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[ Warming-up Activity

e Warming-up Activity Task 1




I' Warming-up: Task 1 ]
T» 3.

@ Picture A is an ad for an organization, not
for a product. It tries to create a positive
corporate image.

@ Picture B is a large movie poster showing
the name of a movie, and the attractive
picture tries to draw people’s attention.

@ Picture C tries to let more consumers know
the brand and buy the product.




[ Warming-up: Task 2

Task 2 Effective advertisements appeal to consumers emotionally, drive them to action and

in turn generate more sales. Work in small groups to discuss whether the following

advertisements are effective.

1. Dog for sale: Eats anything 2. Microsoft Surface: One 3. Nissan: Lifeis a joumey.
and is fond of children. device for everything in Enjoy the ride.
your life.

» Only No. 2 and No. 3 are effective
advertisements.




[ Reading Activity A

Reading A




[ Reading A Background ]

Advertising

People define advertising in different ways, often
along with the term “marketing”. Advertising is
not marketing. It 1s a tactic that 1s used by
marketers to convey messages to their customers
and stockholders. Advertising 1s a form of non-
personal promotion. Companies pay to promote
1deas, goods, or services 1n a variety of media
outlets.




[ Reading A: {: R ]
Las Vegas’ “What Happens Here, Stays Here”
Campaign

Advertisements can be provocative, shocking, informative, surprising,
funny or sad. After a failed attempt to promote itself as a family
destination, Las Vegas finally embraced its Sin City image with its “What
happens here, stays here” advertising campaign, launched in 2003. It’s
still going strong: 2007 marked the city’s fourth consecutive year of
busting tourism records. “It resonated because it’s what people already
believe.” says Laura Ries, President of the marketing strategy firm Ries &
Ries. “The lesson is to try to turn negatives into positives!”

What makes an effective and persuasive advertisement? Listed below
are some marketing ideas based on research and illuminated with examples
of advertising campaigns that have benefited many businesses.




[ReadingA: P ]

» Engage your target

Know your target audience and know what makes them tick.
For example, Loblaw Companies Ltd. ran a wonderful recruitment
ad with a visual of spice jars and the headline “Spice up your
career’ . The copy included statements such as “reach your

tE 1 b 1

potential”, “learn”, “supportive managers”, “inclusive
workplace”, and “showcase your talent”. The headline and visuals
are clear and appropriate. However, it’s more helpful that the copy
touches on the human desire for career engagement and

fulfillment.




[ReadingA: € EEE ]

»

»

Keep it simple

Resist the temptation to say everything in one ad. Research
supports communicating only one idea clearly. A great example
of an advertiser that does this effectively 1s P&G. While they
sell an array of products, its newspaper ads focus on one
message.

Appeal to readers

In order to engage the readers, a newspaper ad needs a
strong headline to grab attention and draw the readers in so
they want to know more. Weight Watchers undertook a strong
copy ad campaign. Their ads lead with bold headlines such as
“Die or Diet”. The text describes the Weight Watcher
philosophy, what new members receive and how they should
start to lose weight.
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[ReadingA: 4 = ]

» Be distinctive

Something new and fresh in the headline or pictures can
attract more readers. This allows an advertiser to stand out
from the competition and to be instantly recognizable.
McDonald’s “Open at Night” advertisement was one of the
best creative advertisement examples. Their message was
displayed at nighttime. Two lamps were well placed above the
billboard where they shone down to create the company’s logo,
portraying that they were open at night as well.




[ Task 1 i

Before reading the passage, work in pairs to discuss the following questions.

1. What are your favorite advertisements on TV or in magazines?

2. Why do you think they are effective!

» This 1S an open-answer question. All comments
are welcome.




[ Reading A: Task 2

Task 2 Read the passage and complete the table with each company’s advertising strategy.

Example Company Advertising Strategy

Loblaw Companies Ltd.

P&G

Weight Watchers

McDonald’s
Example Company Advertising Strategy
Loblaw Companies Ltd. Engage your target
P&G Keep it simple
Weight Watchers Appeal to readers
McDonald’s Be distinctive
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[ Reading A: Task 3

|
1

\ Decide whether the following statements are true (T) or false (F) according to the

» 1 I F passage.

2 2 i F [ | 1. Las Vegas started sending out positive messages in its advertisements following a failed
» 3 . T attempt in 2003 to advertise its Sin City image.
4 T [ ] 2. Loblaw Companies Ltd. sells spice jars, which can be seen from one of its advertisements.
» 4.
[ | 3. Weight Watchers used the slogan “Die or Diet” to draw readers’ attention.

[ | 4. McDonald’s “Open at Night” advertisement was regarded as one of the best creative

advertisement examples because it created something new and fresh.




Task 4 Read the passage again and choose the best answer to complete each of the

following sentences.

1. “What happens here, stays here” advertising campaign
A. met with strong criticism
B. failed to reach the targeted market
C ghirried the Sin City image but was very effective

2. "Know what makes them tick” means
owing what attracts the target audience
B. the communication can be altered for each customer

C. the real objective of advertising is to fight competition

3. The expression “inclusive workplace” refers to

workplace where everyone is treated the same

[ Reading A Task 4

— . a workplace which is equipped with a lot of facilities
i:\\:! C. a workplace whose products are marketed in the same way worldwide




[ Listening Activities

e Listening Task 1




[ Listening task 1

Task 1 Lily, the sales manager of Sunshine Travels, is talking with her colleague Mike about
n advertising. Listen to the conversation and match the people with the correct information.

~

B a. suggest not using the usual agency
J N _ b.worry about a tight budget

Lily c. suggest a fresh approach - ~
d. suggest diversifying — New Words

‘% :“ e. suggest an ad campaign safari n. KR, 25

“ - suggest developing new products slump n. 3538 ; AT

ke diversify v. (f#) ZHAk

N J_//J

2Ll @@
» Mike: abc




[ Listening task 2

Mike 1s calling Kate of APEX Promotions. Listen to the conversation and answer the

following questions.

» 5. What 1s the next step to be taken by APEX
Promotions?

@ The next step is to get started on the
market analysis.




O

Task 3 Mike and Kate are talking about the vpcoming sales campaign. Listen to the

conversation and choose the best answer to each of the following questions.

1. Whigh of the following advertising media is suggested by Kate?

V. B. Newspaper. C. Billboard.

A. City tours. B. Overseas tours.
3. What are Kate and Mike discussing?

A. Ads that dominate local markets.

2. Which of the following represent Sunshine Travels’ majorgburce of revenue?
. A new line of product packages.

B. The decline of newspaper audiences.

C.4'he media strategy for the ad campaign.

4. Fow does Kate get Mike to agree to her suggestion?
A. By appealing to their in-house marketing staft.
. By proposing possibilities to increase sales revenue.

C. By narrowing down a new line of product packages.

73
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[ Listening task 4 S

R e New Words
Mike and Lily are talking about a public service phony a. HEDI); HEMIASKH)
advertisement (PSA) that they both disliked. condescending a. A TLEVEY;
Listen to the conversation and decide whether R T

N _

the following statements are true (T) or false (F).

E 1. Mike and Lily had a drink last night.

m 2. Mike and Lily both watched the PSA last night.

E 3. Lily thinks it’s not OK to talk down to teenagers in the ad but Mike disagrees.
F] 4. Lily suggests that PSAs feature cute girls who look innocent.

5. Lily contends that sincerity is more important to PSAs than cuteness and entertainmen
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Listening task 5

Task 5 Mike and Lily are talking about possible cultural issues involved in Sunshine Travels TV

O3

advertisements. Listen to the conversation and fill in the blanks with what you hear.

Mike:

Lily:

Mike:

Lily:
Mike:

Lily:
Mike:

Lily:

Milke:

You've handled ad campaigns for many hotels betfore, Lily. Do you think this will help
with the Sunshine Travels TV ads?

Both types involve jiravelers Yeah, I think they have a lot in common. We know that
topics which are 2.acceptablg sne culture may turn out to be taboo for another.

True. What I find surprising about American business people is that 3personal
questions are not actually considered taboo in the business context.

That’s not what I heard.

When [ was in the United 5States, it was very common for people to ask their
qounterpart“How is your family?”

Such a question in Saudi Arabia would be highly 5.
In South Africa, you should avoid asking personal questions, such as a person’s marital
status; also avoid 6. diSCUSSiBP&hnic differences or politics.

And we also should not forget that telling jokes can be 7. dangerougs ot all cultures

interpret them in the same way.

inappropriate

Yes. The humorous approach does not alv&aé,?_ travel well across cultures, because there
Ines
are vast differences as to what a culture 8. as humorous.

AN By ﬁ




[ Speaking Activities




| Speaking task 1_ =

Sample

» A: Have you ever heard people say “Advertising 1s a waste of
money.”’?

» B: Yeah, but the version I heard is “Half the money I spend on
advertising 1s wasted; the trouble 1s that I don’t know which half.”

» A: 1 switch channel each time the commercials are on. I’'m sure you
do that also.

» B: Yes, I do. But we need to ask another question: If advertising

doesn’t pay off, why do so many companies advertise? With
increasing competition on the market, all businesses, big or small,

have to advertise in order to survive.
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[ Speaking task 2

» A: Should we advertise on TV? What do you think?
» B: As I see it, advertising on TV 18 too expensive.

» A: In my opinion, if we don’t advertise on TV, people may not
take us seriously.

B: Speaking personally, I think that TV 1s not our first choice.
A: Why do you say that?

B: Because most of our customers work in offices instead of
staying at home watching TV.




[ Speaking task 3

A: Hello, Kate, it’s nice to see you again. Thank you for coming for the meeting.
~» B: Oh, nice to see you, too. Have you decided to advertise?

A Yes. J))oes PPC Promotions have previous experiences of marketing tour
services?

» B: Yes. We've looked into your company’s tour services, and we recommend
advertising though a website.

» A: That’s a surprise for us, because we are considering local newspapers.

» B: Most of your clients are young whitecollar workers. Most of them go online
for information instead of reading newspapers.

» A: Sounds interesting. Do you have a specific plan, then?

» B: Sure. I have a copy of the detailed plan. You can take a look.
» A: T think we need some time to decide on it.

» B: OK. I look forward to your early reply.

v

v
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Speaking task 4

Task 4 Work in groups. Failing to take into account cultural differences in international
advertising may result in losing business opportunities. Search online for cultural

! differences between China and America in the following aspects and share with
each other.

Body language (eye contact, hand gestures, etc.)
Time consciousness
Interpretation of colors

Interpretation of numbers

X X % X% %

Concept of privacy

' o

»This 1S an open-answer
question. All comments are
welcome.
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[ Reading Activity B




[ Reading B: ( o=

Advertainment

Moviegoers at 12 UK cinemas on Saturday were shown an advertisement for Volvo XC70 before
the movie Ratatouille was screened. They were asked—as a group—to put their hands in the air
and wave them left or right. This participatory commercial represents a growing trend in movie
theater advertising, with on-screen ads and lobby displays becoming more interactive and more
entertainment-oriented. “Advertainment” is blurring the lines between advertising and entertainment.

According to the records available on a reliable website, an average of 18 brands were placed in
each of the top 200 movies released between 2001 and 2005. And television doesn’t escape. Within the
first 20 minutes of being featured on the reality TV show—The Apprentice, Crest Toothpaste received 4.3
million visits to its official website, 80,000 requests for samples, and 25,000 submissions of marketing
ideas to the program. Similarly, within three hours of appearing on The Apprentice, Ciao Bella Ice
Cream was the third most searched item on Yahoo!, and by 5:00 p.m. the next day the products were

sold out in all stores that carried them.

jsg/ A



[ Reading B: < - = ]

Ads and public relations are routinely dismissed as silly, annoying, intrusive or a waste of time. The
very name “advertainment” produces a strong shiver of disgust from many consumers. “I paid to come
in here, so why should I have to watch advertisements?” they ask. Yet, they wear branded running

shoes and clothing so their lives are already in advertising.

More innovations will come as marketers continue to spend more on movie theater promotions.
“If people have fun, they don’t feel like they’ve been intruded upon,” says David Polinchock, the
chief experience officer at Brand Experience Laboratory, which was responsible for the interactive

technology behind the Volvo ad. “They don’t walk away upset—but the trick is, not to overdo it!”




[ Reading B: Task 1

Task T Read the passage and decide whether the following statements are true (T) or false (F).

F | | 1. Moviegoers at 12 UK cinemas on Saturday were paid to put their hands in the air and
wave them left or right.

2. Crest Toothpaste was featured within three hours on The Apprentice.

3. What gets shown on TV has much to do with corporate interests.

4. Advertainments arouse consumers’ great interest in commercials before films at movie theaters.

" | 5. We can conclude from the passage that advertainments are expected to diminish as more

MT -

consumers express disapproval.




[ Reading B: Task 2 ]

Read the passage again and answer the following
questions.

mmﬂ@mwmm

overdo it.




[ Reading B: Task 3 ]

Task 3 Translate the following passage into Chinese.

The Republic of Korea 1s famous for creating artificial scenic locations

for its miniseries and no expense 1s spared in creating sets or filming at

a variety of scenic locations. These TV shows help promote tourism. For
example, Jewel in the Palace describes the striving history of a legendary

=, gitl who becomes a royal physician and “Queen Myeong Seong™ The film
locations for the miniseries have become popular destinations for tourists from

Asian countries where the programs are popular. Korean TV miniseries have
overtaken Japan miniseries in popularity in China, Vietnam_ and Singapore

and in turn the number of tourists coming to Korea has grown steadily from

1999 to 2004

E—EANEH, BHREHEANAREIEZLZBERENERX, H
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| Writing

Task Writing great advertising copy isn’t just about attracting customers; it's more about
appealing to their emotions and talking to them personally. Suppose you are writing
an advertisement for a product you are interested in. Create your own advertising
message with reference to the following instructions.

%

1. What are you selling?
2. Who benefits most from what you're selling?
3. Answer your prospect’s question: “What’s in it for me?”

4. Write something that catches attention and motivates action—your slogan.

his 1S an open part.

jsg/ A




[ Project ]

This project enables Ss to go through the
process of advertisement design. Ss will work 1n
groups. First, they have to set objectives. Then
they should negotiate and reach an agreement.
Finally, Ss should write advertisement copy. In

order to do it well, Ss should use what they’ve
learned from previous activities.




[ Readlng A Translation
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[ Reading A Translation ]
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[ Reading A Translation
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[ Reading A Translation
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[ Listening task 1 Script < ]

»  Lily: Mike, I think we need an ad campaign to attract new customers.
» Mike: You know what they say about waste in advertising.

» Lily: We rely too heavily on word-of-mouth, Mike. 'As you can see frqm the
graph, we're losing money on Inland Safaris, Camping Trips and Skating.
Without advertising, we won’t survive.

» Mike: Do you have a plan? We have a very tight budget this year.

» Lily: With the economy in a slump, the pie 18 simply not big enough for
everybody. It seems we will have to diversify.

» Mike: Are you suggesting we place our ad through an agency?

» Lily: Yes, that’s the fastest way to get messages through to our target audience.
The ad agency can help communicate our product features to the market.

» Mike: Yes, I see your point. But we shouldn’t use our usual agency. We need a

fresh approach and marketing style. You're suggesting we develop some new
products as well?

ily: Yes, I think we have to and I agree with you about finding a new agency.




[ Listening task 2 Script ¢

IS

»  Kate: APEX Promotions, Kate speaking.

»  Mike: Hello, this is Mike from Sunshine Travels. I'm calling because we’d like to launch some new
package holidays targeted at overseas travelers, and I'd like you to handle the advertising for us.

»  Kate: Sounds interesting. I know Sunshine Travels is a well-known brand in the domestic market.

»  Mike: Yes, our domestic market share is reasonable. However, we want to expand into the

inten;ational market so we need to advertise the value of our package tours to international
travelers.

»  Kate: I understand. So what are the main brand values you want to communicate?

»  Mike: I think the first is “quality”. Current customers associate us with the high quality products.
»  Kate: And what comes next?

»  Mike: Next is “customer satisfaction”. Currentl%/, we target customers who have already used our
packages but we need to attract new customers for this expansion.

»  Kate: What kind of budget do you have in mind?
»  Mike: Discussion is underway, but we have decided that a sales campaign would best fit our needs.

»  Kate: OK. We need your marketing staff to supply more information. We’ll get started on the
market analysis and let you know as soon as it comes through.

)
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[ Listening task 3 Script . ]

S

»  Kate: Mike, our field experts gave me the results of their analysis this morning. I think
we need to talk about the media strategy for your new campaign.

» Mike: I'm all ears, Kate. So what do you suggest?
» Kate: We suggest the use of prime-time TV once a week, for a year.

» Mike: Well, Kate, honestly that’s the last option that will appeal to our in-house
marketing staff. And I can’t say I'm convinced myself.

» Kate: I understand. Let me explain. A narrow line of product packages have accounted
for two thirds of your company’s revenue during the past three years.

» Mike: That will be our city tours. We placed ads in newspapers, yellow pages,
magazines and billboards, and our website went online last month. It seems our
extensive advertisement has paid off.

» Kate: Yes, Mike. But all your ads are targeted at the home market.

» Mike: That’s true. Our advertising budget directed at the overseas market has been
minimal at best.

» Kate: Yes, that is why we propose a prime-time TV ad through Channel 9 once a week.
\ We expect a 25% revenue increase by the 4th quarter next year.

I1ke. 25%7? That would make Sunshine Travels a global brand!




[ Listening task 4 Script ¢ ]

Mike: Did you see that PSA about teenage drinking last night? I really wasn'’t
1mpressed What do you think of it?

» Lily: You're absolutely right, Mike. What makes it so bad is the tone that
woman uses. She’s obviously talking down to teenagers.

» Mike: Yes, I agree. She sounds phony, foolish and condescending. An
advertiser 1s anything but that. I’'ve seen and heard loads of advertisements on
television, radio, in print or other media but this is the worst of them all.

» Lily: Mm. I also dislike its portrayal of the girl student: cute but dumb.

» Mike: Yes, the ad 1s dumb. PSAs are supposed to bring about change by raising

awareness of an issue, affecting public attitudes, and potentially stimulating
action. I see none of that.

» Lily: Exactly. Sincerity 1s infinitely more effective than cuteness. Entertainment
and attention-getting approaches by themselves do little to attract a teenager.




[ Listening task 5 Script & Key ¢ ]

» Mike: You’ve handled ad campaigns for many hotels before, Lily. Do you think thlS
will help with the Sunshine Travels TV ads?

. » Lily: Both types involve 1. travelers. Yeah, I think they have a lot in common. We

knog that topics which are 2. acceptable to one culture may turn out to be taboo for
another.

» Mike: True. What I find surprising about American business people 1s that 3. personal
questions are not actually considered taboo 1n the business context.
» Lily: That’s not what I heard.

» Mike: When I was in the United States, 1t was very common for people to ask their 4.
counterpart, “How is your family?”

» Lily: Such a question in Saudi Arabia would be highly 5. inappropriate.

» Mike: In South Africa, you should avoid asking personal questions, such as a person’s
marital status; also avoid 6. discussions of ethnic differences or pohtlcs

» Lily: And we also should not forget that telling jokes can be 7. dangerous as not all
cultures interpret them 1n the same way.

Mike: Yes. The humorous approach does not always travel well across cultures, because
ere are vast differences as to what a culture 8. defines as humorous.




ing B Translation

[ Read

: AT
XEgwk  SmsmEa
el w R S

NERRE SHERES
= b S i
REWme & o im
TR T apdiegip o
HEFER AR XA
\\#w_mmlim JBS SHRE E
HiL HE ol
ERERE R 5
B RIEN @ SRk
LN g KB
SR Sy
g SRR S I
L BN R i A
P HSSWL g K
B SREIR SrERIR RN
R oBLE e
AP o~ Bng
RE Q. TR i
i =<4 SF @™ L]
RERKL E4R 2R .
QTR B S
B E 4 i ST |
L @RS R
SR LI o CHRRmANE D
KCE SR | REN SR
B | AR RS AR
MORRE R<En AL
foEi@ic FHEZERN

e

2024-5-14

<

S_/‘//'/

o

A0 A~
= ]

@ A



[ Reading B Translation
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[ Vocabulary and Structure




[ Reading A New Words od:

Reading A
New Words showcase /'foukes/ v. B
bust /bAst! v. 475 temptation /temp'tetfon/ n. iHE%

consecutive /kan'sek jat1v/ q. #E 41

copy /'kazpi/ n. L E

destination /desta'neifan/ n. HiHL, 28

distinctive /di'stipktiv/ . ¥R A

embrace /im'bre1s/ v, (fk#%) 8:2, {1 H, B

engage /m'gerds/ v. W5, sk s B

engagement /m'gerdzmant/ n. £5¢

fulfillment /fol'filmant/ . 27, W2

illuminate /1'luzmanert/ v, i1, {507

inclusive /in'klwsiv/ o, JEHEREAY; HLERY

launch /loint [/ v. %7, %i; 7

persuasive /par'sweistv/ a. i R 17169

provocative /pra'vazkativ/ a. # 2B (sfT3h)
A9 4 AIRAHY

recruitment /ri'kruztmant/ p. §5 54

resist (r1'zist/ v, Z4E

resonate /'rezonertt/ v. [0, FZ 0

visual /'vizual/ n. (FB 52, HHALZRY) Hm, B%

Phrases & Expressions

an array of —#7)

spice jar ViBkill, FAVEL

spice up HEVREISF

stand out ZEH, Hifa

what makes sb. tick 03 A fT0a0 HAE (L
fR3E)

Proper lames

P&G i (EEHMERAT)

Ries & Ries BTFIE T (BRI A5
Sin City 552 i

Weight Watchers E{fife {48 5/ 5]



|
[ Reading B New Words 4
. Reading B
Nlew Words Phrases & Expressions
advertainment /, 2edvar'teinmont/ n. §& LI 45 be sold out HEE
blur /bla:r/ v. dismiss sth. as [----- S iEsE R

feature /'firtfor/ v. $5 HI4RH

intrude /in'trud/ v. (onfupon) i, =ik
intrusive /in'truzsiv/ a. Z4ERY

lobby /'lazbi/ n. T, R EE

moviegoer /'muivigovar n. (&) FHEHEAA
orient /'orient/ v, P, B EAY
participatory /pazr'tisapatoiri/ a. Z 5§, S0
routinely fruz'timnli/ ad. 7 #iHh; 77T
screen /skrimn/ v, ek, 3EAL

shiver /'[1var/ n. %3}, i}

silly /'s1li/ a. FCHIAY

submission /sab'mifan/ n, %

public relations %3¢
reality TV show HE A%

Technical Terms

Brand Experience Laboratory fR{#IGSC8%E
chief experience officer HEEEE

Proper Names

Ciao Bella Ice Cream 35 K EH ik
Crest Toothpaste 5+ 78

David Polinchock AT - Efk#i5E
Ratatouille CEEET) (HER)
Volve XC70 % /RikXCT70

FMEH L

g) HTBDLIE
™\
) WAL



Vocabulary & Structure: Task 1

Task 1  Fill in the blanks with the words or phrase from this unit that match the meanings in

the column on the right. The first letters are already given.

_intrude
, SDICe

3. COPY

4 consecutive

s array
adyerfainment

, plor

S_pp'rovocative
¢ INCIUSIVE
publig relations

to disturb someone’s peace or privacy by going or being somewhere uninvited
a plant substance used as a flavoring, e.g. pepper or ginger

something written in order to be printed in a newspaper, magazine,
advertisement, etc.

following one after another without interruption or break

a great variety or range of something

promotion of products or services in the content of TV and movie shows,
radio programs, songs and music videos, video games, plays, and even
novels

to become difficult to see or to make something difficult to see, because
the edges are not clear

intended to make people angry or upset, or to cause a lot of discussion
including a wide variety of people, things, etc.

maintenance of a favorable image by a company or other organizations



[Veeabulaw&%%ruetureﬂiask%

Task 2 Fill in each blank with the appropriate form of the word given in brackets.
screened

. A new Disney feature film is scheduled to be test (screen) in order to
evaluate audience reaction. .
: : : : ;o routine :
2. I'm not calling an important client; this is only a (routinely) call to

maintain normal business relatiﬂnsgi .
Ubmit

3. Every student is required to (submissjon) a research paper by the end of
the term of no less than 50 pages in length. pal'thlpatC

4 Many companies offer rewards to those who (participatory) in their

promotional activities, such as flyer distribution, food sampling, networking, or in the sales of

gift certificates. ]‘nclusive
5. The ticket price is all . | 1 (include) so there is no need to add other expenses.

=

A translator shouldn’t (intrusive) his own opinions into what he'’s

translating. I'eCI'uit
If we want to (recruitment) better staff, we have to offer a higher salary.

. They believed the child by his persuasive (persuade) reasons.
engagement‘

I cannot meet you tomorrow because I have a prior engage).
10. Are you looking for greater fll].ﬁ].].ment (fulfill) and satisfaction in your work?

=1

(o =]

e

%y
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Task 3 Complete the following sentences with the words given below. Change the form if

necessary.
fulfill provocative  distinctive temptation resist
deliver shiver showcase inclusive launch
launch

1. The company researched the market demand and decided to their new
roduct. 5
S O shiver

2. The chilly wind makes every student all over.

3. JI'd like vou to prepare a list of guests to the party tonight. Be sure to make the list as
lusive

mc .
possible. Don’t forget anyone.
showcase

4. Many companies signed up for the trade fair last month to their new

products and services. .
5. He admits that the £50,000 bonus is a big temptatlon :
6. All safety preparations hav%.heen made to Ies1St the upcoming tornado.

- provocative , ,

7. The minister’s L remaks were widely reported in the press.
8. I'm having some ﬂnv.ersdehvere for her birthday.
9. The blue genie told Aladdin that he could fulfﬂl three wishes.

10. I don’t have the vocabulary to describe the d.ISIIII(:I ]VE taste of the peaches.

73




[Veeabuiaw&&metureﬂasw

Task 4 Complete the following sentences with the phrases given below. Change the form if

necessary.
sell out dismiss... as intrude on
spice up array of ad campaign
public relations stand out
o - b |
HIUudce Ol
1. It would be very insensitive to their private grief.

2. The Sales Department is obliged to Se].]. OUt the inventory by the end of the year.

i

In order to fight competition and promote its services in the southeastelareéion of the country,

ad campaign

He just laughed and my suggestions as unrealistic.

the company has spea':{nver o0 millipn yuan on its latest
ssed”

There was a vastdI'T| aV Of colors to choose from.

public relations

He is calling an urgent meeting for immediate action on the Crisis.

The outlines of rooftops and chimneys _Stand_gu_t_ against the pale sky.

Millions have bought the book to Sp]'ee Hp their lives.

® N e s
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