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Interesting words!

Wean off 1€ % IR

~ ?‘@ﬁﬁi: lﬁﬁ‘ﬁ/}

] IR :

O.E. wenian "to accustom,”

from PGmc. *wanjanan (cf. O.N. venja, Du. wennen, O.H.G. giwennan, Ger. gewoéhnen "to
accustom"), from *wanaz "accustomed" (related to wont). The sense of weaning a child
from the breast in O.E. was generally expressed by gewenian or awenian, which has a
sense of "unaccustom" (cf. Ger. abgewohnen, entwoéhnen "to wean," lit. "to unaccustom").
The prefix subsequently wore off. Figurative extension to any pursuit or habit is from 1526.




Interesting words!

Work / Life

HANGING IN THE
BALANCE

Hang in the balance & il &%

s FHES: EXFLHRGE

xninednts
18R :
late 13c., "apparatus for weighing," from O.Fr. balance (12c.) "balance, scales for weighing," also in the
figurative sense; from M.L. bilancia, from L.L. bilanx (acc. bilancem), from L. (libra) bilanx "(scale) having
two pans,” possibly from L. bis "twice" + lanx "dish, plate, scale of a balance." The accounting sense is from
1580s; the meaning "general harmony between parts" is from 1732; sense of "physical equipoise" is from

1660s. The verb is attested from 1570s. Balance of power in the geopolitical sense is from
1701; balanced meal, diet, etc. is from 1908.




Text structure

Change in Social Media Model > Pa ragraph 1

TikTok's Impact on Social Media < Rival Response and Transformation > Paragraph 2-4

Monetization Challenges > Paragra ph 5-9




Text (Para. 3)

h

TikTok’s success has prompted its rivals
to reinvent themselves.

Meta, which owns Facebook and
Instagram, has turned both apps’ main
feeds into algorithmically sorted
“discovery engines” and launched Reels,
a TikTok clone bolted onto Facebook and
Instagram.

TikTok’s Chinese sister app, Douyin, is
having a similar effect in its home market,
where digital giants like Tencent are
increasingly putting short videos at the
center of their offerings.

Translation
| [ §

TikTok #1IKIIRAL E #3653 -FA1]
BUREE K.
A Facebook #a Instagram ¥
Meta %], B EIX B R Al B
F AR R AR B R
“RIG| ", R T Reels, X
& —/NRSE HHm B| Facebook #n
Instagram _E#] TikTok 3.T& = &

TikTok B9 B4k m A “H#357
FEARL T HAIE = A FH RN Frm,
FEFE, B RENET E R
AR A S WA AR E TR
FRS-BIAZ AL E




Text (Para. 4) | Translation |
|

The result is that short-form video has

taken over social media R, EAME LETHER

WEARE) AL
Of the 64 minutes that the average . , ‘
American spends viewing such services ﬁ%'ﬁﬂﬁ m%ﬁiﬂfemstelm &3t
each day, 40 minutes are spent watching 2B AFH R 64 25 0F
video clips, up from 28 minutes just three RS-, EFH 40 a5 AT
years ago, estimates Bernstein, a broker. FOM 4, MEBAE=Fa, X—
However, this transformation comes with B KA K 28 554 .
9 s R, XL EMAETEE — DA
Although users have a seemingly endless R F 7 3t A B KA T 5

appetite for short video, the format is T ey i ‘
: 5 H X ¢
proving less profitable than the old news TR, ABFIAEH, XA &

i F1 177 A 1B X 4 145 L .




Words and phrases

Prompt (v.) 181£; FEZ)

e prompt a review/a crisis/a
decision/rivals to act

Reinvent (v.) m# . FEIT

¢ reinvent the business
model/oneself/the product

w . Feeds(n.)f& &k, H#ZEMN

v

e news feed / social feeds

1Qsd

Bolt (v.) ¥ 4. FX

* bolt onto a platform/a
structure/an existing system

Offering /= & ; AR~

* product offering / service offering

/ core offering




Words and phrases

take over % ; YY)

e Take over the job # % TAF e Hit a snag (1% 3| 75
e take over the factories 3% T.) e To smooth out snags
(AL R HE 0L/ TH TR A5

profitable (adj.) ¥ A&, R #|EH&

]‘5
e To broker a deal/agreement ] FF 4 2 )
(B & /X) e To make something profitable

GESE AN

snag (n.) AT, XL

Broker 222 4., FANAL, A REALA

e Securities Broker (1iE 5 2% 22 A)

e Sustainably Profitable (




CEIER =S Monetization problems (P5-P9)

For each individual paragraph (P5, P6, P7, P8,
P9), identify the following:

v' The Key Sentence that best summarizes the

paragraph’s main idea

v' 3-5 Core Vocabulary or Terms essential for

understanding that paragraph's content



Key sentences

Problem: Tiktok monetizes at a lower rate than
Facebook and Instagram.

Opinion: the gap might not be closed.

Reason 1: Video’s ad load is lower than text and images.

Reason 2: Weaker targeting also hampers monetization.

Conclusion: Both social apps and advertisers are losers.




Text (Para 5)

h

TikTok monetizes its American audience at a rate
of just $0.31 for every hour the typical user spends
on the app, a third the rate of Facebook and a fifth
the rate of Instagram (see Chart 3 on the next
page). The most comforting explanation for the

Monetize (v.) T 3,; W f4k
monetize content/traffic (1] &/
= T 3

- (n.) monetization %7 M 4.

earnings gap is that TikTok is immature. “TikTok is
still a toddler in the social media ad landscape,”
says Jasmine Enberg of Insider Intelligence, who
points out that the app introduced ads only in
2019. Platforms tend to keep their ad load low
while getting new users on board, and advertisers
take time to warm to new products.

immature (adj.) R R ; T
immature market/product (7 A% 3
BT/ )

- R X 18] : mature, developed




Text (Para 5)

h

TikTok monetizes its American audience at a rate
of just $0.31 for every hour the typical user spends
on the app, a third the rate of Facebook and a fifth
the rate of Instagram (see Chart 3 on the next
page). The most comforting explanation for the
earnings gap is that TikTok is immature. “TikTok is
still a toddler in the social media ad landscape,”
says Jasmine Enberg of Insider Intelligence, who
points out that the app introduced ads only in
2019. Platforms tend to keep their ad load low
while getting new users on board, and advertisers
take time to warm to new products.

Toddler (n.) 3 )LE; (o) BED
e.g., still in the toddler stage (47 4&
T EK)

Adload (n.)) &0 RE; /5K
- high/low ad load (5 /1K) 4 %8 &)

Get on board u\; #2 (FXHF)
- get investors on board (1E3% %
JAA)

Warm to (v.) B = 358, 4 EA
- warm to the idea/suggestion (4
BRFAR )




Text (Para 5)

h

TikTok monetizes its American audience at a rate
of just $0.31 for every hour the typical user spends
on the app, a third the rate of Facebook and a fifth
the rate of Instagram (see Chart 3 on the next
page). The most comforting explanation for the
earnings gap is that TikTok is immature. “TikTok is
still a toddler in the social media ad landscape,”
says Jasmine Enberg of Insider Intelligence, who
points out that the app introduced ads only in
2019. Platforms tend to keep their ad load low
while getting new users on board, and advertisers
take time to warm to new products.

TikTokfE £ B H 7 & o 7% F13%
RA K D ET0.31 2 T—H
T+ Facebook®] =45~z —.
Instagram¥) Z.~2Z — ( )L I
B 3) . XTX—&A £,
H F R SR FE R TIKT ok ) 1 K # o
A7 Ak 55 Wi Jasmine Enbergdi i
“FEAL R AR, TikTok4j4k
T L MET , Wi
——F‘AE@J 2019 A FINT 4 &
o FFEALG AP, @
EREER S ETEE, B
WAL E R R E T .




Game time! Paragraph 6:

v Find out all the descriptions of figures in Paragraph 6.

v Let’s try to make sentences out of them!




Comparisons and percentages

Make less than half as much

money per user-hour as Facebook

or Instagram...

Less value ad

United States, social media
Advertising spending for every hour
each user spent on platform*, $

FORECAST 2.0

Instagram
8 15

Monetize at only about 15% the Facebook 10

rate of ads...

T ST et 0.5

TikTok
Snap'c_bit__r L —

0

What else can you read from
the figure (F %)?

I I 1 I

ot 1]
2019 20 21 22 23 24
*Aged 18 and over

/

Source: Insider Intelligence

The Economist




Write a sentence of a new finding from the figure.

;l';%):]‘?: «ﬁ‘ﬁj&ZZ-ZZl.ﬁ- ]‘ﬁ] , V4 S Less value ad

United States, social media

%. %A% ﬁF z X;j— J:t ,’%’i ;)L . Advertising spending for every hour

each user spent on platform*, $

FORECAST 2

Key words: o .
* maintained its dominant position S 10

+ ranked second/occupied third position =~ — TikTok_ =

Snapchat ==

e far below/significantly higher than 0 0 N 2 B M

Source: Insider Intelligence *Aged 18 and over

0

The Economi st




Write a sentence of a new finding from the figure.

Instagram maintained its dominant
position, reaching nearly 2.00 per
user—hour in 2024. Facebook ranked
second at 0.80, while Tiktok occupied
third position at $0.30—far below the top
two platforms. Snapchat remained close
to zero, with Instagram’s revenue
significantly higher than all competitors.

Less value ad

United States, social media
Advertising spending for every hour
each user spent on platform*, $

FORECAST 2

Instagram
Facebook L
i 05

TikTok
Snapchatm:'v SR e 0

1 1 1 I 1 1
2019 20 21 22 23 24

Source: Insider Intelligence *Aged 18 and over




Text (Para. 6)

- A

Some wonder if the gap will in fact ever be
closed. Even mature video-apps cannot keep
up with the old social networks when it comes
to monetizing their users’ time. YouTube,
which has been around for 18 years, makes

less than half as much money per user-hour as
Facebook or Instagram, estimates Bernstein.
In China, where short-form video took off a
few years before it did in the West, short-
video ads in 2022 monetized at only about

15% the rate of ads on local e-commerce apps. !

* gap ... be closed ¥4 £ JE
- 22/9L: bridge the gap

e keep up with 3 _F , #F_ L
~ the tide I fz B 3F
~ the news /3T 4]

* take off & X%, 2 RWAT
e.g. His career took off
after meeting his partner.

e e-commerce ¥, B 5~




y Text (Para. 6) |

Some wonder if the gap will in fact ever be
closed. Even mature video-apps cannot keep
up with the old social networks when it comes
to monetizing their users’ time. YouTube,
which has been around for 18 years, makes

less than half as much money per user-hour as
Facebook or Instagram, estimates Bernstein.
In China, where short-form video took off a
few years before it did in the West, short-
video ads in 2022 monetized at only about
15% the rate of ads on local e-commerce apps.

BRBEET: X—ZBEED
EAEpA? BPME AR BB AL
M-F &, FEA PR FLAK
ﬁi*@ﬂﬁu L HAE AR W

% . 1a BN E4E1, K
3 18 B9 YouTube, JLH A
iR N R U I N3
Facebook ® Instagram #]—
F. MIEEAIN F TN
¥ ET, 2022 FREMMT
SRR E S E I R p )

DO R F B 15%.




Question for Paragraph 7

* Why is the ad load lower in short-form videos than in the
news feed of text and images? 7+ 4 3t da 440 v oY ) S k=
(ad load) 7~ ¥T 8 %3 AK T B SCHT ] 3% 2

1. The format of the text and image news feed allows for a far
greater volume of advertising than video content.

Watching video seems to put consumers in a more passive
mood than scrolling a feed of friends’ update. This passive state
makes users less likely to click through to buy.




Text (Para. 7)

For one thing, the ad load in video is i* Inescapably (adv.) 7 o] & % 3.
inescapably lower than on a news feed of | in-(not)+escape (/L) + -ably
text and images. Watch a five-minute (%']i—é]{gégi)

YouTube clip and you might see three ads; -Fﬁ]Xf’]: inevitably,

scroll Instagram for five minutes and you unavoidably

could see dozens. Watching video also seems » scroll (v.) &zh3%. Fl (FH/F R

to put consumers in a more passive mood | scroll through (3] 3
than scrolling a feed of friends’ updates, | scroll down/up (T /L&)

e.g. Stop scrolling and go to sleep!

making them less likely to click through to buy. ‘
5 Y 5 VU SRIAALT, AT R




Text (Para. 7)

Bh, MFRT EmEER
o] &t F AR T X F A 1z
o W%*AiAﬁM
YouTubeZ)uJ/Fﬁ FE, AR
SF B =AT 4 ﬁﬁfﬁl F o4
Instagram, ﬁ‘s'ﬁf aeoF 3 LT
AT A, LFE SR
A =l U T BN
iy) iﬂ%“*‘ﬂ’ﬁ#]«lkm , AE A,
IR KV RE B T & AT R,

For one thing, the ad load in video is
inescapably lower than on a news feed of
text and images. Watch a five-minute
YouTube clip and you might see three ads;
scroll Instagram for five minutes and you

could see dozens. Watching video also seems
to put consumers in a more passive mood
than scrolling a feed of friends’ updates,
making them less likely to click through to buy.




Question for Paragraph 8

Match the features with corresponding social apps.

Short-video apps Old-school social networks
only watch and swipe Loosely targ(?t.ed brand
advertising

Persuade users to fill in a Hyper-personalized direct
lengthy profile response ads




Question for Paragraph 8

Match the features with corresponding social apps.

Short-video apps Old-school social networks

Persuade users to fill in a

only watch and swipe
lengthy profile

Loosely targeted brand Hyper-personalized direct
advertising response ads




Text (Para. 8)

Short-video apps are also hampered by
weaker targeting. For audiences, part of the
appeal of TikTok is that users need do no
more than watch, and swipe when they get
oored. The algorithm uses this to learn what

Kinds of videos—and therefore ads—they
ike. But this guesswork is no substitute for
the hard personal data harvested by the
previous generation of social networks,
which persuaded users to fill in a lengthy
profile including everything from their
education to their marital status.

Hamper (v.) TA&. 45

[7] X 17 : hinder, obstruct, impede
R X 18] :  help, facilitate

e.g. Bad weather hampered rescue
efforts. &% X A LA T & RAE S,

Swipe (v.) X]. /37 ( &)
- swipe left/right/up/down (15 %/
*/ L/ TR)

- swipe through (V&3] %)

Substitute (n.) B4 &

- no substitute for... (L= AX...)

- a poor substitute (ZZh 17 7%4X &)
- substitute A for B / substitute A
with B (B B#AXA)




Text (Para. 8)

Short-video apps are also hampered by
weaker targeting. For audiences, part of the
appeal of TikTok is that users need do no
more than watch, and swipe when they get
oored. The algorithm uses this to learn what
Kinds of videos—and therefore ads—they
ike. But this guesswork is no substitute for
the hard personal data harvested by the
previous generation of social networks,
which persuaded users to fill in a lengthy
profile including everything from their
education to their marital status.

Harvest (v. & n.) %3 ; % & ($3E

- Farmers harvest wheat in autumn.

(JRE)

- Facebook harvests personal data
from users. (7] # X)

Lengthy (adj.) TXK ¥ ; #m4

[7] X 17] :
JR_X 17] ;
Marital (adj.) 3548 &9 ; EHAR LA
[/ ' maerttl/

- marital status (A4HARIA) v v V
- marital problems/issues (448 7] &)

- marital relationship (3&4H % %)

long, detailed, extensive
brief, short, concise




Text (Para. 8)

[

Short-video apps are also hampered by 55 AN Bl AT s — AN .
weaker targeting. For audiences, part of the |2 = & még 3£, TikTok®R 3| A

appeal of TikTok is that users need do no iﬁﬁ@f-/l\jﬁ BE) DA A R B AE ] B —
more than watch, and swipe when they get | — R EFFMIN, FIT FiFE.
hored. The algorithm uses this to learn what | ZL3E 24832 5% s 4T J 330 A 2

<inds of videos—and therefore ads—they | &4, TSR AIAA T 4
ike. But this guesswork is no substitute for :57}‘%;33.7}‘1’?&@3@23%24%%&:5{
the hard personal data harvested by the -W%‘b?’%giz‘{jfjé}%ﬁﬁgg
revious generation of social networks, | FACEPOOKSF=1=5 & VLR JH P R
3 ) FpEm AR, B AR
FRE. BRAR LA T E | AR

which persuaded users to fill in a lengthy
profile including everything from their
education to their marital status.

/




Text (Para. 8)

The upshot is that many advertisers
still treat short-form video as a place
for loosely targeted so-called brand
advertising, to raise general
awareness of their product, rather
than the hyper-personalized (and
more valuable) direct response ads
that old-school social networks
specialize in.

Upshot (n.) &% . &5 . x5

- What'‘s the upshot? (58 4T 27 )

- The upshot of... is... (... B ZEFK L ..)
] X 17 : outcome, result, consequence,
conclusion

hyper-personalized (adj.) 5 Z ML

- e.g. Hyper-personalized recommendations
increase sales.

- A, hyper- 18 JC: hyper-competitive (3
48 L8 20 i) hyper-focused (5 B & 7E 8

Old-school (adj.) 2#%#. BXE. £5%H
Specialize in (v.) F1TAE; +3%; ¥

[5] X_15]: focus on, concentrate on, excel in




Text (Para. 8)

- A

The upshot is that many advertisers
still treat short-form video as a place
for loosely targeted so-called brand
advertising, to raise general
awareness of their product, rather

than the hyper-personalized (and
more valuable) direct response ads
that old-school social networks
specialize in.

i, 2T SRR R R
MIN-T & BAER T 50 R
i, BRI RO RS
E, TR GAL R W 4P
KA F B EAEAL ( BER
HME ) BIE R Rz 4




Text (Para. 9) Tricky (adj.) BF#1; HLA#;
trick (Jeit; #37) - %
tricky (FRF-#) - R 47]
[{] X138 : difficult, complicated, challenging,

Social apps will not be the only . ;’;ﬁ;@fc

losers in this new, trickier ad atricky;;tLlation/question (BRF-f ) m . HER])
environment. If social- media | tricky to navigate (4% 3X)

advertising becomes less effective

across the board, it will be bad news
not just for the platforms that sell
those ads, but for the advertisers
that buy them.

Platform (n.) &
FAR/B LB
social media platforms (4t HARTF§)
e-commerce platforms (B.7-F &)
digital platforms (X F-F &)
CUELREE
train platform (K F 3k &)
stage platform (F& &)
BOAES

political platform (EX 74 047)




Text (Para. 9)

Social apps will not be the only
losers in this new, trickier ad
environment. If social- media
advertising becomes less effective
across the board, it will be bad news
not just for the platforms that sell
those ads, but for the advertisers
that buy them.

Y 7 N S v S I
BRF0T F B e — W 5
An FeAk AR 5 AR LA
REE, R4 EX LT &
i-F 8 RV IH A, AT R
7T E T AR ALE I A




Summary: How Tiktok Broke Social Media

TikTok 2RI 2L ZZ #1 AZ AR

> 4 i AP EZE®S B A e 71 Pk
(Fﬁﬁﬁﬁ;ﬁ) (High User (Profitability
SHEE S Engagement) Challenge)

o TikTok ZRZ) T # R« 2T E IR A o $TAE X B B A K
AR B KEERL, FERTNTRF E S G

JA P AR G AL Bk TikTok, £ LI 2 JE 9 B
R R L4t T A 18-24 ¥ Al P & X KA.
A B AR W AE TikTok _E#y

AKX AFAe i 8] & Instagram

Meta H.4% 18 42 47 #2 Snapchat #) ™

(Reels), #E 4% f&,

H RIG|




Summary (continued)

BAKT W AR B

(Structural Reasons for Low Profitability)

e 1. 57 T /L3 #1K (Low Monetization Rate)

¢ 2. 7 % B & 1k (Ad Load Restriction)

e 3. Al P #3hE S (High User Passivity)

o 4. TALfE N §5 (Weaker Targeting)

o B4, FWMFBJ 4 I3 (A Trickier Ad Environment)




Decide whether the following statements about the text are true (T) or
false (F).

( F ) 1 TikTok monetizes its American audience at a higher rate than
Facebook and Instagram.

( T ) 2TikTok has gained more users than most social media apps
despite being around for a shorter time.

( F )3 Consumers are more likely to click through and make a
purchase while watching videos than when scrolling through a
feed.

( F ) 4 Short-form video apps have access to more personal data
than previous social networks.

( F )5 Short-form video is primarily used for hyper-personalized
direct response advertising.




_

Based on the three charts in the text, describe the data of TikTok,
Facebook, and Instagram in terms of active users, age groups, and

monetization rate. Then complete the table below.

TikTok Facebook Instagram
i The number of r :
Rapid growth e number of users Rapid growth
to over 100 has held steady at m
Active users . o to 140 million.
million. around 180 million.
Users aged 18 to 34 all saw a The time spent b}' users éged Users aged 18 to 34
significar?t increase in the time 1;3 t(;83§:as dEC||I(rj\ed, with experienced a slight
Age groups spent, with the 18-24-year-old | ¢ ' 2% Yeano €SSt BIOUR | ce i hours of use
Lser group spending far more spending less time than the . ’
time than the 25-34-year-old 25-34-year-old user group. which was roughly
Lser group. equivalent in duration.
Monetization rate It grew slowly It grew slowly It grew rapidly
from 0to 0.3 from 0.5 t0 0.9 from 0.8t0 1.8




Read the text again and answer the following questions.

1. How has TikTok affected other social media apps?

2. Why are short-form video apps like TikTok facing challenges in
monetization compared with traditional social networking platforms?

3. What broader impact could the challenges in social media advertising have
on both the platforms and the advertisers?




_

Read the text again and answer the following questions.

Recommended answers:

1. TikTok has shifted the focus of social media from old-fashioned social networking to
algorithmically selected short videos, making it harder for incumbent social apps to adapt
to this new model.

2. Short-form video apps, such as TikTok, face challenges in monetization due to lower ad load,
weaker targeting, and a more passive viewer mindset compared to traditional social
networks.

3. The challenges in social media advertising could lead to a less effective advertising
environment across the board. This would negatively impact:

e Platforms: Social media platforms may struggle to generate revenue due to lower ad

effectiveness, making it harder for them to monetize their user base.

* Advertisers: Companies that rely on these platforms for advertising may find it more difficult
to reach targeted audiences effectively, leading to reduced return on investment and
potentially affecting their overall marketing strategies.

e Overall, both platforms and advertisers could face financial repercussions as the
effectiveness of social media advertising diminishes.




Discuss the following questions in groups.

1. How has the rise of short-form video content impacted the way people
consume social media? What are the advantages and disadvantages of this
format compared with the traditional news feed?

2. Why do you think TikTok (or Douyin) has become so popular among young
audiences?

3. How do you think the shift towards short-form video content has affected
the overall quality of social media content?




END
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