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Part I Warming-up Exercises

Exercise 1

manufacturer client

clerk consumer
merchant X businessman
dealer grocer
company _ customer
corporation firm

brand commercial
product | |
Exercise 2

Directions: Listen to a joke and write down the missing words you
hear from the tape.

The Effectiveness of Advertisement

Some businessmen were talking about advertising on TV excit-

edly. As none of them had ever done it before, everyone had his
point of view. At this moment, Mr. Grey arrived. He was a car
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dealer and once placed an advertisement on TV. “What are you
talking about?” Mr. Grey asked. “Does advertisement work?” One
of the businessmen asked. “Oh, yes, it works very fast.” Mr. Grey

said. “I once advertised for my lost dog and offered a reward of $
100.” “Did you get your dog back?” “ No, but that very night,

three of my cars were stolen. ”

Part 1

Exercise 1
Directions: Listen to the passage carefully and answer the follow-

ing questions.
Advertising

Very few businesses today can survive without advertising of
some kind. Even the smallest shop relies on the word-of-mouth ad-
vertising done by satisfied customers. However, in the market econ-
omy is dominated by cut-throat competition and aggressive sales.
The ultimate goal of all advertising in the market economy is to cre-
ate a demand for specific products or services in order to sustain
profits and economic growth.

Because they are ultimately designed to sell, advertisements fre-
quently raise a number of moral issues. In many cases, dishonest or
false claims are used to seduce the consumer into buying the prod-
uct. Attractive and good ads do not necessarily mean that the prod-
uct itself is of good quality. Should actors or other people agree to
participate in ads for products they know nothing about or that they
know of questionable value? Should advertising be controlled or reg-

ulated so as to prevent dishonest claims? Should advertising aimed at



children be carefully monitored?

Given the sophistication of advertising in today’s market econo-
my, it is important that consumers understand how advertising
works and the tactics it uses to deceive or to convince them. Part of
consumer education involves learning how to “read ” ads. In other
words, consumers of all ages should not only learn to appreciate the
beautiful or the clever aspects of ads, but also realize the deceptive
and misleading characteristics. Nowadays, no consumer can afford
to remain ignorant of advertising practice.

Answers:

1. The ultimate goal of all advertising in the market economy is to
create a demand for specific products or services in order to sus-
tain profits and economic growth.

2. Today’s advertisements frequently raise such moral issues as dis-
honest or false claims.

3. Dishonest or ‘false claims are used to seduce the consumer into
buying the product.

4. Consumers understand how advertising works and the tactics it

uses to deceive or to convince them.

Exercise 2
Directions: Listen to the passage again and decide whether the

statewents are True or False .
Answers:
1. T 2. F 3.F 4. T 5.F 6. T

Part -1l

Exercise 1
Directions: Listen to the passage carefully and match dates into



column A with events in column B. The first has been
done for you .
Creation of Coca-Cola

On May 8, 1886, Coca-Cola was invented by Dr. John Stith
Pemberton, a pharmacist from Atlanta, Georgia. He concocted the
Coca-cola formula in a three-legged brass kettle in his backyard. The
name was a suggestion given by his bookkeeper Frank Robinson.
Being a bookkeeper, Robinson also had excellent penmanship. It

“was he who first scripted “Coca-Cola” into the flowing letters which
has become the famous logo of today.

The soft drink was first sold to the public at the soda fountain
in Jacoby’Pharmacy in Atlanta. About nine servings of the
soft drink were sold each day. Sales for that first year added
up to a total of about $50. The funny thing was that it cost Pem-
berton over $ 70 in expenses, so the first year of sales was a
loss.

In 1891, Asa Candler was the owner of the five-year-old Coca-
Cola business. He personally oversaw the mixing of every drop of
syrup. The secret formula was dubbed “7X” and was only shared
with a handful of his most trusted associates.

A short three years later, thanks to some inventive advertising,
Coca-Cola had made its way into every state of US. A candy shop
operator in Mississippi started bottling this soft drink in the rear of
his shop so that people were able to take their refreshment wherever
they went. _

In 1899, large-scale bottling was started by two entrepreneurs
who for a dollar bought the rights to bottle and sell Coca-Cola across
the United States. That operation was the forerunner of the largest,

most widespread production and distribution network.



Answers:
A B
On May 8, 188 large-scale bottling was started by
two entrepreneurs
In 188 Asa Candler was the owner of the
five-year-old Coca-Cola business
In 1891 Sales were added up to a total of
about $ 50 but the expenses were
$70
From 1894 Coca-Cola had made its way into ev-
ery state of US
In 1899 Coca-Cola was invented by Dr. John
Stith Pemberton
Exercise 2

Directions: Listen to the passage again and summarize how Coca-
Cola became a world famous brand by filling blanks .

On May 8, 1886, Coca-Cola was invented by Dr. John Stith
Pemberton, a pharmacist from Atlanta, Georgia. He concocted the
Coca-cola formula in a three-legged brass kettle in his backyard. The
name was a suggestion given by his bookkeeper Frank Robinson.
Being a bookkeeper, Robinson also had excellent penmanship. It
was he who first scripted “Coca-Cola” into the flowing letters which
has become the famous logo of today.

In 1891, Asa Candler was the owner of the five-year-old Coca-

Cola business. He personally oversaw the mixing of every drop of

syrup. The secret formula was dubbed “7X” and was only shared

with a handful of his most trusted associates.



A short three years later, thanks to some inventive advertising,

Coca-Cola had made its way into every state of US. A candy shop

operator in Mississippi started bottling this soft drink in the rear of

his shop so that people were able to take their refreshment wherever
they went.

In 1899, large-scale bottling was started by two entrepreneurs
who for a dollar bought the rights to bottle and sell Coca-Cola across
the United States. That operation was the forerunner of the largest,

most widespread production and distribution network.

Part VI

Exercise 1
Directions: Listen to the passage carefully and answer the follow-
ing questions.
Potato Chip
Just five one-hundredths of an inch thick, light golden in colour

and with a perfect “saddle curl.” The Lay’s potato chip seems an
unlikely weapon for global domination.

But its maker, Texas-based Frito-Lay, thinks otherwise.
“Potato chips are a snack for the world,” said Salman Amin, the
company’s head of global marketing. Amin believes there is no cor-
ner of the world, no race or tribe that can resist the charms of a
Frito-Lay potato chip.

The company’s research has shown that when given a choice
between their local snack and a Frito-Lay chip, consumers in most
countries will choose the.chip.

Putting its findings into practice, Frito-Lay has expanded on all
five continents by buying up local snack makers or defeating them



with its marketing expertise and sheer size.

Answers:

1. Its thickness, color and shape make it one of the best snacks in
the world.

2. He is the company’s head of global marketing.

3. It has found that consumers in most countries will choose the chip
between their local snack and a Frito-Lay chip.

4. It bought up local snack makers or defeated them with its mar-

keting expertise and sheer size.

Exercise 2
Directions: Listen to the passage again and fill in the blanks.
Just five one-hundredths of an inch thick, light golden in colour

and with a perfect “saddle curl.” The Lay’s potato chip seems an
unlikely weapon for global domination.

But its maker, Texas-based Frito-Lay, thinks otherwise.
“Potato chips are a snack for the world,” said Salman Amin, the
company’s head of global marketing. Amin believes there is no cor-
ner of the world, no race or tribe that can resist the charms of a

Frito-Lay potato chip.
Part V Speaking Activity

Exercise 2

Directions: In this setion , you are going to listen to a very interest-
ing story serial named “ Frankenstein”. Now listen to
the first part of the story and then do the following ex-
ercises .

Captain! Something is moving on the ice. look over there!



The sailor stood at the top of the mast, high above the Cap-
tain. His hand pointed away from the ship, across the miles of ice
that covered the sea.

The Captain looked to the north, where the sailor was point-
ing. He saw something coming fast towards the ship across the ice.
He put his telescope to his eye, and through it he could see the
shapes of ten dogs pulling a sledge over the ice. He could also see the
driver of the sledge—a huge figure, much bigger than a man. The
sledge came nearer and nearer to the sea. Soon it was only a quarter
of a mile from the ship. No one needed a telescope now to see the
huge figure of the driver.

Suddenly the sledge went behind a mountain of ice and disap-
peared. At that moment another sledge appeared. It, too, was
moving fast, and was clearly chasing the first sledge. This driver
was a smaller figure, more like an ordinary man. Faster and faster
the dogs ran; then the second sledge also disappeared behind the
mountain of ice.

Two hours passed. The sledges did not appear again. Nothing
moved on the ice. Soon night came, and in the night there was a
storm. In the morning, the sailors saw that great pieces of ice were
floating round the ship. Suddenly the sailor on the mast shouted a-
gain:

~ “Captain, I can see a man on the ice.”

The sailor was pointing to a piece of ice that was floating near
the ship. A man was sitting on the ice, and near him was a broken
sledge. The man was nearly dead from cold and could not walk. The
sailors carried him carefully onto the ship, and took him to the Cap-

tain, who said: “Welcome to my ship. I am the Captain and my
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name is Robert Walton.” “Thank you, Captain Walton,” the man
said. “My name is Frankenstein, Victor Frankenstein.” Then he
fainted and said no more.

Two days passed before the man was strong enough to talk and
then the Captain asked him to tell his story.

“I am trying to catch someone,” said Frankenstein. “That is
why I have come so far north on the ice. ”

“We saw you following someone,” the Captain said. “He was
huge, much bigger than a man. We saw his sledge just in front of
you on the night before the storm.”

“I am pleased you all saw that huge figure,” Frankenstein said.
“Perhaps that will help you to believe my story.”

During the days, while the Captain worked on the ship,
Frankenstein wrote down his story, and each evening he read what
he had written to the Captain.

Here is Victor Frankenstein’s story. (to be continued)
Answers:

He was a huge figure, much bigger than a man.
He looked like an ordinary man.
They saw a man on the ice.

He was nearly dead from cold.

The man’s name is Victor Frankenstein.



