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E = Examiner C =Candidate

E:

C1:
C2:

Good morning, everybody. Could you please tell me your name and the number of
your admission ticket?

My name is Wang Hong. My number is 2006020211.
My name is Zhang Wei. My number is 2006020212.

C3: My name is Wang Li. My number is 2006020213.

E:

C1:

C3:

C2:

C1:

Now would you please briefly introduce yourselves to each other? Remember, you
should not mention the name of your university. (1.5 minutes)

My name is Wang Hong. I’m a student of computer science, in the third grade. 1 come from
Liaoning Province. Glad to meet you.

My name is Wang Li. My major is international finance. And I'm a senior student now. My
hometown is Ha’rbin. It ’s a beautiful city and I love it very much.

My name is Zhang Wei, a senior student. Accounting is my major. English and math are my

favorite subjects. I also like playing basketball in my spare time. Thank you.

: OK, now that we know each other we can do some group work. First of all, I" d like

to ask each of you to say something about advertisements. What do you think of
advertisements? Wang Hong, please.

People need advertisements in daily life because advertisements disseminate information on
commodities, services, culture, employment, student enrollment and even marriage. Adver-
tisements provide the most direct, comprehensive and detailed information. We get to know
about household goods from advertisements. Advertising can be beneficial to customers if it
is true to its claims. Advertising creates mass markets. Without advertisements, manufacturers
may find it difficult to sell their products. Without advertisements, newspapers, commercial
radios and television companies could not survive. With advertisements, people save a lot of
time in shopping, looking for jobs, etc. As far as [ am concerned, I am in favor of advertise-

ments because most of them are interesting and informative.

E: And you, Zhang Wei? Do you think advertising can influence your purchase?

C2: Yes, [ think advertisements can influence people’s purchase. In most countries in the world,



advertising is common. You can see posters on doors, signs on buses, pictures in magazines,
and commercials on TV. Though these signs of advertising are often disliked, I feel that,
overall, advertising has very positive results and I believe what most of the advertisements
say. 1 think that the positive results of advertisements are beneficial to society and
individuals. When I do shopping, I can use advertisements in newspapers to compare prices,
features, and qualities of the product I want to buy. By being well informed, I can buy
something that will benefit me in the long run. So advertisements can influence people’s
life.

: Now, Wang Li, do you think a well-known brand of product still needs advertising?

: Nowadays advertisements are very common. Whenever you turn on TV, you are likely to see
ads. Advertisers are trying to inform you of many different sorts of up-to-date products on the
market. There are two reasons, I think, for advertising a well-known brand of product. First,
by advertising, each producer tries to convince the potential consumers that its product is
preferable. Thus, they can keep competitive in the market. Second, most consumers are
interested in ads. They want to get from ads the firsthand information about new products,
which enables them to choose the one they like best. Because of the above reasons, I think

that even a well-known brand of product still needs advertising.

B4 (10 58h)

E: Now let’s move on to something more specific. The topic for us to discuss today is

“advertisements”. Each of you will be given a card. 1’d like you to give a brief
description according to the card. You’ ll have one minute to prepare and each of
you will have one and a half minutes to make your presentation. Don’t worry if 1
interrupt you at the end of the time limit. Now here are your cards.

X3 -

C1: Please discuss the reasons

for th d devel ¢ of b C2: Please discuss the benefits |
e rapid development of | ,‘
. ) p ) P ) - advertising has brought about.
advertising industry in China.

C3: Please discuss the negative |

effects of advertising.

e
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C1

C2:

C3:

[1 minute later] Now, Wang Hong, would you please start first? Zhang Wei and
Wang Li, please put your pictures aside and listen to what she is to say.

: The topic on my card is “Please discuss the reasons for the rapid development of advertising

industry in China”. Nowadays, advertising industry has developed rapidly in China. The
reason may be that it can bring profits and interests to manufacturers, consumers and
advertisers as well. To begin with, manufacturers make their products known to the public
through advertising in order to make larger profits by promoting sales and occupying large
markets. In today’s fierce market competition, there are many kinds of brands on the same
products or on the similar exchangeable products. If manufacturers do not spend money on
ads for their products, they will lose competitive advantages to other rivals. As for consumers,
they can be well informed about the products of different brands and thus have more choices when
they want to make a purchase. With regard to advertisers, making ads for the manufacturers
is the most important way for them to gather capitals to support the running of mass media,

such as TV, radio, newspapers and magazines.

: OK. Zhang Wei, now it’ s your turn.

My topic is “Please discuss the benefits advertising has brought about”. As we all know, one
of the main symbols of modern market economy is advertising for products or services, which
promotes the development of economy. Advertising has brought about great benefits to our
lives. To begin with, we may get more information about the products or services so that we
may have more choices for our purchasing. Also, in order to attract consumers attention, TV
commercials, for example, are usually well done. Sometimes it is fun to watch them. Moreover,
the most important thing is that advertising connects the sellers and buyers and makes them
get what they need. When we complain about the inconvenience that advertising has brought

about, we cannot forget the benefits we get from them.

: OK. Wang Li, now it’ s your turn.

The topic on my card is “Please discuss the negative effects of advertising”. Advertising has
given great benefits to our life, but it also has negative effects on consumers. To begin with,
consumers may be persuaded to buy what they don’t need or to buy what they can’t afford,
which will plunge them into awkward situations. Moreover, not all advertisements tell the
truth. It is quite common that the qualities or functions of some products are exaggerated and
they appear so fantastic that consumers can’t help purchasing them. The results sometimes
can be depressing. The sad thing is that consumers who have been cheated are usually
simple-minded people. You can imagine how they would feel after knowing the fact. In the

long run, these products of false advertising would lose their market. Therefore, it is



C2:

C3:

C1:

C2:

C1:

C2:

C3:

C1:
C2:

necessary to impose official restrictions or laws of some sorts to guarantee the accuracy and

good taste of advertisements.

: Right. Now we all have some ideas about advertisements. I’d like you to discuss this topic

further and see if you can agree on the topic: Do you think advertisements can actually influence
consumers’ purchasing? During the discussion you may argue with each other or ask each other
questions to clarify a point. You will have about four and a half minutes for the discussion.
Your performance will be judged according to your contribution to the discussion.

In my opinion, adverti\sements can influence consumers’ purchasing to some extent. Because
advertising can provide some information about products, such as models, prices, functions,
manufacturers, etc., which may help consumers make a wise decision.

I agree with you. To some extent but not totally. As a mature consumer, you can’t believe
what is described on an ad is completely true. If you totally believe the ad, perhaps you will
have trouble. What do you think, Wang Hong?

I think advertisements can’t actually influence consumers’ purchasing. Because the consumers
are becoming more and more mature. If T want to buy a TV set, for example, I will probably
g0 to several stores to have a look before actually taking an action.

I don’t think advertisements play no part in your decision at all. If you really have no idea
about the TV set you’d like to buy, how can you choose? You know, even in one store, there
are so many brands and so many models. So I think before going to any store to have a look,
you must have got a slim idea about TV set.

You are right. I’ ve got some information from advertisements about TV set, but they play no
part in my purchasing.

Believe it or not, you have been influenced by ads to some extent. In other words, they have
helped you in choosing brand and model. Your going into the store to have a look, is just like
what the proverb goes: Seeing is believing.

In this sense, you are a mature consumer, but we can’t say that you haven’t been influenced by
ads when making a purchase.

You insist to say that advertisements can influence consumers’ purchasing?

Yes, but just to some extent.

W= 55

E:

C1:

Now I’d like to ask you just one last question on the topic of “Advertisements”.
Would you like to predict the future of advertising?

1 think, the future of advertising would involve a higher degree of public participation and

manufacturers must behave by law. I intend to act on behalf of consumers to protect them

5@ i
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from being misled. I believe in the future, consumers will become more conscious of their

rights. When more and more people care about the true quality of goods, maybe advertisers

will begin to care more about what they are trying to sell.

: Wang Li, suppose you have bought a fake product due to ads, what would you do?
C3:

I must be very angry and most probably I will go back to the store where I bought the fake
product to let the sellers change it or refund it. If they refuse to do so, I will complain to some
organizations about it in order to protect my rights as a consumer. I think everyone in our
society should be honest, including manufacturers and advertisers. It is not allowed for them
to cheat consumers in one way or another according to the law. As consumers, we should

strengthen the awareness of protecting our rights.

: Zhang Wei, would you like to be interrupted by ads when enjoying a good program on TV?
C2:

Of course not. 1’1l feel annoyed when I am interrupted by ads when enjoying a good TV
program, because my good mood to enjoy it after watching several pieces of ads will no
longer exist and the influence of this program will get less and less. It is not unusual for me to
change channels when ads occur. I really want to complain about ads inserted into a good
program on behalf of TV audience. Those who run the TV programs should take viewers’

interests into consideration when they want to play ads for commercial reasons.

: Now, that’s the end of the test. Thank you, everybody.



