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€. Pair work: Work with your partner to discuss the questions.
I'd like to sﬂveéﬂ@i&fqraﬁlpp;f . .. . ited by law in many
1 hope to save mspaufm to them.
1 need some room for dumplings.
E. Pair/Group work: Work with your partner(s) to order dishes according to the e .
following situations. and service;
1. Suppose you are treating a foreign exchange student to a Chinese dinner. Select six dishes
from the menu. Briefly give reasons (such as price, taste and unique Chinese cuisine) for
your choices. J
perators.
partner.
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1. G(Maxwell House) 2. E(Sony) 3. D(Rossini) 4. A(Nokia) 5. B(Nike)
6. C(Ricoh) 7. I(Levi’s) 8. H(Nikon) 9. F(Jaguar)

B. Six people are talking about advertisements. Listen and fill in the blanks with
the missing words. Then discuss the questions. .

1. Nowadays, we can see many advertisements. Some people say they’re just a waste.
However, sometimes I like to watch just the ads. They are so funny.
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2. Some commercials are created so professionally that they become a piece of TV art.

Unfurtunately , that is a rare situation. ‘

not the ad itself that is annoymg, it’s the frequency of the ads.

Cammerclals are an important part of the TV business. As I understand it, TV survives thanks

. W advemgmg

5. I think that we are bombarded with too many ads, especially on TV. When you want to watch

~ amovie, you are interrupted every five minutes. It is so boring.

6. In my op: nitm, advemsements are part of our economic system. We can’t do without them.
. ne rclafé can mform you of a new product which you wouldn’t know about otherwise.

Script

Henry: Good morning, Laura. How are you today?

Laura: Good morning, sir. I'm well, thank you.

Henry: Great. What'’s the status of our advertising campaign?

Laura: As I mentioned before, a national campaign will start next month. We’ve decided to

use a variety of media for full coverage.
Henry: What’s the plan?
Laura: First, we’ll have spots on television once a day for three weeks. At the same time,

we’ll do radio commercials three times a day in selected cities with large

populations. Finally, we’ll have some outdoor ads using billboards.

Henry; That’s OK. But remember to use the billboards that are near the main entrances to
big cities. And how long are those ads? »

Laura: The radio commercial will be 15 seconds long, and the one for TV will be about half
a minute.

Henry: What style will the ads be?

Laura: We’'ll show how convenient and efficient our software is. We’ll also show everyone

there’re versions that will meet different needs.

Henry : Sounds like an ideal approach. Will we have a new slogan?

Laura: Definitely. The advertising agency’s working on that right now. They’ll have some
proposals ready by the end of the week.
Henry: Sounds like we’ll have a winner on our hands! It is great to have an assistant

like you!



Advertisement-

A. Watch the video clip and choose the best answer to each question you hear.
1. What are the two people talking about?
A) An efficient advertiser.
B) The results of advertising.
C) Kinds of advertising.
D) Interesting advertisements.
2. Which medium is NOT mentioned by the woman?
A) Television.
B) Radio.
C) Billboards.
D) Newspapers.
3. How long will the TV commercial be?
A) 5 seconds.
B) 15 seconds.
C) 30 seconds.
D) one minute.
4. What seems to be the relationship between the man and the woman?
A) Manager-employee.
B) Customer-secretary.
C) Father-daughter.
D) Brother-sister.

B. Watch the video clip again and identify the main idea of the conversation by
completing the blanks.

The company is to launch a national advertising campaign next month to promote sales of
their software. A staff member Laura tells her superior Henry the various kinds of media she is
going to use, which include spots on television, radio commercials, and billboards, which,

according to Henry, should be placed near the main entrances to big cities. Laura also mentions

the lengths for a radio commercial and a TV commercial. She intends to show that their software

not only is convenient and efficient, but also will meet different needs. Henry is therefore

confident that they will have a winner on their hands!

C. (Omitted)

D. In the following box of substitution expressions, tick those you heard in the
conversation. Memorize all the expressions in the box. Then make a new
conversation with your partner by using any of the expressions. You don’t have.
to repeat all the details in the original conversation.

(As an additional exercise after the students have ticked the expressions they heard and
before they make a new conversation, the teacher can display the incomplete conversation in the
courseware on the screen and give the students directions such as:

Directions: Look at the incomplete conversation on the screen and work in pairs to orally
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complete the conversation using any of the substitution expressions. )

Substitution Expressions

a national campaign will start _
a nationwide movement will be launched
a country-wide campaign kicks off

send out radio commercials
broadcast radio spots

do radio commercials

outdour ads wﬂl be’ {

wmﬂboards wﬂl feamre”

We’ll show how convenient and efficient our software is.
We’ll demonstrate our software is very convenient and efficient.
They’ll show the convenience and efficiency of our software.

’ Seems a perfect method
’ Sounds like an ideal approach.
Strikes one as the opumum technique.

( Omitted)

.Conversation 2

Have you ever noticed that these days you find all kinds of leaflets in your mailbox?

- Susan: Yes. And catalogues, too.
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_ | Jane: I always wonder if it costs a lot to make them.

Susan; It does, actually. But by using this direct-mail advertising, the company can expect

a high response rate, which is good for their products.

Jane: You see, there’re also billboards, posters and neon signs everywhere. Most of them
are really good.
Susan: We call it outdoor advertising. Actually, you just mentioned two ways of advertising

in terms of medium.
Jane; Well, what other kinds of media are there?

Susan: Quite a few. For example, newspapers have always been an important advertising

medium because they are closely related to people’s lives.

' Jane: I did know that. There’s classified advertising such as “ Help Wanted” and “Houses
for Sale”.

Susan: Yes. But that’s just a part of it. Newspaper advertisements include printed inserts,

display advertising and public notices.
Jane: That’s amazing. I didn’t know that.
' Susan: Magazines can also be used as an ad medium. Advertisements in prestigious

magazines can help the advertised products win a good reputation.

A. Watch the video clip and mark the statements you hear T (true) or F (false).

“‘ 1. Direct mail advertisements are expensive, but the advertiser may get a lot of replies.
fjlfj 2. Neon signs attract more people than catalogues.
{ﬁ 3. Newspapers are important for advertising because they are important in people’s lives.

Eﬂ 4. Ads in a prestigious magazine are often more effective than those in a newspaper.

B. Watch the video clip again and complete the table with the information you
hear.

Advertising media | Examples More details
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( Omitted )

D. In the following box of substitution expressions, tick those you heard in the
conversation. Memorize all the expressions in the box. Then make a new
conversation with your partner by using any of the expressions. You don’t have
to repeat all the details in the original conversation.

( As an additional exercise after the students have ticked the expressions they heard and
before they make a new conversation, the teacher can display the incomplete conversation in the
courseware on the screen and give the students directions such as:

Directions: Look at the incomplete conversation on the screen and work in pairs to orally

complete the conversation using any of the substitution expressions. )

Substitution Expressions

I don’t know if it is expensive to produce the'mf -
I always wonder if it costs a lot to make thm :

two of the media modes
two styles of media
two ways of advertising in terms of medium

E. Debate

Topic: Are you for or against advertisements?
. Procedure: A
. 1. Students are divided into groups of four.




Advertisement

" 2. Within each group the students are divided into an affirmative and a negative team.
. | 3. The two speakers of each team brainstorm to formulate their points of view.
| 4. The two teams have a debate.
5. One group is invited to debate in front of the class.
Directions: If the students don’t have enough ideas, the teacher can display on the screen
; the following words and phrases concerned with the advantages and disadvantages of

%@ advertisements. Students may also add points of view to the lists.
Affirmative :
e Information about a product to facilitate buying

e Sales promotion

e Money for TV to help it survive

e Money to help many events (e. g. sports)

e Some TV commercials are interesting

. o Some commercials are artistic

Negative :

e Wasting money and resources

e Encouraging unnecessary buying

Frequent TV commercials interrupting a movie; annoying

Ugly outdoor advertisements ruining the environment

Poor people feeling bad if unable to buy the advertised product

Script ‘

Susan: Mom, I’ve heard the term “business advertising” , but 'm not sure I understand
what it means. Can you tell me something about it?

Nancy: Well, broadly speaking, it can mean any kind of ads concerning business.

Susan ;_' In a narrow sense?

Nancy : In a narrow sense, it is a kind of ad classified by target audience.

Susan; That surprises me. What about the television, radio, newspaper, or magazine ads?

! | Nancy: They’re also classified by target audience, but most of them are consumer

: advertisements.

. Susan: Do you mean they are directed at the ultimate consumer?

| Nancy: Yes‘! Or at the person who will buy the product for someone else.

| Susan: Isee. A commercial for dog food on the television is aimed at the purchaser, not the

consumer of the product.

Nancy: Exactly, my dear. An advertisement for Coca-Cola may be aimed at both the

purchaser and the consumer.

Susan: Well, it seems to me that “real” business advertising is invisible.
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Nancy: That makes sense. The majority of advertising you see appears in mass consumer
media. Business advertising, on the other hand, tends to be concentrated in
specialized business publications or professional journals.

Susan: I see. Thanks, Mom.

A. Listen to the conversation and choose the best answer to each question you

C.

~ hear.

What does the mother say about “business advertising” ?

A) It is usually published in a newspaper.

B) It is usually published in a popular magazine.

C) It is classified according to different types of audience.
D) It is classified according to the sales volumes.

- Which of the following is NOT mentioned in the conversation as a medium for advertising

consumer products?

A) A professional journal.

B) A newspaper.

C) Television.

D) A magazine.

When the daughter mentions a commercial for dog food, what does she think about it?
A) Tt targets at the consumer rather than the buyer.

B) It targets at the buyer rather than the consumer.
C) It targets at both the consumer and the buyer.

D) It targets at neither the consumer nor the buyer.

Why does the mother give the example of “Coca-Cola” ?
A) To give an example of business advertising.

B) To give an example of specialized advertising.

C) To give an example that is different from dog food.
D) To give an example that is the same as dog food.

. Listen to the conversation again and answer the questions by completing the

blanks.
What does “business advertising” mean in the narrow sense?
— It means  a kind of ad classified by target audience

What is true of the television, radio, newspaper, or magazine ads?

— They’re also classified by target audience,, but __most of them are consumer advertisements

Why is the “real” business advertising invisible?

— Because business advertising tends to be concentrated _in specialized business publications

or professional journals

(Omitted )
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Passage 1

A. Compound Dictation )
Advertising has become a specialized activity. In today’s business world, ('S1) supply is
usually greater than demand. There is competition between manufacturers of the same kind of
product to ( S2) persuade customers to choose their brand. They always have to remind their
customers (83 ) of the name and qualities of their products by advertising. The (S4) manufacturer
advertises in newspapers and on radio. He employs (SS) salesgirls to distribute samples of his
product. He advertises on the Internet. He has advertisements ( S6) inserted into television
programs. Manufacturers often spend ( S7)huge sums of money on advertising. The average cost
of producing 30-second TV commercials is $500,000. (S8) The cost of broadcasting it varies

with the time and program. To place it on a popular program like American Idol will cost

$780,000. Thirty seconds on that great American football event, the Super Bowl, goes for
$2. 5 million.

(S9) We buy a particular product because we think it is the best. We think so because the
advertisements say so. People often don’t ask themselves if the ads are telling the truth when they

buy advertised products. Many shoppers depend on the Federal Trade Commission’s laws against
false advertising. They should exercise their own judgment as well. (S10) They should be
prepared to decide whether an advertisement like this is true or not: “ Today’s delicious, pure

Pepsi Cola — the wholesome, light refreshment. ”

Other possible answers for S8 — S10.

( S8 ) The cost of broadcasting it changes according to the time and program.

( S9 ) We buy certain products for we believe them to be the best.

(S10) They ought to get ready to determine if such an advertisement is true or not.

B. (Omitted)

Passage 2

Script
(Male) Correspondent: Excuse me, I’'m a correspondent with the Commercial

Housewife: How have TV commercials influenced me? I think everybody is influenced
by them, and I'm no exception. On every channel, we can watch the same commercial
many times, and in the end, we begin to think about it. Is it good or bad? Is it cheap or




