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UNITSTRUCTURE &55t454a

OCUS ON THE TOPRIC

This section introduces students to the unifying theme of the listening
selections.

PREDICT and SHARE INFORMATION foster interest in the unit topic and help
students develop a personal connection to it.

BACKGROUND ano VOCABULARY activities provide students with tools for
understanding the first listening selection. Later in the unit, students review this
vocabulary and learn related idioms, collocations, and word forms. This helps
them explore content and expand their written and spoken language. ‘

B. SHARE INFORMATION
Work In a small group. Describe an ad you have seen or heard recently.
Discuss whether you liked the ad and why. Use the questions to guide
your discussion.
Did the ad have .. 7
& funny situation

4 good song

nice-looking people

a famous person

information about the product

UNIT 1 -
C. BACKGROUND AND VOCABULARY

ADVERTISING R i
ON THE AIR

a s s uoa

A, PREDICT

Discuss the questions with the class.

1. Look at the advertisement. What product do you think this company is advertising? (After
you guess, look at the answer below.)

2. Do you think this is a good ad? Would you buy the product? Why or why not?

3. Look at the title of the unit. What kind of advertising do you think this unit will be about?

vonworpaw urd € tiamsuy
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’) FOCUS ON LISTENING

This section focuses on understanding two contrasting listening

selections.

addresses the unit topic. Listenings are based on authentic materials.

‘ LISTENING ONE is a radio report, interview, lecture, or other genre that

] LISTEN FOR MAIN IDEAS and LISTEN FOR DETAILS are comprehension
activities that lead students to an understanding and appreciation of the first

[ selection.
|
|

The MAKE INFERENCES activity prompts students to “listen between the
lines,” move beyond the literal meaning, exercise critical thinking skills, and

. understand the listening on a more academic level. Students follow up with pair
or group work to discuss topics in the EXPRESS OPINIONS section.

L Circle the correct answer to complete each statement.

1. A consumer is someone who,
2 sells a product b. buys s product

2 When an advertiser relfes on only TV ads to sell a product. the advertiser,
2. puts uds on TV, radio, and magazines b, puts ads on TV but nowhere else

3 When an ad gets our attention, we_____
2 notice it b, forget about it

4 An effective ad is anad that____
2. selly a lot of products

5. An advertising technlque is
= & way 10 sell 3 product

6. An example of a sound effect is.
.4 picture of & car b. the noise of o car

7. When buying a car, an important factor to think sboutis____.

b, iy expensive to make

b. 2 lind of advertisement

». the headlights b. the price
% An exampie of an advertising appeal is

4. television b, humor
9. People often when they see a humorous movie.

A laugh b. ery
10. Many ads emphaskee » product's low price because the cost is,

& especially important . less important than other things

A. LISTENING ONE: ADVERTISING ON THE AIR
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)" You will hear a lecture from a course on
® Listen »mwmmpom-m What s the professor going to

Thie lecture will be about .,

4 LISTEN FOR MAIN IDEAS
S\' Listen to the lecture. Circle the best answer to complete each
= statement.

1. The lecture is sbout
& nformational sppeals
b. emotional appeals
<. international appeals
2. The professor gives cxamples of
2. humorous ads
b. musical nds
€. negative ads
According to the prafessor, the ads are effective becuuse they about the
products
& include famous people’s opinsons
b. give information
¢ make us foel good
The ads are also effective beckuse
&, we hesr them many times
b, the products are well-known
¢. they get our attention

in advertising.

o

@ LISTEN FOR DETAILS

2" Listen again. Fiil in the missing information In the notes taken by a
@ student in a businesa class.

FEQX®RE - Hanm 3
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5 minutes long.

LISTENING TWO offers another perspective on the topic and is usually another genre.
Again, the listenings are based on authentic materials. This second listening is followed by
an activity that challenges students to question ideas they formed about the first listening,
and to use appropriate language skills to analyze and explain their ideas.

VIEWING includes an engaging video segments, including segments from main stream
news media, featuring topics correlated to the unit theme Each video segment is from 2 to

€@ EXPRESS OPINIONS
Work in a small group. Complete the activities.
1 Rate the ads from Listening One using the scale. Explain your
opinion.

Doggie Delight
Very humorous | 2 3 & Notbhumorous
Essytoremember | 2 3 4 Hardto remember
Very effective | 2 3 4 Not effective
Nelghbors' Bank
Veryhumarous | 2 3 4 Nothumorous
Emytoremember | 2 3 4 Hard to remember
Very effective | 2 3 4 Noteffective

W

Imagine a magazine advertisement for Doggie Delight and Neighbors*
Bank. How would the print ads be different from the radio ads? Could
the print ads use the same emotional appeals? Why or why not?

B, LISTENING TWO: NEGATIVE APPEALS

Word Bank
whifttrars Mameal & Agightms s very (hghening dresm, S

ot e nuredatl ot Inn-u.i-m-llhbw-ﬂltm

Bustzr [hestal & buses
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The ads in Listening One focused on humor. a positive emotion. In Listening Two, you
will hear ads thal use negative emotions.

;; Listen to'the ads and complete the chart. Write down the product and

choose a negative emotional appeal from the box. Then write down
the sound effects (sounds and voices) the advertiser uses to get our
attention."

snger  confusion  embarmassment  fesr  stress

ENOTIONAL SOUND
AD PRODUCT
APPEAL EFFEQTS
1. Thief Buster o security fystom
2 Sunny Resorts
3. Whito Bright

C. VIEWING: TERRA CHIPS
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e i ey
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This section emphasizes development of productive skills for speaking.
It includes sections on pronunciation, functional language, and an

extended speaking task.

The PRONUNCIATION section presents both controlled and freer,
| communicative practice of the sounds and patterns of English. Models from the

listening selections reinforce content and vocabulary. This is followed by the

FUNCTION section where students are exposed to functional language that

prepares them to express ideas on a higher level. Examples have been chosen
. based on frequency, variety, and usefulness for the final speaking task.

4 Wnnung

Invent a new snack food and write an advertisement for it. Think about:
What Ingredients you will use, what your target market is and why people
should buy your product.

PRONUNCIATION: HIGHLIGHTING

In radio ads, the actors emphasize, or highlight, certain words to help us focus on important
Information. The same pattern occurs in all kinds of communication. When we speak, we em-
phasize certaln words to make our meaning clear.

By
0" Listen to the ad. Notice how the capitalized words sound.

Liz: Hi, Kathy .. Say .. did you do something 0 your hair?

KATHY: Yup! | colored it with YOUNGER YOU.

Lz It's AMAZING! You really DO look younger!

KATHY: THANKS! NOW people don't belicve I'm s GRANDMOTHER.

L1Z: 1 should try it

KATHY: it's so EASY to USE, Just MIX it with your shampoo, WASH, and RINSE.
Lz Sounds GREAT!

ANNOUNCER: Only five minutes to s YOUNGER you.

To highlight, or emphasize, » word in a sentence, use strong stress.
*  Suy the word with  higher pitch (tonc)

@ Say the word louder.

= Make the word longer.

| Read the conversations. Circie the words that you think will be

1. KATHY: Hello?
Lz Kathy! | ook your advice.
KATHY:  What advice?
nz: 1 colored my hair.
KATHY: With Younger You?
LIz Yes! I’y great!

Unit | Adveising on the A~ 9

3., FUNCTION: ATTENTION GRABBERS

Attention grabbers are techniques that you can use to get a listener’s attention. These tech-
niques are often used in advertising. They are also used to get an audience’s attention at the
beginning of an oral presentation.

1. Give a solution to » problem. “Car thefl is onc of the most common crimes in the
United States. Many poople have cxperienced car theft
or know someone whose car has been stolen. Luckily,
there now is & solution to this problem .. *

2. Ask a gquestion. “Have you ever walked out to a parking lot and discov-

cred that your car is gone?”
3. Tell an anccdote (short story). | *“Last night 11eft the office at 7:00 PM.. car keys in

hand, und started to look for my car. | was surprised 1
couldn’t find it because | usually park in the same place.
Afier » couple of minutes, the awful truth hit me: My
car had been stolen!™

4. Give a drumatic fact or statistic. | “Every 26 scconds, 8 car is stolen in the United States. ™

NOTE: Techniques can be combined. For example, & question can be followed by an ancc-
dote.

Read the g for an oral on

Write the number of the technique from the chart above. Compare

your answers with a partner’s.

. "In 1998, advertisers in the United States spent $15.4 billion on radio adves-

tsing."

—— b."As T was listening to the radio the other day, a commescial got my attention.
1t had a cachy song about coffee, and before | knew what was happening, |
started singing slong”

. “If you're like | am, you probably cnjoy listening to the mdio but hate the ads.
Well, if you start to think of the ads as entertainment, you might start 1o enjoy
them ™

A “Have you cver wondered how advertisers get ideas for their ads?"

Work In a small group. Look at the ads on page 12. Imegine you are
creating radio ads for these products. Write an atiention grabber to start
the ad for sach product. Use a for each
grabber. Then share your attention grabbers with the cisss.

Unit 1 Adverfising on the Air 11
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The PRODUCTION section gives students an opportunity to integrate the ideas, |
vocabulary, pronunciation, and function presented in the unit. This final speaking task |
is the culminating activity of the unit and gets students to exchange ideas and express |

opinions in sustained speaking contexts. Activities are presented in a sequence that

builds confidence and fluency, and allows for more than one “try” at expression. When
appropriate, students practice some presentation skills: audience analysis, organization,

eye contact, or use of visuals.

ALTERNATIVE SPEAKING TOPICS are provided at the end of the unit. They can be used as
alternatives to the final speaking task, or as additional assignments. RESEARCH TOPICS tied |

to the theme of the unit are organized in a special section at the end of the unit. !

. PRODUCTION: CREATING AN ADVERTISEMENT

17

114 this it you llstened to several advenisements, Now imagine thit you are writers for
a major advertising campany. Yol must creote an od for a new product and present it to
the company. Your ¢

will inciude an disction to the product and 3 per
fsrmance of the advertiserment. Try Lo use the pronunciation and attention grabbers that

you leatned in the wnlt

Work In a group of three. Follow the steps.

Step 11 Planihead

®  Choose the product s tatger audience for your ad

®  Pechide on the appeal you will uso and how you will get the consumers” attention.

®  Disouss other teehmiquas you can use in the ad (music. catchy slogan, sound effects, funny
voices)

Step 20 Wiilte a soript and practice the ad

& Muke sure that each group member has 3 speuking part and 4 copy of the serpt.

®  Keep the ad short (abswt 60 seconds)

LTSRS SURE S TR

* Include an attention grabber.

Step 20 Present the ad 1o the class. Give a briel introduction about the product

and farget avdience. Then perform the ad

Listening Actdity

As you listen to the presentations, take notes on the questions.

| What attention grabber s this ad pying?

2. What emotional appeal is this ad using?

3. What othey techmgues do you observe?

4. Onascale of 110 5, how effective is this ad? Be prepared to explain your rating.
{1 = not effective; 2 = samewha effective; 3 = effective; 4 = very effective; § = extremely of-
feetive)

ALTERNATIVE SPEAKING TOPICS

Discuss one of the topics. Use the vocabulary from the unit.

1. There are many unusual places to advertise aside from TV, radio, and magazines. For
exumple, one company covered the wall of u trin station in Tokyo with pictures of ity
product. People could peel the pictures off the wall and take them home. Make a list of
unusual methods of advertsing that you have seen. Which 18 the most unusual? Why
are advertisers doing thin?

Children are i big target sudicnce for advertisers. Companies hope that if they start sell-
Ing products 1o children at an early age, children will continue to buy the products when
they are adults: Some people are aguingt advertising to children. They say that children
“hould not be targets because they are oo cusily affected by advertisiog. What is your
opinion’? Should sdvertisers be allowed to advertise to children? Why or why not?

RESEARCH TOPICS
Stap ¢ Find three magazine ads that grab your attention and bring them to
class
Stop #: Work in small groups. Show your ads to the group and discuss the
questions.

1. Who ix the target audience?
1 What fechnigues doces the advertiser use to sell the product?
3. D you think this ail is effective? Why or why not?

Unit | Advertisiog on the A~ 13
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SCOPE AND SEQUENCE %t A &FIEFE

Advertising on the Air

Theme: Advertising

Listening One: Advertising on the Air
A classroom lecture

[—1 Listening Two: Negative Appeals

= | Radio ads

" CRITICAL THINKING

Interpret and critique ads

Infer word meaning from context

Classify information

Identify salient features of an ad

Support answers with details from the listenings
Identify intended market of ads

Listening Two: Public Service Announcements
PSAs on identity theft prevention

Identity Theft
Theme: Fraud
Listening One: Lily's Story
A story about personal experience with fraud

Interpret a photograph

Infer word meaning from context

Classify information

Support opinions with reasons

Choose appropriate punishments for criminal acts
Hypothesize outcomes

Endurance Test

Theme: Extreme sports
Listening One: Ultrarunner Jay Batchen
A radio interview

| Listening Two: Sports Psychology
A university lecture

Interpret photographs

Rank extreme sports

Infer word meaning from context

Classify information

Support answers with information from the listenings
Interpret aphorisms

Theme: Tourism
Listening One: Tourist Attractions or Human
Zoo?

A radio report
Listening Two: Town Hall Meeting in Cape
Cod

A recording of a town hall meeting

Interpret a photograph

Infer word meaning from context
Evaluate advantages and disadvantages
Support opinions with reasons

Classify information

Read a map

Hypothesize outcomes

Collaborate to reach a compromise




LISTENING

Predict content

Listen for main ideas

Identify details

Infer underlying messages in ads

Organize and synthesize information from the
listenings

Identify emphasis in speech

Evaluate effectiveness of ads

Listen to and evaluate student ads

SPEAKING

Speculate about the content of the unit

Comment on ads using new vocabulary

Share personal opinions about advertising

Use appropriate stress and intonation

Use attention-grabbing language to promote a
product

Create, rehearse, and perform an ad

PRONUNCIATION

Highlighting words

Predict content

Listen for main ideas

Identify details

Infer implied meaning through intonation

Organize and synthesize information from the
listenings

Listen for suggestions to prevent identity theft

Listen for rhythm in speech

Listen to and evaluate student role plays

Express and defend opinions about identity theft
Conduct a role play

Share personal opinions about crime

Agree and disagree with statements

Use strategies for keeping a conversation going
Offer advice for identity theft prevention

Create, practice, and perform a role play

Stress in compound words

Predict content

Identify main ideas

Listen for details

Infer speakers’ points of view

Organize and synthesize information from the
listenings

Classify sounds

Express opinions about extreme sports
Share experiences

Relate personal goals

Conduct an interview

Discuss emotions

Interpret and discuss aphorisms
Create an aphorism

Expressions with other

Predict content

Listen for main ideas and details

Infer speakers’ emotions

Identify contrasting viewpoints in
the listenings

Organize and synthesize information
from the listenings

Categorize sounds

Agree and disagree with statements
Discuss the pros and cons of tourism
Talk about a tourist destination
Hypothesize possible outcomes
Make suggestions

Participate in a simulation

Words spelled with o

Xili



Voluntary Simplicity

Theme: The simple life
Listening One: Urban Homesteaders

CRITICAL THINKING

Interpret photographs

Infer word meaning from context
Evaluate information

Classify information

(Tp) ‘ A radio report
= | Listening Two: Simple Gifts Brainstorm ideas
| Atraditional folk song Apply information to new contexis
% Complete an outline
Before You Say “1 Do” inerpret a photograph
The Marri Interpret quotations about marriage
me: Marriage .
Listening One: A Prenuptial Agreement gt gk ol
A radio talk show Hypothesize another's point of view
Listening Two: Reactions to the Prenuptial Judge the value of a prenuptial agreement
Agreement Categorize information
Recording of people expressing their opinions Develop arguments for and against an issue
Interpret a graph
Personal GMnn mmﬂm Interpret illustrations
Theme: Climate change Complete a survey on personal carban footprints
: Climate chang o
Listening One: Personal Carbon Footprint Undefstand a scientiic process
~ A radio report Infer word meaning from context
t Listening Two: A Call to Action Classify data
= A speech at a rally Categorize information
D Read a map
Interpret a graph

To Spank or Not to Spank?

Theme: Punishment
Listening One: The Spanking Debate
A radio report
Listening Two: Parents’ Rights versus
Children’s Rights
A university lecture

Interpret an illustration

Infer word meaning from context

Identify arguments for and against spanking
Classify information

Conduct a survey

Evaluate effectiveness of arguments

xiv




LISTENING

Predict content

Listen for main ideas

Identify correct details

Infer preferences based on statements

Link lines from a song to details from an
interview

Listen for rhythm patterns in speech

SPEAKING

Express opinions about alternative lifestyles
Talk about voluntary simplicity

Practice agreeing and disagreeing

Make analogies with target vocabulary

Produce correct rhythm patterns in sentences
Use descriptive language to enhance statements
Create an cutline

Give an impromptu presentation

PRONUNCIATION

Noticing rhythm

Predict content

Identify main ideas

Listen for details

Infer speakers’ points of view

Organize and synthesize information from the
listenings

Listen for contrastive stress in speech

Speculate about the content of the unit
Discuss quotations aboui marriage

Express and defend opinions about marriage
Agree and disagree with statements

Use word stress to change meaning

Use transitions

Prepare and perform an oral presentation

Contrastive stress

Predict content

Listen for main ideas

Listen for details

Infer speakers’ opinions

Label a graph

Organize and synthesize information from the

Speculate about the content of the unit

Discuss results of a survey

Express and defend opinions

Agree and disagree with statements

Conduct a fluency line drill based on information
from the listenings '

Intonation—Are you finished?

listenings Interrupt politely and hold the tloor
Participate in a seminar about climate change
Predict content Speculate about the content of the unit Final's'and z
Determine speakers’ points of view ‘Share personal experiences
Identify supporting ideas Exprass and defend opinions

Infer speakers’ opinions

Take notes on a lecture

Organize and synthesize information from the
listenings

Identify end sounds

Agree and disagree with statements
Discuss corporal punishment

Use Janguage o express confidence
Participate in a debate




