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选修九

1.Weird Guinness World Records
光怪陆离的吉尼斯世界纪录

Australian John Allwood smashed 40 watermelons with his head in just one minute.

澳大利亚人John Allwood在一份钟之内用头砸碎了40个西瓜。

When it comes to the world's weirdest achievers, nothing beats the ultimate accolade — a place in Guinness World Records for demonstrating bizarre skills.

对于世界上最离奇的破纪录者来说，没有什么能比得过这个最大的表扬。它属于吉尼斯世界纪录，一个可以展示稀奇古怪技能的纪录。

Can you catch 77 grapes in your mouth in under a minute? Then Guinness has a spot for you. The annual compendium, whose latest edition is published on Friday, even has a section entitled Trivial Pursuits.

你能在一分钟内在放进嘴里77颗葡萄吗？如果能，你就可以在吉尼斯世界纪录里占有一席之地了。在周五最新发布的年记录里甚至还包含了一个叫“Trivial Pursuits”部分。

Italian Michele Santana wins an entry for typing 57 books backwards.
意大利人Michele Santana文字录用57本书而进入纪录。

Indian yoga instructor G.P Vijayakumar snorted eight fish up through his mouth and out of his nostrils in a minute.

印度的瑜伽教练G.P Vijayakumar在一分钟内从嘴里吸入了8条小鱼，然后从鼻子里将小鱼喷出。

American Jackie Bibby shared his bath with 75 live western diamondback rattlesnakes.

美国人Jackie Bibby和75条菱形斑纹响尾蛇一起洗澡。

China's Wei Shengchu gains notoriety for most acupuncture needles in the head and face.

中国的韦生楚用最多数量的针灸用的银针扎满了自己的头和脸，因而声名远扬。

Michel Lotito claimed the weirdest diet -- over the years he consumed 128 bicycles and 15 supermarket trolleys which he washed down with six chandeliers, two beds and a pair of skis.

Michel Lotito成为了吃东西最奇怪的人，这些年，他一共他吃下了128辆自行车、15辆超市手推车、6盏装饰灯、两张床和一对滑雪橇。

Natasha Veruschka won Guinness immortality by swallowing 13 swords in Pennsylvania.

宾西法尼亚的Natasha Veruschka因吞下13只剑被记录在吉尼斯纪录里。

Few could equal the bizarre feat of China's Dong Changsheng -- he pulled a 1.5 tonne car using ropes hooked onto his lower eyelids.

几乎没人能战胜来自中国的董长生，他在自己下眼睑用绳索牵引并拉动了一辆重达1500公斤的汽车。

The top prize for survival has to go to American park ranger Roy C.Sullivan -- he was struck by lightning seven times. Each strike took its toll -- he lost eyebrows and a toe nail as well as suffering singed hair and chest burns. He died in 1993 -- not killed by lightning but by his own hand after reportedly being rejected in love.

世界上最强的幸存者是美国护林管理员罗伊•苏利瓦，他曾遭受7次电击，每一次电击他都付出了代价--他的眉毛在电击中燃烧、一次电击击中了他的脚趾甲、他的头发曾在电击中被烧焦以及胸部衣服被电击燃烧。他于1993年去世，但不是因为电击，据说是因为失恋而自杀。

2.The most popular tourist city in the world:Hong Kong hold the first again, Bangkok take the second
2018年最火的旅游城市:香港再登榜首 曼谷第二
Bright lights, big cities.

灯火璀璨，都市繁华。

The lure of urban centers has lost none of its appeal in 2018, with tourists expected to make around 1.4 billion trips to cities around the world this year.

城市中心的魅力在2018年依旧丝毫未减，预计今年到全球各个城市旅游的游客数量将会达到大约14亿人次。

UK-based market research company Euromonitor International has just released its Top 100 City Destinations 2018 report, an annual ranking of the world's most popular cities by international tourism arrivals.

英国市场调研公司欧睿国际刚刚公布了它的“2018年百大旅游城市目的地”榜单，这是一个根据境外游客到达人数排列的世界最受欢迎城市年度榜单。

Once again, Hong Kong has come out on top. Close to 30 million tourists are expected to travel to the region before the year is out -- and more than 50% of them will be from the Chinese mainland.

香港再一次荣登榜首。今年年底前，预计有近3000万游客会到这里来旅游，其中超过50%的游客来自中国大陆。
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Global air traffic has been rising steadily for years and 2018 is no exception. Euromonitor International's research covers 600 cities and, they say, global inbound arrivals are expected to grow by 5% this year.

全球航空运输几年来一直稳步增长，2018年也不例外。欧睿国际的研究涵盖了600个城市，并表示全球入境游客人数今年预计会增长5%。

Asia continues to be the biggest player in the rankings, with 41 of the top 100 cities being on the continent.

亚洲依然是该榜单的最大赢家，100个城市中有41个来自亚洲。

Bangkok holds onto its place as No. 2 in the rankings, with close to 24 million visitors expected this year, while Singapore, Macau, Kuala Lumpur and Shenzhen are all the top 10.

曼谷保住了第二名的宝座，今年预计会有近2400万游客到访，而新加坡、澳门、吉隆坡和深圳均位列前10。

"Japan and India stand out for their strong growth in inbound city arrivals growth," says Euromonitor International, highlighting that "cities such as Osaka and Chiba have shown average annual growth of 43% and 35%, respectively, between 2012 and 2017."

欧睿国际表示，“日本和印度在入境城市旅游人数的增长上表现出众”，并重点指出“在2012年至2017年期间，大阪和千叶等城市的游客平均年增长率分别为43%和35%。”

Another non-mover, London hangs in there in third place, with just under 21 million international tourists expected. Its European rivals -- Paris, with 16.9 million, and Rome, with 9.7 million -- must make do with sixth place and 15th place, respectively.

另外一个排名没有发生变化的是第3位的伦敦，预计今年能接待不到2100万的外国游客。而它在欧洲的对手们，巴黎和罗马，则分别以1690万和970万位居第6位和第15位。

Megahub Dubai is in seventh place, with 16.7 million visitors, although Euromonitor International reports that the Middle East and Africa regions are the lowest performers overall, with cities such as Jerba and Sousse in Tunisia and Sharm el Sheikh in Egypt dropping out of the ranking in recent years due to the impact of terrorist attacks.

虽然欧睿国际报告说中东和非洲地区是旅游的冷门区域，但超级都市迪拜仍以1670万游客的成绩位居第7位，而突尼斯的杰尔巴和苏塞以及埃及的沙姆沙伊赫则由于恐怖袭击的影响在近些年名落孙山。
Cairo, however, is bouncing back, and places No. 50 in this year's list, with 4.9 million international visitors expected.
不过，开罗在今年的榜单上反弹到了第50名，预计会有490万外国游客到访。

Euromonitor International names Mumbai, Porto, Osaka and Jerusalem as its cities to watch.

欧睿国际认为孟买、波尔图、大阪以及耶路撒冷是值得期待的城市。

Mumbai will enter the Asian top 10 next year, with an expected arrivals growth of 19%, and is prepared for the influx, with the first phase of the new Navi Mumbai International Airport set to be operational by 2019.

据欧睿国际预测，明年孟买将会进入亚洲前10，预计游客人数会增长19%，而且随着新孟买国际机场一期在2019年启用，孟买也准备好迎接更多的外国游客。

After a slump between 2013 and 2015, Jerusalem arrivals are expected to grow by 38% in 2018, thanks, says Euromonitor International, to "relative stability and a strong marketing push."

在经历了2013年至2015年间的低谷期之后，耶路撒冷预计在2018年的外国游客人数会增长38%，欧睿国际表示，这要归功于“相对稳定的社会环境以及强有力的市场营销推动”。

The US, concludes Euromonitor International, "has had a turbulent year."

欧睿国际总结说，今年是美国“动荡的一年”。

New York City, with 13.5 million visitors expected, is the only city in the whole of the Americas to make the top 20. Miami appears at No. 22, while Los Angeles and Las Vegas are No. 27 and No. 28.

纽约市预计接待的外国游客人数是1350万，是唯一一个挤进前20的美国城市。迈阿密位列22，而洛杉矶和拉斯维加斯则分别位列27和28位。

3.The ways in which advisers attract you in the future
未来广告商吸引你的方式
1.Personalized Radio And Television Ads

1.个性化的广播和电视广告
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While radio and TV advertising remains a significant source of revenue for many advertisers, its one-size-fits-all approach ensures that a great number of ads will fall on uninterested ears; to name just one example, diamond engagement ring ads—common in most radio markets—are not very helpful to those who are already married. At least one company hopes to optimize this form of advertising by providing web-style targeted ads to terrestrial radio and television broadcasts. The technology, developed by tech company Gracenote, is available in over 50 million cars today. It develops a profile of a user by identifying songs played on CD and radio, the type of car being driven, frequent locations, and more; it then uses this profile to dynamically insert relevant ads in place of local programming. The company has been developing a similar application for televisions for over 10 years. It uses video recognition to identify commercial breaks, swapping the broadcast content for more relevant content based on its user profile. We can expect this type of targeted advertising to proliferate quickly. Gracenote is owned by Sony, a major manufacturer of televisions and audio equipment.

广播和电视广告仍然是广告商收益的重要渠道之一，通常他们会将同一个广告通过不同的渠道向顾客投放，有些广告接受者根本不是目标人群。比如说，广播里经常播放订婚戒指的广告，但对于已婚人士来说，这些广告就是无用的。有家公司想要像网页广告一样，在地面广播和电视上提供针对用户需求的广告，来使得广告形式最优化。这项技术由Gracenote科技公司研发，现在已应用于超过5000万辆车上。Gracenote公司通过分析用户经常听的歌曲、车辆的型号、经常去的地方等信息，建立起用户文件。根据用户文件灵活地插入附近的相关广告。Gracenote公司10年前就已经研发出类似的电视应用，根据视频识别的内容来插播广告，播放与用户信息相关的内容。我们可以预测，这种目标式的广告投放方式将会迅猛增长。Gracenote公司是索尼旗下的分支，索尼的主要产品就是电视机和音响设备。

2.Augmented Reality

2.增强现实
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Augmented Reality, or AR, has exploded into the public consciousness over the past year due to the success of the mobile game Pokemon Go. AR uses electronic devices to overlay the real world with digital elements. Among other things, a consumer could easily find more information about a product simply by pointing their smartphone at an advertising display. AR displays have already popped up on storefronts, bus shelters, and billboards—one famous British Airways advertisement used a giant video billboard featuring a child who would point to actual planes as they flew overhead and call them out by flight number. It may be easy to imagine this technology run amok, but there is no need—Japanese filmmaker Keiichi Matsuda has already imagined it for us. The above video, titled "Hyper-Reality," gives us a glimpse of what a future dominated by AR marketing might look like.

去年，由于“精灵宝可梦”的游戏大火，使得增强现实（AR）的概念广为人知，AR通过电子设备将数字元素与现实世界叠加。AR也可应用于其他方面，比如说顾客看到一个广告牌后，通过点击手机屏幕，就可以了解产品的详细信息。AR广告已经遍布我们的生活，例如商店门面、公共汽车候车亭和大幅广告牌都有AR广告。一个著名的案例就是英国航空公司的广告，他们采用一块巨大的视频广告牌，视频中有个孩子，当有飞机从广告牌上空飞过时，孩子就会指着飞机，说出这架飞机的航班号。我们可以想象当这项技术在生活中普及时的情景，日本电影制作人松田桂一已经将想象具象化，拍摄了一个相关的短片。短片名叫“超现实”，让我们能够一窥由AR主导的未来市场营销。

3.Neuromarketing

3.神经营销学

[image: image4.jpg]



Although consumers are typically able to give marketers good feedback on the types of products they like and how much they are willing to pay for them, they are less able to delve into the underlying reasons behind these feelings. Enter the emerging field of neuromarketing—using data gleaned directly from the brain to discover what aspects of a product or marketing campaign generate a positive response, and why. In 2008, Frito-Lay hired a neuromarketing firm to gauge consumers' responses to Cheetos. Examining EEG patterns, researchers determined that many subjects got a subversive thrill from the messiness of the product and its famous finger-coating orange dust. This information was incorporated into the next Cheetos marketing campaign, which featured the Cheetos mascot encouraging people to do subversive and weird things with Cheetos (such as sticking them up a sleeping airline passenger's nose).

尽管客户通常能够给市场营销人员良好的产品反馈和心目中期望的价格，但他们自己也不知道产生这些想法的深层次原因。神经营销学通过直接收集大脑的数据，来研究产品的哪些方面和哪些市场营销活动能够让客户产生正面的反馈。2008年，菲多利食品公司请一家神经营销公司来调查顾客对奇多栗米脆的反馈。研究人员检测研究对象的脑电模式后发现，很多人面对堆得乱七八糟的产品和栗米脆的橙色粉末时脑电波呈现出异常兴奋的状态。奇多随后的市场营销活动中也融入了这一点发现，比如说奇多吉祥物鼓励人们做一些颠覆性的和奇怪的事情（例如，趁飞机乘客熟睡时，将奇多叠放在他的鼻子上）。

4.Computer-Generated Ad Campaigns

4.计算机编辑的广告活动
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Advertising agency McCann Japan made waves in 2016 when it formally appointed an artificially intelligent robot as its creative director. The AI was fed data from previous advertising campaigns and directed to creatively produce an effective ad for Clorets breath mints, shown above. A human director was tasked with producing a competing spot; the two ads were then shown side by side on Japanese television and put to a vote as to the best one, with the public unaware of which ad was the robot-produced one. The human-produced ad won—but only by a margin of 54 percent to 46 percent. This proof of concept illustrated the capabilities of AI to crunch massive amounts of data in a far shorter time than humans can, and to use this data to identify meaningful trends and suggest how to improve a campaign's performance. This relatively new AI application will doubtless be quickly refined, but many consumers don't realize that AI is already a major player in advertising—largely through Facebook, whose targeted ads are already driven by an artificially intelligent machine learning algorithm.

2016年，日本的麦肯广告公司任命一个人工智能机器人为创意总监，引起人们的讨论。机器人总监被输入之前广告活动的数据，要为Clorets的清新薄荷糖设计一个创意广告。同时也有个人类总监同样开始设计广告。两个广告同时在日本的电视上播出，并要求观众们投票选出其中较好的一个（观众不知道哪个广告是机器人设计的）。最终，人类总监获得54%的投票获胜，机器人的支持率为46%，两者票数相当接近。这个案例证明，人工智能能够在相当短的时间内处理大量数据，分析出流行趋势，并且提出改善广告活动的建议。毫无疑问，最新的人工智能应用将会不断提升，但很多顾客并没有意识到人工智能已经广泛应用于广告中。运用人工智能最多的网站是脸书，其广告的目标用户都是人工智能机器通过算法程序计算出来的。

5.Making You Do The Advertising

5.让用户替产品做广告
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And speaking of Facebook, a carefully calculated, gentle nudge may be all that is required in order for consumers to do the marketers' jobs for them. This is known as "User Generated Content," and in the current climate of online reviews, "unboxing" videos and consumer product-oriented blogs, advertising firms are just beginning to find ways to leverage this massive amount of content. A 2013 study of adult behavior online helped solidify this trend. While only around 1 in 10 people find banner ads or direct advertising to be trustworthy, fully 70 percent of those responding were likely to trust product reviews from peers. This points the way toward a new model of advertising, in which brands partner with top online "content producers" to most effectively disseminate their messages. This could mean a near future in which the line between consumer and marketer becomes so blurred as to be difficult to spot—and in which advertisements are so ubiquitous, personal, and highly targeted that we don't even think of them as advertisements anymore.

在脸书上，可能仅仅是经过精心计算的、但又看似不经意的推送，就能让客户发挥市场营销人员的作用，即所谓的“用户原创内容”。在当前的网络营销环境中，广告公司开始寻找方法来增加用户原创内容的影响，如拆箱视频、介绍产品使用体验的博客等。2013年一项针对成人网络行为的研究证实用户原创内容的影响越来越大。只有十分之一的人认为广告推广的内容可信，70%的人更倾向于相信普通人对产品的评价。这就激发了新的营销模式，公司通过与网络名人进行合作，高效地传播产品信息。这就意味着在不久的将来，顾客和营销人员之间的界限会变得十分模糊，广告无处不在，十分个性化，有明确的目标，我们甚至不知道我们看到的内容就是广告。

教育资源门户，提供试卷、教案、课件、论文、素材及各类教学资源下载

