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Today, the interstate system links every major city in the U.S. and the U.S. with
Canada and Mexico. Built with safety in mind, the highways have wide lanes and
| shoulders, dividing medians or barriers, long entry and exit lanes, curves engineered
é for safe turns, and limited access. The death rate on highways is half that of all other
U.S. roads (0.86 deaths per 100 million passenger miles compared to 1.99 deaths per
100 million on all other roads).

By opening the North American continent, highways have enabled consumer
goods and services to reach people in remote and rural areas of the country, spurred
the growth of suburbs, and provide people with greater options in terms of jobs, access
to cultural programs, health care, and other benefits. Above all, the interstate system

provides individuals with what they cherish most personal freedom of mobility.
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[ ;l;he intér-state éyistem has been an essential element of the nation’s economic ‘
growth in terms of shipping and job creation: more than 75 percent of the‘
nation’s freight deliveries arrive by truck; and most products that arrive by rail or air |
use interstates for the last leg of the journey by vehicle. Not only has the highway f
system affected the American economy by providing shipping routes, it has led to the

growth of spin-off industries like service stations, motels, restaurants, and shopping

centers. It has allowed the relocation of manufacturing plants and other industries
from urban areas to rural. [
|

5. In spite of safety considerations, the death rate on interstate highways is still higher

than that of other American roads.
[ 4622 ] death rate,
[ E11] TEXFHNE—RARE—MG.
[ #47 ] RS EHRA EOEFERIETEIAFHMIER EA—F ( half that
of ) , EF 9 iihigher than that of other American roads & #A "X o
[&FZ2] N,
[1E8E S ] DEELRE, RIERXPRT; OQBFRHAERXN14G1E
i, QMERERXFETF 31T TIECER ( BEERERABPLEER ) o

7. Service stations, motels and restaurants promoted the development of the interstate
highway system.
[ #: 2= ] service stations, motels and restaurants,
[ Ef7] BEXFHE=ENEEE 4,
[ 47 ] R SR A B R S5k T service stations, motels, restaurants, and
shopping centers& T B & &, AT BIULE ESFHE Ko
[BR]IN,
[gfisg s ) DFINBEARLRE, BHERXTHE),;, OQBFRHAERX
H163ET,; QMR FIMFHITT KRR,

8. The greatest benefit brought about by the interstate system was
[ 522 ] the greatest benefit
[Efl] PEXFHE_BRNRE—4.
[ 4 | BF &b Kithe greatest benefit ( | RKAILF4L ) X & 4] b Bprovides
individuals with what they cherish most ( Afth{ Ik ET RN EE ) , FBRT
ENRRERRBEER,
[ % 22 ] personal freedom of mobility,
[ a4 S | DRSS R R greatest ALk RiE;, QB RHAERXHNIGEP,
OMEXFATHTTARNNEL ( T BEHERARKREN ) , URES
FFEH (R ENESRERABENRESR ) ; @BFRIXPEIE,
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9. Trucks using the interstate highways deliver more than
[ 462 ] trucks,
[F1] TH®XFHEZRNE—G,
[#47 ] STEEXPHNE S, BN RF UL E) M ERTE MRS R LR
GHEEM, EEMSSXNBEOBRERE. FTMURSGR "£E75% M L8
HETERBRERAN" , ENREFEBIMNGFESRABTERNIZE,
[ 2% ] 75 percent,
[ ERfs s ] DE—REMNENZI@trucks(EALRIE, FEZFEXEPR
B, QBFRHLATERIXN1EES; QMR THIT T HERN KR ARIRTS
percent arrive by truck#%# 4 Trucks deliver 75 percent), @& A X P RiF,
BT E X S EFRIBAERA SRR B ERL, of A H PRE 5152
RREIR BT LA AR, of B IES BN RIEE .

R 3 PR I3RS R AHE
(D RESHHEHBMT P EHERAUBNLRIE, TETDURBLRFRERE

BRHAMAEXFHAIE,
(2) B REIIME NBERELEEIERNNIGIED, BROGERNBEETELES

FAMS B A e S FTHIBT 60 TE 5 o
Q) BB T ERBBRELAFUR, &HiTT —CIRENESEHEE,
(4) A FHEZANEE—RAXPRIE, B—RABENBIEMEE,

—. BERIC

BERCAEAHI, M7 HFARE AN EEEREPAREBRIEC S
BIECRENNIEFRESIS. BEELCEEEZEE N FEWOERM. —&M. B4
BARSIER. BRBAFENR BEELREEINER, ©REEIESN—T
X, EEMETMNESEREEESN B ENERAONA, EENELELE, &©
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When Roberto Feliz came to the USA from the Dominican Republic, he knew only
a few words of English. Education soon became a _47 . “I couldn’t understand anything,”
l he said. He _48 from his teachers, came home in tea.ré, and thought about dropping out.

Then Mrs. Malave, a bilingual educator, began to work with him while teaching
him math and science in his 49 Spanish. “She helped me stay smart while teaching |-
me English,” he said. Given the chance to demonstrate his ability, he 50 confidence
and began to succeed in school.

Today, he is a 51 doctor, runs his own clinic, and works with several hospitals.

Every day, he uses the language and academic skills he_52 through bilingual

education to treat his patients.




R'ﬁﬁ%‘é 4

Roberto s story is just one of _53 success stories. Research has shown that
bilingual education is the most 54 way both to teach children English and ensure that
they succeed academically. In Arizona and Texas, bilingual students _55_ outperform
their peers in monolingual programs. Calexico, Calif., implemented bilingual education,
and now has dropout rates that are less than half the state average and college _56 rates
of more than 90%. In El Paso, bilingual education programs have helped raise student

scores from the lowest in Texas to among the highest in the nation.

A) wonder B) acquired C) coﬁsistently D) regained E) nightmare
F) native G) acceptance  H) effective I) hid J) prominent
K) decent L) countless M) recalled N) breakthrough ~ O) automatically

[%%) 47.E 48.1 49.F 50.D 51.J 52.B 53.L 54 H 55.C 56.G
(At F0ia L5 #)

233 wonderZ53F nightmareZE%; TIEHIEY) acceptanced¥4l,; A=
breakthroughZ8 4§
- wonderBRFIS1H  acquired3R B [T Z£BY] regained EH AT [T K] |
hidfRN, S8, FRRS[T XS] recalled@iZ, E#EE[(TZEET]
o acquired3k45#) regainedE HFK1SHI nativeA +#Y, AEH effectlveﬁ?&
) &), prominentZHi#), ZRH# decent{AEHY, ¥uFEH) countless T
238 lconsistently—rﬁl, 1542 40—Hh  automatically 5 zhith, A

[ ST 4 FE 534 )

E(l)ﬂ;ﬁﬁ—& ZAilﬁmﬂlﬂﬂ/Emhﬁﬁﬂi'ﬂﬁ(consmtemly, automatically) ; 8’\
BERARMEN ORI (RBEIIE) 21 RAR WA TR HOM B
( regained, countless) ; 3782 MLK A TIEC ( wonder, native, hid) o ‘
( ) —i8 % . wonder, acquired, regainedo

g(z —ig & XHiECiEM: mghtmare, acceptance, hid,

48. [fé»f) ]Fﬁ?’iﬁﬁﬂ"‘l%iaé, Lo A — AN RNiE, 8IS EB’]#?UB@%%F—
HHFMNITEN, FEQREMARITE "IRAEZIMHR" HRW, BEE
BB IE AL 43 o] LUK BT X Fh S un 2SR IR, R hidF & E Ko
[emmgs s | QDEAMRZHE, QaFRERE; QBT A B XA A BE
AEHHEFEENERE; @FRBTHIL

40, [ fa4nt] FHEEREREME S, RIBEXEN CTIBHE" ER, M
% — E3 o] L\ BB English¥fRoberto Feliz3g it — 1M, X 22 Y I 69 Spanishit %
SRS, F) nativeF&E K,

[ g s | ORMEZ AN, OREREIRE; QEERIEMAENERE
HE B FEENEBHTREAN,; @XR TR,
s0. [ 247 | FHAEMEHIFEAM T HHE; ¥ —RPRoberto FelizRIF| XEE 695
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FhiT AR IAMSEE S o FTEIFRIE MabilitylR Bt EREE > AIRREEEN
%, BERERESRE LN, ATREREEBAET . FriHiE/GHsucceed
RBMEE TE Lo TJRXFE LEEFHKSBH, ED)regained, B) acquired
"3RS, I8, FEeERIA “KEXMUBEFRRET HERE.
284 ]| DEMSHHN, QBEREERE; OREBIERA I BE
HEEX FHEEHTARHN; @FRTHI.
s @i ) FREENESEENSSHE, 9P EENES RN IEENRE;
BAMAE S CWIZH, MAXRKELZRERTR, HAMBIMAERRII, k)
prominent, K)decent “{AHH" FHFEXBMIBRER,
[ s | DRAMESHE, QaFEERE; ORIEMRE P HMEX
REETABHIN,; DFBFHRITA. ’
). [ 47 | Frifi5language and academic skills®9E B M A F HIIBIERNE; BT
BERZZ "IkB" HkE, 1EB)acquired,
[ 4SS ] DEIMEZHE, OECEREE; QFEIHFHINELC = EHFE
B X R BT REHET; @FBTHT.
REFUMBAEFASRA/UAESEIECEM, TUEHEEECEERFTW
FILARERAE, oTLRUES BN MR .
BERACRENSE
(H1BNEThHI0NELENURIET, MATFHEMNE—REE,
2) TP E2NEEN—IF B MHNIE, F2NEEN—EIZ XHIFXEHANIE,
AR IE BRI 38 —RAEE o
Q) HEXESHEERLEE. OTRONREERONELN: OFEELNAR
| %, BEEBRITHNGDRNGOGRFAENBEXRITHE, EREEDNEM,
FEZESHNMNBREEEBEXESEHEHERAN. BLEONKEHE,
() FEEHED > EHEETHONE, XHA—REIBEA, MAEHEAN
B,

w
[

=. BERAZE

BEEREFERMENREAE, BT FAMENE, SEFEXZEXTHEN
EFEEHNER. BRMEERNINOTFHRX, HERRETXHBEXR, BK
HEERFENEZE, hEERRESNRE: REERESSNAT, heEERT
MR EERNAR,; ERXENATHTHE . HERNESEER, TMEEXRA
, hEREF—ENEE,
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#133) ( words ) F01700NG4H ( phrases ) SEEIA ., XEPBREHIMAHBITI % AHBHN
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» Just five one-hundre&g};;an inch thick, light golden in color and with a perfect
“saddle curl,” the Lay’s potato chip seems an unlikely weapon for global domination.
But its maker, Frito-Lay, thinks otherwise. “Potato chips are a snack food for the
world,” said Salman Amin, the company’s head of global marketing. Amin believes
there is no corner of the world that can resist the charms of a Frito-Lay potato chip.
Frito-Lay is the biggest snack maker in America, owned by PepsiCo, and
accounts for over half of the parent company’s $3 billion annual profits. But the U.S.
snack food market is largely saturated, and to grow, the company has to look overseas.
Its strategy rests on two beliefs: first, a global product offers economies of
scale with which local brands cannot compete, and second, consumers in the 21st
century are drawn to “global” as a concept. “Global” does not mean products that
are consciously identified as American, but ones that consumers — especially young
people — see as part of a modern, innovative(£J%r#J) world in which people are
linked across cultures by shared beliefs and tastes. Potato chips are an American
invention, but most Chinese, for instance, do not know that Frito-Lay is an American
company. Instead, Riskey, the company’s research and development head, would hope
they associate the brand with the new world of global communications and business.
With brand perception a crucial factor, Riskey ordered a redesign of the Frito-
Lay logo(#FiR). The logo, along with the company’s long-held marketing image of
the “irresistibility” of its chips, would help facilitate the company’s global expansion.
The executives acknowledge that they try to swing national eating habits to a
food created in America, but they deny that amounts to economic imperialism. Rather,
they see Frito-Lay as spreading the benefits of free enterprise across the world. “We’
re making products in those countries, we’re adapting them to the tastes of those
countries, building businesses and employing people and changing lives,” said Steve
Reinemund, PepsiCo’s chief executive.
21. It is the belief of Frito-Lay’s head of global marketing that .
[A] potato chips can hardly be used as a weapon to dominate the world market
[B] their company must find new ways to promote domestic sales
[C] the light golden color enhances the charm of their company’s potato chips
[D] people all over the world enjoy eating their company’s potato chips
22. What do we learn about Frito-Lay from Paragraph 2?
[A] Its products used to be popular among overseas consumers.
[B] Its expansion has caused fierce competition in the snack marker.

[C] It gives half of its annual profits to its parent company.

[D] It needs to turn to the world market for development.
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23. 6ne of the assumptions on which Frito-Lay bases its development strategy is
that .
[A] consumers worldwide today are attracted by global brands
[B] local brands cannot compete successfully with American brands
[C] products suiting Chinese consumers’ needs bring more profits
[D] products identified as American will have promising market value
24. Why did Riskey have the Frito-Lay logo redesigned?
‘f [A] To suit changing tastes of young consumers.

[B] To promote the company’s strategy of globalization.

| [C] To change the company’s long-held marketing image.

‘ [D] To compete with other American chip producers.

25. Frito-Lay’s executives claim that the promoting of American food in the

international market
[A] won’t affect the eating habits of the local people

’ [B] will lead to economic imperialism
[C] will be in the interest of the local people

\ [D] won’t spoil the taste of their chips

BN, DEXBHRELEAFEANOXTARE L2285 MY X T, BE
FEAAXTEFBHERT A, Lparent company fparent,
2. AIFRKEMME

MRARERRIENCFRKEFIIAHI8-20iF, FllPHITELENEIED
BFFRKNO—F, ©XH33438, 1563F, S0 FHKEH2231F,

MR ED, KAHNETRID AMEHT, BEEHTE 2,
| 512-1. | BN XhBEKH, hERKREXN—NETF, NETSHER)

“Global” does not mean products that are consciously identified as American, but

ones that consumers — especially young people — see as part of a modern, innovative

(237 #9) world in which people are linked across cultures by shared beliefs and tastes.
£ $#38MF, EAZ—Dnot...buttFHFI G4, FNIEFIRL S EHE — Mthat

EBNE, HPEZPMEBNEPEBRE — M which3| SHEIEME ., BFOT.

4 “Global” does not mean W, but ones Y

FEWEMEG  that are consciously that consumers —especially young people
identified as American — see as part of a modern, innovative worldy

EI¥EME  in which people are linked across cultures by shared beliefs and tastes

| l2-2. | (13X h 3 —4))

“We’re making products in those countries, we’re adapting them to the tastes of

those countries, building businesses and employing people and changing lives,” said
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Steve Reinemund, PepsiCo’s chief executive.
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MBI EIIRAL, WABC News. CNN%5,
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20 [ #4 ] [D]. #R¥BL FEiFFrito-Lay’s head of global marketingF0ZRERbelief, E
NEFE—BREE—4. AP RERELASLERTHEHE T ASalman Aminiy
WEo, [DIMERLZANSHZE, TP N EBEMI IR L F Hthere bed
9, enjoyXt 7R3 F #can’t resist,

[t s | DERFHE; QBFRHAERXFHBB2aF; QMET
BIERHL, FBEWBRATRBGR; ONEREREIRXHT T ARNE
H, BERIELMH T BERIE,

L EEAT T (DL EE R, ®E—A3RFFrito-Lay RN ST B A EB G
1%, [D]IIERZ6MNE X R, Hhneeds to Xt B X & #has to; turn to the
world market Xf N/ look overseas; for development X} &/to grow,

[ s ] DERIEFHE,; QBRBAERXPHN14GI1ED; QMEFHIER
B R X EE T T EC R,

3. [ #41] [A]. assumptionsXF R R XX o #beliefs; on ...bases its development
strategy Xf i 3 o fstrategies rests on ..., BB XZHE=FBBE—4, BEXH
QIMLHEHEREZIH "HR" XMESHARS|, EHRETL[A], 2&
XEBHERENX . Hd, are attracted by*f Kare drawn to; global brandxd &7
“Global” as a concept,

[ n ] OLRARBPE; QBFRHAERXTWIGiED,; QMBFHE
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We ;:;)mmonly think of sportsmanship in connection with athletic contests, but itw‘
also applies to individual outdoor sports. Not everyone who picks up a fishing rod or
goes out with a gun is a sportsman. The sportsman first of all obeys the fish and game
laws, not because he is liable to be punished as a violator, but because he knows that
in the main these laws are made for his best interests.

The following are some of the things that those who would qualify for
membership in the sportsmanship fraternity (B A _A) will do:

1. Take no more game than the bag limit provided for by the fish and game laws.
The person who comes back from a trip boasting about the large number of fish or
game taken is not a sportsman but a game hog (15T IR L E).

Observe the unwritten rules of fair play. This means shooting game birds only

N

when the birds are “on the wing.” For the same reason, do not use a shotgun to

shoot a rabbit or similar animal while it is sitting or standing still.

S1. In what respect does the author think individual outdoor sports are similar to athletic

contests?
[ %22 ] Both of them are in connection with sportsmanship.
[ 47 ) RIBATPEENNRXR, REASENEXZE—46, BEXiH
HMN—BSLENBHER B RBEREK, EXi=aEidalso applies to
individual outdoor sports, ZEKHNEEMRZIR N AP INENFIE B LEREES
BB XRE, '
[ s ] ONBXRAZM, ZHTENERHL, OKRHAER D
B1EES; ORMFRRX, #TTIEALER; QEF5ERE—&, MRESE
HAMEE) TR E X o

S2. A person who goes out fishing with a fishing rod or hunting with a gun is not
necessarily
[ %22 ] asportsman
[ %45 ] fR#Efishing with a fishing rod EfUEE —EB%$ -4, EXiENot
everyone, T ijinot necessarily, TEREXAALE, o AE BN LhIBEUE S,
[BEfs ] DRFREAPE, QBRULAERXPH1GiED,; QEFIE
X, TEHTT EEHRIELEL, QBTEER—#E, MREEHLE
AHREIXER;, OBFRAXPRIE,

S3. What’s the most important thing a true sportsman should bear in mind when he goes
fishing or hunting?
[ &= ] To obey the laws.
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[ #24f ] BT dhthe most important thing ¥ K7 JR 3X & ffirst of all, EZE X = H
—E&% =4]., JR31% The sportsman first of all obeys the fish and game laws, 1R
BETIEEERBIMERT, ‘
[EHER ] DAREABRHE,; QBFRULERXPHIEIED,; QBTHR
X, TEHTTOXNEEE, STHHEBNOERXFEUZIEFE BN
AHHAY,; QBTEER—E, HAZRELFANEAXER, OBRAX
FIRENER, NaEE=ARERXZZHETFTEREHM,

S4. Those who violate the fish and game laws will not be for membership in
the sportsmanship fraternity.
[ %22 ] qualified
[ #%477 ] 2313 sportsmanship fraternity, fish and game laws, CE5% — F&ii
THHERTE PGB —Lthose who would qualify for membership £ i ) — Lt =5
1%, B=EBMILETH Hthe fish and game lawsfREMEE ., AFESH A
TTRER, RIBAFIEEZEREAMNIAHESIER,
[1ERF R ] DLREARPE,; QBERHLAERXBMH2ES, QBFE5E
Rk, MAERELPFPINTHZE, OBRATPEEANTE, MNFTR
YR A R Y NEF IR
REFFOREIXEEEEEM, £REa [0 EME 5 RE LMD 6 FIE

THENX B, TUEEFAE NG EIEME MR B BTN T L MES.

58 61 6] g B 4E

() BENM TP —REBRAPBNLETE, BRESHRIEREL,

(2) BRI ERH LEAE 1B LARB261E D, REETPELE,

G BTEER—R, MARERXIEAEGEXNEREX. AXERSSHIE,

(4) A FESMNER—MEBIE2XPHEEE,

) BMTNEREFT —ENBEIEREK,

ABANFHIFR

—. XEEMEEATH

16058 XX ER S T 00 RHRA B B R4 3 B BAM 0 £ 320N/ B4, ib1sidid
160 XELTMMBORAEFFAHEEEAM, 5> ERAER. 1605 XE43
ARIBAXBIIAEN FE. BB, LEBETIOBIEREEFRSES,
Fipz EETIESR,

=. BBRETEEE
XEEARERZP. REEEEETSE. R ESTIE, X2 Rtk
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