8 e PP 2 e T e e
malictn gk [ bk |

(IERHRE—, )

BT R DT 1E

BEiZ i ap bk KA R AL
= Wt Z BE A IRIAMLIT AR




FIRIP AR R T B i
mlicha gk [ Bhib ]

WAL R HITiE
EHE RO RESTNE

= Wt 2 BRI ILIE AR



BBERR%E (CIP) #iE

- RO (5] P A AR ) LR RO A . RS/
EreEgm. dte. FEAOL S M. 20143 (2014. 4 FED)
ISBN 978 — 7 - 5114 - 2674 - 1

[. @F @I. O&F-- M. O%Rif - FEEE - PR
- A¥FRK - JEE V. OH319.4 - 44

R A B A CIP 30 5 (2014) 48 033782 2

AL EEA AT AIF B E S 28, RF LT ]I X s A ]
TG, WAURA . BALLIT.

v I e R A HY R AT
bk - b F TR X L T4 KT 58 B
HE 4% : 100011 H3 4% . (010)84271850
1 AR %5 ¥ < (010) 84289974
http://www. sinopec-press. com
E-mail; press@sinopec. com
Ab 5 BHE B R A RR 2> &) ED
LEE M ERIE G
*
787x1092 ZXK 16 FFA&  15.75 EFK 394 TF
2014 4F 4 A4 1 R 2 YREDRI
FEHr: 35.00 7



TER+TRREERT

1. Newsweek (gria )8 Al

O J RIDBIBF 1933 45 @ TR MR Al (e 8 1= B R A0KR FORHRE R0 JE 1
FEA IR AE ) s L X

(@ AUNGRIPHOE St QR A RIIDE R [ S T = = A E B N N D B A S
i fs H B HE LG H PR e H X HBUR M AN LRI

2. Time (WHAC)H 1))

CEHAR A R T T 1923 4 R R EHEwm i KA EMEF Pl AR D EZ K. %A
MrEREF AR, THMERARE AL 8F 28 M. 28 EH . LA A
WAL ARG S 2R,

Co A I 36 [E 55— 0 FH A A 8 i 37, T8k S ) 5% 22 W 8 Il % K AR P 40 1A

| o Ik A At A PR A ) R E L FC R N EEIE S AT Wi
K. BHEFEREEHRE . B EE RO D )R AR S W
— 5.

3. The New York Times (41 ZJ0f#i)

CHL 2] ) J — 3 5 36 R AL 24 RO e 48 e i R R AT A A g W ). e A B
WA R N KB &L +:"(The Gray Lady) , 8 {7 ¥ 8“8 R " ( The Times) ,

A7 B 4808 J7 i (AR 2 HROK B C B R — 0 AR R IRt 4w A b b 4t
AR AL EL R A BT DRI . EE KA I AR - A HROES LA
45 BRSO S

4. The Washington Post (Y&15% 5 4 )

(HE R ERMEH )G P F 1877 4F, R X EEBEIR K REMMK., hFATEEEH. X
MUK FHGE X EENBE A . 2 AN E AL R ) G 5 B B A 7 8 0 )
4% . i G R AE S RELSE 56 3 (World Brand Lab) i fil ff) 2006 4F B¢ it 58 5 ki 500 5 ) HE 47 185
o2 50 HS 50 {7, CHE G R i ) PR oA 25 YR AR A ) OR 4 i A R 1 AL AR .

5.USA Today (A H ¥[H)

(4 H DR EME— % 60804 E P H R 1982 45 01 T LB 4 3 ok i H B 45 R A
445 DAL 0 3K 43 450 46 90 IR < T B S I G 00 G T A R 0 K M S L B 5 WAL
L LMK R A — K IR ACRE T AN R TR AT C A R H L. A
KRB AT S EAEOTR, AR 00 Z RN R R BT X — KW A i
45 I R BH X 4 H ML 4 H 4R



" A 1T ity AR ) 0 SO i 22l R ) ) A VR 4 S AT IR — ) B A
JT — 2T I X R ST 1 TR e B TR R T RE S O fE B DU LSRR R
R

6. New Scientist (B ¥%%)

CH RN % )8 T T 1956 4F, J 1 Reed Business Information Ltd. 4 it % 17 19 [ b Pk Bl 2f 24
&R R T JFF 1996 45 35 7 W48 R, B H R A BEE R . B AN R [ AT O I B 2 1
AL AT R Bh 2 R R 27 G088 4 A B 52 A BR R AR % 1] sl R S5 11 e 7 4 e

B BT AT I 0 B B SRR, LA B A A R A B 2 R A R TR I R
[in] i,

7. The Guardian { JHit)

€A 0 [ A 4 M 25 A H 4, 0 ) st R 2 A S0 R o R R 1 0 AR 1R
BT 1964 40T 2 AR 2. — RO ARG TR0 I SBUIE W R v ) AR A7

Z AR — B LASRARAE R A5 e — (% 2 % B B B (S A5 dE & 822

8. The Economist (42215 °AN)

CEATR S ADRITITF 1843 4F , & — 40 7 305 B L BUIA 20 0% W05 ROV 182 4 7 10 DL % 2
ERITA SRR B L o AR SRR S 00 E A TA R IRRE .5 th T A %76 Ho it
EEAEE A S

AN 2R LR 2R A A D B S B TR R . ST P A L AT £ 4
WML RELMER.”

9. Science (F}*#)

EE(R O EENEP EEAMARB G SR EARY AL M R ARR A8,
G2 ) A 3k B A T P A% A R0 22 R R 0L R A B9 R BR T ) R R A A R R R R
AR BB i) T B R [ Ah R kR A BRBH B BIF 97 I W R A W A e SR A

10.U. S. News & World Report { X189l 5 5L i)

(6 [ 3 P 5 1 R A0 ) J2 96 [ 45 O P 400E AV IS RO 3 SC R R, B R LR TR R D
FNCHT I JE D0 55 = OB I A4 A % PAE G HERR T B AS [l T Cas AR R R0 FCGER R D © R
L AR 52 1 [ N A0 n) R S B O NV (R i S R L A T A R L B N
SCF R B . BR A T HE B E T SN B A OGS B AR H
LVNAERMH . EAXREE N EME SN REMSIGA S, ZE T ENR.
WA LA H 52 R0t R — o s X% 7 ] 81 4 3



BE KR

Hg 1Ak A A 0 2 F S (R B A A FLRE A — D EEDUL A 98 3l o F 5O A R Y B
FURE A TH I A B B B A H L R R LA B PR IR BAS A T &

2000~ 2013 A% BF 5 i e 156 P ige S0 RS 5 BT ¢

4 ®BA ] 7% 54 T > R
Part A
Passage 1| A R i i b i 41t o7 BB X | BusinessWeek
Passage 2 | X JERER M ERAT R i 4l Wit 3 | The Economist ,
2013 |Passage 3 NS 1 R K 7576 FHOK Wit 3 | New Scientist,
o i B X LA R B ROk i s Hl ok | The Wall Street Journal
Passage 4 R 16 BA 3¢ Nature
Part B L 22 B2 BF 5 L 1] 2 2R A (] B W 3
Part C AT SN U E S Wit 3
Part A
Passage 1| “E#ERN Wt X
Passage 2 | #%Hi ¥ 25T {5 VLIS | Time,
2012 | Passage 3 | i {i5 Y 3 7% Wit 3 | The Boston Globe ,
Passage 4 | A EI 1S REHITHX F BHIC | The Economist
Part B | W% it BLA R M BHE 5 Wit 3
Part C ENCIEE R P [m] 5% [7] 95 Wit XX
Part A
Passage 1| 429 % 4k % W (935 % 25 Alan Gilbert Wit 3
Passage 2 | # & & U B Wit | Commentary Magazine ,
2011 | Passage 3 | # A4 00 i S5 & B 3¢ | Bloomberg Businessweek ,
Passage 4 | % 540 BE 3£ 46 Wig X | McKinsey Quarterly ,
Part B TCUE Pl L 2 0 5 e 8 A SR Wi 3 | The Daily Beast
Part C BECY NTERE BTV Z B % PE7S'S
Part A
Passage 1 | i 4K () 3C 2 4t 8 i Bl A W 4 /) W] 3L
Passage 2 | % Fi| 4 B | Commentary Magazine ,
2010 | Passage 3 | # & #i1T# i W 3L | Wirtscha ftswoche
Passage 4 | #4721 19 R Wi 3 | Harvard Business Review,
Part B 0B TiT A 0 £ o ERORE T S A AR Wi 3 | The Economist
Part C 20 A 4 I S A P R R4 13681 3¢

I




FH FB ] %31 ] F1I 5k IR

Part A

Passage 1| 3J 147 25 AT 4F b Wit e | Scientific America ,

Passage 2 | Ak [K A& Wl i) - B0 iy T I 1) T BE it 3¢ | The NewYork Times ,
2009 |Passage 3 | A 54K LK BZHEM X E Wit 3 | Mckinsey Quarterly ,

Passage 4 | -t th 22 S 4% 2% f 2 AR B Wit 3 | Intellectual Life in

Part B SCA K J ot R Y 4 ol S Ak B e VLIS | Amnerica,

Part C ENGE: S i F VIS | A History

Part A

Passage 1 | ¥ 51 P4 2 F i &tk wigx | Tme

Passage 2 | 2 R B 5 E 12 BUBE A 10 5 A Wi X Scienti fic America ,

U. S. News &World Report ,
2008 | Passage 3 | 3 [& A ) B & ] i it 3¢ :
The Economist ,

Passage 4 | MR EG B2 45 & —— R EIFETH | LG8 X Discovery Health

Part B el ) FHAF 5 AR 05— i 1A 3 Newsletter of Uni-&r.\'ity of

Part C IR IR S3C g BLAR 2 M AL Z VA BB 3 | Melbourne

Part A

Passage 1| ZAREA- TS Wi 3 | The New Your Times ,

Passage 2 | & 5 il ik W3 | Scienti fic America
2007 | Passage 3 | [ Ilfii 45 55 i) o 7 [y 4% Wit 3 | The Economist .

Passage 4 | {5 B 1l B A & 41 Wit | Harvard Magazine ,

Part B ACBE ey 5 By % F R BT SC | Time

Part C 7 IR 1 ) BB 3L

Part A

Passage 1| 3¢ [&#1 2 1) [7] 4k ] 11 Wi 3 | Time,

Passage 2 | 744 4% BAH B B0 i P IR 2 4+ Wi 3C | The Economist
2006 | Passage 3 | 1 ¥ i B0 0l 4 1) () |0 Wi | Newsweek,

Passage 4 | 20 A #y i 15 8% 4k S J WAE 3 | Science,

Part B 5 =] (1) % 18 [n] 1 Wi 3C | The Observer

Part C % [H At SRR 7 E AN B 3L

Part A

Passage 1| R KB tA M AKLIM % KL i, A1 3C

Passage 2 | 4> 3R fix 78 19 JIr 4 Ok 19 16 16 i3 | U.S. News &World Report ,
2005 | Passage 3 | &2 LA HIHY Wit 3 | The Economist

Passage 4 | #iE M IRIL LS PO | Newsweek

Part B o] BeE AR B2 57 % T 3

Part C R A e, A0 S0 1) 4 P A ELAR W B 3¢

Part A

Passage 1| i i & 5k o 3K B} BB | U.S. News &World Report ,
— Passage 2 | & 84 7 & F 147 B R AL IE Wi X | The Economist

Passage 3 | & J& W8 4% i) 3% [H 22 3 B L | Newsweek,

Passage 4 | 3 E A X AR A FH M Wit | American School Board

Part B | ifi i 504 g | Journal




i =8 E ] " %37 ] T kiR
Part A
Passage 1| H.1% [ % (] 35 7% &h #8048 K H A9 ik BB X
- Passage 2 | B AUFIE TR FA T MEFHRB AR | Wi | Time,
Passage 3 | £k 17lk i1 2Z i Wit | Science,
Passage 4 | 3 [# X} 48 5iF 5 3% 3@ 5 B A B9 A F- Wit 3 | Newsweek
Part B NAE2E A e 3
Part A
Passage 1| filaf {if i e 3R W 3
son |P255200 2 | LB AT AL 6 42 e SLAR ABF I 91| 29430 Hffélidf eagsan
Passage 3 | 7l # #& 5 2 ¥ iR W | 1, Economist
Passage 4 | B&/f & & A BUF 5 B A 3 it % 4K FE Wit X
Part B T RR RS bt B 3L
Part A
WOR SCHFFE G 2k ) o M AL P Fp s |
Passage 1 8% B Wi HA S
2001 Passage 2 | fi5 B 0 0OV 17 LB 00 iy & % 1 Wi X | USA Today .
Passage 3 | 3% [ & %t Rl 8 A5 1E VLI | Time,
Passage 4 | 1\l 3 #4 i) i ¥ WL 3L | Science
Passage 5 | 3 & A i) & Ap A= 1 AL
Part B b2 B AR e A A 2 K e A 7 2 e o W BA S
Part A g
Passage 1| {5 % 20 42 90 FRWEELEFHIRIT | 188U | Time,
Passage 2 | A% fik{k WL | Newsweek ,
2000 | Passage 3 | & ¥ Uk i K 93¢ 18 Wit 3 | The Economist ,
Passage 4 | H 4% ik J5 4t 23 38 £8 F pE a9 J5 A Wi 3 | Science,
Passage 5 | iF 8 & ff 4§ 3 ML g3 | The Observer
Part B B SF#E R Wit 3

Hi BRI B — ZEREPIGERIENARTY KSR ARBERA SR %%
N, Kb 2R Fr S ERK, BRBE G EEAKR, AR ¥R A MG % .
HERFHY RS A ST ¥ OB MY BEF L% E BBUGR  HRRBUA
WD, BRBFEFES REY AYY . LR RS, AXRF FEW RCFT
IS E A SCRBOCE o X E B K AR B 2 WA 5 LA ] 52 AR A DAL LA A A
55 A Ok W S0 B U AR R el 2 A AT B0 L 1B I BSOS A e ) 108 R BH S
A7 LABGE A E MBS, B A A 16 S 5 [ 32 DI 5 00 2k A I B R AT Pk BE L A B
ATV, B=, ZERFHEREMR M A FEER FREERK WM P ZE. LR
KRB SR FE X MBS RPN £, 0L H & Time, The Economist , Newsweek , Science,
U.S. News & World Report , vt i) SCEE 55 % 4 B F [ 4F 45 51 A2 30 4F 16 % B 9 05 ) 3 41 A%
b, i LA 25 AR S I S T 0 DA v 3 SBORA L R AR R RZ B, DA B SO 4T SOV

FIAE .

\'




i}

Al

N LB RN T 1 UKD 9 4k R & A i & O 1 ISR il ST AE AT TRZR (9 B AR
TR L B0 00 3 558 1 A B Q0 K 02 1 5 IR b ke . A R LR B U S 5 E Ui
FA VAT X5 3 e A1 S P A< 11 5 2 45 WAL () J5 00 » 5 5 7 — s IR o 14 Y A e %2
MEAI AL . RATHEZ G BLR M B UF R ) 2250 15 K IE I 70 S MR & B &) i J] %
HE R I LB ) Jr ik LS VB ) BORSE il xR A A BT R I

“There are two basic ways to see growth: one as a product, the other as a process. "X )
fR] BT 56 FH A5 0 T 02 BT 58 A2 A2 B B 2 ORI, B AR IR 2 AN E 1
B ARRL 2. Bl R Z . M I RE AT RIT R AR EAC .
FEATTAS RELAR o b 3o 5 A dex BE Y ot AL Sk 5 A A 8 Rl (L 7 A 45 0 Il R A 05X e K
i %

F— DR -

A B[] 7 8B 5 A i A T B EEA T X EERAR EHAREH LK.
AR AT I I o o B AN A L DR R I A T il 1 S oS A 9 I ke o At A 3 £ 2, KRB A 4F
EE? TR .BARCEAAL DT L HELLBEL A, M ARXHEER? HAE
I BEAT H A — Fp RS 1K) o 25 3 FRA OO IR AC — U i) o 0 X A ol Bt B 0 A8 780 o7 1
Al MRS T S A — F RAYEDR IR RS L2 05 . X A{URE R ¥, B2
PRG3RI . RS L R A g O o AT LR SR K 1 O A K T R A Y
WA R 5 BRI 5 805 08 )l BB T e — 2 %5 . (el T BB AT OL RO Z F A — R R A 1)
JRBE L R 3 e I AR SRR B L (F L I ) B S 22 R T HE R R Sk ke,
A AR TR AR,

EZ,FIERSTH ; & l

B ST A ] 2 AR F A — 2 IR A K B i) £ T 75 3 g
i i L (EUR IS A S i 5 A 8 1 O AN i I i TR kS S B s Y A i 9 BE ) . B 2 A
HAEG K T RE ML A WIE . Br LA AN 5 0 S0E 0 R A T RS /R, KK
—E ML A WA O L M R R P SR AW
W ICAC AR A 1 B L SRR B AV AR ST, BT A A R 4 R kR A K
5500 i {I" FF PR 5S¢ 4 T R T BT () A 24U U 22 (1 I fia] DRG0 1) 03 A A LT

BARTN A 4 -1 UF i b 2 A FREAERA A C AT 55,
BT AR ATTAR 0 LR 20 1 i 5 R B o 2 3 7 R R R B
F=MHEHERTEEN

RE AW EE MW T B b — TR G A T IO X S — R A
fER WS Jrik . BATIA A A RS ) 5 — 0 PR TR [ AE Y UG 3 . OISR A
o JOREAN B IR AT A A AU [ A8 AS RE 19 Z AT L . R AH RS ) BB A JE O 1 U T
7O SRS v 4 3] 11 300 RSO R . S AT DA TR R R B R A B LAY 5 o L
ORI TR H B & R M. B2l HILEM R R - EmER

VI



. BEEBMR S RBEX T IESBUEA S KWW, AN EMRIEETIRNE 4. K
K — iE B4 R B AUGZ 88 SR O, — o B A4 B B I RE b R R A i B T ¥R
o A B R BT U B B A UK AT A ) B LR R AT T B
V4 28 3 0 S AS (02 R I B0 1) 25 58 R B I A TR I B S AN A H A B A B S
B, FLL BREFNEEASCEE MEFLAEEHEEWN., MUKRNEZ I WL E S
—EE MY

£N,xTEFRARX

YET L. T2 E, &K &4 8k 5 8 B N % Ok B
X, WMAER T, CERB A EBOAN M AEHFRE L P ORI EEEXSE Y
e, R 0 Y R S B L (i 845 4% 7 (imparting Information Pattern) | 43 #7 18 3. %% ( Opin-
ion-Reason Pattern) , 5% 52 iiF B 7Y ( Substantiated-Facts Pattern) . [i1] i fi# %5 %U ( Question Answer
Pattern) . it A% —WBHEXFPrHKR? EERX2WMN - “BMEEHAHCHWEHEH
B A TEBIEHM MM EE2RAARRMN AR EMAITM TR, MiEHE - B¥EE X
0, 0 R X SCEE PN A FES M A L TR L 4 S X T 0 B AN N 2 042 IR 4 AT
XA Y S L R R T SO R A s A B i R O E s R, s E e
PV NIE-T-10 003 & N

PEGR S/ KEELS. ABNRafgnT.

£—,XE3&

BRXERERIE AT E AW B SCEM R E RN CENR K
FHIE ST REEMREZIRE, 5| &k &g,

FZEMRE

H5EBFEE . ATk AR E B E KSR PR, KU N 2 HE 5 R O if AR
BEmE AN, 5B —3 E&REU SO RAERIEZE M.

F= BRFEE

ABHRBRER, AEKNT “SHEF " —REMEN S CHIF AR5 RN
BESCEE R B R K O E AN SCEE B B G RN — — B R, AT DL Bl
XA P 2 5 K ) g SCE AL A B Y RN T AR AT O T R R
BT o IE B 5 R 0 HE T o R X iR T A A A A AR AR T A R
R R FT LASR”

BT I ]2 S8 IR B I 1 B e S, Bl KB A FIE  fF R 1T,

&




B

Passage 1
The Development of Theme Park

FHEABGIBRE - ooovvererereeneeeienns |

Passage 2
Lego Toys' Effect for Business

FEGRENE WM e 6

Passage 3
The Problems Caused by Bit Torrent
Program

Bit Torrent BES| AV @@ oo 11

Passage 4
The Dilemma of Japan’'s Jobless

EEREWERIRE e eeienees 16

Passage 5
Computer Games' Program Design

BRI v 21

Passage 6
The Discovery of Astronomers

EERGVETEI v eereervee e 26

Passage 7
The Development of Intelligent Vehicles

Passage 8
The Development of Phone Software

FHIRBEBYRE v vevvevrrreeeenennees 36

Passage 9
American Music Cultural Diplomacy

Passage 10

Global Financial Crisis and the Fed's
Countermeasures

SREMBH SEBEMHE - 46

K

Passage 11
The United States Strengthens the

Restrictions on the Media Industry

EEISE T VBB oo

Passage 12

“European History”

Passage 13

The Comment on Darwin's Biography

Passage 14

Organic Agriculture

Passage 15

The New Year Celebration Ceremony of

Times Square

PR F OB EGRBR - o oe e e

Passage 16
Education for Disabled Children

BRI LEEOUIRET - vovveveevereereenore e

Passage 17
Economic Recession and School
Education

23133050 1.8 ¢ - Rt eI

Passage 18
Social Website and Public Security

Passage 19

Characteristic Medical Treatment

52

57

62

67

72

77

82

87

92



Passage 20
The New Scan Software

O b h 7 L

Passage 21
Gender Differences in the Field of

Science

BB OIHRES e

Passage 22
Garbage Recycle
BIREIWIRIFR  vvvervrreererreneeeeeeenns

Passage 23
The Digital Power Grid

Passage 24
University Graduation Rates

Passage 25
Marketing Strategy

THIAE IR v vovreiovesoneeraennne
Passage 26

Twitter

Passage 27
Haiti's Communications Network

Reconstruction

Passage 28

Global Social Crisis

Passage 29
Special Zone Opportunity Scholarship

Passage 30
Marine Life

Passage 31

Four Year Universities in United States

EEGITGFEBIRZE cvovverrerr e onnens

97

101

105

108

113

117

122

126

131

135

140

144

Passage 32

Ocean Pollution

Passage 33

Video Games and Children’s Academic

149

Record

BFBREFLEE oeoreeree 153

Passage 34
Government’s Intervention in

Automobile Enterprise

BRFHEBRFEEW
Passage 35

Climate Warming

Passage 36
Crowd Funding

Passage 37

The Security of the Antarctic Tourism

BRI REHE oo
Passage 38

Economic Depression

Passage 39
The Excrement Pollution

Passage 40
RealBenefits Company
RealBenefits /A_E] eseisiet .... AP IR G

163

168

173

178

182

186

Passage 41

American lllegal Immigrant

EEIERBR -ovoovvreerrerereereee 191
Passage 42

The Effect of Corporal Punishment on
Students’ Selfrespect

EINFEESBNNEIE oo 196



Passage 43

Cheats in College Admissions Exams

Passage 44
The New Metro

Passage 45
Mobile Wi-Fi
&) Wi-Fi

Passage 46

The School Network Information

Security

202

206

-+ 210

215

Passage 47
Thin and Vainglory

FEEBEEI) -oocoovreeer e 219
Passage 48

Cosmetic Surgery Becomes Popular in

American Youngs

EZEBEFARERE oooveeeereeeee 223
Passage 49

The Textbook in Different Country

BEHBRBEVES oo 228
Passage 50

How to Rescue Global Economy

m@mmgﬁzg;ﬁ comenssmwaes ses sonwon D33



B R P

/Passage 1

1T

T

The Development

B ENTI L
of Theme Park

AXZZALIMOAXENT LG L RAREF LR, F-BALTLE
(roller coaster) 7 %, 35t ZA A E A BAE; % —H A LARKAEA TN
BERARDH ENHF;F_EBHEIMNRETH O EA Kk, R
R EARARNEEF  FOBRALIHANAE TR AANEBHE TR
ABRE,HREFT P R —BRALZETMNAEATLH X TG LANF.

Think of theme parks and you think of
roller coastersD. The secret checking of the
seat restraints®, the stomach-sickening cli-
mb and the visceral® thrill of the drop are the
hallmarks® of a park visit. But as a metaph-
or® for the industry, the roller coaster is all
wrong. Making money from theme parks is a
hard thing, not a thrilling rush. And coasters
are not where the best chance of revenue
growth lies.

This week’s July 4th celebrations
marked the beginning of the summer season
for America’s theme parks. Around the world,
another year of moderate growth is expected:
global attendance grew by 2. 2% in 2006.
Growth is slowest in the mature markets of
North America and Europe, though the
prospects® look better in Asia. Scope to
raise entry prices is limited by competition.
At $ 300m or more, the economics of buildi-

ng a new park are “brutal”, says Raymond
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IEABEENERL LR 2006 FLI
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AR RS, B ER DM L HIFHH1E8
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Braun of Economic Research Associates. a
consultancy™® .

In response, operators are concentrating
on improving the customer experience, mak-
ing greéter' use of their facilities and turning
parks into multi-day destinations. Stronger
theming helps to make a park more distinc-
tive. Greater interactivity is also important.
The “Men in Black” ride at Universal Studios
in Orlando, Florida. in which passengers

shoot at animatronics aliens®. is a good

example of what industry types like to call an

*immersive” experience. Discovery Cove,
another Florida park. takes that term literal-
ly, charging visitors pre'emium‘i*fl prices to swim
with dolphins and other animals. ;

Packing ‘more people into parks risks
turning visits into a series of queues interrupted
by rides. rather than the other way round.
“Queuing is a big nuisance®”, says Mark
Fisher of Merlin Entertainments. One answer
is to break up the boredom by putting enter-
tainers into the queue. Another is to offer
ride—reservgtion systems -or special tickets
that let people book a place in line without
having to queue. Getting people through the
par.k more efficiently is one way to increase
the use of facilities. Exte‘ndingvth'e season is
another. Tivoli. a park in the heart of Copen-
hagen. introduced a ﬂten-day Halloween
season ln 2006 to sit alongside its summer
and Chri‘stmas‘openings. “We used to be a
seasonal bixéin‘éss‘and now we are more or

less a full-’year business.” says the park's
chief executive.

As squeezing growth out of existing parks

® S S e e e eSS e S e e e e e e e
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becomes harder., operators are also looking
to new markets. In-door city-based attrac-
tions. which are cheap to build and easy to
get to. have plenty of potential, even in mature
markets. Emerging markets’ look promis-
ing?, too. Asia’s top ten parks recorded
attendance® growth of 4.4% in 2006, much
of it driven by Hong Kong Disneyland’s first
full year of operation. As consumers in deve-
loping markets become wealthier, the industry

will look a lot more thrilling.
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The “Men in Black” ride at Universal Studios in Orlando, Florida,in which passengers shoot at

anima-tronics aliens,

experience.
il T4 52 1 ) fié‘ Ifii The“Men in Black”ride, 3
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is a good example of what industry types like to call all

“immersive”
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1. Roller coasters seem an inappropriate metaphor for theme parks in that

[ A coasters are no long the best thrilling hallmarks of a park visit

[B] coasters avail nothing for raising the turnover of theme parks
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@  promising /'promisin/ ad;.
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[C] earning profit from theme parks is anything but a thrilling rush
[ D] making-money from theme parks is hardly tougher than rolling coasters
2. From Paragraph 2. it can be inferred that
[A] Independence Day marks the beginning of peak season for theme parks
[ B] mature markets of North America and Europe are slowly losing the edge
[C] theme parks in Asia produce larger revenue than their American counterparts
[D] theme parks can hardly expect a jump in entry prices due to the competition
3. According to Paragraph 3, an “immersive” experience
[A] brings the functions of facilities into full play
[ B] drives visitors under the surface of liquid
[ C] provides more chances to interact with animals
[D] gives customers deeper on-spot involvement
4. The park of Tivoli is cited to show that
[A] a prolonged season proves an efficient way to tackle queuing
[B] extended business-hours alleviate the inconvenience of queuing
[C] holiday seasons can be scheduled alongside to avoid queuing
[D] a full-year business helps minimize the ill-effect of queuing
5. In the author’s opinion, the real driving force for the industry lies in
[A] further exploration of new markets
[B] the booming indoor-based attractions
[C] full-year operation of emerging markets
[ D] wealthier customers in developing countries
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