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Unitl B4RS 4 3

) ST A 75 4 5 P R 95 AR ok i)
P4 UOEZ s, el “..is guaranteed” FRIFBIMERIARZE, FXPEHEIEE
S8, REARRN, WL AT R I ) R

3. When Sir Henry Royce died in 1933 the monogram RR was changed from red to black. 7E¥
A« DR 1933 FEHAH S, 4R “RR” MIAREMNERIMAEZR K EE. the monogram
RR #£ Rolls-Royce I FRHA .

4, A& I K E A1 . W coach-work, gear-shift, shock-absorbers, coffee-making 2545 .

#1d] (compound) HPNEE ZAMMLEAR, HA—FHEERE. HAETERE

Fidl, AZEELZHME, RAMERGHEE, ANXEANTERE. RREO, &
FAEIR 4 2, BOMAERT T s S8 R RS . HHNESHRNGRE.

A +n. Top quality
N. +a Brand-new
A. + v-ing fresh-tesing

Adv. + v-ing  best-selling
Adv. +v-ed carefully-selected
A. + infinite easy-to-dress

5. The Rolls-Royce is a very safe car—and also a very lively car. 73R —K LMW
B4, [ — RS DB . safe — A B RN EA BAREFR N TR Z2H
F, ZIFEBRRBEREAHH, UAFEIGERIEIMN. REBNERENMENAREALS,
BT LB IR AR ANE B RA BRI H AR AE, Al eaiF.

6. IEH| (Bentley) #4:, R4 FFHEMBMHFERNT /RE « FHIG AR FIEMN, Mgt
Rolis-Royce H i flLs,
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LW R TSR BIRE B “7ERIE 60 SEELRT, H7 57 7 MBI 4 1 e K
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3. MRS EHME, FHRLR KK R 18 5.

4. PRI BN T AL FLSIRZER B S0 3E R . (E TERAEN. AHERERAFNL.
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Innovation is everywhere.You can feel it in the textured ridges and the balance of the Sensor
razor.You appreciate it in the easy loading system and the convenient shaving organizer.

Even rinsing is innovative, the new blades are 50% narrower than any others—allowing water
flow freely around and through them, for effortless cleaning and rinsing. All these Sensor technologies
combine to give your individual face a personalized shave—the closest, smoothest, safest, most
comfortable.

The best shave a man can get—Gillette.

Section Il FEEHRE

b gy
PR E BSOS A E R R )

I E CRAVERFE R UAT DR —#5r. BI3C8 (2005: 17) KK, | ERCANE T “0p
WA A, T B E AR AR PR T AR B S . (AR R R
ERA MM, HEZ RS SRORENRXIT. ) SRERTS, %
H)" S AN EER: Am. B, WK, 73 S ENARm S, —WsEEmR
HRE—. BESHEE: 8. EX. 0%, =, FHESHE: WER. mE%.

MTREABFEM, ACEREFE SPEFER. AN, dTFPREXEE AR
IR SHRE, HITER LR AERKNES, MACHE EIHETGE & IS0k S R ]
B R )

—. X&EEFR

BEE AT LAGSRIE S I RIEBR, ERIRGIRER. SUREHM. | EX—CEEH B TR
i FE R T KR AL B R SCARIL =&, SRHEMEN. REFNERTFREGRRE
HREIE, By SRR B BAHX . BT ENBRERE TIE. MThee Ea—RhRiEHT,
B E T X E B LT LR

1. b (figure of speech)

Eemy 353 B RS I Y R, (BB URFR LN, JLHMERR A TR NS B, M
i B FTIRZIER.

i an— AR BE) % : Featherwater: light as a feather. 1% “VEPRFAFIREE: HWMmE” UL
WELMIREZ 5, BERIFMOEHEBER.

ffEbln: To spread your wings in Asia share our vantage point. JANEI R TRIMIEIF:, %
ARXUE WA S . ATEh: EWMBIFENIGE, RRAT—ER GEE.,

2. #IA (personification)

NS TFEAARYERT AR ES S, R, bR &P T 0. .

The world smiles with Reader’s Digest.

CEEF D At N RUR .
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R ARSI, EHt RILETTZ, BERN T iLEEHFHEEH &L, EHEIH)
2tk AR WK M R A F T .

TS AR

Arthritis discriminates against women. <7 & B LM

X MBI L Ext X REROAMN) & FRA T B A BRAE, EATRE B,
SR AL A8 T IX — AN ZR, EIREBE RS K i R, AT 51 R AT X X — 50 B
l?.l .

3. X{{f# C(antithesis)

ELEHAR. MK, BR—BUN B LRGSR FIRFERR AN B, FHX—B#HF
%, REEBIMGRIE FRH, HERRIMTRIANS.

o

Once tasted, always loved. —H %2, BZ &4,

Double delicious, double your pleasure. X{E 3k, X E .

DL BB AR T X RRI SR, ARSI RN, Bkt B, BREREFNE
PR -

4. ftt (parallelism)

A BSGHXK. BB HA UL RA SR T I P ARR O HELE . HEEEA)RE
R, MRiE SRS W

Designed with a computer. Silenced by a laser. Built by a robot.

wENLE, BOLHE, HlLEsAHE.

B — W& .

We’ll tell you the odds before they are out. We’ll publish what other publications dare not. We’ll
give you inside information you won’t find anywhere else.

BATERERURR KRG R BAVERENAABURRKI AT BAVEL B 1 H 7 4%
ANE ) A I B

5. WK (pun)

It’s for your lifetime. ¥R AZ4EHKIEELR .

KR—WFER & X lifetime BEAREAEBIZ “—4” HER, RAFRGFHZK,
X5 FRATGE— BRI (time) A EM A .

P 40— W BE R R )

I’m More satisfied.

WER R REEME . 5 P More AU BE/RFHNER, E5 “more” (EH)
WE, A EXCR. MEET, hXXMBEAEFTERMOKR, KETXEBER.

6. ¥ (rhyme)

TERED YR EECEH TR . ERSGETEAERR, FEAE,. 8.

A& LT Ep:

Hi-Fi, Hi-Fun, Hi-Fashion, only from Sony.

ERE, AR, mEE, HRERE.

A Mars a day keeps you work, rest and play.

BH-HRHBKGRE N, TEBR, RRER.
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—. #FEEN

NBETE 45 BSOS SRR, B HESNERAR, RAESEBOMES. NEEHT
AR BURRE, MAMEBERT, RS LR SRS R WORDGE. BRI
B, EHHTHN SR R N AZE R FREARN: AR, W, FE. A3 i,
Sid.

J=F 3

AR IS, EAIE (target language) BEH REWEZMRIATRMAEEXIRELR,
FEREEARAETERENESHER. FXMLHRBETEANETEZENRN. 1f
M RS RENE R O BTSRRI RNS FHEEE OB PR R NESE M
AR, XA REEEB T HI. MEXIXAER, XEHRE TR AR MR FE L
k.

G

AERfR 5 3R SO MR IR AR RSO SRR, X2 ERTIRERE. R %
JECHfE BEFEXHETHERSRIIES . HiRNGERBLARTRE RN HHR. L, ¥F
SCHER R SRR A .

Vit

Ry ¥ A F5 B SO R AT REF R 2R A SC AR R IR CR T e 2 MG B X RCHIAEE B4
AFEFENERIEIMRA RS NZ K 2, RN &M EERA. 4. EiEmILs)iaE
SER AR MRS, WREEFEENERE, RkEFEHEE “&7.

*+z)

R EE N S MR T RS R, MERECAESR, it AT,

471k

SRR FR IR SO AR G BT R

4id

Sy c T M ()3 SO Y RESS 7R 0 H PR F E AR, [R) I Bh B i L A8 3
HTEARS.

R THGET SRR OB S . SAMEEERNE, AR IEN S EH
Al S 00 g% S SR ) . RE R Z g R S I AE A

A sxzm
A AT B

B REES, BIORAChREs, &R B AIE S B RN, ASF RS
WA RES FER R, 7 E#FH2EBRER RS, AL “EH%
A7, X CERRRT 2B RERRT. FRERAME RS, UBTAEZRRRE, ¥
Wiy A B A A 4T

ARSHE T ARTE S #ATACPR, B ERERKEHERRA TR FL. FF
i E S E R B EHA S IE B, T SRS ERERRR.
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Y NZAIR, IXFEIR S B R B AR -

B2, T SO 22 5 A RO B AR PRk, ) A TR R R SRR M T 5
(IR QS (PR 175h P A=k P ¥ LIRSV PR L A D g Sy age sl LIk 3
Wi BRI B, BERE S REE TAEE AR

b rEmE

b BEI A

£33 (4#) Sprite kA, AKL %% (R%%9iE) Idle A&
B K (4#) Robust 2449 HeX AR (4445 ) Younger £ F4249
AF)%& (4% ) Goldlion £¥#F £%3F (A3HK) Meadowgold 2¥ 3,
&) £ (4442 ) Smart FiH6Y fit % ($) Nike BA) A

AFpkiE (£ 2 ) Safeguard 474 #z4% (A474%) Giant EA

WM EH (F2) Nice £4F4% # %)L (&K ) Chanel

EAE (B47%) Incline £ & %4 (B A. E#) Johnson
i@ (4TF L) Stone &k B ¥ A (44t ) L'Oreal

KA (R Tide #A # A+ (F%&) Rolex

FE (BHE) Raid £&, M FEA (RERS) Kentucky
#|ME (%% K) Rejoice K& #3 (3% ) Benz

3+7F (EAK) Luxury $14% 5% B3 (B A%%E) HITACHI

Z 4 (442 ) Virtue £7% BFTHR (4AH) Pepsi Cola
APk (R ) Sunland X faib T e R (4£#}) Coca Cola
AiBR (JEA4H) Super 44K s Bt & (4#) WHISKY

At (A ) Talent A

/B E B
. Good to the last drop. HH&EAK, BRI, (GEHTEIRIHE
Obey your thirst. JRMRIKIEE. (FE)
The new digital era. EH5H . (RSB
We lead. Others copy. A1, AR (FEEEEIHL)
Impossible made possible. f## ANATHEAE A ATRE. (AEREFTEIHL)
Take time to indulge. JENFZESZIE ! (4 Eyk#Es)
The relentless pursuit of perfection. A#IEKEFE . (F EERH4)
Poetry in motion, dancing close to me. ZhA&MIWF, MFEIEE. (FEHEE)
Come to where the flavour is marlboro country. Yl M2 ¥i—— Rt 7. (TEHREFH)
0. Tome, the past is black and white, but the future is always color.
MEME, SEFRET: AR, HEHLEES. (FFRFE
11. Justdoit. REEM. (Nwizzh)
12. Ask formore. ¥ MR . (HHMITH)

=00 N U AW =
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4) Challenge the Limits. (SAMSUNG)

5) Life is a journey. Travel it well. (United Airlines)

6) We’re Siemens. We can do that. (Siemens)

7) Ask for more! (Pepsi-cola)

8) Every time a good time (McDonald’s)

9) We care to provide service above and beyond the call of duty. (UPS)
10) Connecting People (Nokia)

2. BEELLT) A
1) LRTER ISR TG, HlkE, MECIRIEE, BMWHTEEEFRERE, KRRBRE, . H
NG BRI R B S A MR I A dr )R BS, AR AR ERIRR, R RET, Rt
YK, RRZIF, SRRIPIMERE, IERE.
2) “FEHR” NIERCEFARRL B, MCTREA, BB, S E, AT 4, WIUEE.
3) “HiE” MELL
bR AR CEE” MAERAZ, RGBT LSRR ORI R . A R PR, TR
Fify, FEEE B K RS, BT aa iR, MO, R, SN
RASF4r, 523 E AMY 2% f R FIR .
4) What’s in a name?
It sounds ordinary on paper. A white shirt with a blue check. In fact, if you asked most men if
they had a white shirt with a blue check, they’d say yes.
But the shirt illustrated on the opposite page is an adventurous white and blue shirt. Yet it
would fit beautifully into your wardrobe. And no one would accuse you of looking less than a
gentleman. Predictably, the different white and blue check shirt has a different name. Viyella House.
It’s tailored in crisp cool cotton and perfectly cut out for city life. Remember our name next time
you are hunting for a shirt to give you more than just a background for your tie.
5) —HLIEM PORIEATIR, ERTER RE H LR 8i$1.0 Boih EL RE. 2E, B
MWAEINER . Wb R, ERES B, RIRBA — B e, DU—

6)
A Soap So Special
It’s Made for Just One Part of Your Body-Your Face.

The skin on your face is more delicate than the skin on the rest of your body.

And Basis is one soap which recognizes this fact.

Recommended by dermatologists, Basis is specially designed to cleanse delicate facial skin.

It is a pure, simple soap with no detergent, no abrasives and no harmful ingredients.

So although Basis cleans thoroughly, dissolving dirt and makeup deep in the pores of your skin,
it’s very, very gentle.

Basis is a highly emollient soap that can help balance the moisture level of your skin and prevent
moisture loss. Leaving your skin supple, smooth and soft, almost like you’ve used a moisturizer.
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Basis can be found in the specialty soap section of your favorite store.
Basis Soap. Designed for the single most important part of you. Your face.
7)
AREEREE, EA K Sumatra

LB AR, ABEREZ B, BALGE EXR, iSRG BEBERBREEK, B
RS E, EF LG LR EER L2 A AR

fERT AR, thaT BARAESE M . 48R AT BA-25 BE H R (8 n 3 A JL /N B £ BN E JE v E %
B, ERZACE “KR—E” BROE. 2 ERITTLUBEE, X E A EFE Sumatra 16, #4R 8 000
Ko

WAl UMK, A UAPRIR, @Al ABIEAL; SRR ARSI, F’E RS, KBRA
15 M 45U 0 B JE TP 5 f BB T /N FE RN B XU

AR, ERTPAER| B A R E MRS, WESIMATTF TREZ], S2EEK
ERER.

BT RREEYNEERSIRITHER, HERKRENERATAEE GEH) AFMKHEE:
5—-229071. FITHLEETETR 5-84000000.

ENE e WAS Bk (F#) A

XIS eI
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understanding of HIV and Aids within the bank and outside. We operate in countries devastated
by HIV and Aids. In Botswana 25% of those aged 15 to 45 have HIV, and in Zimbabwe the
figure is 26%.

We employ 5 000 people in Africa and on any-day 500 of them will be off work because of
HIV and Aids, receiving treatment, caring for a relative or attending a funeral. It is in our
long-term interest to minimise the impact of the disease. The campaign also has near-term
benefits.

By establishing “Living With HIV” and policies preventing discrimination against infected
staff, we are seen as a responsible employer. Our employees, who put the programme into
action, are motivated because they want to work for a responsible business that works for the
wider community.

The campaign has also strengthened links with governments. Other examples of this
include working with a Chinese government agency on a billboard poster campaign to improve
awareness of HIV/Aids. In Thailand, we are training government officials and have received
many awards from the Ministry of Public Health.

We have found that these activities improve relations not only with the governments of the
countries concerned but also with other sympathetic countries and non-governmental
organisations, some of whom are clients.

Natural disasters

The need for companies to take responsibility has increased because we live in a less
predictable world. One of the major changes we have seen so far this century has been an
increase in shocks, both natural and man-made. Our main regions have experienced the
outbreaks of Sars and avian flu, the Asian tsunami, earthquakes in Pakistan and Iran, and war in
Iraq and Afghanistan. Other shock events include Hurricane Katrina and the terrorist attacks in
New York and other cities.

In a volatile world, people will look to companies to contribute when communities are
damaged by unexpected events. Standard Chartered donated $5m to the Tsunami relief; the
bank pledged $1m towards the effort in Pakistan and, as the extent of the damage and suffering
becomes clearer, we are looking at ways to increase our contribution.

These efforts have helped to make life better for people in our markets through sustainable
development. But the initiatives do not stand alone. They reflected a set of values | have set out
for the bank, which I believe are essential for managing advise global business and protecting its
reputation.

Standard Chartered employs more than 40 000 people in 56 countries with widely varing
business cultures. The bank has added about 10 000 staff in the past year, including more than
5 000 in Korea, where we bought Korea First Bank (now SC First Bank ) last year.

Benefit analysis

Standard Chartered operates in some of the fastest-growing but most underdeveloped
countries in the world, and making a difference through corporate responsibility is a huge issue
for us. We believe that doing the right thing would enhance our reputation, but there have been
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fi]Fif ¥k : so we have put global campaigns in place on two of the major blights in our
markets—avoidable blindness and HI'V-Aids.
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3. Some will say it is not a company’s job to make a difference to communities in this way. 7] fgf5
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4. Our “Seeing is Believing” campaign is ahead of schedule in restoring sight to one million blind
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