of city, Exposition 2010 will attract governments and people from across the world, focusing on the theme "Better City, Better Life." For its 184 days, participants will display urban civilization to the full extent, exchange their experiences of urban development, disseminate advanced notions on cities and explore new approaches to human habitat, lifestyle and working conditions in the new century. They will learn how to create an eco-friendly society and maintain the sustainable development of human beings. 
Expo 2010 Shanghai China will centre on innovation and interaction. Innovation is the soul, while cultural interaction is an important mission of the World Expositions. In the new era, Expo 2010 Shanghai China will contribute to human-centered development, scientific and technological innovation, cultural diversity and win-win cooperation for a better future, thus composing a melody with the key notes of highlighting innovation and interaction in the new century. 
Expo 2010 Shanghai China will also be a grand international gathering. On the one hand, we shall endeavor to attract about 200 nations and international organizations to take part in the exhibition as well as 70 million visitors from home and abroad, ensuring the widest possible participation in the history of the World Expositions. On the other hand, we will put Expo 2010 Shanghai China in a global perspective and do our best to encourage the participation and gain the understanding and support of various countries and peoples, in order to turn Expo 2010 Shanghai China into a happy reunion of people from all over the world. 
In addition, Expo 2010 Shanghai China will offer a wonderful opportunity for cross-culture dialogues. Before the conclusion of the Exposition, a "Shanghai Declaration" will be issued. This declaration, hopefully a milestone in the history of the World Expositions, will epitomize the insights to be offered by the participants and embody people's ideas for future cooperation and development and extensive common aspirations, thereby leaving a rich spiritual legacy of urban development to people throughout the world. 
The Chinese Government will go to great lengths to make Expo 2010 Shanghai China a special event that carries on traditions and opens a new vista into the future. Our motto is: "Keeping in mind the next 60 years' development while preparing for the six months' Exposition." We count on the continuing attention, support and participation of all the peace-loving countries. 
Text C （2010年上海世界博览会）
世界博览会是人类灵感和思想。自从1851年万国工业博览会在伦敦举行以来，世界博览会作为经济、科技、技术和文化交流的盛事，地位越来越突出，并为展示历史经验、交流创新观点、示范团队精神以及展望未来提供了重要的平台。
中国有着悠久文明,支持国际交流和热爱世界和平。中国把成功申办2010年世博会归功于国际社会的支持以及他们对中开放的信心。本届博览会将会是在发展中国家第一个被注册的世界博览会，它表达世界人民对中国未来发展的一个期望。

所以2010的中国上海世博会将会带给世界什么？毫无疑问的是中国人民将呈现给世界一个成功的，华丽的、令人难忘的博览会。

2010中国上海世博会将会是一大盛事来探索21世纪城市化生活的全部潜能和城市演化的重要意义。直到2010年百分之五十五的世界人口将居住在城市。对未来的城市生活的展望，是全球关注的话题，事关所有国家和人民，无论发达国家或欠发达国家。作为第一个以城市为主题的世界博览会，2010年博览会围绕主题“更好的城市，更好的生活”将吸引来自世界各地的政府和人民。为其184天，与会者将充分展示城市文明，交流城市发展经验，传播先进城市发展理念和探索新世纪人类居住地，生活方式和工作条件的新渠道。他们将学会如何创造一个生态友好型社会，保持人类的可持续发展。

2010中国上海世博会将以创新与互动为中心。创新是灵魂，而文化交流是世博会的一项重要任务。在新世纪里，为了更美好的未来，2010年中国上海世博会将促进人类发展、科技创新、文化多样化和双赢合作，从而谱写一曲强调创新与互动的旋律。

2010中国上海世博会也将是一个重大的国际会议。一方面，我们要努力吸引大约200个国家和国际组织参加展览，以及7000万名来自海内外的游客，确保是在世博会历史中有最高的参与性。另一方面，我们将把2010中国上海世博会放在一个全球视野，尽最大努力鼓励参与并且获得各个国家和人民的的理解支持，以便把2010年中国上海世博会变成一个世界各人民欢乐团聚的盛会。

此外,中国2010年上海世博会将给跨文化对话的一个绝好的机会。世博会结束之前，“上海宣言”将发行。这个声明有希望是世界博览会发展史上的一个里程碑，它集中体现了参与者和人们对于未来合作发展有着广泛的共同渴望的思想，从而给世界各国人民留下一个关于城市发展的丰富的精神遗产。

中国政府会尽全力用中国传统使2010中国上海世博会成为一个重大特殊事件，打开一个新境界进入未来。我们的格言是“着手6个月，着眼60年的发展”。我们期望与所有爱好和平的国家互相持续关注、支持积极合作。

