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Hours of leisure time per year in Someland

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 | 700 | 1,100
TVivideos
Socialising with 150 150 | 300 | 250 | 250 | 200 200
4 or less people
Socialising with 350 350 | 50 | 50 25 25 25
4 or more
people
Individual 150 100 | 200 | 200 | 50 75 150
exercise
Group 450 350 [ 200 (150 | 50 0 0
exercise/sport
Cinema 100 75 50 | 25 25 50 75
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& FHSEHLSE
Leisure time in a typical week: by sex and

The chart below shows the amount of employment status, 1998-99
. ° . 100
leisure time enjoyed by men and women of

90

different employment status. 80

The chart compares how much )
leisure time people had in a typical 20
week in 1998, according to gender : II I I
and employment status. |

Employed full-time Employed part-time Unemployed Retired Housewives

o

o

o

mMales mFemales
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The chart below shows the amount of BARUES AT S 47 -
leisure time enjoyed by men and women of T -
different employment status.

The chart compares/demonstrates

.. (BIREUEIZOANS),
The chart compares how much

leisure time people had in a typical according to.../ in terms of .../
week in 1998, according to gender regarding ...
and employment status.
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The table shows the amount of leisure time

Hours of leisure time per year in Someland
Teens | 20s | 30s | 40s | 50s 60s | 70s +

. Watching 1,200 ( 700 (400 ( 500 | 600 | 700 | 1,100
people have per year in someland, and the |Tvwideos
time they spend on some daily activities. Socialising with | 150 | 150 [300 | 250 | 250 | 200 | 200
4 or less people
Socialising with 350 350 | 50 | 50 25 25 25
_ 4 or more
The table compares leisure oS
I I Individual 150 100 | 200 [ 200 | 50 75 150
time people have In som.eland, anld —
they aIIo.ce.\t.e the tlme.to SiX Grow w0 | s ol 52 | & | o
types of activities, according to SE———
Cinema 100 75 5 | 25 25 50 75
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The table shows the amount of leisure time

. Watching 1,200 | 700 | 400 [ 500 | 600 | 700 | 1,700
people have per year in someland, and the |Tvwideos
time they spend on six types of activities. Socialising with | 150 | 150 [300 | 250 | 250 | 200 | 200

Hours of leisure time per year in Someland
Teens | 20s | 30s | 40s | 50s 60s | 70s +

4 or less people
Socialising with 350 350 | 50 | 50 25 25 25
4 or more
The table compares how much people
' ' i Individual 150 | 100 |200| 200 | 50 | 75 150
leisure time people have in comiteom
Somgland, an.d how they aI.Io.c.ate Group o o ool o T o 1 o
the time to six types of activities, exercise/sport
according to age groups Cinema 100 | 75 |50 [ 25 | 25 | 50 | 75




® P SEFLEE The chart compares ...

e ASEERA - the satisfaction level of ... with ...
- how satisfied ... are/were with ...
1. =R - the percentage/proportion of ... who ...
2. MEENESH - the percentage/proportion of ... doing sth
3. Fig - the amount of time spent on ...
4. T - how much time people spend on ...
5. SR - the expenditure on ...
- how much money people spend on ...
- the frequency of sb doing sth
- how often people do sth

according to.../ in terms of .../ regarding ...
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‘ Overview/Main features

Hours of leisure time per year in Someland

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 700 | 1,100
TVivideos
Socialising with 150 150 | 300 | 250 | 250 200 200
4 or less people
Socialising with 350 350 50 50 25 25 25
4 or more
people
Individual 150 100 | 200 | 200 50 715 150
exercise
Group 450 350 | 200 | 150 50 0 0
exercise/sport
Cinema 100 75 50 25 25 50 715




!ﬁ Hours of leisure time per year in Someland
ll._;\ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 700 | 1,100

©® Overview/Main features TVivideos

Socialising with 150 150 | 300 | 250 | 250 | 200 200
4 or less people

1. In general, there are striking . .
. . Socialising with 350 350 | 50 | 50 25 25 25
differences in both the amount of 4 OF (OIS

spare time and the way people people
use it. Individual 150 | 100 [200|200| 50 | 75 | 150
exercise

2. Overall, teenagers have much Growp 420 | 3z0 | 200 | 150 | 50 0 0
more free time than the other exercise/sport
groups, and watching TV is the
most favored recreational activity.

Cinema 100 75 50 [ 25 25 50 75
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percentage of people who buy different types

= of music
S
35% -
: : 30% - Hnale
@ Overview/Main features oc | B female
20% O 16-24
1. BAZIENEESHEIL. 15% —_—
Bk 5 5B TR 10% W 35-44
2. &K, &/\ EESRH g: | l O 45+
%_gﬁ. pop music rock music classical

music

Overall, the figures for the music

A. have a similar pattern
B. show striking differences



percentage of people who buy different types
of music

AR
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35% -
30% - O male
@ Overview/Main features oc | B female
20% O 16-24
1- gﬂgé Jr_"ll\)b'f$E7K1: Eﬂ’l 15% O 25-34
Bk, sEFETRK 10% W 35-44
2. &RA. &/ EEREHB > | | l B 45+
0%
%_gﬁ. pop music rock music classical
Overall, the figures for the music « Which is the most popular music?
A. have a similar pattern « Which gender group buys more albums?
B. show striking differences «  Which age group has the highest buying rate?
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‘ Overview/Main features

¢ Grouping / Ordering

Hours of leisure time per year in Someland

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 700 1,100
TVivideos
Socialising with 150 150 | 300 | 250 | 250 200 200
4 or less people
Socialising with 350 350 50 50 25 25 25
4 or more
people
Individual 150 100 | 200 | 200 50 715 150
exercise
Group 450 350 | 200 | 150 50 0 0
exercise/sport
Cinema 100 75 50 25 25 50 715
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Hours of leisure time per year in Someland

‘ Overview/Main features

¢ Grouping / Ordering

Watching TV & cinema (sedentary

entertainment)
Socialising
Exercise

* SRR SIT9 B iR

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 700 1,100
TVivideos
Socialising with 150 150 | 300 | 250 | 250 200 200
4 or less people
Socialising with 350 350 50 50 25 25 25
4 or more
people
Individual 150 100 | 200 | 200 50 715 150
exercise
Group 450 350 | 200 | 150 50 0 0
exercise/sport
Cinema 100 75 50 25 25 50 715




percentage of people who buy different types

> of music
:;ILJ‘.

35% -
] . 30% - O male
‘ Overview/Main features o5 -
20% 0O 16-24
¢ Grouping / Ordering Lo 025-34
10% W 35-44
5%
* DEEFHEFR LSRN SMT A B i 0% .
pop music rock music classical
ZIIJH’\*/HFF%‘ ?
A. 855 : rock > pop = classical

B. }ZZE : gender = age groups



:ﬁ Hours of leisure time per year in Someland
q LJ‘ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
\Natqhing 1,200 700 | 400 | 500 | 600 700 1.100
©® Overview/Main features 1Vivideos
Socialising with 150 150 | 300 | 250 | 250 200 200

4 or less people

‘ Grouping / Ordering ——
Socialising with 350 350 | 50 | 50 25 25 25
4 or more

people

Individual 150 100 | 200 | 200 50 715 150
exercise

‘ Reporting key figures

Group 450 350 (200 | 150 50 0 0
exercise/sport

Cinema 100 75 50 [ 25 25 50 75




A
lb\

‘ Reporting

key figures

"ABHNEL

[

Hours of leisure time per year in Someland

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 700 | 1,100
TVivideos
Socialising with 150 150 | 300 | 250 | 250 200 200
4 or less people
Socialising with 350 350 50 50 25 25 25
4 or more
people
Individual 150 100 | 200 | 200 50 715 150
exercise
Group 450 350 | 200 | 150 50 0 0
exercise/sport
Cinema 100 75 50 25 25 50 715
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It is manifest that watching TV gains the greatest popularity among the
public.

In contrast, people spend the least of their leisure time in cinema.

www.koolearn.com



!ﬁ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
lb\

Watqhing 1,200 | 700 | 400 | 500 | 600 700 | 1,100
@ Reporting key figures | '//Vde0s

Cinema 100 75 50 25 25 50 75

It is manifest that watching TV gains the greatest popularity among the

public and hours spent on this activity are always the most, at least more

than 400. Teens and people in their 70s’ spend over 1000 hours each
year on this activity. In contrast, people spend the least of their leisure

time in cinema, the figure for which is below 100 consistently.




Reporting key mwmm
‘ Reporting key figures TVivideos
= s 25
1. ZUESFiE(features) S m-mﬂ-n

2. FEEHEAN. BRI

It is manifest that watching TV gains the greatest popularity among the
public and hours spent on this activity are always the most, at least more
than 400. Teens and people in their 70s’ spend over 1000 hours each
year on this activity. In contrast, people spend the least of their leisure
time in cinema, the figure for which is below 100 consistently.

www.koolearn.com
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‘ Reporting key figures

1. EUEYS L (features)
2. FUERYAN. EREE

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Socialising with 150 150 | 300 | 250 | 250 | 200 200
4 or less people
Socialising with 350 350 | 50 | 50 25 25 25
4 or more
people




iﬁ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
lb\

Socialising with 150 150 | 300 | 250 | 250 | 200 200
4 or less people

‘ Reporting key figures

” "y Socialising with | 350 350 | 50 | 50 25 25 25
1. FUEFEHME(features) 4 or more

2. HHEAYEHN. BErGERE people

- Socialising with 4 or less people A. has great popularity among all people

(small scale social activity) B. is a common choice for people of all
ages

- Socialising with 4 or more C. only attracts some age groups

people (large scale social activity)
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‘ Reporting key figures

1. EUEYS L (features)

2. HHEAYEHN. BErGERE

Teens | 20s | 30s | 40s | 50s 60s | 70s +
Socialising with 150 150 | 300 | 250 | 250 | 200 200
4 or less people
Socialising with 350 350 | 50 | 50 25 25 25

4 or more
people

When it comes to social life, small scale activity with 4 or less people is a
common choice for all ages,

However, socialising with 4 or more people only attracts those under 30




iﬁ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
S=
Socialisingwith | 150 | 150 | 300 | 250 | 250 | 200 | 200
@ Reporting key figures 4 or less people
—— Socialising with | 350 | 350 [ 50 | 50 | 25 25 25
1. FYERFE(features) 4 or more
2. BUERYAN. EsEE people

When it comes to social life, small-scale activity with 4 or less people is a
common choice for all ages, with those above 30 being more interested,

spending 300 hours on it per year. However, socialising with 4 or more
people only attracts those under 30, who spend much more time (350 hours)
on it than all the other groups combined.




:; Teens | 20s | 30s | 40s | 50s 60s 70s +
SI=E
Individual 150 | 100 | 200 | 200 | 50 75 150
@ Reporting key figures |exercise
1. IR (features) Group 450 | 350 | 200|150 | 50 0 0
2. BURMIAM. BcEE | | exerciseisport

- Individual exercise people have remarkably high participation

the interest in this exercise declines with the
- Group sport increase of age

C. not much difference can be found in
people’s participation

w >



:ﬁ Teens | 20s | 30s | 40s | 50s 60s 70s +
SI=
Individual 150 | 100 | 200 | 200 [ 50 75 150
@ Reporting key figures |exercise
1. BB (features) Group 450 | 350 (200|150 | 50 | © 0
2. HUERRYE4N, Eemig | | exerciseisport

In terms of sports, not much difference can be found in people’s

participation in individual exercise.
By contrast, the interest in group exercise

declines with the increase of age,




:ﬁ Teens | 20s | 30s | 40s | 50s 60s 70s +
SI=
Individual 150 | 100 | 200 | 200 [ 50 75 150
@ Reporting key figures |exercise
1. BB (features) Group 450 | 350 (200|150 | 50 | © 0
2. HUERRYE4N, Eemig | | exerciseisport

In terms of sports, not much difference can be found in people’s
participation in individual exercise. Middle-aged

more time (200 hrs), while those in their 50’

roup(30-49) spend
s spend the least. By

contrast, the interest in group exercise declines with the increase of
age, with the teenagers spending 450 hours a year and the elders

showing no preference.




The table compares how much leisure time people have in Someland, and how they allocate the
time on six types of activities, according to age groups. In general, there are striking differences
in both the amount of spare time and the way people use it.

It is manifest that watching TV gains the greatest popularity among the public and hours spent on
this activity are always the most, at least more than 400. Teens and people in their 70s’ spend
over 1000 hours each year on this activity. In contrast, people spend the least of their leisure
time in cinema, the figure for which is below 100 consistently. When it comes to social life, small-
scale activity with 4 or less people is a common choice for all ages, with those above 30 being
more interested, spending 300 hours on it per year. However, socialising with 4 or more people
only attracts those under 30, who spend much more time (350 hours) on it than all the other
groups combined. In terms of sports, not much difference can be found in people’s participation
in individual exercise. Middle-aged group(30-49) spend more time (200 hrs), while those in their
50’s spend the least. By contrast, the interest in group exercise declines with the increase of age,
with the teenagers spending 450 hours a year and the elders showing no preference.

Overall, teenagers have much more free time than the other groups, and watching TV is the most
favored recreational activity.



!ﬁ Hours of leisure time per year in Someland
'Ll‘ Teens | 20s | 30s | 40s | 50s | 60s | 70s +
Watching 1,200 | 700 | 400 | 500 | 600 | 700 | 1,100
©® Overview/Main features TVivideos
- = Socialisingwith | 150 | 150 [ 300|250 | 250 | 200 | 200
1. BREIEMEESHELN. Bk, s
HEBFRK
2. &=k, &/\. eBEx=HNE—A Socialisingwith | 350 | 350 | 50 | 50 | 25 25 25
4 or more
. . le
@ Grouping / Orderlng peop
. o Individual 150 | 100 [200|200]| 50 | 75 | 150
* SRFIHEFRLmIA W 8 BTR exercise
] ] Group 450 350 | 200 [ 150 | 50 0 0
¢ Reporting key figures exercise/sport
1. OB E(features) Cinema 100 | 75 |50 |25 | 25 | 50 | 75
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‘ Overview/Main features

1. BAKIENEESHEN. HER.
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SURERNFIERTRER:
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1.
s . B/, BERSSHAIE—1
2. &mA. &)\ BERENE—4H 3 ‘Q.Eﬁtﬂ'—k |
¢ Grouping / Ordering 4. FUEBHEN T EI
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‘ Reporting key figures
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:ﬁ > percentage of people who buy different types
of music
ll..:‘.

@ Overview/Main features x| Baale
1. EBAHENEEESEI. Bk, 25% - e

B =Z8FFk 20% 0 16-24

2. &mA. &)\ BERENE—4H 15% 0 25-34

] 10% W 35-44

@ Grouping / Ordering 5% l S

0% | |
* /\;E*DHIEF_L)\}E ,gﬂﬁjj E*j( pop music rock music classical

‘ Reporting key figures

1. FUEYS L (features)
2. FUERYAN. EREE
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BFs|HAYE:

* The most noticeable feature is that ...

* One of the most prominent features of this
data is that ...

* |tis apparent/manifest that ...

* One major difference between ... and ... is
that...

* Apparently/Obviously, ...




* |t is manifest that watching TV gains the AFsIHryoE:
greatest popularity among the public. - The most noticeable feature is that ...

* One of the most prominent features of this
data is that ...

e The most noticeable feature is that the

male purchase more albums than the
female for all types of music. - It is apparent/manifest that ...

* One major difference between ... and ... is

 One major difference between the that

figures for household expenditure and
entertainment cost is that the former * Apparently/Obviously, ...
takes up a much larger percentage for
middle-aged people.
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e ... gains great popularity among ...

e ...only attracts ...

e ...Iis acommon choice for ...

.. Is just popular among ...

Not much difference can be found in ...
...have remarkably high participation in ...
« ...declines with the increase of age...
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e ... gains great popularity among ... Bi1:

« ...only attracts ... Watching TV gains the greatest popularity

e ...is acommon choice for .. among the public.

e ... Isjust popular among .

. Not much difference can be found in . l2:

« ...have remarkably high part|C|pat|on in ... The public have remarkably high participation

« ...declines with the increase of age...

SEEHSEENIE ARSI ek

in TV watching.




percentage of people who buy different types . VA s> als, B s == s
o5 musiic HEHIREIGIE (BEEAMINSIFkERE )
> AMBEE
222/; I B male * ...show great interestin ...
il s - ...preferto ...
20% O 16-24
15% . * ...tendto...
10%
W 35-44 . i
5% ...are willing to ...
W 45+

0%

« ...favor the choice of ...

pop music rock music classical
music

* ...have a high level of preference for ...

5l - People above 45 favor the choice of
classical music, with about 20% of them
buying albums of this type.

www.koolearn.com




HEEIRAISTE (BEEAMINSIFNXIERE )
> SBYEENMEE

e ...Is popular among...

« ...is preferred by...

* ...iIs a common choice for...

* ...has a popularity with ...

- ...is favored by...




percentage of people who buy different types . ’ vz e, . — .
> YWRIEIE
35% .
30% L Hnale * ...Is popular among...
oo B femal .
25% e - ...is preferred by...
20% 0O 16-24
15% 0 25-34 ¢ ...Is a common choice for...
10%
W 35-44 . .
5% * ...has a popularity with ...
O 45+
0% .
pop music rock music classical ¢ ...IS favored by

music

1§|] . Rock music is a common choice for all
age groups, except for those above 45.
Averagely, 25% of Britain people purchase

this type of album.
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 Teenagers, who spend 1200 hours on this activity each year,
obviously have a high level of preference for TV.

* Teenagers have a high level of preference for TV, spending
1200 hours a year on this activity.

* Teenagers have a high level of preference for TV, with 1200
hours of their leisure time being spent on this activity.

* Teenagers have a high level of preference for TV. They spend
1200 hours on this activity a year.
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* Rock musicis a common choice for all age groups, except HSLIE
those above 45, with over 30% of people from 25-34 > FHwith4t3
buying/purchasing this type of music. > FRSEMA]
 Teenagers have a high level of preference for TV, with > B1EEr
1200 hours of their leisure time being spent on this > SR F

activity.




* Rock musicis a common choice for all age groups, except HSLIE
those above 45, with over 30% of people from 25-34 > BwithZEts
buying/purchasing this type of music. s
ying/p g yp » FEEEMNG
%3] > RS
EMEAUITEZHNFRETE, MB{1PH20%HAZH > FE=EAYa) T
g_éo J/LIE

 The male group buy more albums in general,
A. with 20% of whom purchase.

B. with 20% of male make a purchase.

C. with 20% of them making a purchase.




* Teenagers, who spend 1200 hours on this activity each RS
year, obviously have a high level of preference for TV. > FAwithZ5#3)
lﬂ-l\E
 The most popular type is rock music album which is ~ FEENT
purchased by about 25% of the whole population. > B9a4Ei
> FENSF




* Teenagers, who spend 1200 hours on this activity each RS
year, obviously have a high level of preference for TV. > FAwith&5#a)
lﬂ-l\E
 The most popular type is rock music album which is » HEIRNE
purchased by about 25% of the whole population. > FalSis
%) > FEERITF
BhRIRFEIFZENT ZFIE, FIONNFEERERT
=2r
J N
* A. History course gained great popularity among students,
90% of whom voted ’satisfied’.
e B. History course, which was voted as ‘satisfied’ by 90% of
the respondents, gained great popularity among students.
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* Teenagers, who spend 1200 hours on this activity each RS
year, obviously have a high level of preference for TV. > FAwithZ5#3)
—h
* Teenagers have a high level of preference for TV, spending ~ FEIENS
1200 hours a year on this activity. > R4
— R Ak
PERBEEE, B ER - FRRaF




* Teenagers, who spend 1200 hours on this activity each RS
year, obviously have a high level of preference for TV. > FAwithZ554
—h
* Teenagers have a high level of preference for TV, spending ~ FEIENS
1200 hours a year on this activity. > BAoRlaEi
L auls
A AEEEIE, B AN TR - RrERIaF
? >]
KEFAFENARIPNEERS L, SEF40Z /)
MRS

Housewives contribute the majority of their time to
household activities,




* Teenagers have a high level of preference for TV. They HSLIE
spend 1200 hours on this activity a year. > FAwithZ5#3)
. . . w s L e . > BHEE
EEOTFMRARYE, BRFNSEGREBH LR, FEIEND
> FD1R%ER
> ARENTDF
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tﬁ tn UK Brazil
o = 2% 1%

= TV = Radio =Print = Online = Not Specified
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tﬁ*tﬁ UK Brazil
¥ = 2% 1%
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= TV = Radio = Print = Online = Not Specified

‘ Overview / Main features

¢ Grouping / Ordering

¢ Reporting key figures
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t 5l | BEZPFARKEY  41% / the UK/ TV X—2HEIE ?
&

L
EZSEE% * 41% of the UK population access the news through TV.

* There are 41% of people in the UK who access the news through TV.

* The percentage of the UK people who access the news through TV is
41%.

* Accessing the news through TV is favored by 41% of the people in the
UK.

» People who access the news through TV takes up 41% of the UK
population.



5; tﬁ In the UK, 35% of people access the news online.
AR =1 |In Brazil, the figure is 53%.

J.
E$E§: About 41% of the UK population and 38% of Brazilian favor viewing TV
news.

People who read the news in print take up 15% in the UK and 6% in Brazil.

Listening to the news on the radio is preferred by 7% people in the UK and
2% in Brazil.




5; tﬁ In the UK, 35% of people access the news online.
AR =1 |In Brazil, the figure is 53%.

=FA3
3 [N About 41% of the UK population 38% of Brazilian favor viewing TV news.
People who read the news in print take up 15% in the UK and 6% in Brazil.

Listening to the news on the radio is preferred by 7% people in the UK and
2% in Brazil.

One of the most prominent features of this data is that, while in the UK
over a third of people access the news online, in Brazil the figure is
more than half, at 53%.




5; tﬁ In the UK, 35% of people access the news online.
TR =1 |In Brazil, the figure is 53%.

=FA3
3 IS About 41% of the UK population 38% of Brazilian favor viewing TV news.
People who read the news in print take up 15% in the UK and 6% in Brazil.

Listening to the news on the radio is preferred by 7% people in the UK and
2% in Brazil.

It is apparent that viewing the TV news is popular in both countries,
with about two fifths of the UK population favouring this mode of
delivery and only 3% fewer in Brazil.




5; tﬁ In the UK, 35% of people access the news online.
TR =1 |In Brazil, the figure is 53%.

=EA35)
3 S About 41% of the UK population 38% of Brazilian favor viewing TV news.
People who read the news in print take up 15% in the UK and 6% in Brazil.

Listening to the news on the radio is preferred by 7% people in the UK and
2% in Brazil.

One major difference between the UK and Brazil is that over twice as
many people read the news in print in the former, compared with the
latter. The figures are 15% and 6% respectively.




5; tﬁ In the UK, 35% of people access the news online.
TR =1 |In Brazil, the figure is 53%.

=}A30)
3 S About 41% of the UK population 38% of Brazilian favor viewing TV news.

People who read the news in print take up 15% in the UK and 6% in Brazil.

Listening to the news on the radio is preferred by 7% people in the UK and
2% in Brazil.

Similarly, listening to the news on the radio is preferred by three times
more people in the UK than in Brazil.
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It is apparent that viewing the TV news is popular in both countries, with
about two fifths of the UK population favouring this mode of delivery and
only 3% fewer in Brazil.

One maijor difference between the UK and Brazil is that over twice as many
people read the news in print in the former, compared with the latter. The
figures are 15% and 6% respectively.

Similarly, listening to the news on the radio is preferred by three times more
people in the UK than in Brazil.
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PEUNERS

20% a little under half
77% a fifth

92% just less than a third
31% about three quarters
24% approximately 9 out of 10
48% almost a quarter




wRREE/ D E/BIRIE

a half/third/quarter/fifth ...

two thirds/quarters/ fifths ...
twice/ three times ... as many / more than ...
double / triple / quadruple ...
approximately / about / around...

almost / nearly / close to / more than / just below ...
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Highest level of education of women
in someland - 1945

4% 1% 0%

A

Highest level of education of women
in someland - 1995

0% 9% g9

= No schooling
= Third grade

= No schooling
= Third grade

- Year 6 = Year 6
= Year 9

»Year 9

= Year 12 mYear 12

= First degree = First degree

m Post graduate = Post graduate
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Highest level of education of women Highest level of education of women
in someland - 1945 in someland - 1995
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\‘\O%

4%

= No schooling
= Third grade

= No schooling
= Third grade

= Year 6 . iear g
= Year
= Year 9
mYear 12
mYear 12

First
= First degree = First degree

Post graduate
m Post graduate = rostgradu
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‘ Overview / Main features
¢ Grouping / Ordering

‘ Reporting key figures
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=y I 2 Tourist plan of mount Eron
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Sunset viewing
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Layout of a conference centre at present and future
=

.~ Meett
2017523 18 BB AR BT ——
% Hail Garden
Meeting N
Car park
Toilet Reception Cafe
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> Future plan
Elf13 iy

foom i Cafe [Kitchen
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Car park
Toilet Reception Fitness centre
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What  #3. ¥R

When BS4E

Where f([&. FH
How &1,
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Bridgetown 1700

Market place

7

Farmland




According to the first graph, a river

Bridgetown from the southwest to the northeast. A

road far northwest to southeast and a
bridge over the river. The northern
region a market place, a

woodland area and a castle, whereas In the

southeast, a large area of farmland along

the two sides of the road.

was located went from ran through

was established was composed by
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According to the first graph, a river ran
through Bridgetown from the southwest to
the northeast. A road went from far
northwest to southeast and a bridge was
established over the river. The northern
region was composed by a market place, a
woodland area and a castle, whereas in the
southeast, a large area of farmland was
located along the two sides of the road.
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¢ TR

be situated/located/established in/on/at ...

run through ...

« go from ... to ...

¢ EEY)

be taken up / composed/ occupied / by ...

be dominated by ...

® 75




Bridgetown 2000

Market place

Rog
Railway line
| Br'dge %‘0
Buildup areas S
Road Farmland
> /\

Farmland



300 years later, Bridgetown

For starter, the old castle and

a school. On the northeast side, a

railway parallel to the road. It went through

the woods and market place. Secondly, a

bypass was connected to the road end-to-end across
the river on the southwest. Additionally, the rest of
the regions were buildup areas where waste land in
the 1700 had been used since 2000.

newly built was built had been removed

had undergone some changes replaced by




300 years later, Bridgetown had undergone
some changes. For starter, the old castle
had been removed and replaced by a
school. On the northeast side, a railway was
built parallel to the road. It went through the
woods and market place. Secondly, a newly
built bypass was connected to the road end-
to-end across the river on the southwest.
Additionally, the rest of the regions were
buildup areas where waste land in the 1700
had been used since 2000.



¢ (2
be built / set up / established / constructed / put up /

developed in/on/at ...

& M. ga/N. o)

be expanded / enlarged / relocated / refurbished /

renovated ...

¢ BIREE

be knocked down / teared down / demolished / flattened ...
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Introduction EUNIYEPAES
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Body 2 IREER LR IRETY,

Overview AT REEHEITH
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"he maps show part of the town of Poulton in 1900 and
1935. Summarise the information by selecting and reporting
the main features and make comparisons where relevant.

Poulton In 1935




bl{E

iMFE

sand + water

wire cutter

48 - 72 hrs <-— high -+-— moderate 24 -48 hrs

870°C - 1300°C 200°C - 980°C

packaging



Eggs in fresh water

“&st
®

Spawning

Spends 1 1o 8 yoars af sea




Verb.
—

tool + condition

bl{E

iMTE




Verb.
—

tool + condition

L

wire cutter

sand + water

bl{E

iMFE




Verb.
—

tool + condition

sand + water

wire cutter

bl{E

210
iE

First the raw material, clay, which was just
below the surface of soil in certain clay-rich
areas has to be dug up by a digger.




Verb.
—

tool + condition

sand + water

blI{E

210
=

Then the lumps of clay are placed on a metal
grid in order to break up the big chunks of clay
into much smaller areas, which fall through the

metal grid onto a roller, whose motion further
segregates the bits of clay.




Verb.
—

tool + condition

sand + water

wire cutter

bl{E

210
iE

Sand and water are added to make a
homogenous mixture, which is then either
formed in moulds or cut into brick-shaped
pieces by means of a wire cutter.




bl{E

iMTE

Verb.
—

tool + condition

A/B
& isERY ;

Ved+n. ; 4[] : dried bricks

EME15 ; W0 : raw material, mixture

Hith : SEIEND ;

T Etool3kE
[ HrisEEY ;
ZMAZY ; 10 - dig—digger

njliEverb&E
El iR ;

ZiAZM ; W0 : digger—dig
HVESRAR ; 40 : place—fall through—segregate ;
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ARZEHEN RS , |
?‘I‘éﬁlﬂgﬁﬁrg%fﬁ percentage of people who.buy different types

of music

( FREBH - PEEW-TEE
— ey 0
ETIR) 25% - B female
20% O 16-24
15% 0 25-34
10% B 35-44
pop music rock music classical
music
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