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BEM: LFEBERFEES LIKK, LRMREMREKFIE
FREZFEEAZBTFHAL, XEARMRERF—LBBRSRIZFF
X, A AFEL XA S EE (BEC) (., P, 548), BA%E
CAE, ks 3%4& (ILEC), M£3%i& (ICFE) ¥ oiE£E,

B (hEwHFE), (PRZEHKFT). (SPEFA). (ShEK
FIAKRFIBHERR) FERFIBLRR SRR FH (H%
SIS REBEREREMEY) (1, PEASM, THEEE). (H
mAIM B FEEER L XERE ) (B LSH, #£%). (MBA &%
EEBNINGE BXIEF—RBFR - BH), ALEHBT (EHA
FERBELTH). (BRXFRBEFAEFIRER) (FE5.64) %
i,



P

Hij =

(BEC #RXLKIEH) ZEAHES MM EFHEFEFE KX (U TH 4K BEC
#£R) WEATHEW, TREASELEL, A, EHR%, ¥ LERE, #YF
AT R A E S

WP B s, BECEREEWEA — R IFEXRETRBELFES FEHEIEWRE
Ho EMEHA IR K, BEC KA HRANERATHESEEIES, B
(EBH) BRANE, SYKkPH “FATE"; B ERFALEAHR, 5%k BEC
ERZEBAMS ANERE,

FERBERFORAK, ERX 2 HAE. BEMTH=AFL. FRES
= /%4 . BEC %)% ( BEC Preliminary Level) . BEC # % (BEC Vantage Level) .
BEC % % (BEC Higher Level), Az A 4 3% 2 X R 5]t o A 8 Bz oy = Ht o

EELABFRETUT =R

—. LAHR

KRB A EENBREET VRN L EFLT, AKSF, EAVTERRY
BEC ZRIFI IR DELE, BB BEC HRK, fh#UFHZ AL EELHMKT k.
AMEEXENARI N ERER, dFELANE R, Z60FFREHTH
AMFOREFRELE R, REHEF RPN B M/ BRESRIL, BEE R, 5HF
EEZE TARAUREMAE LD REGEIWEE, EEABLZLEEREE A F
B, MR PR E BN RS

Z. HEAH

FABBFPRE R AT ELLEO TN A0 BB BT A i A
BATTHAERRTE; BNAGHEHAAARERTEX, EATRNEFER.
me sty FiA, AR SEETURE, ETH 48 F90E.

= AE&%S

BABEHERE, ANEHE4H, RULKRANIHIT, AEEHEITE
Wk 55T, WERREERERBENEINE 6,

EMEHERMFREY “AEE. EEE. TAE. 0ER” OMARE,
BABEERHEANBLAR: “EMHL7, “BaF’, “ALEHE (TARMOE
Bl A “BH/ALEE"). “BOEER K “EREE.
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CEERT mOk (AFAEERFEEHT) HE; KL HEHR (L4
EERAFIERIN) HE; “DERE WHLE (TN EEALHERF) &
5, ¥4 #F Piers Cameron XE O FE XX FHATT FA, BEMINAELBWHE
X, PR ARERTH, CHEBRNTR, BT, BARGLHENI L,

EREHGITRBNLRY, RNSET —REEYMFA L XE, A, #H
X H A CE AR R % TR0 oy R,

ETHEKTHR, FFRBERRRZAET S, HEER, HFFRTHS
KEAMMPIFHE,

mE
2012 %9 A F=
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FIBFRI 5 SGEIE %X (BEC) PR BIEBIM A, 3L 45 H/ME,
BN —4r, HEEBELE 60 pepEEI M. F—. = =W EZNAEE
BB TEERAEEE ST, S0 TLARO N E A S A XA AR, AT A LR BOE
Fe TR

BEC Hr RIEHAAEAT 5. BR T Part Three, HAWE N2 #A 26 (exam-
ple) , AEHEFREAEMMED ., FHitt, AN HXEHT, MR, 0
&I

VAR #5845 MU FF 70 50 28 45340 0 B R B

] i % A ]
B4 | EuE 7 B&LAE 1) 12 ~ 15 44
EoWA | R 5 R ER G 19 RE S 15 ~ 18 434
B=%5 PR 6 PR FARE B RYRE S 8 ~10 434h
BOES | EEEE 15 4 A 8 ~ 10 434
BRBS | BAE 12 A 8 ~ 10 4344

B NECK AL (matching) , 3t 7 B, FEEEBANMIERES, B
PRS2, THESKE. ikl (e MR ZEAH ISR R S0, W]
ERE—R A UABIERICEE, BFEE 250 ~300 1A, B EEA L JE AL 7 A
S, BORFAFINTIX 7 AT SR R B A 7R 0 -5 R R AR B Y
WiR— BIAH G

XA BAR EEEARREERE ), (BUREEF AR BARGFRMAT, £
J S AT RHE i BUR R SO L, i T A B SR AR TR, H AR R HR AL
J7E L PR RS AIHES, TEFEANMUGBEIEZ EEM LA KR, B
BHEBATHES . BEREEEIEET —How “Ea%” PEEHEHTHE
i

BRI ABC R, 5 AR, FEE AR RAMEREES . Bk



" --------------------------- > BEC & &8 #d (T4)

MEHMEE R —F 450 ~ 550 iRy Rkl &, Ho 6 M)k, JFEFEENT A
BHUR AN E S & DB, REERMSHUHAS 3 B
MBERCEIRIEIRESZ A, FIEERTFEMNR TN 6 NI A2k
PR M A) T, HERITR I — TR, XA EARIMERE LhACR, (BER T2 8RB
S EERRIEREAN B FL. MENBANEN “EA%” Wi,

S =R R DO — MR R, 3L 6 T, BBEAR N —& 450 ~ 550 iR 3CEE,
FAEEERE B REMEAGENERS . PRI T KA R — LA
a4, JULFRTR GRS K FINSER A X 2R, AR BT R AR A

ERAFT—ME S M8 B 52 A e, BEC i A ) (325 55 2 1% F i 5 1)
M B4RSCEK, AWM Z RIS IR R, A E T A B TR ALE (staff
incentive scheme) . TAEFAIGIHT (creativity in the workplace) . PEARAIHTS (the art
of persuasion) , 5 TAJHRML & (professional development) . TAEZHEFNZEE (guide-
line for doing presentations/leading meetings, communicating with your colleague/boss) ,
BRI e A EIREE (sales strategy) . 1245 FBt (product promotion) , LA K4k
I (acquisition) 55, FHI, FEZEE—FHRHEA TELRAEE—F0
TR, FIELX MR, DU AERE AR “HI

U R MY — R R, 2t 15 GERE, YA — 200 ~ 300 iR A4
X, FEFHEEA R EAERDR,

XA | RE AR WA A, RN F KB EHE S (cloze) , M
Ji4E BEC iXBE, &M% QAR shial, JEawEMElER £, fBRTR
SRR B, TR SCiRl/ G SR BT R R AE 5 /D, SR LT e E B B K
F X ) Vocabulary and Structure #53HBE R L6, ZHIGH T, 4 HEZHAM#
T BT, AR B R I A ) SR TR A R .

A3t 338 KB I HE AT

L BHER/AN, JLPEY 14 DREFR—NE6, —3E DRSS E L
RE W, XERE A B WA )1 AR 8 S Uk M3 A B RE ST .

2. WCRESRE, PR TR EMRE K LT 30 BB R v Rk A B AR
REST o XBRESRE AT RHOAZ BRI A Hidin) ), MRERER . £/
B ERICtZ, R HEE R R . IR

B IR RO/ BRAR (proof-reading) , if i % £ % A= X A F B B HE 1)
AR AR M B SR A R R, 3R 12 BB, —RK BN 150 ~ 200 18] 1)
XEUZED R2THEREN, TRFBARGHBETHAFREAITRNIE, 1
B L ZAUREWEXGEMMEH T, RETNRIEHFTESTNES
“CORRECT” ,




=i Z E

M E—iBor “HHLA" h, BICLTHTHESRNENEREENNE.
T TR B 0T e — R U LA PR A R B 5 7 ko D

F—E> (PART ONE)

XA ZRFE AR 53515 T SRR B TR A A AT Bk . BT
X B BRIGELE YT AT AR X 0 B AL B A X SCRE A I ER A, T ST
)RR B P T R g il R B — B R — ) 35 B R LA A 0 BE ( para-
phrase) o 31X — /g HY By e A fe L R0, e i A Bz FH 1 9 7 B SR R B E MG AR B
KI5 FREAT I LA E A C BIEH

TR B T AR AR R LR

(—) FHEEH M (instruction) ") St R CEAE

IWEBEEE A AR R EE, ERFNEB R T RELEAEFREER, BTl
FETEFH IR AT AR 12 80% ~90% BN A T %, 7EERXH KX HZ
e, TR B R R RS JLAMARR AT A T, SXRE R LURRAS 38 2 i & BBt R] , (BN
AR AT ARE E AR R H AR 2, 3, 4 8, HNEWT:

¢ Which section of the article (A, B, C or D) does each statement (1-7) refer to?
(1-7TH MRS MR CE A, B, C 3D BEAH57)

® For each statement (1-7), mark one letter (A, B, C or D) on your Answer
Sheet.
(7E Answer Sheet (&) b, EI-THEFRELETFE A, B, CiltD F
T THERR R )

® You will need to use some of these letters more than once.

(PR 2 BIA IE—R.)

O Xh#oEEEA (S5 BEC HEI%E) (h%) $3. 48, REEME T BB%.
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%Az N A2 B R )R AR H R S — i, RO T X SCE A
BEFEMER A, BN

Look at the statements below and the comments on change management on the oppo-
site page. (]38 FRFEIR A 7 —T1 X TRAEEAIFL,)

X

Look at the statements below and the text on mobile advertising on the opposite page.

(B PR — T EXTFHERCEE.)

MU EBBIFTLAE iok, B H SRS — A AN A B EEER . i,
A FEIAEB M HZ& “and” 1 “on the opposite page” Z AR5, M —A
#ilFH & “the comments on change management” 7] D151 L& &% F 2808 HAE H
B —29Ei8; B M FH A “the text on mobile advertising” HIiE CEE A 7T
FHL BT EM, BILER, FERTILD M EE ] X SCEA NS H
T

() didd, BT AM@miysein, BsGEnERAR

TEXSCEAR THIA TR, A BT LTt e i m seiE 7, Bl
A3 ~4 PP aT R E S AR N RN B 8 XEN EENE, EXES
Yaid, X 7 AEEIA] SO TR 0 ) R Xif SCEE R AR R ke B L) i 9 2 A HE
i, WA, B, C, DBEXEARL4~5MaF, B, BEmasEEnEERE
T 1 o RN S v B SRR AR R PR N A T, R RIUR) SRR BT R A BT 5
HAEXEH R AR, mEH T EaA iR (BA LR AZREN, B
REEATRERAT) , EIFARE LA T HCEN EENE, B2, FRRMER
B A) T —E RO e, B AR AR AR 4 X S T T R SRS Y A R —
SeSCRRIMARIC LUINBREN R, X A B T e B SCEE R 4T He XY

FEMCEATUAT X E A B3, I .

1 Managers need to take action to convince high-flyers of their value to the firm.

2 Organizations need to look beyond the high-flyers they are currently developing.

3 There is a concern that firms investing in training for high-flyers may not gain the
benefits themselves.

4 Managers need expert assistance from within their own firms in developing high-
flyers.

5 Firms currently identify high-flyers without the support of a guidance strategy.

6 Managers are frequently too busy to deal with the development of high-flyers.

7 Firms who work hard on their reputation as an employer will interest high-flyers.

R HERPHSE— 52 Look at the statements below and the development of



future business leaders on the opposite page.

RS — Bt o, EAALL HEXILA A “the development of future
business leaders”, T RBHRAMEBEEEZFIHE—RE TV EKREHNOTFE R ER X
B, TEVRIEIA] (IR 2 A B0 L ) — S R AR L& high-flyers” , 3X/NE]Xf— L&
AT RE R A AR, (HARSERE B ZOREE — SR B A RBOT LAERT © high-fly-
ers” FLRTE X LEHH) “future business leaders” , $:35 i n] L2525 501 0) 3 T i
NEAEH—ANET

1 BT RBEEMELL high-flyers A{E M T3 7R 5 21RA M8 ;

2 pEIAEMUER T IETE SR H3X 2L high-flyers;

3 AHEHOTEXT high-flyers MIFIFITRERAG, BCOHWRBABILFAL;

4 EEENTEMMLIIE C AR M NERIRE ST high-flyers K% L H B ;

5 BAEA A TEE high-flyers 77 MR Z 15 5 M B9 RBE SCHF 5

6 BHENZLHE T KRB IR 5557 high-flyers BIH1F ;

7 ARELSES1E ST B CAE AR ER BRI/ F BB 5 high-flyers,

BRI — AR T L BCR A1)/ IR (CGRURTEAR) fERCERE, filin
FRET/] A “convince ... of ...value”, “look beyond”, “concern”, “may not
gain the benefits themselves” , “expert assistance” , “currently identify”, “without the
support of a guidance strategy” , “too busy to deal with” , “interest” , 4 0] DAfEiX 4
1A)/ 45 EAg—LEhRil .

(=) Waist + 40k, Bhiekm

£ B HES TAESE UG AT IR B BRSO T o B BCRBUIEE + 4R a4 77 =itk
7. WERA 1 BRREEBIFTA A X AT KA Ayt s {H 24330 543 77/t S5 R A
ICHRA KRR/ R O AR, W RLA M B, 4l 52 A 7 A AR 5K e 2 ) A ST
BN A B AT O A E R, |EERMR, SIS ER LN
BRI NA—EREEEEHIEBINE, M EXERRRSBIESEA SR
KF, HEMKE R B E T .

WIRIBR RN “HRR", RHEXET R/ EE -5 E TR B AR/ 8 8k
Rl XBATEE U SGA” BT CH), BEASEF R R S B SR, B A
[, A SO/ MR A, AR iRt [ A SR 3A], A R R SUHR I
i)/ dE v T AR SCE PR N A RIARE (paraphrase) , FrA—BHELL F
BT AN R A SR B e SCE R B — BNR), TR X SCEE W B A T R
P EIE PR AR, MBS A FTRESE A —FE . BARA R ARE B, (HiL A
HERNBEH B,

T ERA T AT R RS B ) SORAE R R M AT AR
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f]: The research group recognizes just how significant line managers are in the
process of leadership development. Unfortunately, with today’s flat organizations, where
managers have functional as well as managerial responsibilities, people development all
too often falls victim to heavy workloads. One manager in the research group was uncon-
vinced by the logic of sending his best people away on development courses, “only to see
them poached by another department or, worse still, another firm”. This fear of losing
high-flyers runs deep in the organizations that make up the research group.

AF fear XA, FATSHEN A EFEANEDTE P F |3 concem, HH fear
Y5 concern NiT XiF], FTLAFAIN D EEHBNIA BT A) 3 FHiL —#: There is a
concern that firms investing in training for high-flyers may not gain the benefits them-
selves. (/A RH.LAEXT high-flyers B JII#HIT ABHBAR, BC AR EEAELF
fb.) CEEH Z i “ This fear of losing high-flyers runs deep in the organizations ...”
(XA%t high-flyers ik BH.OAEX S HEA) . XHFFLEX, IMHER—E
R, HAREEMN . X AERF, W iZFIL This fear of losing high-flyers runs
deep in the organizations that make up the research group iX/AJiE#H) I LHiE—K, X
A]TE R BT — 4] /& One manager in the research group was unconvinced by the logic of
sending his best people away on development courses, “only to see them poached by an-
other department or, worse still, another firm” (X} FH#HCF T &G T ANEX £
R ERBENME, IR/ NP NESE, “ Raf st
WIEE, SEEEMKRE, BHMARZEE.) EEXAE A UE &N A 15
A BB/ Xof 7 64 3R K AR A o

Ao, KEEHEHR T EXRB MR SBERR KR, BT FE “investing
in training” BEK, EATLIEERSWHBA . BEEHEA . EHXA BT TIE
FERMIBRA, F%5, MXEPEFA “sending his best people away on develop-
ment courses” WIRZFHE, BHRIEE 7 —FMEBA, HREIIRA LA ENENRN
IVA: 8

2. AMARRE. WX HER/ IR

XEPAHXFE—5]: “We must help line managers to realize that if their companies
are known as ones that develop their people, they will have a greater appeal to high-fly-
ers,” said one advisor. (FRATLLZH BYERI 1L BN TINRBIARMATH 2 7 LAFE IR A
ATERR, A1 2XF high-flyers BA RS f1,) FZ| have a greater appeal to X
R, BATSEERIATEREA LA FF 2T interest, R interest FIiX B ) ap-
peal to JilPEA[E), HEFEEME, #XRA W57, FrLAIRAIN D | XH B2 5

%] 32— . Firms who work hard on their reputation as an employer will interest



high-flyers (JIB2E%3 7 idt7 [ AR MR 2 0 BRI A R BEWL 5| high-flyers). “ 45 A @
TR ORELAE XA R 51 AT B R 0F 0 HOR I & R i S [ 5 rT RE, A DL
R 5 1] T R T A o

IXTE R AR T AT R B A 2R SR O R . EIA] P reputation as an
employer J&— /M HZBUMES, 11 3CE F1 ) develop their people J& 2k T @7/ M JE +
IR ITR A BT 8 2 — FEXFOCRTS, 5] 5 308 ] B A Xof o

3. ERMRE/HXME/ EIE

XEAAEFXHE—4]: TLRG has concluded that a company’s HR specialists need to
take action and engage with line managers individually about their role in the development
of high-flyers. (TLRG A2y B A B IRFE I & BRI T 3 5 R T2 B4 13RS,
HUFAIZERE IR high-flyers B 2 b ITAY EZ ) Specialist (H%) kit 15
HA LRSS AR YA, X 1ERATARBIAE LT 88 Wt expert (&l AY)
XA, TR IR B 1R BT 7 W) £ T A] . Managers need expert assistance from within
their own firms in developing high-flyers. (B ENIFEEM B 2 5 N SB3E 15 1% 3%
high-flyers H)& LB, ) kA HR (ATIHIEES) MERA TR ISR EkKA
o m) TR L B B o B LA IR A) 3 A i R X R )

EIRM A SCR SR B TR T s, (BA R S/IVINBIR S ]AT—TF, A
HE REHEIEFF A SE AT 4 KRBT, tein BB #93X4~4)F: TLRG has conclu-
ded that a company’s HR specialists need to take action and engage with line managers in-
dividually about their role in the development of high-flyers. &%/ need to take action, ¥
NIRRT /A Ui 1% %617, Managers need to take action to convince high-flyers
of their value to the firm. (HJEBEFEEE, X B M FIELE managers, ffij LEF K E
W72 HR specialists, SWREGEW, #E— T4, ZREMBZRE LR, Hit,
A SCiA) R R A 11, T AN ) DR 5 X6 I B A 4R o

74, EFATREE LM B R LAEF R R T, I AT T A P R
W JE LR A SE R AT T SEBR b,k I BT N A SC TR N ] LAY Sl = b
KA.

1. MEXERENFFH—FBH

4, J54]°4 The organization has concluded that a company’s HR specialists need
to take action and engage with line managers individually about their role in the develop-
ment of high-flyers, 5 22 % Jij i) £ 301 4] /& Managers need expert assistance from within
their own firms in developing high-flyers, J& X} /4] vp )82 1 4] “a company’s HR
specialists need to take action and engage with line managers individually about their role

in the development of high-flyers” FfEH,



