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Unit One ﬁ/

L Text 139

We blast the upbeat tunes for parties and workouts at the gym, and we save the low-key ballads for
romantic or pensive moments. It's hardly a new idea that music is intertwined with our emotions. But
how have our favorites changed over the decades, and what do these changes say about America’s shifting
emotional landscape?

Music is a form of naturalistic data that, much like popular television and sales of consumer goods,
scientists can sample for insight into our minds and values. Researchers E. Glenn Schellenberg and
Christian von Scheve set out to examine songs popular in America during the last five decades, hoping to
learn how emotional cues in music, such as tempo (slow to fast) and mode (major or minor key), have
changed since 1960,

The most striking finding is the change in key. Songs composed in a major key tend to sound warm
and high-spirited, whereas songs in a minor key can sound darker and more melancholic. Over the last
few decades, popular songs have switched from major to minor keys. Broadly speaking, the sound has
shifted from bright and happy to something more complicated. It's important to note, though, that al-
though older songs were frequently in a major key, this didn't necessarily mean the lyrics were cheerful.

America’s popular songs have also become slower and longer. Even more interesting, perhaps, is
that our current favorites are more likely to be emotionally ambiguous, such as sad-sounding songs being
fast or happy-sounding songs being slow.

Perhaps, the two researchers suggest, today’s listeners are more musically sophisticated. Other re-
searchers in the past have linked music preferences to personality traits, such as a preference for sadder
music being tied to more empathy, openness to experience, and less human interactions. Schellenberg
and von Scheve also suggest that artists may employ minor keys and compose slower songs to give them
an air of maturity. After all, it's children’s music that is usually happy.

Another possible explanation for the changes in popular music is that the more contemporary music
reflects the hardships and tragedies that our society has endured. However, Schellenberg and von Scheve
believe that the steady increase in duration and decrease in tempo that doesn't support the idea of growing
difficulties fully because it would mean our problems have increased steadily over the last fifty years. Per-
haps popular songs have become more complex over time because Americans are becoming more diverse
and individualized in their musical tastes.

Though we can only speculate on the specific causes of this evolution in music, we can still view
society’s preferences as a metric of the public consciousness, Maybe the reason South Korean rapper

o1 o



PSY'’s infectious “Gangnam Style” went viral in 2012 is because we needed a little light-heartedness and a
dose of fun in the face of disturbing world events beyond our immediate control. Schellenberg and von
Scheve's initial observations have only opened the door to inquiries on the link between emotion and music

consumption. Perhaps someday we'll learn more of the secrets behind the music we love and the times we

live in. [499 words ]

1. By examining popular songs of last five decades. the two researchers aim to see
[A] why people’s music preferences are diversified
[B] how tempo and mode of music have changed
[C] what kinds of music are most appealing now

[ D] how changes in music mirror our moods and views

2. Generally speaking. melancholy songs are composed in
[A] a minor key and slow tempo [B] a major key and slow tempo
[C] a minor key and fast tempo [D] a major key and fast tempo
3, Paragraphs 3 and 4 show that today’s popular songs tend to feature
[A] brightness and simplicity [B] darkness and pessimism
[C] indifference and casualness [D] intricacy and irregularity

4. Schellenberg and Scheve seem to believe that
[A] our problems have experienced a steady increase over five decades
[B] the slowdown of popular songs indicates people’s gloomy sentiment
[C] today’s society is actually enduring less hardships and tragedies
[ D] popular songs varies in accordance with individual's interests
5. The author mentions Gangnam Style to express his idea that
[A] the evolution in music is supposed to have specific causes
[B] the popularity of funny music usually reflects the light-heartedness of the public
[C] there may be some connection between public consciousness and music consumption

[D] music can sometimes be used to exert control over the world around us
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There is much hype about social networks and their potential impact on marketing; so many compa-
nies are diligently establishing presences on Facebook. Yet the true value of social networks remains un-
clear, and while common wisdom suggests that they should be tremendous enablers and amplifiers of
word of mouth, few consumer companies have unlocked this potential.

More recently. we have adopted a new mind-set: we think of word of mouth generated on social net-
works as a distinct form of media. This idea is more than a semantic detail. When you think of word of
mouth as media. it becomes a form of content. and businesses can apply tried-and-true content-manage-
ment practices and metrics to it, In addition. word of mouth generated by social networks is a form of
marketing that must be earned—unlike traditional advertising, which can be purchased. Therefore, com-
panies could succeed only by being genuinely useful to the individuals who initiate or sustain virtual world-
of-mouth conversations.

An effective way for a brand to be useful in the context of social networks is to make people who o-
riginate a word-of-mouth conversation seem important within their own social environment. Recognition
by peers is a powerful motivator. and brands that allow users to gain it deliver real perceived value,
When users publicize that recognition. it translates into word of mouth.

Never underestimate the value consumers place on opportunities to boast online about their achieve-
ments. For example, when members boast of reaching their target weight with help from Bodybuilding.
com workouts, we receive authentic and credible word-of-mouth approval at almost no cost. In fact, if
recent behavioral research is accurate, these experiences can create “contagions” in which the behavior of
users is mirrored by their networks of friends. amplifying the word-of-mouth effect and reflecting well on
the underlying brands.

It's our strong intuition that virtual items play an important role in facilitating virtual word of
mouth. People’s obsessive acquirement for virtual items reinforces our notion that users seek online im-
portance: they purchase virtual goods primarily for self-expression and for recognition. Virtual gifting is
becoming an important consumer activity among Facebook members. Today, much of this activity is
free, but Facebook is introducing a virtual-currency “credit” system that will allow sellers to get real
dollars for their gifts. In the context of a social network. it is not a stretch to conceive of virtual gifts as
important objects, especially as their availability can be strictly limited. Just think about the fervor con-
sumers accord collectibles of all kinds, from baseball cards to coins. If virtual items prove similarly desir-
able, they are likely to be a big deal for consumers and marketers, as well as a great tool to create useful
word-of-mouth media.

Word-of-mouth marketing through social networks could emerge as an important tool in the
marketer’s arsenal. That will depend on whether marketers can tame the fundamentally unpredictable
and accidental nature of word of mouth without losing what makes it so valuable in the first place—its au-

thenticity. [492 words |

6. It is suggested in Paragraph 1 that social networks .

[A7] have proved to be efficient in promoting products



[ B] have made great impact on people’s intelligence

[C] are stimulating collective wisdom effectively

[D] are getting great attention from consumer companies

7. To use social networks as enablers and amplifiers of word of mouth. companies should first

[ A] apply effective content-management practices

[ C] use purchased media successfully

8. Bodybuilding. com is cited to illustrate

[B] make products useful to network users

[D] abandon traditional marketing media

[ A] the products suitable for world-of-mouth marketing

[B] the features of word of mouth

[C] the worth of users’ online boasts

[ D] the contagiousness of online behaviors

9. Virtual items may produce powerful word of mouth when

[ A] they can be traded for real dollars

[C] they can confer social importance on its users

10. The text intends to tell us

[A] how to unlock the potential of social networks

[B] how to read people’s online activities

[C] how to create authentic marketing

[B] they are not viewed as important objects

[D] they are readily available

[D] how to explore the attractiveness of virtual items
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Generation Y gets called a lot of names, Personal finance advisers call gen Y-ers spendthrifts. Mar-
keters consider them brand-lovers. Pop psychologists describe them as coddled products of helicopter par-

ents; a generation that can barely survive in the real world on its own. But one of their defining charac-

teristics—their talent as consumers, derived from growing up in the Internet age as well as experiencing

the most recent recession—has been largely ignored. As a result, many of the companies trying to win
them over are doing it all wrong.

Gen Y likes to feel influence and power. They like to feel that companies are serving them and are
really disgusted at the idea of being taken advantage of. These relatively new consumers are also on the
lookout for potential frauds and bad deals. and are alert to the first sign that they are being manipulated.

For the most part, banks, retailers, and other companies have failed to embrace this generation’s
new mind-set. Banks further corrode the trust of many young customers, who already regard financial in-
stitutions with suspicion, every time they blast off a good deal of product offers. “People feel like they're

i)

getting bombarded with irrelevant offers.” says Ron Shevlin. senior analyst at Aite Group, a research
and advisory firm.

In the retail sector, traditional lifestyle advertising has become as outdated as low-rise jeans. Aber-
crombie & Fitch's reliance on its “cool and sexy” collegiate image no longer resonates with 20-somethings
who now set a priority on saving money over following the latest fashion trends. “These consumers are
very adept at Internet searches and feel comfortable price-comparison shopping,” says Stephanie Noble,
associate professor of marketing at the University of Mississippi. Instead of feeling embarrassed about
being “cheap,” they have a sense of accomplishment at finding the lowest price, Noble adds. That’s not
to say gen Y doesn’t also love brands. The brands that resonate are the brands that provide value.

That focus on value can work in retailers” favor, if they know how to exploit it. Nita Rollins, a
trends expert at Resource Interactive, a digital marketing agency, urges companies to embrace the kind of
secondhand things transaction popular on sites such as Craigslist and eBay. A snowboarding company,
for example, could allow customers to trade in their used snowboards for a discount on their next pur-
chase. Such a program would show that the company “is cool enough to know customers want to recircu-
late their possessions.” says Rollins. If the company refinished the secondhand snowboards it collected
and resold them, it would show that it was in tune with gen Y's interest in sustainability, too. she adds.
“This trend of ‘unconsumption,’ where people don't just spend less but also try to repurpose what
they’ve already got, is here to stay. ”

That other defining characteristic of the demographic—love of and access to technology—has led
some companies astray in their marketing efforts. especially on social networking sites such as Facebook.
If you're a company, don't tell gen Y-ers about yourself. Instead, just let them know what you can do for
them, and if you're lucky, they’ll tell their friends. And that brings up one more name you can call gen
Y: influential. [499 words]

11. The first paragraph intends to tell us that Gen Y-ers are .
[A] spendthrifts [ B] brand-lovers



[C] well-protected children

[D] informed consumers

12. The main reason why companies fail to win over Gen Y-ers is that

[ A] they neglect the establishment of brand effect

[B] they often set consumption traps and bad deals

[C] they can’t offer customers the feeling of being served

[D] their product ranges are 100 narrow

13. Among various brands. Gen Y-ers tend to choose the one that

[A] provides value

[C] is most famous

14. According to Rollins. the trend of “unconsumption”

[A] brings companies new opportunities

[C] derives from Gen Y's interest in sustainability

[B] is the cheapest
[D] makes them look cool

[B] poses a serious threat to companies

[D] is likely to be a transient phenomenon

15. The author calls Gen Y-ers “influential” mostly because

[A] they are sensitive to trends and styles

[C] they have great purchasing power

[ B] they can spread information efficiently

[D] they advocate green consumption
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Society has a curious attitude towards inventors. Their brilliance over the centuries touches all of our

lives in countless ways, yet we mostly take their efforts for granted. Indeed. more often than not in Brit-
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ain we describe them as weird scientists like Caractacus Potts in Chitty Chitty Bang Bang. This ambiva-
lence is a mistake; to me, they are perhaps the greatest heroes of all.

It is a great shame that so much innovation now seems to stem {rom nameless teams inside large cor-
porations. The whole idea of technological progress had so much more personality in the era of giants like
Nikola Tesla and Thomas Edison. There are too few such inspirational figures around today to dazzle and
excite. Perhaps the solitary ideas of one man are not enough to produce real technological progress in the
21st century.

Flash of Genius, a movie based on an article by John Seabrook tells the true story of Bob Kearns,
the professor who pioneered the windscreen wiper for cars, He showed it to the Ford Motor Company in
1969, but subsequently entered into endless litigation with it. almost reminding people of Jarndyce and
Jarndyce in Charles Dickens’ Bleak House. More than 20 years later, he settled for $ 10. 2m, but only
after his legal actions had taken over his life.

Yet the spirit of independent innovation springs eternal. Unfortunately, it appears patent infringe-
ment and suchlike is a fact of life for inventors. Knowledge of patent law and persistence bordering on the
obsessive seem useful attributes if you want to be a successful inventor,

Moreover, it is clear that some abuse the patent system to prevent progress. Too many patents are

now issued, many of dubious merit—especially in the field of software patents, Patent trolls are those
who file “paper patents” or “submarine patents” that they never intend to exploit. but merely use as tools
to sue unwitting infringers. Both Research in Motion, maker of the BlackBerry, and more recently Mi-
crosoft have suffered from this type of behaviour. which acts as a harmful toll on endeavour.

Inventors are fundamentally motivated by a desire to see their creations become appreciated and
recognised, rather than an urge to accumulate wealth. Tim Berners-Lee, the man responsible more than
any other for the initiation of the world wide web, is a classic example of this attitude. He is a modest ac-
ademic who has resisted countless proposals to make huge fortunes from the web. in order to carry on his

role as one of its supervisors.

Some inventors are almost dismissive of accountants and bankers—they say the money men do not
understand the way creative minds work. Yet inventors must have a deeply practical quality; they need to
think of ways to fabricate new things. They should be a combination of artist and engineer: with the vi-
sion to imagine a new device, and the ability to make it come to life. [ 506 words ]
16. “This ambivalence” ( Line 3 Paragrahp 1) means “ "

[A] feeling curious about someone but not interested in his work

[B] regarding someone as brilliant while knowing he often makes mistakes

[C] not showing respect for someone while benefiting from his work

[D] not treating someone respectfully while considering him as a hero
17. 21st century is an era lack of giants of invention partly because

[A] large corporations rely on team work to make innovation

[B] ideas of one man are no longer enough to make innovation

[C] patent infringement has killed the spirit of independent innovation

[D] many legal matters are distracting innovators {rom their work
18. The author’s attitude towards unwitting infringers is one of

[ A] criticism [B] sympathy [C] contempt [D] encouragement
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19. Berners-Lee is cited as an example of inventors

[ A] who are modest academics [B] who make efforts in protecting their creations
[C] who see innovation itself as reward [ D] who lack a practical character
20. The author is most likely to suggest that those who want to be successful inventors should
[ A] enhance their ability to realize ideas [B] adopt the thinking mode of artists
[ C] understand the way creative mind works [ D] care less about wealth and fame
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