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~ Date: Week:

Unit One

Europe---United Kingdom---Glasgow

Where does it lie?
I

The Sound of the Bagpipe Echoes in Glasgow

his straight highway is leading us to the largest city in Scotland,

Glasgow. The contrast between the fast-running cars and the

quict country scene is impressive. When you enter the down-
town arca, anyone can feel the lively atmosphere in the city.

Though Glasgow is known as a large modern city, it is actually
both traditional and modermn. The bagpipe competition or the Highland
Games is a tradition. Every year, there are several piping contests, at-
tracting thousands of people who can fill a whole football field. Dressed
in colorful Scottish kilts, participants

from different areas gather to play
traditional Scottish music with bag-
pipes and drums. Without the bag-
pipe, there is no Scottish flavor.
There are 2 kinds of bagpipe mu-
sic, classical, and light music, which
is used for dancing. The history of

The Sound of the Bagpipe Fchocs in Glsgow |
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the pipe dates back to the O9th
century A.D. and bagpipes have
been found in Europe since the
13th century. It was originally a
folk music instrument. In the 15th
century some were used for court
music instruments and others were

used for war.

The Scottish people think tra-
dition is important. When they
play they dress up in traditional
costumes called kilts with knee
socks, and the sound of the pipes
leaves people with a beautiful and
unforgetable impression. For people
from Glasgow, to take part in a
' bagpiping competition is a great
honour. While the bagpipers are playing, the leaders of the bands com-
pete too, juggling their batons. At the other end of the football field,
accompanicd by the pipes these children are having a traditional Scot-
tish dance competition. Though the dance is simple, the jumping and
swirling steps are full of life and grace. The children, dressed in tradi-
tional costumes, are involved in their dances, demonstrating the tradition

and pleasing everyone.

Glasgow at night is especiaily beautiful. The buildings tell stories
of the glorious past of Glasgow and the shipbuilding centre which
stretches across the River Clyde. Glasgow is so beautiful. Pipe music is
so beautiful. We hope this beauty and lovely melody will be with us
for ever and ever.
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Date: Week:

Unit Two

Where will we go?

Asia---China---Hong Kong

Where does it lie?

Roaming in Hong Kong

ong Kong, which is called “Pearl of the Orient”, is located by
H the South China Sea. As a natural deep—water and ice—free

port, Hong Kong's geographical location is superior, although
its total area is only one fifteenth of Beijing.

It is said Hong Kong was originally only a small fishing village.
Since the Song Dynasty about one thousand years ago,this fishing
village gradually became a terminal for trading of spice in this region.
Here comes the name Hong Kong, which in Chinese means “the Port
of Spice”.

The British government took the control of Hong Kong a century
ago. Chinese government has worked on resuming the sovereignty over
Hong Kong through many years. 1997, June 30, Jiang Zemin, the
President of Péople’s Republic of China arrived in Hong Kong along
with Chinese delegation to attend the handover ceremony. This is the
first time for Chinese leaders to come to Hong Kong. Hong Kong
finally reunited with China.

4 Unit Two



Over the recent years, Hong Kong is rapidly growing into a
modern international city, thanks to the development of trade in this
“Port of Spice.” New buildings spring up into the sky like mushrooms,
they are not only tall, but are elegant and artistically designed. Some of
these fancy buildings are supermarkets, some are hotels, restaurants,
bars and dancing halls. Of course you will also find banks and offices
of western companies.

Hong Kong's population density is No.l in the world. In this place
of “cement building forests” and cars, people seem to look small, and
always bustling without stop. No wonder people often say "When you
go sightseeing in Hong Kong, don't forget the street”. This is quite
true indeed. Whether it is rainy or sunny, the ever changing, dynamic
beauty of Hong Kong's street testifies to its prosperity.

You must have known that Hong Kong is also “Shoppers’ Par-
adisc”. Since Hong Kong is a free port, daily consumer goods are not
subject to taxaton, except a few imported items. This explains the nu-
merous shops and stores of all sizes standing side by side along the
streets. Good shopping centers are concentrated in commercial areas like
Mong Kok and Casuse Way Bay. The two famous Women's Streets
are in these two places. The Women’'s Street in Mong Kok pooled al-
most a thousand shops and stands, spreading several hundred meters
long. Garments, daily consumer goods and jewelry fill the streets.
Things sold here are mostly made in Hong Kong, cheap and practical.
The charm of the Women's Streets is never matched by small depart-
ment stores. In the afternoons and on holidays, the human traffic is al-
most impenetrable. This proves its position in heart of the Hong Kong
people.

Compared with the noisy
downtown areas, Hong Kong's
morning market is another scene.
Here, you can always see the peo-
ple busy with their life.

Hong Kong's industrial and
commercial development and its
status as an international city is in-
separable from its  convenient

Roaming in long Kong 5
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Note:

transportation. People use public wansit for work. Minibuses, subways,

double—decker buses and sea crossing ferries form a close network.
Hong Kong has not abundant resources. It's Hong Kong people’s

intelligence and hard work that turn Hong Kong into prosperous place.
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Date: Week:

Unit Three

Where wilk we go?

Europe---Germany---

Where does it lie?

Advertising Industry, Broadcasting Industry and
International Tourism Exchange in Germany

ost:The advertising industry is full of competition. You must be
H very creative. And you have io creat something new every
day! So advertisers are actually “king” of the media industry.

Hostess:Well, let’s visit an advertising agency in Hamburg,the me-
dia metropolis of Germany.

This advertisement shows great creativity. The Jung Von Mau
Advertising Agency is currently held to be one of the most creative in
Germany. It’s also a young company, with an average staff age of 29.
They are leading the German advertising industry.

Compared with those abroad, German advertisers are thought to be
too conservative and as having no sense of humor. The Jung Von Matt A-
gency took on this criticism as a challenge, and tried to create a new style.

Intelligent and funny commercials are changing the expectations of
German audiences. The Jung Von Matt Agency has been successful.
But for them, the challenge is continuous. No idea may be considered

Advertising Industry, Droadeasting ==+ 7
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to be the last and the best.

Every six months, the staff of the agency will move around in or-
der to stay creative. If the office is too noisy for you to work, you can
take refuge in what's called the  “brain cell”, where you have some
quiet and space to use your imagination.

Host:In this information society,  the media industry is developing
rapidly. Compared with the darling of our time, the Internei, the broad-
casting industry is a traditional one.

Hostess:But the broadcasting industry is also competing for the lis-
teners. It's also competitive. If you don't believe i1, let’s go to Berlin, to
view the fight on the air.

In Berlin, the broadcasting contest between radio stations begins
early in the morning.

There are thirty radio programs broadcasting in the capital and its
surrounding area. The scene is unique in Europe. So it is that Berlin is
called the “Radio Ciry”.

Eighty percent of all listeners switch on their radios in the morning
between 6:00 and 8:00. For broadcasters, these are their peak hours.
Even the most famous broadcasters will try their best to attract the au-
diences.

In order to raise audience ratings, the German broadcasting indus-
try has changed their old way of relying on talking.

Some small radio stations focus on one specific field, such as mu-
sic, to survive amidst the harsh competition. Some stations which used

to broadcast news and other talk shows now in-
clude other programs. They have begun to
'-{'# i give prominence (o music and other ele-
“,ﬁj ments of radio entertainment. After all, the
g broadcasters have to pay attention to what
the listeners want.
@ The latest digital techniques are used in
o the broadcasting industry. Computers monitor the
work of editors and the broadcasting situation as
g a whole.

° ;"‘h—& -

Host:From north to south, from east to west, to
go around the world is probably everyone’s dream, it's



also my dream.

Hostess:OK, let me bring you to the Imternational Tourism Ex-
change in Berlin. You can go around the world in only about two
hours. Remember, it's a small world!

The International Tourism Exchange in Berlin is the most impor-
tant trade fair of its kind. Ower 180 countries come to show their best
side.

At a touch of a screen, in just a few seconds, you are far away
from home.

More and more tour operators advertise on the internet.

Customers can find out immediately if their drearn hotel still has a
free room, or how much the plane tickets will cost, what the weather
will be like, all the information you need. You can easily make a
booking using the screen.

About six or scven percent of the gross national product comes
from tourism. And. about six or seven percent of the working popula-
tion are employed in tourism. There’s growth on all sides.

More and more foreign visitors are coming to Germany. The
biggest gains have been made by the capital, Berlin. The culral Life of
the city is its attraction. Germany is the ideal country for that with its
public festivals and mediaeval traditions.

And where do Germans want to go? About 55 percent go to north
America. Where else?

“Come to Australia.”
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Note:
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Date: Week:

Unit Four

What will we talk about?

An Internet Café Bar ---

Internet Café at a Glance

n Beijing, Internet Café houses have entered quietly into people’s
I life. You can see them near the street, in a bookstore, near big ho-

tels, in a Hutong, and even in a shop.

When you walk into an Internet Café house, you can not only en-
joy the fragrant coffee, but also surf on the Internet in high speed. The
charm of Internet lies in its limitless information of science, technology,
culture, education, sports, entertainment, art, and many more. These are
global information sources, shared by all nations. .

“I'm at the Internet Café because it’s not very convenient for me to
get on the Internet at work. So in my free time, I come here and just
get on the Internet, get in touch with my friends and relatives, which
can not be allowed to do at
work.”

Reporter: “Do  you often
come to Internet Café?” £

“Yes, | often come to Internet Ef%T L «
Café, because I want to get some
information about foreign colleges.

Because I want to go abroad to

Intermet Cate ot o Clance 1
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