Episode 1
What best represents China?
« to choose a target audience and
select content for your video
« to avoid ethnocentrism
« to narrow down a topic

Episode 2
Analyzing promotional videos
of tourism

« to outline the style and structure of
your video

« to express appreciation

Project China

« to write a plan for your video and
then produce it or perform it as a
slideshow

Text A
Stereotyping: Fight the urge

« to identify bridging sentences

« to avoid overgeneralizations

« to write an essay analyzing a
stereotype about China or Chinese
people

Text B
My culture shock in the U.S.

« to find out what China is like to an
outsider’s eye




Warming up |4

Work in groups. For each country, say
something that you know about it and write
down key words.

France

romantic

Indonesia

A: I have seen movies about France and it looks

very beautiful and romantic.

B: I hope I could visit the Louvre, a great art
MUuseum ...

Now share your list of key words in class.
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Under the conditions of a globalized world and modern

media societies, the image of countries is becoming
increasingly important. China Tourism Association has
challenged people to create a promotional video for
China tourism. The four friends are keen to participate.

STARTING
POINT

Research what features
Episode of China to include in a Narrow down the focus
‘ promotional video of the video
)—o o
@ OVERTO
Episode You
Choose a target
° — audience, and
select general

©

Get feedback about Research how content for your
the video style videos present their video
OVERTO content ideas
YOU

Decide on the
stylistic features and
general structure of
your video

PROJECT

Write a plan for your video and
then produce it or perform it as
a slideshow
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Episode 1
What best represents China?

The four friends first need to work out what they’d like to
include in their video. So, they decide to get some ideas

from China tourism websites.

@ Read the excerpts and choose the right subtitle for each one.
« Flourishing modernity + Lovable pandas
« Historical and cultural heritage + Amazing cuisine

» Natural wonders

® ®® Mustsees x|+ &\

& > G https://visitchina.com/features/must-sees ‘\

»
VISIT Cé’”a HOME ~ FEATURES ~ CATEGORIES ~ CONTACT

Features » Must-sees

1) B4

l l aving a culture spanning more than 5,000 years, and being one of the most advanced
civilizations of the ancient world, China has a huge collection of cultural relics. From
ancient temples and giant stone Buddhas to city walls and grand palaces, you can spend a lifetime

exploring and experiencing all the monuments that this country has to offer.

And it’s not just objects and places that make China worth visiting. With its complex and beautiful
language, its skillful and delicate crafts, and its deep and rich musical traditions, China’s intangible

cultural heritage also never fails to amaze.
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Section 1 Episode 1

(. ® ®  Mustsees x|+

&~ S C https://visitchina.com/features/must-sees w5

»
VISIT c&,ﬂa HOME ~ FEATURES ~ CATEGORIES ¥ CONTACT

Features » Must-sees

2604
2)

f it’s natural beauty that you're into, you will love the endless
I number of beautiful and unique national scenic spots that can
be found in China. There is an amazing variety of sights, from
the peacefulness of the Qinghai-Tibet Plateau to the drama of the
Tiger Leaping Gorge.

Whether it’s the peaks of Taishan Mountain breaking through a
sea of clouds, or the lakes of Jiuzhaigou shining in almost dream-

like colors, China’s natural wonders, once seen, will never be

forgotten.
® ®® rood &drink x m‘
&« > C https://visitchina.com/features/fzod—&ir‘ y’ PAs

4
VISIT Cé,”a HOME ~  FEATURES ~  CATEGORIES ¥  CONTACT

Features » Food & drink

3) 2604

y far its most successful cultural export, the cuisine of China is the shining

jewel in the country’s cultural crown.

China has a great diversity of cuisines. Each place you visit in China will blow you
away with its amazing regional cuisine. You really can’t say you know Chinese food
until you've tried spicy hotpot in Chengdu, roast duck in Beijing, or dim sum in

Hong Kong.
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® ®®  Mustsees x e

&~ > C https://visitchina.com/features/must-sees Pig

4
VISIT Cé,”a HOME ~  FEATURES ~ CATEGORIES ~ CONTACT

Features » Must-sees

4) 8.6 8

hina has the only native population of giant pandas in the world, and
millions of people visit their sanctuaries every year. A national treasure,
these beautiful and lovable animals leave a deep and lasting impression on

anyone lucky enough to see them in the flesh.

® ® ® Lifetoday x4+ (;V

« > C https://visitchina.com/features/life-today ve

4
VISIT Cé,ha HOME ~ FEATURES ~ CATEGORIES ~ CONTACT

Features » Life today

2604
5)

hina is leading the way in the new global technology age
C with its use of four great modern innovations: shared
transportation, mobile payment systems, high-speed rail, and
online shopping. Armed with just a cell phone, you can travel
across the country, buy lunch, and explore the city on a public
bike.

China’s large, modern cities are models of flourishing progress
and development. Nowhere is this more obvious than when you
are standing on the riverbank of Shanghai’s Huangpu River: On
one side, some of the greatest classical architecture, reflecting
the country’s past, and on the other, some of the most impressive
achievements of modern architecture, reflecting the country’s

present and future.
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Section 1 Episode 1

@ Different tourists will be interested in different attractions and travel experiences. Work in

groups and discuss what you would recommend for each target audience.

Target audience

Attractions and travel experiences

People crazy about different
kinds of food

« eating spicy hotpot in Chengdu
- tasting Lion’s Head Meatballs in Shanghai

People eager to experience
local life

People keen on exploring
nature

People interested in history
and culture

Intercultural skill 0 © Work in pairs and make positive

Avoiding ethnocentrism

Ethnocentrism (#hi% / Ri&:/>FE X ) means to judge

the beliefs, values, customs, ways of life, etc. of other
cultures from one’s own cultural perspective. It is the
culturally biased judgment that one’s own culture is
superior to, or more correct or normal than, all others.
This way of thinking can often lead to intolerance, prevent
understanding, and give rise to conflicts.

It is helpful to keep this in mind when introducing our
own nation or race to others. It is best not to appear
overly boastful or act in an ethnocentric way.

"ou

By using qualifying language (“probably”, “possibly”,
etc.), and avoiding superlatives (“best”, “greatest”, “most
beautiful”, etc.), we can talk about the best parts of our
own country without sounding as if we are competing
with others.

For example, instead of saying “The natural landscapes in

China are more beautiful than anywhere else in the world”,
we can say “China has many beautiful natural landscapes”.

However, we can use superlatives or similar statements
when we state objective facts, for example, “China has the
only native population of giant pandas in the world”.

100 Unit 4

statements about China in the
following areas. You can refer to the
Intercultural skill.

¢ sports

« traditional music

+ technology / innovation

+ economy

+ education

The Chinese ping-pong and badminton
teams have won more competitions than

most other countries.




Through searching online, the four friends realize that
China has a lot to offer in tourism resources, so they have
to narrow down the focus of their video.

O L) Listen to the conversation of the four friends. -
New words

diverse /dar'vsis/ a. [

Then choose the best answer to each of the

questions. ‘ . ' bungee jumping /'band3i: \d3ampin/ n. BBk
1. What stereotypically Chinese item has Tom scuba-dive /'skuibo (darvy v, &kEEE K
mentioned? plank /pleenk/ n. (&) Kik
A. The Summer Palace. trail /tretl/ n. /\g§
B. The Forbidden City. dramatic /dra'matik/ a. 3| ASE B
C. The Capital Museum. narration /nd're1fn/ n. 51 ; Rix
D. The Temple of Heaven. voice-over n. BN ; R

itle /'sabtartl/ n, =
2. Who will they aim their video at? subtitle /s Qr2))/ ne=#

A. Families with young children.

Proper names

B. Business travelers. the Terracotta /itera'knto/ Army =42 RO
C. Independent young travelers. Mount Qomolangma /'tfoumau lamma/ 2k 84
D. Mountain climbers. L] 2

3. What activity will be included in their video?
A. Walking on the plank trail.
B. Bungee jumping.

C. Mountain climbing. Critical thinking skill o
D. Recycling.

4. Why should too much narration be avoided? Narrowing down a topic

A. It slows down the pace of the story.
B. It is boring and makes the video less focused. Sometimes, requirements for a project or

C. Viewers cannot all understand the language. essay can be very broad, and potentially

have many different interpretations. In this
situation, it is useful to narrow down the topic
in order to make the task more manageable
and effective.

D. Viewers find it hard to concentrate on images.
5. What style of video do they decide on?

A. Classical and traditional.

B. Factual and informative.

C. Entertaining with funny lines. The four friends are given the broad task

of making “a promotional video for China
tourism”, and they decide to think about their
target audience. This is one method they use
to narrow down their topic. They can narrow it

D. Dramatic with strong images and music.

@ Work in groups. Brainstorm narrower topics

for “a promotional video for China tourism” further by asking themselves more questions,
and write down your ideas. You can refer to the such as “What is the purpose of the video?”, and
Critical thinking skill and think about: even practical questions like “How much time
» making the video for specific audiences and what resources do we have for this task?".

» making the video for specific purposes (e.g. to T ST [a0neto e 0 (e velien v v 2

encourage adventure tourism, to promote less essay and are given a general topic.

well-known sights) . J
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4 Section 1 Episode 1

OVERTO
YoU §m

4 Work in groups and select content ideas for
your own promotional video. You can refer to

the four friends’ sample on the right.

m Decide on your target audience and
narrow down the topic of your promotional
video. You can refer to the Critical thinking
skill on Page 101.

Target audience

Topic

m Brainstorm and then decide what |\

tourist attractions or activities in China

could be included in your video.

Do some research about these
attractions or activities and select the

content ideas for your video.

With their target audience in mind, the four
friends do more research and decide on what

general content they would like to include in
their promotional video.

Video type
Promotional video for China tourism

Target audience
Young, adventurous, ano iwdepewdewt
travelers

Contentideas

great wall scuba diving, Pam:j'mhou

Reservolr

A truly unigue experience to be able to go
diving amongst the ruins of the great
wall of China. Emphasizing the sense of
adventure and discovery. Showing divers
emerging through a hole in the wall.

Horse riding, lnner Mowngolia

People riding horses in a group, in the
beautiful scenery of grassland in tnner
Mowngpolia.

Huashan Mouwntain plank walk

Showing the natural beauty of China,
as well as a great attraction for thrill-

seekers.
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Language in focus Collocations

© Complete the sentences with the correct

Words and expressions

@ Complete the sentences with the correct
form of the words and expressions below.

delicate diversity monument spicy
blow (sb.) away break through

1. Both Yunnan and Guizhou provinces are
known for cultural where different
ethnic groups live together.

2. With years of experience, she can create
jewels of and innovative design.

3. Food in Sichuan, Chonggqing, etc. tends to be

than food in many other places of
the country.

4. The tourism campaign aims to you

by showing you as many of the
country’s highlights as possible.

5. As the weather improved, the sun
the clouds.

6. We are proud that we were able to rebuild
some of our historic to a high
quality with a low budget.

@ Rewrite the questions with the correct form
of the words and expressions below.

diverse dramatic

narration be serious about

1. What hobby do you regard as very important
and spend lots of time on?

2. What is the most exciting and impressive
event you have ever experienced?

3. What different experiences can festivals in
China offer?

4. Do you think it is good for a promotional
video of tourism to have much description or

explanation?

Now work in pairs to ask and answer the

questions.

form of suitable collocations.

grand ‘ palace opening prize
giant | monument insect step
huge ‘ collection success difference

1. Even though the social customs seem very
different, there is not a in the core
values of many different cultures.

2. In the center of the public square is a
to those who died in the war.

3. The rainforest is home to a variety of scary
and fascinating .

4. The of the first fully-automated
grocery store in the city will be held next
week.

5. The museum has a of ancient
paintings and sculptures.

6. There are smaller items you can win, but the

is a two-week beach holiday.

Translation

O Translate the sentences into English.
1. BSRLAK A EL RO i H e BON R 6, AR LD 55
FI%:% (the East China Sea) i, TEALAMIE.
(dramatic)
2. KSRt R LT B aY < —, Z RN REE
F o iSRS M R SRS HLRRIBE 4G T AP IR Y ALY
(lovable)
3. HAUHEEEREAA—E BB REE 'Y,
[l (sushi) fil4 £ )y (sashimi) . (delicate)
4. AZ FENE R R FEARRE . A 1575 2OAOF R E
AESCA, HEhiE Azt FA (a community
with a shared future for mankind) . (diversity)
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Section 1 Episode 2

Episode 2

Analyzing promotional videos of tourism

The four friends begin to figure out how to present their
content ideas in the video. As they are new to that, they
start by watching some well-designed and well-scripted
promotional videos.

@ 2 Watch the videos the four friends find. Then write down the key features of the countries.

Croatia [<X—X-) The Netherlands [<X—X-)

S

Croatia The Netherlands

Now work in pairs and exchange your ideas.

New words Proper names

coastline /'koust|lam/ n, i&F 4 Croatia /krav'erfo/ mE T (RUMER )

cannon /'kenan/ n. K48 . the Sea Organ BRE (JLAREARR)

hiking /'hatkiy/ n, £ H&T . Holland #2(EGMEZR, 2020 4 1 BEIZEIEIRER)
cycle /'saikl/ vi. BB 174 - Amsterdam FIBETIS T (H2 R R AHED)

sail /se1l/ v. (&AM ) AAAT van Gogh A.- & (1853-1890, = EIR )

picturesque /ipiktfo'resk/ a. 3£ . the Rijksmuseum /'ratksmju:,ziom/ 75 2 [ 37 1§ 418

canal /ka'n&l/ n. iz5T

artisanal /a:'tizensl/ a. £4E AF T HI1EH
boutique /bu:'ti:k/ n. 45 & &

Dutch /datf/ a. #5722 #9

104 Unit 4



@ [2 Watch the videos again and fill in the blanks.

What do you have to do in Croatia?

You have to:

« Visit Dubrovnik and Slavonia

« Visit our national parks

» Taste our food and 1) in this

place
+ Learn the game in the local playground, and
2) on the court, and visit

one of the sunniest coastlines in Europe

+ Enjoy 3) on any of our

squares, and see the most beautiful Croatian
building

« Listen to the biggest Croatian4) )

and see the great cannon fire off

The Netherlands

What do you know about the Netherlands?

Flowers, windmills, picturesque canals,

cheese, 6)

, master paintings
+ Walk on the hiking trails
« Party 5)

from the Golden Age.

+ Relax all day

What’s really cool about the Netherlands?

+ You call it organic and artisanal; we just call
- it 7)
+ You call it boutique, independent,

N\

alternative; we call it the Nine Streets.
» You call it exercise; we call it

8) .
+ You call it art; we call it the Rijksmuseum.

+ You call it green energy; we call it

9) .
+ You call it a travel day; we call it the first day
of 10)

@ Work in pairs and discuss the questions.
1. What is your general impression of each video?
2. What language features stand out in each video?
3. What kind of audience do you think each video is trying to attract?
4. Do you think the videos could have been made more effective? If so, how?
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4 Section 1 Episode 2

After their discussion and analysis of the videos, the four friends
conduct a survey to learn about public reaction to the videos.

It’s fine having famous
o I love the way the video uses local stars to introduce o 8

eople promote their
the things they like about their country. This gives it peopiep
. country, but has anyone heard
a personal touch and makes it feel more down-to-earth than )
. ) ) of most of these Croatians? It

lots of other promotional videos I've seen. .
would be just as good to have

some ordinary Croatians in the

Wow! What a beautiful country! It looks amazing. video, and that might make it

The visual impact of the video is really strong. feel more relatable

Croatia’s now on my bucket list!

e It looks as if Croatia has plenty to
e I like how they repeat the line “You offer: culture, good food, beautiful

have to ...”. It’s a persuasive message to views and fun things to do. Something for
get people to visit. Having said that, the actual everyone! I think I need to check it out for
slogan “Croatia, full of life” doesn’t really stick myself.

in your head.

e I like the personal touch to the lines. Using words like “T”,
“you”, and “we” has great impact on the audience.

Croatia

O Read the text and identify the positive and negative aspects of the two videos.

Positive aspects Negative aspects

v

OQing local stars
“&)

The
Netherlands
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@ Work in pairs and discuss the

The Netherlands

0 I like the beginning of this video. It’s quite engaging.
The question grabs your attention really effectively.

people who are looking for somewhere to go for a short

break. Clever marketing!

° The video is fun and full

of humor, starting with the
traditional stereotypes people might
have about the Netherlands, like
flowers, windmills, etc., and then
showing a different, more modern

side. Also the guy who doesn’t speak
English is funny.

questions. You can refer to the

Communication skill.

1. What features do you appreciate
in each video? You can discuss the
following aspects:

+ Tone and mood

+ Visual impact

» Music

« Lines

« Actors / Presenters featured, etc.

A: I think the tone and energy of the

Netherlands video is great.
B: Yes, I agree. The humor really
works for me ...
2. What features would you like your
promotional video to have? Why?

I like the concept “the original cool”. It’s a really good

way to promote the Netherlands, especially to young

@ I think the video is
probably designed

to attract young people. It

doesn’t really appeal to me.

The fast cutting almost

makes me dizzy!

@ It’s clever the way they present cool things as
“normal” in the Netherlands, e.g. “You call it
organic and artisanal; we just call it food”. It makes

me want to go and experience it myself.

@ I like the personal welcomes in the video
from ordinary people. It’s also good to

know that most people speak English there as

that’s always a worry for me when I travel abroad.

Communication skill

Expressing appreciation

There are various ways we can express our appreciation
for things. We can use simple exclamations, such as
“Wow!” “Awesome!” “Cool!” “That’s great!”. We can also use
phrases to explain the reasons behind our appreciation.

I love the way the video uses local stars to introduce ...
I like how they repeat the line “You have to ...".
It's clever the way they present cool things as “normal” ...

Expressing appreciation:

. ... Is great.

« ... really works for me.

+ | am impressed by how ...
« lam afan of ...
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4 Section 1 Episode 2

OVER ‘To The four friends decide on the stylistic features of their
YOU éb’@ video and map out a rough video structure.

4 Work in groups and plan the stylistic features of your own promotional
video and a rough video structure. Take into consideration the topic
of your video and the preferences of your target audience as you plan.

You can refer to the four friends’ sample below.

Discover China
beyond your imagination

rm——
Stylistic features Video structure
* Dramatic, inspiring scenery * Video is divided into three “episodes”.
+ Stirring music * Each episode begins with slow, beautiful
+ Limited narration using Lmagery showing people start a new
repetition experience. Thew, there is some exciting
+ Showing adventurous, active and adventurous footage. Each episode
people having fun then ends with a beautiful and dramatic

. DirectLH addressing the concluding slow shot.

viewers bw the narratioy, * Narration in each episode should feature a

repeating phrase of some kinad (“Come and

see ...” “Get reaolg to ...”, etc.).
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Language in focus

Words and expressions

@ Complete the sentences with the correct
form of the words and expressions below.

cycle
fire off

picturesque sail

lift one’s spirits

1. The video is set in a area in the
mountains with inspiring scenery.

2. I love exploring the countryside by )
because it’s cheap and feels more free.

3. With emotional music and beautiful images,
the video really

4. Before planes were invented, people
across oceans to visit many other countries.

5. He thought they were enemies when they
failed to answer his question and he

a few warning shots.

@O Rewrite the sentences with the correct form
of the words given in brackets. You may need
to make other changes.

1. What are on your list of special things you
want to do in your lifetime? (bucket list)

2. Being up so high and looking down makes
me feel really sick and like I'm going to fall
over. (dizzy)

3. Did the video hold your interest, or did you
find it boring like I did? (engaging)

4. It’s important that promotional videos have
some light-hearted or funny moments in
them, or else theyre boring. (humor)

5. The young audience claim that they
can easily relate to and understand the
adventurous travelers in the movie. (relatable)

Collocations

© Complete the sentences with the correct
form of suitable collocations.

see ‘ concert friend
taste | food freedom
listen to ‘ musician reason
touch ‘ heart finger

1. Here you can of classical music in
the ruins of a palace.

2. I always like to stop and take time to
the talented

3. Traveling all by myself gave me chances to

who play in the subway.

, doing whatever I liked.
4. He sang a beautiful folk song which
of all the audience.
5. I don’t understand why he won't just

and take my advice.

Structure

have sb. do sth.
1t’s fine having famous people promote their

country, ...

The structure is used to refer to someone
doing something because they are asked or

forced to do it by someone else.

e

O Complete the sentences using “have sb. do sth.”.

‘\__’—

1. My mother saw the mess I had made in the
kitchen and then

2. The high-spirited audience all knew the
song, so the singer

3. He makes a mistake in the report, so the

professor

4. The kids are caught fighting in the room, so
the teacher
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4 Section 1 Project

PROJ E CT E Write a plan for your video and then produce it or perform it as a

slideshow.

voice-over and visuals.

Step ] Scan the QR code and watch the video
made by the four friends. Work in groups

and discuss what you like and dislike about it in terms of

Step 9 Using the four friends’ video plan as a
model, make a complete plan for your
promotional video based on the work you did in
the OTY tasks. Include descriptions of the video
footage, video effect and the voice-over script.

Video plan for adventure tourism in China

Video footage

Episode 1

People on a boat, riding on

Pawj Lakou Reservolr

Video effect Voice-over script

“Let us take you back tn
Slow shot time.”

“Take a breath. Get ready.”

People diving into the water,

wall tn Pamjial@ou Reservolr

splashing, and swimming Slow shot

dowwn to the ruins

Stirring views of the Great “come ano meet the
Slow shot

mgs’ccries of the past.”

Fade to black
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Video plan for adventure tourism in China

Video footage Video effect Voice-over script

Episode 2

People entering the beautiful Lot . )
“Let us show you another

rassland of tnner Mongolia, ]
J f E Slow shot way of Life.”

being welcomed by friendly “Take a breath. Get veady.”

locals

People riding horses on the vast ,
Fast cutting
grassland

A horse rider wandering slowly ,

, “Come and experience
on the grassland against a Slow shot .
. unfamiliar beauty.”
backdrop of beautiful scenery

Fade to black

Episode 3

view of Huashan Mountain “Let us take You to new
with its peaks piercing through | Slow shot hetghts.”

the clowds “Take a breath. Get ready.”

People on the Huashan )
X Zoom Ln shot
Mountain plank walk

Acerial shot of people reaching “come and see the world
i Slow shot
the top of the mountain from a new angle.”

Fade to black | “China. catch your breath.”

Step 3 Create your promotional video, or a
slideshow version of it, using music,

still images, and video clips where possible.
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Section 2

Preview task

Text A

@ What is stereotyping? Can you give an example of stereotyping?

@ Why is it important to avoid stereotyping? Read the text and

note down the author’s explanation.

Stereotyping:

1 ‘ >< J hether it’s a Frenchman in a striped
shirt and a beret holding a baguette,
or an American in a baseball cap holding a
hamburger, stereotypes are a big part of our

world view. But exactly how valid or useful are
these national stereotypes?

2 Before considering this, it is helpful to
understand where stereotypes come from.
Research at the University of Aberdeen suggests
that stereotypes may be a part of our biology. It

112 Unit 4

Fight the urge

seems that our brains are designed to categorize
all the things we encounter in the world

around us into groups. As time goes on, the
characteristics of other groups of people become
simpler and therefore easier to memorize.
Nigerian writer Chinua Achebe sums this up
well, saying that “The whole idea of a stereotype
is to simplify. Instead of going through the
problem of all this great diversity — that it’s

this or maybe that — you have just one large

statement: It is this”.

Even though this kind of categorization is a
natural mental process, there are problems that
stereotypes can create, and they work on various
levels. In its most relaxed form, a stereotype
presents oversimplified, and therefore ofte
inaccurate, images of groups. For example, there
is a commonly held stereotype of Germans as
being methodical, serious, and lacking a sense
of humor. This stereotype is then reinforced

in the media and advertising, but in reality

when people actually get to know Germans on



IS

an individual basis, they can find them to be

generous, friendly and kind. This exposes the
two-dimensional nature of this stereotype. This
example seems unlikely to be too dangerous,
but even the smallest of stereotypes can lead to
bigger problems.

Some seemingly innocent stereotypes can

lead to misunderstandings, conflicts, and even,
in extreme cases, discrimination and hatred.
They can impact the way we perceive people in
many different ways. Even when we feel that we
are being kind to others, this can backfire. For
example, African students in the U.S. sometimes
claim that they get the feeling that Americans
“feel sorry” for them because they come from
poor countries and this affects the way they

are treated. The students say they don’t want

the unnecessary sympathy that they are shown
and often feel patronized. At the end of the day
most people normally just want to be treated the

same way as everyone else does.

Therefore, we need to acknowledge that while
we are all prone to forming stereotypes of
others, they are severely limited in helping us
understand real people. When we meet new

people, it is important to look past someone’s
group identity — be it nationality, race, gender,
age or religion — and try to see everyone as a

unique person.

So how can we avoid being manipulated by
stereotypes, and minimize the dangers that

they can cause? The first thing we need to do

is recognize them. We can do this by playing

a simple game in our mind. Think of different
nationalities and groups and see what we
associate with each of them. Are they good or
bad associations? How do they impact the way
we interact with different people? If we feel that
we are treating some people differently, think
about how we can change this. In life, we should
always try to keep an open mind, search out
different types of people to meet, and celebrate
diversity. We need to stop ourselves from making
broad generalizations about groups of people,
and we need to understand that everyone is an
individual. Then, and only then, can real cultural
learning begin. (593 words)
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Section 2

Text A

Comprehension

(1)

(2]

114

Read the Reading skill and underline all the
bridging sentences in the text. Then work in
pairs and take turns summarizing the text
with the help of the bridging sentences.

Choose the best answer to each of the

questions.

1. According to the research at the University of
Aberdeen, why do people form stereotypes?
A. The human brain naturally sorts things

into categories.

B. Our culture teaches us what to think
about people.

C. People in groups tend to think and behave

in similar ways.

D.

2. What does the example in Paragraph 3 about

Humans cannot easily recognize diversity.

Germans tell us?
A.
B. Stereotypes help us understand real

Stereotypes can lead to conflicts.

people better.

. Stereotypes can be recognized in different

situations.

D. Stereotypes sometimes present over-

simplified images of groups.

3. How do African students react to the
stereotype that Americans have about them?
A. They don't care.

B. They are grateful.
C. They are understanding.
D. They don’t want to be treated differently.

4. How can we stop ourselves from being
manipulated by stereotypes?

A. Learn to recognize stereotypes and
change our behavior.

B. Travel a lot and treat others kindly.

. Make more intelligent generalizations

about groups.

. Make friends with people from diverse

cultures.

Unit 4

Reading skill (L)

-

Identifying bridging sentences

In order to create a logical connection from one
paragraph to another, an author often starts

or ends paragraphs with “bridging sentences”.
Identifying these bridging sentences can help us
understand the text structure.

Before considering this, it is helpful to understand
where stereotypes come from. (Para. 2)

The expression “before considering this” at the
beginning of Paragraph 2 connects the first two
paragraphs, and helps the reader follow the
author’s logic. If the author jumped straight to “it
is helpful to understand where stereotypes come
from”, then the reader might feel lost.

A bridging sentence can also be used at the end
of a paragraph to transition into the next one.

This example seems unlikely to be too dangerous, but
even the smallest of stereotypes can lead to bigger
problems. (Para. 3)

To identify bridging sentences, we can look out
for certain signal words and expressions, such as
similarly”, “however” and “in the end”.

" ou

“therefore”,

J

© Check (v) the strategies the author uses to

develop ideas.

O 1.Referencing (5/1) academic research.

O 2.Retelling first-hand experiences.

0O 3.Using analogies (2([t) to explain points.
0O 4.Using examples.

O 5.Using quotations.

Now work in pairs and discuss what effects
each strategy can produce.



Critical thinking Critical thinking skill

O Think-Pair-Share Avoiding overgeneralizations
Steply THINK Think of one country. Generalizing is the practice of taking limited
information and applying it on a larger scale. This

can be a useful way to make predictions, but we
should always try to avoid overgeneralizing, i.e.

What perceptions of its people come to
mind? Where do you think you got these

impressions from? applying too little information too widely.
Step2y PAIR Work in pairs and share For example, if we meet an Indian person who gets
N angry very easily, we should not then assume that

your ideas. Note down your partner’s ideas ) ] AN )
all Indians get angry easily. Generalizations like

and evaluate them. . . S
this are inaccurate, and can lead to discrimination.

Country Tips:

- Remind yourself that no two people are exactly
the same.

- Try not to make assumptions about people. If
you want to know about someone’s opinions or
habits, ask them.

« If you find yourself making an assumption about
a person, ask yourself why you think you know
that about them, and what evidence you have
to back up your assumption.

Perceptions of its people

Evidence to back up the perceptions eyps
v Hp the pereZi Intercultural writing

@ [/ There are some common stereotypes

among foreigners about China or Chinese

people. For example, “Chinese people never
express their love face to face to their family”.

Write an essay analyzing a stereotype that you
Evaluation feel misrepresents China or Chinese people.
You may consider the following aspects:

+ What is the stereotype?

+ To what extent do you feel it is an inaccurate

or oversimplified image of China or Chinese

people? Cite counterevidence to support your

claim.

+ What can we do to break the stereotype?

SEEP3) SHARE VNN groups and

share your ideas.
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Section 2

Words and expressions

@ Rewrite the sentences with the correct form
of the words given in brackets.

1. I don’t think your opinion of that country is
acceptable, because you have never visited it
for yourself. (valid)

2. Make your plan easier to follow — it is
currently far too complicated! (simplify)

3. A museum worker is cleaning the ancient
bronze and slowly uncovering its original
surface. (expose)

4. We have to do whatever we can as a society
to reduce the amount of harm that we do to
the environment. (minimize)

5. I have never come across a situation like this
at this company. (encounter)

6. I tried to impress my boss by organizing a
really good office party, but my plan had
the opposite effect, because he said it was a
waste of time. (backfire)

7. It was a fun game not intended to upset
anyone, but unexpectedly it challenged their

friendship. (innocent)

@ Complete the sentences with the correct

form of the expressions below.

be prone to keep an open mind

look past search out sum ... up

1. I think that the solution to the problem of
stereotyping can be as treating
everyone as an individual.

2. Not everyone thinks the way you think, nor
acts the way you may act, so remember to

and get along with the people

around you.
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3. Research shows that naturally, people

prejudice and stereotyping.

4. When we meet someone new, our brain
often the information about
similar people and comes up with an image
that is often inaccurate.

5. What she said hurt me, but she apologized,

so I'm going to it.

Collocations

© Complete the sentences with the correct
form of suitable collocations. Sometimes

more than one collocation is possible.

oversimplified ‘ image argument explanation

commonly held ‘ stereotype belief values

1. It’s quite easy to win the debate against him,
because he keeps presenting that
are very easy to respond to.

2. Respecting the elderly is one of the
for the Chinese people.

3. One of the
they are very passionate and love to talk.

4. Her
unhelpful for finding a solution.

of Italian people is that
of the causes of the problem is

5. A cultural stereotype refers to a(n)
or generalization about a group of people.
6. It is a(n)

of situation you are born into, if you work

that no matter what kind

hard enough, you can achieve something.



Banked cloze

O Fill in the blanks by selecting suitable words
from the word bank. You may not use any of

the words more than once.

(A)inaccurate simplify

(O roughly (D) categorize

(E) sympathy (F)acknowledge
(6) minimize (H) effectively
(1)innocent (1)discrimination

Every culture has its stereotypes, from

the serious, hard-working German to the
passionate and loud Brazilian. But where do
these stereotypes come from? And how can we

1) the negative impact they can have?

As for how we form stereotypes, personal
experiences are often only a small factor.
We often see descriptions of individuals in
the media and we 2) put these
descriptions together into a simplified and
often 3)

factor is that it’s cognitively efficient to

image of a group. Another

4) the world into small groups. Thus,
we no longer need to consider information

about each individual member of the group.

But to 5)
can be dangerous - leading to 6) and

the characteristics of groups

even hatred. Therefore, it is important for us
to 7)

nation and should be treated as individuals.

that people vary within every

Structure

Then, and only then, can / will ...

Then, and only then, can real cultural learning

begin.

The structure is used to specify the conditions

under which something can happen.

’W\W

@® Complete the sentences using “Then, and
P g

only then, can / will ...”.
1. We need to make it as clear as possible to the
tourists how valuable and fragile this historic

monument is.

2. I need to set clear goals for my future.

3. There needs to be a public campaign about the

importance of protecting our environment.

Translation

@ Translate the sentences into English.

1. 2B UM AEE G5 A P BT A S a3k il
TERRMEIMN, BAEH SR, AFAE.
(seemingly; methodical)

2. FATBZGRE], HRIM7 5 IA ST o 2 s S X
PRI, I MRS R, (acknowledge;
expose)

3. ZIMRENGIR AT — D ERA KA UL, B A
BT X B AIAT 9. (discrimination)

4. BB SR N RE 2B 5 1% S 3 cAe
[Fi 368 2o AR of A 2 S gt A R A 1 A

(encounter)
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4 Section 2 Text B

Before you read

What do you think are the possible differences between British
life and American life? Check (v) them from the following list.

Text B

O working hours

O sense of humor

O food portion size

O body language

O preferred leisure activities

Now you are going to read about a British person living ®
in the U.S. and commenting on the key differences

between British and American cultures.

My Cultusechoek

1 I ‘ve always loved the U.S. I love the music, I
love the movies, and I love the idea of the
“land of the free”, too. So, when an IT company
in Seattle offered me a job, I was delighted.
Having visited the U.S. on holiday a couple of
times, I thought I had a pretty good idea of what
to expect. On those trips one thing I remember
especially enjoying was the sense of choice. Every
time you order a coffee or a sandwich, you are
faced with so many options. That always blew
my mind (in a good way). However, now I realize
it’s not until you spend more time or actually
live somewhere that you start to understand the

people, their culture, and what makes them tick.

2 A big shock for me was the American work
ethic. In England we like to think we work hard,
but in the U.S. it’s a completely different ball
game. I was used to leaving

work every day at 5 p.m. on

the dot in London, but in

the U.S. that kind of routine

seems to be rare. I found a

%
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study that said on average Americans work 47
hours a week. That is about 10 hours more than
their European counterparts. As for holidays,
in London I got 25 days of leave a year, but here
I only get 10! My colleagues have also warned
me that most people don'’t actually take all their
leave! Also, in the office, I've noticed that people
take fewer breaks and tend to eat their lunch at
their desks.

I find another big difference when eating out.
The portion sizes in the U.S. are huge! Recently,
I went to an ice cream café, and not feeling
especially hungry, I ordered a “kid’s size”

ice cream. After paying for it, I was slightly
confused when the server handed me one of the
largest desserts I had ever seen.

“Excuse me,” I protested, Britishly. “I think you

may have given me the wrong size.”

“You ordered a kid’s size, right?” the server
responded.



s “Yes,” I replied. “I think you gave me a ‘large’”

7 “No,” he said, “that is the kid’s size.” He then
pulled what looked like a giant bucket from

under the counter. “This is the large size!”

8 | guess this is one factor that
contributes to the obesity
crisis here in the U.S. The U.K. %{d
is hardly the healthiest place %
in the world, but compared to ‘
here it seems like the land of
skinny salads!

o One other difference I noticed was the sense
of humor. In the U.K. there is a lot more use
of irony and sarcasm, often characterized by
satirical takes on “the absurdity of everyday
life”. Also, there is often a dark side to British
humor, and people joke a lot about the problems
and challenges that life throws them. American
humor, however, is more straightforward.
Humor, therefore, does not always translate
easily between the two nations. British comedy
actor Simon Pegg, who works a lot in the U.S.,
has also observed the same thing. “Ironic
comments will sometimes be met with a
perplexed smile by an unwary American,”
he writes. “Take this exchange that took place
between two friends of mine, one British (B)
and the other American (A):

B: I had to go to my granddad’s funeral last
week.

A:Sorry to hear that.

B: Don’t be. It was the first time he ever paid
for the drinks.

A:... Isee”

10 Simon Pegg then goes on to explain that his

n

American friend failed to understand his British
friend’s joke because he was not used to the
British tendency to bury emotions in humor.
None of this is to say that Americans never use
irony themselves, of course, but when they do,
they are more likely to make their irony clearer
by adding phrases at the end like “Just kidding”.
For example, an American might say: “If you are
late for dinner tonight, I'll poison your food. ...
Just kidding!” A British person would likely stop

after “food”.

N

On reflection, there are
many similarities between
the U.K. and the U.S. Maybe
that’s why the differences
sometimes surprise us. There
are probably some things an outsider like me
will never understand 100 percent about the
U.S., but that’s one of the things that make life

interesting! (731 words)

Intercultural reflection

Explore the questions by reading or conducting

interviews with your international friends.

1.

What aspects of life in China might international
friends find perplexing or strange at first?

. What cultural factor might have caused the

problems?

. What can we do to make it easier for them to

adapt to life in China?
1Y x5 (E
% Additional
[=] activities
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Self-reflection

Wisdom of China

a
» Check () whether you can do the following tasks.

030\ O Ican choose a target audience and select content for my video.

O | can outline the style and structure of my video.

I O I can write a plan for my video and then produce it or perform it as a slideshow.

O I can write an essay analyzing a stereotype about China or Chinese people.

« Indicate the degree to which you have learned the following skills.

[ Section 1 Y very < poon average ‘oo 7%
Communication skill Expressing appreciation [ X N X .}
Critical thinking skill Narrowing down a topic C X X K .}
Intercultural skill Avoiding ethnocentrism C X X K .}
Reading skill Identifying bridging sentences [ X X N .}
Critical thinking skill Avoiding overgeneralizations (X X K .}

[ Intercultural skill Reflecting on stereotypes about China or Chinese people Q0SSO ‘

Reflecting on what China is like to an outsider’s eye Q0SSO ‘
» Answer the following reflection questions.
1. What are the three most useful things you have learned in this unit?
2. What do you still need to improve? How do you think you can improve it?
A\

Self-reflection @

/%Wisdom of China

N

Father of hybrid rice
( “KRFEZR” )

Yuan Longping (1930-2021), a world-renowned
agronomist (f2:%), is known as the “father of hybrid
rice”. He developed the first high-yield hybrid rice
strains in the early 1970s. The high-yield rice varieties
have helped China fight food shortages, providing food
security for nearly one-fifth of the world’s population.

His achievements have also benefited the whole world,
preventing countless people in Africa and Asia from
starvation. In 2019, Yuan was awarded the Medal of
the Republic (China’s highest order of honor) for his
outstanding contribution to the country’s food security
and agricultural scientific development. He will also

be remembered as a “true food hero” by the world for
alleviating (#2&f##) food shortage and helping to reduce
poverty around the globe.

N

7
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Vocabulary 4

Section 1

New words
modernity /mp'ds:neti/ ». [U] ideas and practices that
use modern methods, styles, etc. A BAUEAR; BIAR
ik

* lovable /'1Avobl/ a. attractive and easy to like T ZZ;
PEAERHY

* span /sp&n/ vt. to include all of a period of time ( fi[f] )
e, e

relic /'relik/ n. [C] an old object or custom that reminds
people of the past or that has lived on from a past time
7/ B o U S i 92 S :d 1}

* temple /'templ/ 7. [C] a building used for worship in
some religions %; Mig; <FRE; T

Buddha /'buda/ n. [C] #l; #it4

* grand /grend/ 4. a grand place, object, or occasion is
very impressive (37 ) H:mifty, A

* monument /' monjumant/ z. [C]

1 abuilding that has special historical importance Jjj %
M ;A7 P AR AR

2 abuilding, column, statue, etc. built to remind people
of a famous person or event Z0/&M (ERiF. %, %5%)

* skillful /'skilfl/ a.
1 made or done very well, showing a lot of ability il {Fki
RA; BB
2 good at doing sth., esp. sth. that needs special ability or
training A HERN; BRI, RITH

* delicate /'delikat/ a.
1 made or formed in a very careful and detailed way
RIS s KA s R
2 easily damaged or broken S#if¥1; SH#H; Magsi

* scenic /'sinik/ a. providing beautiful views of nature

KA

* peacefulness /'piisfInas/ n. [U] a state of being quiet and

calm 7 P
* crown /kravn/ n. [C] F5f; 2

* diversity /dar'vaisoti/ n. [sing.] a range of different

people, things, or ideas & A& AEIA (G, EAH)

spicy /'spaisi/ a. (of food) having a pleasantly strong
taste, and giving you a pleasant burning feeling in your

mouth (&%) IAERHE, A

* roast /1oUst/ a. (only before noun) cooked in an oven or

over a fire U5 ; FEHIRY
dim sum /dim 'sam/ ». [U] (FREFK) o

sanctuary /'senktfuori/ . [C] an area for birds or
animals where they are protected and cannot be hunted

BRI AKX

* rail /rei1l/ n. [U] the system of traveling by train %k &%t

* classical /'kl@sikl/ . belonging to a traditional style or

set of ideas Z2 4L ; LK, (EHH

* diverse /da1'vs:s/ a. very different from each other AX[fff]

stereotypical /sterio'tipikl/ 4. exactly like the stereotype
of a particular person or thing H# [

bungee jumping /'band3i: \[d3ampin/ . [U] Btk sk
scuba-dive /'sku:bo \darv/ v. Bk ik
plank /plenk/ n. [C] (J5) AH; Hisk

* trail /tre1l/ n. [C] a rough path across the countryside or

through a forest ( Z[AJEARMELE ) /I, /M2

* dramatic /dra'matik/ 4. exciting and impressive ¥z A

s SIATERM; B ANEIGRZIN

* narration /na're1fn/ n. [C, U] a spoken description or

explanation which is given during a film, play, etc. ( FL5.

ARRIRERE ) 551, MR

voice-over #. [C] information or remarks that are spoken
on a television program or film by sb. who is not seen on

the screen (HALTTH. BN ) mHME, Rl

subtitle /'sabitaitl/ n. (~s) [pl.] the words printed over a
film in a foreign language to translate what is being said

by the actors ( HLEEM ) T4

Phrases and expressions

have sth. to offer (sb.) to have qualities, opportunities,
etc. that people are likely to want or enjoy fig ( WA ) $2
B

be into (spoken) to like and be interested in sth. % ( %t
Y ) BOGR; E (HEHEY)
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4 Vocabulary

break through

1 if sth. that was hidden breaks through, it appears ¥

2 to force your way through sth. that is stopping you
from moving forward #f; ZEH]

the jewel in the crown the best or most valuable part

of sth. 5t FRYERTE (FA s s A ML 8 40 )

blow sb. away (infml.) to impress sb. very much or
make them very excited £ 5 AVRZIENGE; 4 HE AR JE %

in the flesh present here and now, instead of by
television, telephone, radio, etc. Hfi; 4XA

lead the way to be the first to do sth., and show other
people how to do it &b T-45i ez

be serious about to be very interested in an activity or
subject, and spend a lot of time doing it Xf--- #2480 ;
HT

Proper names
Qinghai-Tibet Plateau /'pletou/ i & i

Tiger Leaping Gorge JEBkigk (HF[E L)
the Forbidden City %283k (LR HIIHFR)

the Terracotta /itero'kpto/ Army Z& i 5 5% 24 ( H [ ey )

Qinglong Gorge ek (HIEJtb5T)
Panjiakou Reservoir /'rezavwa:/ {5 17K (L )

Mount Qomolangma /'tfoumou la:nma/ FE2HIEE (fi
Frh R IR AL )

Episode 2

New words

coastline /'koustlain/ x. [C] the land on the edge of the
coast, esp. the shape of this land as seen from the air

(IR h S ) e, WRHIE

Croatian /krav'eln/ g. JaBHW [1); S0 B HW AL ; va B
5 Y

cannon /'kanon/ ». [C] CIHIFH ) KM, hngei

hiking /'haikiy/ x. [U] the activity of taking long walks
in the mountains or country £ iAT; M

* cycle /'saikl/ vi. to use a bicycle [ 17 %

* sail /se1l/ v. to travel on or across an area of water in a

boat or ship (&) Mifr
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windmill /'windmil/ ». [C] X% ; R EY;

* picturesque /piktfo'resk/ a. (of a place, building, scene,
etc.) pretty, esp. in a way that looks old-fashioned i3 f;
[Nl

* canal /ko'nel/ 5. [C] a man-made channel of water A T.
s B
artisanal /a:'tiz&nal/ 4. made in a traditional way by sb.

who is skilled with their hands /&% 15 AT THIVER

boutique /bu:'ti:k/ z. [C] a small shop that sells
fashionable clothes or other objects B %) ; # fh)E

Dutch /dAtf/ a. fif 2210 T22151; i 2230k
down-to-earth a. practical and sensible 5521 ; SZgK
R
bucket list . [C] a list of experiences one wants to have
before one dies AZE{R

* relatable /r1'letobl/ a. (infiml.) easy to relate to,
sympathize with, or identify with fEfFZHARN; fETE
LNy

* engaging /m'ge1d31n/ a. attractive and pleasant in a way
that makes people like you & Afy; WEM; A0

* humor /'hjuimd/ u. [U] the quality that makes a situation
or entertainment funny H4%k; H&

* dizzy /'dizi/ a. feeling as if everything is spinning around
you and that you are not able to balance k% HHZ[¥; %
)

Phrases and expressions
fire off to shoot with a gun or other weapon J () ;
I+ (M)

lift one’s spirits to make sb. feel more cheerful and

hopeful fE AT LR ; i ARAT

check ... out to look at sb. or sth. because they are
interesting or attractive ( K% A s iy el 5| m )
A, W, & A

Proper names

Croatia /krou'etfo/ 5Bl (KK )

Dubrovnik /dju'brovnik/ #:A4i % g 56 ( 788 Hl#s 1
i )

Slavonia /slo'vounio/ Wi ik e W ( va% Ml 5 E g —4
X )



Sibenik /'[1tbenik/ 7 Ulje 5 ( 35% Ml i 50 440 )

the Sea Organ VXU (FLIK/REEFR D)

Zadar /'zeeda:/ $LiKR (0% s I3RS S 44 40
Zagreb /'za:greb/ g A (50 W H )

Holland 7% (BRIHIESE, 2020 48 1 HEIZIESCAFREE)

the Golden Age #<EIHY (#2515 . BRI ZAREI
U], e 17 fHA)

the Nine Streets JUT ( Pl BRI W A8 1X )
Amsterdam FTHHITRES: (17 22 8RR R8T )
van Gogh J- & (1853-1890, fif %% )

the Rijksmuseum /'ratksmju:,ziom/ fiif % [ 37 4 1

Section 2

New words
* urge /3Zd3/
n. [C] a strong feeling of wanting or needing to do sth.
hal; SRENRAE; BV EOR
vt. to advise sb. very strongly about what action or
attitude they should take ¥ 7y ¥4t; 2Ufe; A

* striped /straipt/ 4. having lines or bands of color £ ( %% )

beret /ba'rer/ n. [C] VIFEME (2K TCHTIE )
baguette /bx'get/ n. [C] (i) Kt

world view n. [C, usu. sing.] sb.’s opinions and attitudes
relating to the world and things in general 5

* valid /'valid/ a.
1 based on what is logical or true 5251 ; AL ;
AR5 B
2 that is legally or officially acceptable (¥ ) A%H;
(IE30) AT

categorize /'katigoraiz/ vt. to put people or things into
groups according to their qualities ffi---432&; #--- )4

* encounter /m'kaunts/ vz, (fiml.) to meet sb., or discover
or experience sth., esp. sb. or sth. new, unusual or

unexpected fHARRER]; EAMBEI; 5---##iE

Nigerian /nar'dziorion/ a. J& H AN ; J& HANEAR;
Jé HFINE Ak

* simplify /'stmplifar/ vt. to make sth. easier or less

complicated ffifij 5 ; ifdise; itk

inaccurate /in'&kjurot/ a. not completely correct A~ 5¢4:
AR

* methodical /ma'0pdikl/ a. (of a person) doing things in a
careful and logical way J35H 5 AR M

* generous /'d3enoros/ a. giving or willing to give freely;

given freely Wty ; KJ5i0; Wk 7

* expose /1k'spauz/ ve. to allow sth. that is usu. covered or

hidden to be seen i @7 ; gk

* seemingly /'si:minli/ ad. in a way that appears to be true

but may in fact not be &{d; HL; K b

* innocent /' mas(e)nt/ a.
1 not intended to harm or upset anyone J& &5 %51 ;
P/ :b]
2 not guilty of a crime JGiEM; H M

* discrimination /d1,skrimi'neifn/ x. [U] unfair treatment
of sb. because of their religion, race, or other personal
features BEH

* hatred /'hertrid/ n. [U] a very strong feeling that you
dislike sb. or sth. very much fJufi¢; HR; K&

backfire /bak'fa1o/ vi. to have the opposite effect to the
one intended, with bad or dangerous results j=4: 3% 5 J&if
WAR (SfEks) 5k

* sympathy /'simpabi/ z. [pl,, U] the feeling of being sorry
for sb. who is in a bad situation [FI{%; &0

patronize /'p&tronaiz/ v, to treat sb. in a way that seems
friendly, but which shows that you think that they are not
very intelligent, experienced, etc. Ji SR LA 1E; $2H &
NSRSk

* acknowledge /ok'nplid3/ vz, to accept or admit that sth.
exists, is true, or is real &k

prone /praun/ g. likely to suffer from sth. or do sth. bad
SFMZN; A CRF) m K

* severely /s1'Violi/ ad. very seriously ™ H b

* minimize /'minimaiz/ vt. to reduce sth. harmful or

unpleasant to the smallest amount or degree fiiJdi/b> 5]

KRR
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4 Vocabulary

generalization /d3en(o)rolar'zeifn/ ». [C, U] a general * protest /prou'test/
statement that is based on only a few facts or examples; vt. to say firmly that sth. is true, esp. when you have been
the act of making such statements #$%; H44; Zit accused of sth. or when other people do not believe

you "Rk FIR; HE
v. to say or do sth. to show that you disagree with or
Phrases and expressions disapprove of sth., esp. publicly (AFF) KXt; Hiil
sum ... up

* counter /'kaunto/ n, [C] #ify
1 to form a judgment or opinion about sb. or sth. %}---{f

HUR s X TR * obesity /ou'biisoti/ 1. [U] a condition in which sb. is too
2 to describe sth. using only a few words f#iili 5~ fat in a way that is dangerous for their health 3 B
‘ HERERE
at the end of the day (spoken) used for saying what you
consider is the most important thing about a situation * crisis /'kraisis/ . [C, U] an urgent, difficult, or
after thinking about it %% ; #3k dangerous situation f&#l
look past to ignore, disregard, or forgive sth.; to * skinny /'skini/ a. (infml.)
overlook sth. ANBRAR; Wit 1 low in fat AR
2 very thin, in a way that is not attractive & ; 7t
keep / have an open mind to be willing to listen to i
other people’s opinions about sb. or sth. J& &I A K
= sarcasm /'sa:k@z(@)m/ . [U] a way of using words

that are the opposite of what you mean in order to be

search out to work hard in order to find sth. ¥H}; #FH1 unpleasant to sb. or to make fun of them Jfl; HIi;

Erory
Proper names satirical /s9'tir1kl/ a. (also satiric) using humor to
University of Aberdeen /i&bo'di:n/ fiff1 T k= (35 ) criticize sb. or sth. and make them seem silly P ; /L
Chinua Achebe /it/inwa: o'tferbi/ & pT - BIHIIl (1930-
2013, J2 H A /NES ) absurdity /ob's3:doti/ n. [U] the quality of being stupid
and unreasonable, or silly in a humorous way Fiif; 58
* ironic /ar'ronik/ 4. using words that are the opposite of
what you really mean, often in a joking way (i i)
WA, FBGER CH OFBER T
New words
* delighted /dr'lartid/ 4. very pleased and happy firHi i ; perplexed /poplekst/ 4. confused because you cannot
. understand sth. B/ ; 4K
* counterpart /'’kaunto,pait/ 1. [C] sb. or sth. that has the unwary /An'weari/ a. not aware of the possible dangers or
same job or purpose as sb. or sth. else in a different place problems of a situation and therefore likely to be harmed
* portion /'paifn/ . [C] * funeral /'fjumnral/ n. [C] 2E4L; 4L
1 an amount of food for one person, esp. when servedin ~ * tendency /'tendonsi/ n. [C] if sb. or sth. has a tendency to
arestaurant (JLIEBIEHEVN) —0, —% do or become a particular thing, they are likely to do or
2 apart of sth. larger, esp. a part that is different from become it fHi[f]

the other parts (X401 ) —i5 * bury /'beri/ v
ury vt.

* café /'kafer/ n. [C] /INEME; NG ke 1 to ignore a feeling or memory and pretend that it does
* dessert /dIIZSZt/ n [C, U] (/L,}i}a ) ﬁﬁ){—i not exist *E (@‘rﬁﬁiﬂ'TZ) @Yﬂ?'t}i

2 to put sb. who has died in a grave H2E; %%
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Phrases and expressions

blow sb.’s mind  (infiml.) to impress sb. very much or
make them feel very excited il NEPGIRZ]; 3 AMRE

AVA
7N

what makes sb. tick what makes sb. behave in the way

that they do i 3 A GXFEA8 )

a different / new ball game (infml.) a completely
different kind of situation #SX AR 157 & Ifi

on the dot (infml.) exactly on time or at a particular

time 7EFFREMS )5 AER

on reflection after thinking about sth. carefully 17417%
5

Proper names
Seattle /si'eetl/ PYAER] (S AR A3 RIHE M)

Simon Pegg V4% - fiilfs (1970-, J& [ GRSk )

Impressions matter
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