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Unit1l Ads and Commercials

Section A Listening Comprehension and Speaking Development

PartI Dialogues

Task 1
1. M: Excuse me, I’d like to place an advertisement for a used car in the Sunday
edition of your paper.
W: OK. But you have to run your advertisement all week. We can’t quote the rates
for just Sunday.
Q: Where is the conversation most probably taking place?
2. W: Is this the bookcase you advertised?
M: Yes, it’s our regular $100 bookcase on sale today for $80. These are the last two.
If you buy them both, you can have the pair for $150.
Q: What is the present price of the bookcase?
3. M: I don’t think that news report can possibly be true.
W:‘ Neither do L.
Q: What does the woman mean?
4. M: Did Mark stop at the service station?
W: Yes, he had the attendant check the oil in his car.
Q: What does the woman mean? :
5. W: Can your friends go with us thisaﬁemoon,brdoyouthinktheywillbetoobusy?
M: They hardly ever work in the afternoon.
Q: What does the man say about his friends?
6. W: Do you think we could turn the air-conditioner on? I’m really uncomfortable.
M: The air-conditioner never works when it gets warm. '

Q: What does the man mean?




7. M: How do most students find a job after they graduate?
W: They usually look for a job by searching the want-ads in the newspapers.
Q: What does the woman mean?
Note: want-ads B &
8. M: Wonderful weather, isn’t it? I’ve seen you around here, but I don’t think we’ve
met before. I'm John Bubber. Market Research Section.
W: Nice to meet you, John. I’'m Gale Gayley. I’'m in the advertising section on the
ninth floor.
Q: What can we infer from the conversation?
Key:1.D 2.B 3. D 4 A 5B 6C 7.B 8 B
Task 2

Passage 1

M: Hello, I'm ringing about your advertisement for English teachers. Can you tell me
something about the job?

W: Yes, we’re looking for people to teach in Spain this summer.

M: Where exactly?

W: Cordoba and Cadiz. The salary is $1850 a month. We’re looking for people who
can speak Spanish and who’ve got experience and qualifications in teaching
English as a foreign language. B

M: Oh, I’ve taught English, but I haven’t got a qualification.

W: Well, I’'m sorry, but a qualification is essential.

M:.1 see. Well, thank you anyway.

W: Not at all. Goodbye.

Questions
1. What is the talk about?
2. Where does the talk take place?

Key:1.C 2.D

Passage 2

W: We’re having a debate on advertising tomorrow and I have to take part.

M: That’s interesting. I should like to hear what young people think about advertising.

W: Well, we wouldn’t know what there was to buy if we didn’t have advertisements.

M: Yes, that’s true — to some extent. Advertisements provide information that we need.

If someone has made a new product, naturally he wants us to know about it.




W: Yes, and advertisements tell us which product is the best.

M: Do they? I don’t think so. Every manufacturer says that his product is the best, or
at least tries to give that impression. Only one can be the best, so the others are
misleading us, aren’t they?

W: Well, in a way, I suppose, but we don’t have to believe everything they say, do we?

M: Are you saying that advertisements aren’t effective? I don’t think that intelligent
businessmen would spend millions of dollars on advertising if nobody believed the
ads, do you? |

W: Of course not. After all, it’s their money.

M: Is it? I think not. The cost of advertising is added to the price of the products.
Actually you and I and all the other consumers who buy the products pay for the
advertising!

W: Well, I suppose we get some information in return for our money.-

M: But it’s often misleading and even harmful.

Questions

1. What are they discussing?

2. With which of the following would the man disagree?

3. What’s the man’s opinion about advertising?
Key:1.D 2.D 3.C

PartIl Spot Dictation

Passage 1

Adverﬁsing is a form of selling. It urges people to buy goods or services, or to accept
a point of view. The word “advertising” comes from the French word “averter,” which
means “to notify.” Advertisers pay for advertising that tells people about tﬁe advantages of a
produg:t, a service, or an idea.

Advertising has been called “the voice of business,” for it seeks to make people
aware of things they need and to make them want these things and tells “what” products or

services are on the market, and how they can be obtained. It announces new products and

describes new uses and improved features of familiar ones.
Passage 2 _
Advertising a product on the radio has many advantages over using television. Radio

rates are much cheaper. For example, with the money for a one-time 60 second spot on local



TV, advertisers can purchase nine 30-second spots on radio. Equally attractive are the low
production costs for radio advertising. In contrast, television advettising often has extra
costs. Another advantage radio offers advertisers is immediate scheduling. Often the ad
appears during the same week an advertisement deal is made. Because television stations
are frequently booked up months in advance, it may be a long time before an ad appears.
Furthermore, radio gives advertisers a greater chance to reach possible buyers. Radio
follows listeners everywhere in their homes, at work and in their cars. Although it is very

popular, television cannot do that.
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II. 1. publish / run an advertisement in the newspaper

2. broadcast / air commercials

3. special sales




4. colorful outdoor signs

5. mass media

6. classified ads
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Section C Extensive Reading

In-Class Reading
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Writing

Nanjing Blue Sky Computer Co. Limited is a Sino-England Joint Venture Company
and is a leader in China in developing software technology. In order to meet the fast growth
of the company, it is now seeking for two qualified applicants for the post of computer
programmer.

Job Requirements:

A college diploma in computer or related majors

Command of spoken and written English

At least 3-year working experience in related field

Ability to develop software on your own

Positive, confident, hard-working and self-disciplined with good health

Interested applicants please forward your résumé with two recent photos to Room
2230, Nanfang Hotel, No.40 Huaihai Road, Nanjing 210034, Welcome to join us!



Unit 2 Fashion and Recreation

Background Information
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Section A Listening Comprehension and Speaking Development

PartI Dialogues

1. M: May I help you, madam? This skirt matches your blouse all right. And it’s surely
‘better than the mini one.
W: 1 tried it on a moment ago, and I didn’t like it very much.
Q: What did the man suggest the lady do?
2. W: What a strange suit you are wearing. Your jacket doesn’t match your pants.
M:1 kno& I got dressed in the dark, and I didn’t realize my mistake until I'had gotten to
the office. :
Q: Why does the man’s suit seem unusual?
3. M: I realize that short hair is fashionable these days, but you looked so much nicer
with long hair.

W: Long hair may look nice, but during the summer it’s so uncomfortable. Even

after I bought an air conditioner, my hair still bothered me.




Q: What’s the woman’s reason for cutting her hair?
‘4. M: Which dress do you plan to wear?
W: 1 like the pink one, and it fits me better, but it’s probably too dressy. I suppose I’ll
wear the black one.
Q: Why didn’t the woman wear the pink one?
5. M: My briefcase is just like yours, isn’t it?
W: Almost. Mine is smaller, and it doesn’t have a lock. I think I’d rather have had
one like yours.
Q: Why would the woman rather have had a briefcase like the one the man has?
6. W: That picture flatters Susan a bit. She is not so pretty actually.
M: No, by no means, and she doesn’t look so young as she appears in the picture.
Q: What does the man mean?
7. W: Why, you went to the cocktail party wearing such a shabby tie and so worn a
suit? You are really a gentleman!
- M: Well, you see it’s not the good clothes that make a gentleman.
Q: What can we learn about the man from this conversation?
8. W: What can I do for you, gentleman? Maybe you’ll like this suit. The color goes
with your skin perfectly and it is the latest fashion.
M: Yes, it’s really a good suit. It fits me well and the style is nice. But I’m just
looking around. Thank you just the same.
Q: What didn’t the man like about the suit?
Key: 1.B 2.A 3.D 4.C 5.B
6.A 7.D 8.D

PartII Spot Dictation

Passage 1

In the United States, most regular television series have 20 to 26 episodes per season.
In general, dramas usually last 44 minutes (an hour with advertisements), while comedies
last 22 (30 with advertisements). However, with the rise of cable networks, especially
pay ones, series and episode lengths have been changing. Cable networks usually feature
seasons lasting around thirteen episodes. Many British series have significantly shorter runs,
particularly sitcoms such as The Office, Extras and Peep Show, which feature six episodes

per series. This may be related to the fact that many British shows are written by a single

10



writer or writing team, unlike some US shows. However, even British shows which do have
m_uiti@ writers have tended toward shorter series in recent years. Recently, American non-
cable networks have also begun to experiment with shorter seasons for some programs,
particularly reality shows such as Survivor:

Passage 2

Television now plays such an important part in so many people’s lives that it is
essential for us to try to decide whether it is a blessing or a curse. Obviously television has
both advantages and disadvantages. But do the former outweigh the latter?

In the first place, television is not only convenient source of entertainment, but also a
comparatively cheap one. People just sit comfortably at home and enjoy endless series of
programs rather than to go out in search of amusement elsewhere. Some people, however,
maintain that this is precisely where the danger lies. The television viewer need not do
anything. He is completely passive and has everything presented to him without any
effort on his part. Secondly, television keeps one informed about current events, allows one to
follow the latest development in science and politics. Yet here again there is a hidden danger.
The television screen itself has a terrible, almost physical fascination for us. We get so used to
looking at its movements, so dependent on its pictures that it begins to dominate our lives.

There are many other arguments for and against television. The poor quality of its
programs is often criticized. But it is undoubtedly a great comfort to many lonely elderly
people. And does it corrupt or instruct our children? We must realize that television in itself

is neither good nor bad. It is the uses to which it is put that determine its value to society.
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