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Section II Reading Comprehension

Part A

Directions:

Read the following four texts. Answer the questions below each text by choosing [A], [B], [C]
or [D]. Mark your answers on.the ANSWER SHEET. (40 points)

Text 1

In the 2006 film version of The Devil Wears Prada , Miranda Priestly, played by Meryl
Streep, scolds her unattractive assistant for imagining that high fashion doesn’t affect her. Priestly
explains how the deep blue color of the assistant’s sweater descended over the years from fashion
shows to department stores and to the bargain bin in which the poor girl doubtless found her
garment.

This top-down conception of the fashion business couldn’t be more out of date or at odds with
the feverish world described in Overdressed , Elizabeth Cline’s three-year indictment of *fast
fashion.” In the last decade or so, advances in technology have allowed mass-market labels such as
Zara, H&M, and Uniqlo to react to trends more quickly and anticipate demand more precisely.
Quicker turnarounds mean less wasted inventory, more frequent releases, and more profit. These
labels encourage style-conscious consumers to see clothes as disposable—meant to last only a wash
or two, although they don’t advertise that—and to renew their wardrobe every few weeks. By
offering on-trend items at dirt-cheap prices, Cline argues, these brands have hijacked fashion
cycles, shaking an industry long accustomed to a seasonal pace.

The victims of this revolution, of course, are not limited to designers. For H&M to offer a
$5.95 knit miniskirt in all its 2, 300-plus stores around the world, it must rely on-low-wage
overseas labor, order in volumes that strain natural resources, and use massive amounts of harmful
chemicals.

Overdressed is the fashion world’s answer to consumer-activist bestsellers like Michael Pollan’s
The Omnivore’s Dilemma . “Mass-produced clothing, like fast food, fills a hunger and need, yet is
non-durable and wasteful,” Cline argues. Americans, she finds, buy roughly 20 billion garments a
year—about 64 items per person—and no matter how much they give away, this excess leads to
waste.

Towards the end of Overdressed , Cline introduced her ideal, a Brooklyn woman named Sarah
Kate Beaumont, who since 2008 has made all of her own clothes—and beautifully. But as Cline is
the first to note, it took Beaumont decades to perfect her craft; her example can’t be knocked off.

Though several fast-fashion companies have made efforts to curb their impact on labor and the

liﬁl.
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environment—including H&M, with its green Conscious Collection line—Cline believes lasting
change can only be effected by the customer. She exhibits the idealism common to many advocates
of sustainability, be it in food or in energy. Vanity is a constant; people will only start shopping

more sustainably when they can’t afford not to.
N F"ar'ag‘raph' One ! -
(DIn the 2006 film version of The Devil Wears Prada, Miranda Priestly, played by Meryl
Streep, scolds her unattractive assistant for imagining that high fashion doesn’t affect her.

(2 Priestly explains how the deep blue color of the assistant’s sweater descended over the years from

fashion shows to department stores and to the bargain bin in which the poor girl doubtless found her

garment.
[0 ]
A REFNTUENBLIABTERLNESLENAR,
version ['va:/n]n. ORRZ ; @7k department [ di'patm () nt J n. @ & [7; @ #;
scold [skaold]v. 345, 57 5 RZ; ;0
unattractive [ana'trektiv | a. O AW 5] A B3  bargain [ 'bagen |n. BEA & AEFE: v. i &
@X%5| 11/ hin [binln. Ofi F. A 25: QL sH
descend [di'send Jv. O TR QR IE: O M s doubtless ['davtles Ja. /ad . I EE[A]
@ sarment ['gameont |n. KR, AREE
[ZAEREH]

(DIn the 2006 film version of The Devil Wears Prada , Miranda Priestly, played by Meryl Streep,
scolds her unattractive assistant for imagining that high fashion doesn’t affect her.

(55 ) A AEEA . REH SR FHET. in the 2006 film.. 2/ iA) 415 1EIRIE ; played
by Meryl Streep & &£ 4074 1E1E /G B €18 , &1 Miranda Priestly; for imagining that...fE & A 4R
W, Ho that 5| 1 WA /E imagining (=1 .

[1F37] 22006 F o ¥m(FEHEN L I)VD, GMm R » M4 L-EHRO R 2 - E4) W4
EHEANBEARA, BAMELAZHN HHEA T AR,

(@Priestly explains how the deep blue color of the assistant’s sweater descended over the years from
fashion shows to department stores and to the bargain bin in which the poor girl doubtless found her
garment,

[ ) R E A RLH A7 ET. how 5| F A EE1E M) E explains B Eif. %
i MW A)d, F2 18 2 the deep blue color of the assistant’s sweater; i 15 & descended; A1 ] % i
from...to...and to.. fE4R1E ; which 5| 548 %€ 1F A B 1815 1 1 () 44 18] the bargain bin, which 7t *4 4} id]
in 5.

[(FX) $A BB EIRBTHERMEESHAFREEC X EF AR TR R FH KD T
BG4 LK M AE Loy, ERLE R EA TRk ZA R LA MEL X0 RIR.

Paragraph Two

(D This top-down conception of the fashion business couldn’t be more out of date or at odds

with the feverish world described in Overdressed , Elizabeth Cline’s three-year indictment of “fast

.2 |
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fashion.” @In the last decade or so, advances in technology have allowed mass-market labels such
as Zara, H&M. and Uniglo to react to trends more quickly and anticipate demand more precisely.
(@ Quicker turnarounds mean less wasted inventory, more frequent releases, and more profit.
(@ These labels encourage style-conscious consumers to see clothes as disposable—meant to last only
a wash or two, although they don’t advertise that—and to renew their wardrobe every few weeks.
OBy offering on-trend items at dirt-cheap prices, Cline argues, these brands have hijacked fashion

cycles, shaking an industry long accustomed to a seasonal pace.

(%R ]
top-down [itop'davn]a. H _E i F# AT A i S ECHY , TARBR Y
conception [ ken'sep/nln. OB M E; O%F,  advertise ['edvetaz]v. DB, Fyooeee 4
2 @7 | &K eneeee B R

feverish [ 'fivon[]a. O RM : @ K FEH

anticipate [ @en'tispert | v. Qi : @ ik @ T
o I G R VTR B

turnaround [ 'tamnosravnd | n. @ O & 248 B 5
B BRI @ 5% A El: @4 ¥,
oo ok

inventory [ 'mventri |n. Q40 H 5, 15 4 O
& 5%

wardrobe [ 'wadrauh |n. QA ; @ &K IE 8]

hijack [ "haidzek ] v. O ¥h; @ ¥ Q& f7
2 1l

(& & ]

out of date IR, BRIHAY

at odds with 5 AE.5

react 1o Xifeeeees i 2

be accustomed to 3R T

disposable [ di'spauzebl Ja. @ — R ¥ #Y; @ (U

[BRiREZ]
indictment [mn'dartmont Jn. Qi , 124 ; QEIFH

[Za@EEH#]
(DThis top-down conception of the fashion business couldn’t be more out of date or at odds with the

feverish world described in Overdressed , Elizabeth Cline’s three-year indictment of “fast fashion, ”

[ ] Ay S i /), RIR IR M FRYETF . This conception & 1 ; i§1EH 4+, couldn’t
be more...5& 7~ “ Ak, d4E 575 or B 0 IS I T A 15 B8 /F R W& . described in
Overdressed 3t 3= 4317 15 {5 J5 & 5 18, 845 world; Elizabeth Cline’s three-year indictment of
“fast fashion”fE Overdressed (1J[R){3 15 . b H A7 A BEFN LA .

[FZ] ERIHASHI KSR EGCACZ2EFTEN T, CE(HETE) LK G
MEHRHERAEZLAEN, ZHERLFRTEG « LERA S PR Kid = F8H,

(@In the last decade or so, advances in technology have allowed mass-market labels such as Zara,
H&M, and Uniglo to react to trends more quickly and anticipate demand more precisely.

(RS ] A/ o i o), IR A R FIOEF . IBIE4H allow sb. to do sth. 45, RER
Ji1E to react to trends and anticipate demand A ZZiE4ME 1. in the last decade or so &4 iA) M 1E
YERT LIRS 5 in technology 7E ¥ 1f advances (/& 8 & 1 s such as Zara, H&M, and Uniglo 2 X2 1E
mass-market labels () 2 ) i% B ; more quickly 1 more precisely 1E 4R i, 43 B & iffi react Fil
anticipate,

[(FEX) At T+ 4 A0 H 2, B Rt F1#83— %K kTP B, b Zara, HEM #=
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UniqloCHt R 2 ) 4k 45 iR i 333 i A S 0F R R, I BL R A 3 FRUL K 9 % K
(@Quicker turnarounds mean less wasted inventory, more frequent releases, and more profit.
R ] A o fe o), ) R34 ) F 19 . iR and 86 =751 Y 4 1) SR
% : ... inventory, ... releases, and... profit,
(3] #heahipih i #r Sk £ &V 0B ARE EMF O LATH S AR L FF6GH)H,

@ These labels encourage style-conscious consumers to see clothes as disposable—meant to last only

a wash or two, although they don’t advertise that—and to renew their wardrobe every few weeks,

V] A E A, ML A TR ET. and EE KPS A & X BETE to see
clothes as disposable and to renew their wardrobe fEEiE % il . BEAT5 o 6] 0 BB 32— A4 AL
4% WTHTTE Y disposable HEA 7 B ; Ho b, although 51 iE A5 ARIE A

(V23] 3 o 2 M 88 36 B i 49 3K 98 o Fe RR A A — R PE 89— ok B R R 2 — 7 R
SEE A, RN R A XA B I L3R H T & 1R JUR R B R R A 69 R

(®By offering on-trend items at dirt-cheap prices, Cline argues, these brands have hijacked fashion

cycles, shaking an industry long accustomed to a seasonal pace.

B3] A 47y g iy 80 49) R0 28 36 43 & 4) 719 £ T, By offering on-trend items at dirt-cheap
prices A4 i) iEAE A 0RE ; Cline argues A1 A iH ; J5 1 A% shaking an industry long accustomed
to a seasonal pace JJy P 7E 43 il s VELE BEAR 15 , Horp ) long accustomed to a seasonal pace Jfyidf 72
Srin) B VRIS B &M an industry,

[E] AR AN Bt A AR O ARG R Bt 5, X e S MR €L B IR ATHEH) T B
X BT KRR EERS TFH F e ANk,

B R B

(D The victims of this revolution, of course, are not limited to designers. @) For H&M to offer
a $5.95 knit miniskirt in all its 2, 300-plus stores around the world, it must rely on low-wage

overseas labor, order in volumes that strain natural resources, and use massive amounts of harmful

chemicals.
(iR iR ]
victim [ 'viktm]n. QB EE ; Ok 5 strain [strem]v. Oif B A ; Qi Fk; Ofr %
revolution [ reve'lufn]n. By massive ['mzesiv]a. DI ; DK RAY; @AM
knit [t |n. Q4L Q4 v. OHEL: QU R
Bl chemical [ 'kemikl | n. tb2 %] 5
volume ['ypljum Jn. O &, KE; QFF; Q& [EEER]
B,0% be limited to F[RF, 24| F
[E@BHEH#]

(DThe victims of this revolution, of course, are not limited to designers.

DR ] Ay o o B IR AP R AT FIO ET . of course R4 A,

(3] 48,59 46 & F 4 R AU R,

@For H&M to offer a $ 5. 95 knit miniskirt in all its 2,300-plus stores around the world, it must

rely on low-wage overseas labor, order in volumes that strain natural resources, and use massive amounts
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of harmful chemicals,

[k ] 2 A S 17 804, RIR 3640 Bk TA9 £ F. 415 B9 For HAM to offer a $5. 95 knit
miniskirt...(for sb. to do sth.) B AERME SLEH A HEPIRE ; F15 it B4CH0 1 A0 4% 7 H&M ;18
EP 4L and EHERI I8 09 8hiA] 4615 : rely on... and use..., fi—4~shial @Gy, EiEAE IE)
(M43 ... labor, order...; that | 55 i 4] , &4 Hif 1 9 44 5] volumes,

[EX] st HAM 28 " E,h T AEAKR 2300 $ REHERE—%5.95 £ L4 Rk thig, €

(D Overdressed is the fashion world’s answer to consumer-activist bestsellers like Michael
Pollan’s The Omnivore’s Dilemma . (2)*“Mass-produced clothing, like fast food, fills a hunger and
need, yet is non-durable and wasteful,” Cline argues. (3 Americans, she finds, buy roughly 20
billion garments a year—about 64 items per person—and no matter how much they give away, this
excess leads to waste.

e
activist [ 'ektivist | n. @ 8 3 05 75 @ Rk a. bR HANE
5F mass-produced g, B4 0 {tEA B
bestseller [ibest'sela|n. D845 : QW5 /i &b non-durable g . ARyt
voughly ['raflilad . ¥ i, KB L [EEHER
excess [ik'ses In. Q@ id; @ W&, ZoE eive avay OIX, 15 ; Olt5E FLE)
[ ZaEEH]

(DOverdressed is the fashion world’s answer to consumer-activist bestsellers like Michael Pollan’s

The Omnivore’s Dilemma.

U] Ay Sk o ooy, R B 340 B A0 9 32 . /M idlJE 15 to consumer-activist bestsellers J&
answer ) J5 B 4 if; like Michael Pollan’s The Omnivore’s Dilemma 7= %} consumer-activist
bestsellers #5124,

[FEX) (A AR E R0l R A« R FO(RRFHBRIF— A5k E 48R
PR TemsEHE b —Am i, '

(2" Mass-produced clothing, like fast food, fills a hunger and need, yet is non-durable and
wasteful,” Cline argues.

U] ) A R T 4 A F 00 S B 13 P B 4 R BB 5 i . FLEES AR 4 03
T yet HEREA PN I3 58 40 #4 5 : fills a hunger and need, yet is non-durable and wasteful, like
fast food YE4f A1 . X} 315 mass-produced clothing #7246 H i B .

UEX] 2R mAh, B A & A ok B —H, oAb T BB &, KR EH e, Eid
AT kR

(D Americans, she finds, buy roughly 20 billion garments a year —about 64 items per person—and

no matter how much they give away, this excess leads to waste,
(] A R 9F 904 & and G HFFIS 0. MEB I RO FHET. $—4104
. she finds V4 AGE ;s BET5 H A] 69 56 40 th J2 4/ A8, J2 X A9 20 billion garments f9%h 78 15
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BH. % /44, no matter how 5| § ik 44K iE M A,
[FEZ) AN, £BA—F XYM E 200 L4 RBR—FAAAKREY 64— @ RERN TG
e Y EA XA EIHRARFHTRE.

(DTowards the end of Overdressed , Cline introduced her ideal, a Brooklyn woman named
Sarah Kate Beaumont, who since 2008 has made all of her own clothes—and beautifully. @ But as
Cline is the first to note, it took Beaumont decades to perfect her craft; her example can’t be
knocked off.

[ iRAERR]
perfect I:p?'fekt] v. OE R E; O KFE [EEER]
['paifikt la. D5EFEA ; O FFHE knock off O ; @ T B ; QR , MBI s DK
craft [kraft |n. OF-Z; QifErt; @ KiTHs
[EaEEH]

(DTowards the end of Overdressed , Cline introduced her ideal, a Brooklyn woman named Sarah
Kate Beaumont, who since 2008 has made all of her own clothes—and beautifully. '

(45 Aa) v E &8, WL R FiET. Towards the end of.. 2/ ia M iEERE; a
Brooklyn woman named... 5& her ideal f[a {3 i . H # named... 2 o 2543 8 OEME G B 8 B
woman ; who 5| 53EBR il 4 218 M\ 4] , & i Sarah Kate Beaumont; i 47 5 J5 i A9 and beautifully 2
% §i @ made all of her own clothes A% 7T 1 EA .

[F2) B(EFRTE)XRMERAGLER, AERNE T RGBE, F—2 2 T8 « Ul - §F
A G AARAHA, KA 2008 SFALELLES B THTA 6 RIR, M ARAFEFIRE.

@ But as Cline is the first to note, it took Beaumont decades to perfect her craft; her example can’t
be knocked off,

(53] ARIFFE BESSRIFHHAIHT o8, MERTRAFHET. BI040
tr, /4] H it takes sb. some time to do sth. A%, H e it HIE X F 15, A ER4EE to perfect her
craft yE IF 18 ;as Cline is the first to note & as 5| S #IIE PR & ¥ £ 18 M A], &4 it took... craft
BT, AR, |

[(FEX] 2 A EAE N2 &2, FEELHERET HTF R T ERGI L 0] TR
2.

(DThough several fast-fashion companies have made efforts to curb their impact on labor and
the environment—including H&M, with its green Conscious Collection line—Cline believes lasting
change can only be effected by the customer. (2 She exhibits the idealism common to many
advocates of sustainability, be it in food or in energy. (3 Vanity is a constant; people will only start

shopping more sustainably when they can’t afford not to.

O350
curb [keatb ] v. i 11 , 53 effect [1'fekt]v. % 4,314, M n. ORI,
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e Q%R AtE
exhibit [ig'zibit]v. ORF:; QL2 OUERH, W vanity ['venati|n. 5L
idealism [ar'dizalizom | n . FEAR 3= S, e 0y 3E X constant [ 'konstent |a. ANETA, FFLEEH n. O
advocate [ 'edvekot [ n. DREEH: QI & B W& QR ZENHEY

['zedvekert]v. ik, R{E [ ]
sustainability [saistena'brliti]n. QFe4EfE: D7k  make efforts to do sth. FFHHSE
[E@@EHH]

(DThough several fast-fashion companies have made efforts to curb their impact on labor and the
environment—including H&M, with its green Conscious Collection line—Cline believes lasting change
can only be effected by the customer,

451 ) A HE S AW E4A FHET. lasting change can only be effected by the
customer J&£44 #% 5| 57 that #3218 M 4], 1E believes fJ5E1H. though 5| Fib B RIENE BT SZ
&) B A2 R4 i@ 55 1E1E companies #9)5 & E iR

[Fx) RE— kg HAS C2H5hiEs ity T frrna¥-a g4 H&M 23] , &
HhTUHRARATH AT 122t EBAARE RAH T &AL RIFAGKE.

(2)She exhibits the idealism common to many advocates of sustainability, be it in food or in energy.

[ ] A% Ry, K248 F M ET. common to many advocates of sustainability
Wi EIE1E the idealism (/5 B € 15 ; be it in food or in energy Jf&— > n 125 1) 0L {13 1)
SER & —~ 4 wg 51 538 whether i 1E25AR1E ), #b 72 52 8 R SA whether it is in food or in energy.

[FZ) WEFTH BT THRERLRGAFEAG—FHE2LE RERLALERBIARRS @,

@ Vanity is a constant; people will only start shopping more sustainably when they can’t afford not

to,

[ ] Aah3050 A, & SRS a4 IR Ra 7 ET. B—-1Tahi
fjHA], % =44, more sustainably fEIRE . &1 shopping; when 5| 5 i 6] R 18 M 4] , 12 4) &
— A WE ], SEHE Y /A)F N iZ% & when they can’t afford not to start shopping more sustainably,

[Fx) BRCLFEHAL, AR SAN AR RAN A A 2 T4 KR £ TH LG WS 5
E.

Text 2

An old saying has it that half of all advertising budgets are wasted—the trouble is, no one
knows which half. In the internet age, at least in theory, this fraction can be much reduced. By
watching what people search for, click on and say online, companies can aim “behavioral” ads at
those most likely to buy.

In the past couple of weeks a quarrel has illustrated the value to advertisers of such fine-
grained information: Should advertisers assume that people are happy to be tracked and sent
behavioral ads? Or should they have explicit permission?

In December 2010 America’s Federal Trade Commission (FTC) proposed adding a “do not
track” (DNT) option to internet browsers, so that users could tell advertisers that they did not
want to be followed. Microsoft’s Internet Explorer and Apple’s Safari both offer DNT; Google’s
Chrome is due to do so this year. In February the FTC and Digital Advertising Alliance (DAA)

‘é 7 .Ml
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agreed that the industry would get cracking on responding to DNT requests.

On May 31st Microsoft set off the row. It said that Internet Explorer 10, the version due to
appear with windows 8, would have DNT as a default.

Advertisers are horrified. Human nature being what it is, most people stick with default
settings. Few switch DNT on now, but if tracking is off it will stay off. Bob Liodice, the chief
executive of the Association of National Advertisers. says consumers will be worse off if the
industry cannot collect information about their preferences. People will not get fewer ads, he says.
“They will get less meaningful, less targeted ads.”

It is not yet clear how advertisers will respond. Getting a DNT signal does not oblige anyone to
stop tracking, although some companies have promised to do so. Unable to tell whether someone
really objects to behavioral ads or whether they are sticking with Microsoft’s default, some may
ignore a DNT signal and press on anyway.

Also unclear is why Microsoft has gone it alone. After all, it has an ad business too, which it
says will comply with DNT requests, though it is still working out how. If it is trying to upset
Google, which relies almost wholly on advertising, it has chosen an indirect method: There is no
guarantee that DNT by default will become the norm. DNT does not seem an obviously huge selling
point for windows & —though the firm has compared some of its other products favorably with
Google’s on that count before. Brendon Lynch, Microsoft’s chief privacy officer, blogged: “we

believe consumers should have more control.” Could it really be that simple?

(DAn old saying has it that half of all advertising budgets are wasted—the trouble is, no one
knows which half. @In the internet age, at least in theory, this fraction can be much reduced. @
By watching what people search for, click on and say online, companies can aim “behavioral” ads

at those most likely to buy.

(6 %7 i¥H ]
budget [ 'badzit ] n. O B & @ W B i 32 Rk 3 & 10|
v. T k110

age [ed3n. @M SRR OFR v EE,EN search for %, 3
fraction ['fraekfn]n-@ﬂlﬁt@:@lﬁﬁ;@ﬁﬁ; click on A

OF: 8 aim at BHHE, EFXT, LLeeeees R H b
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(DAn old saying has it that half of all advertising budgets are wasted—the trouble is. no one knows
which half.
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(@1In the internet age. at least in theory, this fraction can be much reduced.
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(3)By watching what people search for, click on and say online, companies can aim “behavioral”

ads at those most likely to buy.
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In the past couple of weeks a quarrel has illustrated the value to advertisers of such fine-
grained information: Should advertisers assume that people are happy to be tracked and sent
behavioral ads? Or should they have explicit permission?
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In the past couple of weeks a quarrel has illustrated the value to advertisers of such fine-grained

information: Should advertisers assume that people are happy to be tracked and sent behavioral ads? Or
should they have explicit permission?
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(DIn December 2010 America’s Federal Trade Commission (FTC) proposed adding a “do not
track” (DNT) option to internet browsers, so that users could tell advertisers that they did not
want to be followed. @Microsoft’s Internet Explorer and Apple’s Safari both offer DNT; Google’s
Chrome is due to do so this year. @)In February the FTC and Digital Advertising Alliance (DAA)
agreed that the industry would get cracking on responding to DNT requests.
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DIn December 2010 America’s Federal Trade Commission (FTC) proposed adding a “do not track”
(DNT) option to internet browsers, so that users could tell advertisers that they did not want to be followed.
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@Microsoft’s Internet Explorer and Apple’s Safari both offer DNT; Google’s Chrome is due to do
so this year.
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(3In February the FTC and Digital Advertising Alliance (DAA) agreed that the industry would get
cracking on responding to DNT requests,
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(DOn May 31st Microsoft set off the row. @1t said that Internet Explorer 10, the version due
to appear with windows 8, would have DNT as a default.
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(DOn May 31st Microsoft set off the row.
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