
TASK1پاراگراف بندي در 
PARAGRAPHING AND GROUPING IN TASK1



PARAGRAPHING
:جدول زير را در نظر بگيريد 	

مقدمه
مقايسه شركت ها

2005در سال  
مقايسه شركت ها

2006در سال  
مقايسه روندهانتيجه گيري

2006و  2005در 
نتيجه گيري



PARAGRAPHING
:جدول زير را در نظر بگيريد 	

مقدمه
Nokia اول است

نتيجه گيري

Motorola دوم است
Samsung سوم است

...



GROUPING
برحسب ستون اول، رديف هاي نزديك به هم را با هم دسته بندي مي كنيم :مدل اول

مقدمه
Nokia اول است

Others

Motorola  وSamsung 
دوم و سوم هستند

Sony/LG/BENQ  چهارم
تا ششم هستند

نتيجه گيري



GROUPING
ها را با هم و بقيه اطالعات هم با هم دسته بندي ميشوند minو  Max :مدل دوم

مقدمه
Nokia  ماكزيمم

مينيمم است BenQو 
 بقيه شركت ها با هم
ددسته بندي ميشون
نتيجه گيري



GROUPING
The table gives information on the market share of mobile phone manufacturers 
for two consecutive years, 2005 and 2006. 

مقدمه

In both years, Nokia was clearly the market leader, selling 32.5% of all mobile 
phones in 2005, and slightly more (35%) in 2006. This is a greater market share 
than its two closest competitors, Motorola and Samsung added together. 

ب برتري آن به دو رقيو نسبت  Nokiaبرتري 
ديگرش

Motorola increased its market share from 17.7% in 2005 to 21.1% in 2006. In 
contrast, Samsung saw its share of the market decline slightly from 12.7% to 
11.8%. 

و  Motorolaسهم 
Samsung

The other companies listed each had a much smaller share of the market. Sony 
Ericsson's share increased from 6.3% in 2005 to 7.4% in 2006, whereas L.G.'s 
decreased slightly from 6.7% to 6.3%. BenQ Mobile's share more than halved 
from 2005 to 2006: from 4.9% of the market to only 2.4%. 

ر سهم شركت هاي ديگ
Sony ،BenQ  وL.G.  از
بازار

Other mobile phone manufacturers accounted for 19.2% of the market in 2005 –
more than all the companies mentioned except Nokia. However, in 2006 the 
other companies only made 16.2% of mobile phone sales – less than both Nokia 
and Motorola. 

سهم شركت هاي ديگر 
(Others)



MORE EXAMPLES
1981 1991 2001

Teacher’s Salaries 40% 50% 45%
Workers’ Salaries 28% 22% 15%
Resources 15% 20% 9%
Furniture 15% 5% 23%
Insurance 2% 3% 8%

Check the sample: Cambridge 8 – Page 164



MORE EXAMPLES Check the sample: Cambridge 8 – Page 162



MORE EXAMPLES Check the sample: Cambridge 7 – Page 168



MORE EXAMPLES



MORE EXAMPLES
The table shows the percentages of consumer expenditure for three categories of 
products and services in five countries in 2002. It is clear that the largest proportion of 
consumer spending in each country went on food, drink and tobacco, with the 
leisure/education category taking up the least percentages in the table.

Out of the five countries, consumer spending on food, drinks and tobacco was 
noticeably higher in Turkey, at 32.14%, and Ireland, at nearly 29%. The proportion of 
spending on leisure and education was also highest in Turkey, at 4.35%, while 
expenditure on clothing and footwear was by far the highest in Italy, accounting for 9% 
of their expenditure.

It can be seen that Sweden was on the bottom of national consumer expenditure for 
food/drinks/tobacco and for clothing/footwear, at nearly 16% and just over 5% 
respectively. Spain had slightly higher figures for these categories, yet the lowest figure 
for leisure/education, at only 1.98%.


