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UNIT STRUCTURE

FOCUS 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 anpo 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.

\n FOCUS ON THE TOPRIC

ANCE

Discuss the questions with the class

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

2. Do you think this is & 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?

uonEpIw ufed € amsuy
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Work in @ small group. Describe an ad you have seen or heard recently. Dis
cuss whether you liked the ad and why, Use the questions 1o guide your dis
cussion

Did the ad have

« a funny situation

* 2 good song

« nice-looking people

+ a famous person

» information about the product

 (other)

(B BACKGROUND AND VOCABULARY

1 4 Read and listen to the article about advertising from a business texthook.

Introduction to Advertising

Advertising is 8 way companies get consumers to buy their products. Advertisers
often rely on TV commercials and magazine ads to sell their products, However,
with so many ads, it's difficult for advertisers to get our attention. For this
reason, they often look for new, more effective ways to sell their products, One
popular technique is the use of sound effects, such as a crying baby or breaking
glass, to make us listen. Another technique is “product placement.™ For example,
an actor in & movie might drink a specific type of soda or drive a specific type of
car. Advertisers hope that this will give consumers a positive feeling about the
product so they will decide o buy it

‘When advertisers create their ads, they also think about who will buy their
product most often. They think sbout many factors, such as the ages or genders
of the consumers. Then they choose different appeals for different groups of
consumers. For cxample, advertisers may use » hutnorous sppeal to sell &
children’s product. In ads for adults, adventisers may emphasize other things,
such us price and quality.




P4 FOCUS ON LISTENING

This section focuses on understanding two contrasting listening

selections.

‘

LISTENING ONE is a radio report, interview, lecture, or other genre that
addresses the unit topic. Listenings are based on authentic materials.

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.

N

2 Circle the correct answer to complete each statement. © LISTEN FOR MAIN IDEAS

1. A consumer is someone who s

. sells a product b. buys a product @) Listen to the lecture. Circle the best answer to complete each statement.
2. When an advertiser relies on anly TV ads to sell a product, the advertiser 1. The lecture is about appeals in advertising.

a. puts ads on TV, radio, and magazines  b. puts ads on TV but nowhere else . informational b. emotional
3 When an ad gets our attention, we ¢ international

2. notice it b. forget about it 2. The professor gives examples of ___ ads.
4 An effective ad is an ad that a. humorous b. musical

a. sells a lot of products b. 1s expensive to make < negative
5. An advertising technique is 3 3. According to the professor, the ads are effective because they __ about the

2.3 way to sell a product b, a kind of advertisement products.
6. An example of a sound effect is . a. inchude famous people’s opinions  b. give information

4.3 picture of a car b. the noise of a car . make us feel good
7. When buying a car, an important factor to think about is 4. The ads are also effective because

a. the headlights b. the price a. we hear them many times b, the products are well-known
8. An example of an advertising appeal is . they get our attention

a. television b, humor
9. Peopleoften  when they see a humorous movie.

2. laugh b,ery © LISTEN FOR DETAILS
10. Many ads emphasize a product's low price because the cost is

a. especially important b. less important than other things & Listan again. Fill in the missing information in the notes taken by a student
in a business closs.
@ FOCUS ON LISTENING
Intro to Advertising
LISTENING ONE: Advertising on
A_-- Last Week: _informational appeals
- gve consumers sbout & product
<=, You will hear a lecture from a business course on advertising. Listen ba)
10 the beginning of the lecture. What is the professor going to discuss? Q. pree,
Complete the sentence. s
Week: emotonal

The lecture will be about . . e
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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.

INTEGRATE LISTENINGS ONE AND TWO presents culminating activities. Students are
challenged to take what they have learned, organize the information, and synthesize it
in a meaningful way. Students practice skills that are essential for success in authentic
academic settings and on standardized tests.

© EXPRESS OPINIONS

Wark in a small group. Complete the activities.
1 Rate the ads from Listening One using the scale. Explain your opinion.
Doggie Delight

Very humorous 3 3 4 Nothumorous

Easytoremember 1 2 3 4 Hardto remember

Veryeffective 1 2 3 4 Noteflective
Neighbors' Bank
Veryhumorous 1 2 3 4 Nothumorous
Easytoremember 1 2 3§ 4 Hardtoremember

Veryeffecnve 1 2 3 4  Noteffective
2 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?

=] LISTENING TWO: Negative Appesisiii

The ads in Listening One focused on humor. a positive emotion. In Listening
Two, you will hear ads that use negative emotions,

v~ 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,

anger confusion embarrassment fear stress

EMOTIONAL SOUND
APPEAL EFFECTS

PRODUCT

[BH INTEGRATE LISTENINGS ONE AND'TS

e STEP 1: Organize

Work with a partner. Look at the list of key ideas from the lecture. Explain
the meaning of each idea and write down an example ad from Listenings
One andTwo.

KEY IDEAS MEANING EXAMPLE ADS

glvas information to

Iptamicadiagos) consumers about the product | ThleCBaten |
Emational appesl i [

) A ol
Positive appeal ‘ |
M

Getting a consumer 's attention
The “fecl-good” factor

© STEP 2: Synthesize

Work with a partner. Discuss the example ads you listed in the chart, Use the
information from Step 1.

. What advertising appeal is used?
2. How does it get the consumer’s attention?




FOCUS ON SPEAKING

This section emphasizes development of productive skills for speaking.
It includes sections on vocabulary, pronunciation, functional language,
and an extended speaking task.

The VOCABULARY section leads students from reviewing the unit vocabulary,
to practicing and expanding their use of it, and then working with it—using it
creatively in both this section and in the final speaking task.

© ExpAND

'E FOCUS ON SPEAKING

Jo\ VOCABULARY o

© REVIEW

) Reod the information from an odvertising website.

Complete the sentences with appropriate words and phrases.
1. affordable / factors / humorous
ads can make us laugh and remember a product.

However, when we decide to buy something. we think about more important
. such as cost: Is the product ?
2. rely on / sound effects | techniques
Radio uses different advertising from TV.
are more important on the radio because we have to
- our hearing to get information about the product.
3. get our attention | consumery | effective

adults? families of single people? We think about factors like
‘gender, age. and income level.

» Finding the right appeal for your product. We will create a slogan
for the product. A good slogan will immediately make consurmers

‘slogan “Just do it* makes. of th

Itis clear that advertising affects what buy. g that
ads . and nuk:us remember vl Wi tesaties
- B the best stations and times 10 promate the product.
the product. For example. It s best to advertise toys during Saturday moming
41 sciptinsiees] | negative cartoons, when many children are watching.
Advertisers know that people often make decisions about
buying a product. That's why the Thief Buster ad — the
__ things that can happen if you don't have the product,
such s having your car stolen. 2 Circle the correct answer to complete each statement.
1. A commercial is an ad
. in 3 magazine of newspaper b onradic or TV
3. A target audience is a group of __ who may want a product.
2. consumers b. advertisers
3 Asloganis
2. a saying about a product b. an opinion about a product
4 Abrand name is the name of
. a product b. an advertising technique
5. A catchy ad is an ad that
a. is easy to forget b. is easy to remember

6. To promote 3 product meansto .
a. help the product be successful b. test the product




y

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.

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.

2 Work with a partner to complete the activity.
Student A
L. Look at Ad 1. You are going to read the ad to your partner two times, Circle
the important information that you will highlight. Highlight the words you
have circled by saying them louder, longer, and/or with a high pitch and

© PRONUNCIATION; Highlighting

strong stress.,
In radio ads, the actors emphasize, or highlight, certain words to help us focus 3. Listen as Student B reads Ad 2. Circle the words that your partner highlights,
on im| t information. The same pattern occurs in all kinds of communica- Student B

tion. we speak, we emphasize certain words to make our meaning clear.

1. Listen as Student A reads Ad 1. Circle the words that your partner highlights.

; Listen to the ad. Notice how the capitalized words sound.

Lz Hi, Kathy . .. Say .. . did you do something to your hair?

2. Look at Ad 2. You are going to read the ad to your partner two times. Circle
the important information that you will highlight. Highlight the words you
have circled by saying them louder, longer, and/or with a high pitch and
strong stress.

Kary Yup! | colored it with YOUNGER YOU.
= 1t's AMAZING! You really DO look younger! Whlnyycl.l are ﬁnisﬁcﬂ. compare your answers. Did you circle the same
Karwy: THANKS! NOW people don't believe I'm 3 GRANDMOTHER. words? Discuss any differences.
Lz 1 should try it.
Kamiy sl.N -soiusv to USE. Just MIX it with your shampoo. WASH. and Ad s
Lz Sounds GREAT! ———
Are you tired of work?
Awnouncen  Only five minutes to 2 YOUNGER you. Do you need to get away?
To highlight, or emphasize, 2 word in a sentence, use strong stress = M M a
oS3 thie word with 2 bigher piteh fionek :\C trip to Hawaii?
* Say the word louder. &:gammm

* Make the word longer.

53 round-trip!

Read the conversations. Circle the words that you think will be highlighted.

Hello?
Kathy! 1 took your advice.
What advice?
1 colored my hair.
With Younger You?
“ Yes! Ivs great!
Did you hear about that new flea collar?
Yes, I'm going to the pet store today. How about you?
1 think Il stop by tomorrow.

1. KaTHY
Lz
Kamny
Lz
Kathv
Lo

3. KaTHY.
Liz:
Karay;

Now find anather partner and repeat the exercise. This time switch ads. (Stu-
dent A reads Ad 2. Student B reads Ad 1.)

o Listan to the conversations and check your answers, Compare: your an- © FUNCTION: Attention Grabbers

swers with @ partner's, Attention grabbers are techniques that you can use to get a listener’s attention.
These are used in advertising, They are also used to get an au-
dience’s attention at the beginning of an oral presentation.

pe——a || 012 vuesing st speing |

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.




CRITICAL THINKING LISTENING
mms'n' on m' mr Interpret and critique ads Predict content
o Infer word meaning from context Listen for main ideas

Theme: Advertising o ) 1 |
Listening One: Advertising on the Air Classity information Identify detalls

A classroom lecture Identify salient features of an ad Infer underlying messages in ads
Listening Two: Negative Appeals Support answers with details from the listenings | Organize and synthesize information from the

Radio ads Identify intended market of ads listenings

Identify emphasis in speech
Evaluate effectiveness of ads
Listen to and evaluate student ads

mm Interpret a photograph Predict content

Infer word meaning from context Listen for main ideas
Theme: Fraud Classify inf o Identify detail
Listening One: Lily’s Story Rodiyiioamain ity

A story about personal experience with fraud | SUPPOT opinions with reasons Infer implied meaning through intonation
Listening Two: Public Service Announcements | Choose appropriate punishments for criminal Organize and synthesize information from the
PSAs on identity theft prevention acts listenings
Hypothesize outcomes Listen for suggestions to prevent identity theft
Listen for rhythm in speech
Listen to and evaluate student role plays

Endurance Test Interpret photographs Predict content

Rank extreme sports Identify main ideas

Theme: Extreme sports

Listening One: Ultrarunner Jay Batchen Infer word meaning from context Listen for details
M A radio interview Classify information Infer speakers’ points of view
|1 Listening Two: Sports Psychology Support answers with information from the listen- | Organize and synthesize information from the
E A university lecture ings listenings
D Interpret aphorisms Classify sounds

m “ m Interpret a photograph Predict content

Infer word meaning from context Listen for main ideas and details

b i . Evaluate advantages and disadvanta Inf * emotion
Listening One: Tourist Attractions or Human s oS gheaisagvaniages or Spaaime any S
Zo0? Support opinions with reasons Identify contrasting viewpoints in

A radio report Classify information the listenings
Listening Two: Town Hall Meeting in Cape Read a map Organize and synthesize information
Cod Hypothesize outcomes from the listenings

A recording of a town hall meeting Collaborate to reach a compromise Categorize sounds




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

VOCABULARY

Use context clues to find meaning
Identify parts of speech
Choose word definitions

PRONUNCIATION

Highlighting words

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

Use context clues to find meaning
Determine connotations of words
Use idiomatic expressions
Identify synonyms

Stress in compound words

Express opinions about extreme sports
Share experiences

Relate personal goals

Conduct an interview

Discuss emotions

Interpret and discuss aphorisms
Create an aphorism

Use context clues to find meaning
Define words
Complete a crossword puzzle

Expressions with other

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

Use context clues to find meaning
Define words

Group words with similar meaning
Use idiomatic expressions

Words spelled with o




UNIT 5

Voluntary Simplicity

Theme: The simple life

Listening One: Urban Homesteaders
A radio report

Listening Two: Simple Gifts
A traditional folk song

CRITICAL THINKING

Interpret photographs

Infer word meaning from context
Evaluate information

Classify information

Brainstorm ideas

Apply information to new contexts
Complete an outline

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

Before You Say “I Do”

Theme: Marriage
Listening One: A Prenuptial Agreement
A radio talk show
Listening Two: Reactions to the Prenuptial
Agreement

Recording of people expressing their opinions

Interpret a photograph

Interpret quotations about marriage

Infer word meaning from context
Hypothesize another’s point of view

Judge the value of a prenuptial agreement
Categorize information

Develop arguments for and against an issue
Interpret a graph

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

Personal Carbon Footprint

Theme: Climate change

Listening One: Personal Carbon Footprint
A radio report

Listening Two: A Call to Action
A speech at a rally

Interpret illustrations

Complete a survey on personal carbon footprints

Understand a scientific process
Infer word meaning from context
Classify data

Categorize information

Read a map

Interpret a graph

Predict content

Listen for main ideas

Listen for details

Infer speakers’ opinions

Label a graph

Organize and synthesize information from the
listenings

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

Predict content

Determine speakers' points of view

Identify supporting ideas

Infer speakers’ opinions

Take notes on a lecture

Organize and synthesize information from the
listenings

Identify end sounds




SPEAKING VOCABULARY PRONUNCIATION
Express opinions about alternative lifestyles Use context clues to find meaning Noticing rhythm
Talk about voluntary simplicity Find and use synonyms
Practice agreeing and disagreeing Identify variations in word meaning by context
Make analogies with target vocabulary Use idiomatic expressions
Produce correct rhythm patterns in sentences
Use descriptive language to enhance statements
Create an outline
Give an impromptu presentation
Speculate about the content of the unit Use context clues to find meaning Contrastive stress

Discuss quotations about 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

Define words

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

Interrupt politely and hold the floor

Participate in a seminar about climate change

Use context clues to find meaning
Define words
Identify and use correct word forms

Intonation—Are you finished?

Speculate about the content of the unit
Share personal experiences

Express and defend opinions

Agree and disagree with statements
Discuss corporal punishment

Use language to express confidence
Participate in a debate

Use context clues to find meaning
Define words

Use idiomatic expressions

Find and use synonyms

Final s and z
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Lauderdale; Yong-Hee Uhm, Myongii University; Debra Un, New York University; José Vazquez, The University of Texas Pan American;
Hollyahna Vettori, Santa Rosa Junior College; Susan Vik, Boston University; Sandy Wagner, Fort Lauderdale High School; Joanne Wan, ASC
English; Pat Wiggins, Clackamas Community College; Heather Williams, University of Pennsylvania; Carol Wilson-Duffy, Michigan State
University; Kailin Yang, Kaohsing Medical University; Ellen Yaniv, Boston University; Samantha Young, Kaplan Boston; Yu-san Yu, National
Sun Yat-sen University; Ann Zaaijer, West Orange High School
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Discuss the questions with the class.

1. Look at the advertisement.What product do you think this company is adver-
tising? (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?
uonedpaw ured e :I9MSUY

Unit1 Advertising on the Air
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