P =mermps
SHRRIE
4

(BIRIIB) REAH

A3 i 1Ml {14 )i ik
Petroleum Industry Press



s 8 @)

(BIRFIB) "EAH %
(323) Eve Bower &

IBIREHE:

A1 i Ok AR #E



MERE
(BHGEY BRI WIS 8 R B AR M (RS FRR
VBRI RE RN BT, R &2 R AR IE RYIBH
SABA M, BRI GEIPOES AR (MR | (RBUGOEGEYT)
(HIOEAL) 1 (R BUEERUTSE 1) =M. A5k (RISGRGAHE 4) . 2430
10228 5E, AT E R AERS. SaZ . ZEARRA IS fEE A 1Y
AR .

BHER&%E (CIP) HiE

BREESOERE .4/ (BRIE) wmEHM -
Jext: Al e, 2009.8

0 R e & HLA

ISBN 978-7-5021-7294-7

b I

=

e
HEE - AL PR - EM
.H31

2 H 52 ~

H [ A [ B 0 CIP iy (2009) 25 124754 %5

R AAT: A ol At
(demiZeE 144 E 2 X 15 100011)
M dik: www.petropub.cn
. (010) 64523574
KATER: (010) 64523620

% B EEEEHE

B R dErOREER])

2009 4E 8 H4 1 it 2009 4 8 A% 1 K EIk

787 x 1092 Zk A 1/16 HIg. 19.5

FH: 340 TF

Efr: 32.00 ¢

(hn HE PR B R R A, FAL RATIR R TTA )

WA A, BHEDALS




FIREEAREA (EIRIE) BRI w8 (R EHEHIERE
HFERATRY (R SFRIGER AR AA) BETR, RtEHE %
FEIEBFER KL IOERIVE . BRI IR H IR R b iE =
HIRES], RAWRIATE: 1. —EHIELRERAREE, 2. PSRRI X 3
TEPORHRE ST 3. BEATIRBA H B IRIORE ST s 4. MEIE S B 215 57 SCHIRES] .
AEEMP—EDM, SHEE (BB AR (L), (RIS
B (LR fl (EIRIGERITSEHY =M.

(RBRRIESGHE) —ZE0M, SHE 10N KEMT, B/ 52T
M3 5 (Topic Introduction)FF 4, HI = ML, 55— 7 He K U 14 3 f 20
4+ (Listening Comprehension and Speaking Development), [ 4%#(% 8 55 i 3 i
REF, JIREEFAETED . WHHEE—SBHYI%, GEXE (Dialogues).
Wr51H 25 (Spot Dictation), # fj 4% F %1k (Useful Sentences and Expressions)
FWE, BRR NG ABHOEE) (Intensive Reading), AHFEY. 7T
(Vocabulary), &% &i(Language Points / Notes). PRI F £ f# (Comprehension
Check), EVA%5# (Grammar Focus), BfE{I%: (Writing)% 2, HAB5EI%
(Writing Work) 5 %8 — i} FF 44, 5 =M HIZ %41 #H( Extensive Reading),. HifRy




Contents

3% (In-Class Reading) (Ht FIiEHE AR LR > ), k41 P EE(Complementary Reading)
CHIEANN TS PSR, AT RMORE VAR, PR3] (Merry Learning) %A% 4
B, A S LGB A — B, SRR R T, MO BTN T R
-y FF(Background Note)Fl#fi E24 3] (Learning More), iR EHERH B T 54K,
T4 B SR

(BHEESEA%Y) ARASRENRIIRER T, BEWH2ERAEY
H T RAIER (GHPEEIELSAHAE) HEA BT R ERKIE S MR, BRI
BYEER . BRERAE AR, S PLE R R AR Y SEEE F E A AR
B, ISR EFRIBE M AR, RIFETTEE. BB LrE A
WIEES . G (RIEELG AR PR E MR I MYLE, T
EES M ARANES, RERENR. BT, #HERE, AW, 55
&, BISSAEEREHE. B SEMGE TS, SRTEERES T H
MR TS, GIROTNEIRE AL RREK T R, BRSO RES
REBE R F B % IR0 A SR, BB, AT NS LT
SR, 2. FNCHERGR, 3. iEIRULE , 4. PIEEEMR 5. BRI, 6 BES.

(EERIHERITS % ) ARITE AL TR R E FAR . R, iE
ARG, ANTEAEL, IR BRSNS B E ARV AR I GRS P YW
3L

— AR BETE O, V% R i E T (Knowledge) . $HE(Skills), $%
TG (Techniques) =AW, HITH T BE A FE DDA i : 1AL (Vocabulary), ¥
(Grammar) . 5% (Discourse) 1 k7 5 (Cultural Background), ¥ HEEWE €135
I (Listening). i (Speaking), i¥% (Reading), & (Writing), HIJTEWFELFERT7
Hi: 22345 (How to Learn)FIZ% X1 (How to Take Tests), ASHobi it EIIHAC
A, EEKRE.

N T E A B E S R R A S IE R R R EOR, HIEME AFAE R
Eik, MNEANEFEMEERY, AEAMERSES, BMEH, REZFES




Contents

J7 TR T 40T S A A

L SCBe B —iDie—RBE—RE" B, S EHER 2 sME, ik
FHBMATENIGE, NEHATF, He8R. S0 rR30E, TRITE
TR7 RS TR R IK A 5 i 3 AR,

2 BHF CNERET o MBS, MR T R R S s e
STHSEREF VR, IO B R IG K R TR h , SR i s
JEE, LA THHES RSULIERIE, BB T RS2 5,

3. BB EHFNMERARRACELIR, M IS S IERL IR %, %
FESKFRE LN EERA R | AR A RIS H AR R MR, 16 RS A2
I RSB ACP RIS R TR, M2, SSRGS, RELLOT K
IRELH RS L, TR A4 5] W95 | BB RR S B AL 81 . TR Bk TR
HFLERES SOBWANE, L AR BT mII%G, AN, S T4 A
A7 CEEFNT L G T BB R 0, 8 kA i
2

4 BB, RAGAABRAMBRSR G, WLt E, (Erm, Rk
T5E, SRACRAIGR. TEVTIATr T vE E2E4: H SR IR 3, KSRz it
WIS~ EUIGE L G AHE, BIEMMEEESEN . SERI5HH
RSOOSR, AL RNT . UG, . 5 R A B A AR,
MR R — R SR — IR IR BB R R, A
T EBOIRAR, TG, SO TR R, R, FEA A
fUAE, REIER) “16" 36E, HFBsuhd A, R mm e .

SRS, ARG, 8. HAMEHNEN., “SSENE, BHNE
RIRHE, BBURYE, SCRIMER—K, b2 %, o5&, f—m" . “Sfs
B MM, AEE R AP SRR, S 2 3 A LK,
IR HEFIH B, T WEResnr. 3, . 5. BSKTE.




Contents

(EBEREIEY RFIEM EHBRAT CUibamPlliR2ER) HE, E%HH
%44 5% Eve Bower $H{E,
(BIREIESASHIE 4 EHRIRAT, KEX (REILBBLEARER) .

SMABREWEA . AM (TAMPULEREE) . HI (TbA WPk AR
) . KB (MILAEMBALREARER) . EH (RELERILRARYE) | M5
B (R TEBRAE) . EABHHEIET, REHID Sharon Gralapp,
Mitch Moxley %A H i P 2542 1 T SR WA, FEHRIR IR .

HFHREZRSKTEHR, BHRARESHBZATETER, Bl K& HF
$IE, FEHBIRFRNSATKRMENIMEXIN, HET - ERENEHX
=, TEWEAE XA, TR BRI B E — BRI B .

G
20094£6




Unit(®d Ads and Commercials

TOPIC INrOAUCHON. .......veveveveeeeeeeeeeee e s e oo 1
Section A Listening Comprehension and Speaking Development........ 2
Section B Intensive Reading — TV Advertisements ...................... 7
Section C Extensive REAAUEY ........coovonmmsessssisssninsmsrnapsssosasnsesess oo 22
Writing — Recruiting Advertisement Cerspiens st ast s s as s usasausnranes 27
Merry Learning ...........c.ccoueivieinimiieueieeeeeeeeeieeeetee e eeeeeeas 35

Unit(® Fashion and Recreation

Topic Introduction......................... svmmanasBHRHROT L g0 » 36
Section A Listening Comprehension and Speaking Development...... 37
Section B Intensive Reading — Product Placement........................ 41
Section C - Extensive Reading ..................... ALAVELD SSNNNRE BN LOL8 11 T VR &5
Writing — Letter of Consolation .................. b0l 0 Aol o, 67




Contents

Unit() Finance and Insurance

% Topic Inoduction ... ... oSyt vk iots Atis rersrinsasg s akinnssssnssiins 72
= Section A Listening Comprehension and Speaking Development....... 73
= Section B Intensive Reading — Insurance ........ccccccccceeiineieennnnns 76
[ Section Gk Extansive ReQdnNg ................ v cieescanmrasnsncsnssosssonssnisssssing 85

Writing >~ HOU'& ReCEIpt FOIMS. .. ...coimwmmsimarmsssssinssissisasiaasss 91
W TSRS LORNIINT ... ot trs arobninansos inii chan 5550 s s3M v R IUREFS AR SRS SR e 93

Unit(@ Social Change

R RODIC IR OIUOTION . vt osineninspssmmssssmmsesessumsismmonsssssssouesssamsgonpepompes 95

== Section A Listening Comprehension and Speaking Development......96
L Section B  Intensive Reading — Political Correctness:

But Underhoused Is Still Homeless...........ccccccevveinnennee. 99

= Section C  Extensive Reading ..........ccoceevvviiniinniiniiniiniiiiincnnnn. 109

= Writing — Letter of Sales Promotion ............ccccoeveiiiiiniiiinniennnnn, 114

w Merry Learning........cccoeeveevieeienieneniiiniinniiiieceie e 117

Unit(®) Professional Qualifications

i Topic INTOdUCHON, ;1o e sirersnsrsessssesespsesesssornnsBOHBBDOBAL SGOT ¢ 118
= Section A Listening Comprehension and Speaking Development....119
= Section B Intensive Reading — NVQs in China.........ccccceouvruinnen. 123
o Section C  Extensive Reading ... omikss i« daimsh sodesso s ofstsi akioeesss 133
L Writing — Certificate. .. ;isss0es:: -sabon o bbb o 30t s 139




Contents

Unit() EPC — Engineering, Procurement and Construction

Topic INtrodUCHiON. .........cccovriruerieiiierereteeceeeeeeee e, 145

7 Section A Listening Comprehension and Speaking Development.... 146

™ Section B Intensive Reading — Petroleum .................cocovevemnnn.. 154
I Section C - Extensive Reading ......................... ..o loo 163

L~ B R L an 2 BRI ¢ 171
+ i L g b e T R s e Ao e s i . O, S - Ll 179

# Topic INtrodUCHON.........c.eueuiiiiiieecce e 180
= Section A - Listening Comprehension and Speaking Development.... 181
= Section B Intensive Reading — The Allure and Perils of Investing

in Alberta’s Oil Sandsa/LI0807 27 20000 | 8 nog95¢ 186
4‘ Section C  Extensive Reading .............ccoeoevuiveiucunveceieeeeeseenn 194
= Writing -— Memeorandum............ 25 522 avizngizd | 0 aoiose 203
= Merry Learning ..o cHBHT0IGMNE 10 dos1in0.) - - arriliny o 206

Unit() Emergency Management

7 Topic INtroduCtion. ..........c.c.ceueureeuiueieiereteeeeeeeeeee e, 208

Section A Listening Comprehension and Speaking Development....209
| Section B Intensive Reading — Emergency Response — CPR..... 212

™ Section C  Extensive Reading ...............cccoveeeeeeeeeveereoeereso 218
M WILNG — ROPOTL . csssiniss mvtenesnensasneremvomsonsmensorssassusyssssssasssssnsossssase 224
F Merry LEaming .........cuwvsisssasssersrmsensccrersassssssenssssssssarmmossssssssssonsass 227

X

\



Contents

Unit(@ Overseas Study
R ORI TGO, - a5 st s st ngn oo SePRAT s S e 0 S i et b 228
« Section A Listening Comprehension and Speaking Development....229
. Section B Intensive Reading — Overseas Study .........cccocovuecrsencucnnee 233
" Section C - Extensive REadINg ......c.cccovviivininosvssi Byagaressss sasssoisst i gt 243
-« Writing — Application for AAMItEaNCe. .......oooeeeeoeeeerereesreesssssssssee 247
: ECTEY BRRMIE ... s viissnsissansarinscnessnmmssssimesshasavasss ssssasusvap sv oo KoRssoRRESER 250

Unit Self-Improvement

n Topic IRINCHOB. 2 s ersrtsrhsessrneron proppsghaiidb s ssnse seysdsgssphoss 252
= Section A  Listening Comprehension and Speaking Development....253

= Section B  Intensive Reading

‘ — How to Manage Work-related Stress............cccooeuvereennnc. 255
B Section C  Extensive REaging ..... ..o nyssbsfopemppeshdsssssangipyiddsss 265
- Writing — Contract of Employment...........oveessausmimppgrosdevernendidy s 275
RS BRI, ... oommsvisnsmmonmerianumsmmssmmmess s viss soms s sy e SN OREN S ORS 277
IY/oTer 10111 1 A 278

i Phrases & EXPIeSSIONS....cccocureroviresenesesesnsassesssartuesssbnnssssaihsnstasssss oos 297




Ads and Commercials

Introduction

A television advertisement or television commercial [often'
just commercial (US) or advert or ad (UK)] is a span of television
programming produced and paid for by an organization that conveys a
message. Advertisement revenue provides a significant portion of the
funding for most privately owned television networks. The vast majority
of television advertisements today consist of brief advertising spots,
ranging in length from a few seconds to several minutes. Advertisements
of this sort have been used to sell every product imaginable over the
years, from household products to goods and services, to political
campaigns.

The effect of television advertisements upon the viewing public
has been so successful and so pervasive that in some countries, like
the United States, it is considered impossible for a politician to wage
a successful election campaign without the purchase of television
advertising. . |

The world’s first television advertisement was broadcast July 1, 1941.
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C Part I Dialogues J

Task 1

Directions: This section is to test your ability to understand
short dialogues. After each dialogue, there is a recorded question.
Both the dialogues and questions will only be spoken once. When
you hear a question, you should decide on the right answer from

the four given choices marked A, B, C and D.

1. A. At a newsstand. B. At a car dealer’s.
C. At a publishing house. D. At a newspaper office.
2. A. You can have the two bookcases for $90 each.
B. One bookcase will cost $75 if she buys two or $80 if she only buys one.
C. A bookcase costs $100.
D. Bookcases cost $160 for two.
3. A. She doesn’t think the news report is false.
B. She has never before reported on the news.
C. She never watches the news on television.
D. She shares the man’s opinion about the report.
4. A. The attendant checked the oil in Mark’s car.
. Mark checked to see if he had enough oil in his car.
. Mark checked with the service station attendant.
. Mark wrote a check to pay for the oil.
. They always work hard in the afternoon.

w»>oO0Qw

. They don’t do much after lunch.



C. After noon they never work.
D. It’s never hard for them to work in the afternoon.
6. A. It’s hard for him to work when it gets warm.
B. Whenever it gets warm, he turns on the air-conditioner.
C. The air-conditioner only works when it isn’t needed.
D. He likes to use the air-conditioner when it is warm.
7. A. Most students would like to work for a newspaper.
B. Most students find a job by reading advertisements.
C. Most students find it hard to get a job after they graduate.

D. Most students don’t want jobs advertised in the newspapers.

8. A. The man has never seen the woman before.
B. The two speakers work for the same company.
C. The two speakers work on the same floor.

D. The woman is interested in market research.
Task 2

Directions: This section is to test your ability to understand
short passages. After each passage, there are some recorded
questions. Both the passages and the questions will be spoken two
times. You are required to decide on the correct answer from the
four choices marked A, B, C and D.

Passage 1

1. A. An inquiry about English teacher’s job.
B. An inquiry about the man’s qualifications.
C. An inquiry about an advertisement for English teachers.

D. An inquiry about the work welfare.

2. A. In a company. B. In a school.
C. In Spain. D. On the phone.
Passage 2

1. A. They are talking about a debate.
B. They are criticizing advertisements for their bad effects.
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C. They are talking about the advantages of advertisements.

D. They are arguing about the function of advertisements.
2. A. Advertisements provide useful information.

B. Some information provided by advertisements are misleading,

even harmful.

C. Advertisements are very effective.

D. Manufacturers have to spend a lot of money on advertisements.
3. A. People should reject advertisements.

B. Advertisements are always reliable and effective.

C. Some Advertisements are misleading.

D. People should trust the message conveyed by advertisements.

[ Part II Spot Dictation }

Directions: In this section you will hear a recorded passage.
You are required to fill in the blanks with the words you hear. The

passage will be read two times.

Passage 1

Advertising is a form of selling. It 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”. pay
for advertising that tells people about the advantages of a product, a

service, or an idea.

Adbvertising has been called “the voice of business”, for it to
make people 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 It new products and describes new uses and
improved of familiar . (108 words)

Passage 2

Advertising a product on the radio has many advantages over

using television. Radio are much cheaper. For example, with
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the money for a one-time 60 second on local TV, advertisers
can purchase nine 30-second spots on radio. Equally attractive are the
low production costs for radio advertising. In , television
advertising often has costs. Another advantage radio offers
advertisers is scheduling. Often the ad appears during the same

week an advertisement deal is made. Because television stations are

frequently : up months in advance, it may be a long time
before an appears. Furthermore, radio gives advertisers
a 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. (131 words)

i ( Useful Sentences and Expressions j
R

1. How many advertisements do you see each day?

2. What are your opinions about advertisements?

3. What do you think about TV advertising?

4. What are the problems associated with advertisements in China
today?

5. Which medium do you think is the most effective for advertising?
— Radio / Television / Print (newspapers, magazines, posters,
junk mail).

6. Which television advertisements do you remember most clearly?
— Funny ones / informative ones / fast ones with music / well-
photographed ones / ones with a story-line.

7. What functions do you think an advertisement should perform?
— Encourage people to buy / introduce people to new products /
perform a useful service for the community.

8. What skills do you think are important for an advertising agent?
— An ability to think up exciting ideas.

9. What do you think should not be advertised on television?
— Cigarettes, alcohol, weapons, contraceptives, religious materials.

10. Advertisers never tell the whole truth about the products they sell.

11. Companies should spend less money on advertising and then C&t

N
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17.

18.
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24.
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they can reduce the cost of their goods.

What do you think is the best way to advertise a product? -By
appealing to a specific group of consumers / By making people
think it will bring them good luck / By showing how cheap it is /
By making people remember the brand name / By showing how
good it is in quality.

If you were advertising a car, what would be the main part
of your campaign? — A genuine reduction in price / The
recommendation of the car by a well-known personality / Its
safety features / Its company name (47=) %) / Its comfort / Its
fuel economy (%'7H).

I might take up a special offer that was advertised but otherwise
I don’t really take any notice of advertisements.

Advertising might make me remember a brand name but it
would not make me buy the product.

I only buy products that I've seen in advertisements. / People
who buy products because they’ve seen them advertised on
television are foolish.

What do you usually do while advertisements are shown on
television?

Have you or any of your family members ever bought anything
as a result of seeing a dishonest and misleading advertisement?
What is the best kind of advertising? — Word of mouth ([
) / A free sample of the product / A pamphlet or leaflet left
on your bicycle / Advertising in the cinema / Advertising on
posters.

An advertising should not play on violence or sex.

An advertisement should not contain anything that might lead to
racial or gender discrimination.

An advertisement should not mislead the consumer about the
product advertised.

All comparative advertisements should not respect the principle
of fair competition and should not unfairly attack other products.

How often do you read classified ads in the newspaper?



