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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
departments 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This top-down conception of the fashion business couldn’t be more out of date or at odds with the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 would described in Overdressed, Eliazabeth 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
Uniglo to react to trends more quickly and anticipate demand more precisely. Quicker turnarounds mean
less wasted inventory, more frequent release, 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 offera $5. 95
knit miniskirt in all its 2\,300-pius 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.

Owverdressed 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
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.

21. Priestly criticizes her assistant for her :
[A] poor bargaining skill [B] insensitivity to fashion
[C] obsession with high fashion [D] lack of imagination
22. According to Cline, mass-maket labels urge consumers to

[A] combat unnecessary waste [B] shut out the feverish fashion world

« 4
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[C] resist the influence of advertisements [D] shop for their garments more frequently

3. The word “indictment” (Line 2, Para. 2) is closest in meaning to
[A] accusation ’ [B] enthusiasm
[C] indifference [D] tolerance

24, Which of the following can be inferred from the lase paragraph?

2

[A] Vanity has more often been found in idealists.
[B] The fast-fashion industry ignores sustainability.
[C] People are more interested in unaffordable garments.

[D] Pricing is vital to environment-friendly purchasing.

5. What is the subject of the text? £, ¢
[A] Satire on an extravagant lifestyle [B] Challenge to a high-fashion myth
[C] Criticism of the fast-fashion industry [D] Exposure of a mass-market secret

o)

garment [ 'ga:mant] n. RIR,RE

feverish [ 'firveri[] a. XA MAESSY
indictment [ in'daitmant] n. ZiFH ;L

turnaround [‘tna,raund] n. J& 38} 16

inventory [ 'inventri] n. A%, 5% %%

wardrobe [ 'wa:draub] n. RAE; R4

overdress ['auva'dres ] vt. SEEM;EFEEISHET

L.

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 departments
stores and to the bargain bin in which the poor girl doubtless found her garment.

[FX]A£ 2006 F LR BCFERANLR L) - P . oBWAR - HHRELHH k2% - ¥
AFHAECHEEBELT TN EAMFR  Bh BT R A E R ESECEL TR, ¥4
FRBBETRXMHES LFIFERANRBEELRDTENEZANRRFYZABENETHEE R
HRANRNDNES , WXL TR L EERZARAWEIHTLN.,

[(BiIF)XBE A KHHA RN E%., FFF H .. Miranda Priestly. .. scolds her unattractive
assistant for imagining that . .. Priestly explains how...” & ¥ % “in” 5| & t 3 & X & A\ & , “Miranda
Priestly” G Bt £ 0 W EE5| S W EEHIE,“scold. . . for. .. " Y EAE R B LV EETHRLEAY,
J& B imagining 5| § 8 & B K& ,“that” 5| & & 4] . “Priestly explains...” 5 “how” 8| B By ¥ &
M AT, A F 45 # % “how the deep blue color. . . descended . .. from. .. to... and to...”,“bargain bin” &
# “in which” 5| % # % & A4 .

. 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.

[(FEX)wRkEHH XL URAERIDERBLYTRAIRATHRG, ENHHE T AN, A
ENFEIRTHREVRUFTEATLFIFAE,



,iﬁ?ﬁﬁ&fﬁ :+ = )23 3 P v B P Bl R

[#47]) £ T4 M 2", .. these brands have hijacked fashion cycles...”, A/ & X by 8| B ¥ KK E N
4, )& B 4 47 shaking 5| & B9 4 R4k E N H ,“accustomed. . . ” h 2075 FHEE EE,
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HEPNFE—HSZF—RIT “REFE" BT ENEH

XEBEXEDT%B 2012 F£ 6 B 21 A 9 Bloomberg Businessweek, BE— BB, NBTHEEZEEEXR
(Cline) B —A#H LT “REFE” BERKMHOB, AN HEM. Zara MIERESEEH B
i RENNRR HEEASGNEXRRENUSBERREN: WA THENAEAY, SR THE™
b, #HRTRS%H. FEEAK, AmH(Jﬁ?ﬁ'DE?ﬁiﬁ’FﬁB‘L BWEBEILABNEREERANS
BRHEB. AXEAHMA, TENZIEANERTEHAYRE.

2L kZ% - FAHBEA A CHBERMFREE N #

[A] & & H [B] xf B} o & 48 % 4
[C] % 2 F % 3 ot ¥ (D] z 8 &%
EHEXLA(EMEFR]IB]

REXFEGEEHE LA ... scolds her unattractive assistant for imagining that high fashion
doesn’t affect her. & B & :“~ - H A EmHM , U W BERHE M5 AT EL T A", Priestly 5 5%
(scold M By By F, B B H-A N B Fxt bt 9 A8 . BT # criticize £ 2t scolds By B X # % ,[ B +
# “insensitivity to fashion” & “imagining that high fashion doesn’t affect her. 7t 5] X & # , F7 bL[B]
MAEHEFE., [AJREXFHFARRE,[CIAA[DIF R XES — 480t #F.

2. EAKBEEFR ART R BREHRH o
[A] Rt A ok B o 45 7K R % [B] #f4E # #y B o 38 38 = &
[Cl#®H S &WE™H [D] ¥ i %3 F K4+ 8 KM
WP ELFE[(ERER]ID]
HELETEEEEEMEE — KB % — 4 .“these labels encourage style-conscious consumers
to see clothes as disposable, . .., and to renew their wardrobe every few weeks. ” H # “encourage” 3t

BT H“uge”, ERRE“XIBE MR A LEZRFINHRTEZHEREAN —AKEHE R

(disposable) ,..., #HW/LARLEKMAH L — K. EREMNFAAKRERLE L) WL 2.”[D]#&

I IE 4 /£ “renew their wardrobe every few weeks” By & X ## , [A].[B].[C]H#HE T L+ & H M.,
23. “indictment” (£ 2 B, 2 i)W E B & B -

[A] # 5%, %4 [B] #
[Cl®EARXR (D] &%
WCAE[ERBERI[A]

FERFMNAX G 2EEAAEE —BHE — 4 .. the feverish world described in Overdressed,
Elizabeth Cline’s three-year indictment of ‘fast fashion’”, B % E T X iE 3% , “indictment” & # W
B AEXBERA BB NAE. ZBRTXFAFRX AT PR AT A ZRAAAEERE, &
W% 2| By fast fashion & f# B 2 “#) #” (hijacked) 7 Bt ¥ ¥ , 47 45 (shaking) 7 A~ = &, & “hijack”
Fn“shaking” ¥ %0, ¥ 3 B 3t “fast fashion” FH E WA T I E, WA % T+ R A “accusation(iE &) H
By AUE A B, B bl B Al%accusation (i %) 7”2 IFE # 2% W,
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XERE-BREAFPEXEREAAHRLE A RIREAENAR  REAREERHX L LA
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friendly purchasing”, [A]JM £ T A KW & #. [B]1M 5 X ¥ “several fast-fashion companies have
made efforts to curb their impact on labor and the environment. . . ”( — % ¥ RG AT CE2HEEH
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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) 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
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, one of the groups in the DAA, says consumers will be worse off if
the industry cannot collect information about their preferences. People willnot get fewer ads, he says.
“They’ll 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

. 8 . g
' i



will comply with DNT requests, though it is still working out how. If it is trying to upset Google, which

relies almost wholly on default will become the norm. DNT does not seem an obviously huge selling point
for windows 8-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?

26. It is suggested in paragraph 1 that “behavioural” ads help advertisers to

[A] ease competition among themselves [B] lower their operational costs

[C] avoid complaints from consumers [D] provide better online services
27. “The industry” (Line 4,Para. 3) refers to .

[A] online advertisers [B] e-commerce conductors

[C] digital information analysis [D] internet browser developers
28. Bob Liodice holds that setting DNT as a default

[A] many cut the number of junk ads [B] fails to affect the ad industry

[C] will not benefit consumers [D] goes against human nature

29. which of the following is ture according to Paragraph. 67
[A] DNT may not serve its intended purpose.
[B] Advertisers are willing to implement DNT.
[C] DNT is losing its popularity among consumers.
[D] Advertisers are obliged to offer behavioural ads.
30. The author’s attitude towards what Brendon Lynch said in his blog is one of

[A] indulgence [B] understanding
[C] appreciaction ~ [D] skepticism )
behavioral [ br'hervjer(a)l] a. ITHH
Safari [so'fa:ri] n. ER (Apple) A8 ¥R | 3 B
Comply [ kem'plai] vi. HF M, EN;E B
oblige [e'blaidz] ve, 4R IRH W, 68 & A
norm [no:m] n. L, KA
selling point (BRI BMEY) FRFE,HERE RFHE
favorably [ 'feiarabli] ad. R #) il% sE D E W

1. By watching what people search for, click on and say online, companies can aim “behavioral” ads at those
most likely to buy.

[(EX]AAERARABAMNEEEH L2 AEH2 . REAH 2 RESHABREATHEELNALR
RAH)
[#47) 4 F £ F % “companies can aim... at those...”, 4 % ¥ “by” 5| B W % R RE N4,
“watching” Jg it “what” 5| 2 th £ & N4 ,“those” G R E & £ & .

2. After all, it has an ad business too, which it says will comply with DNT requests, though it is still working
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out how.
[FEX)EEHUKEAECH) ELF . EXTHECH S A AT DNTHR . RENwMEH YL
REK.
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Text 3

Up until a few decades ago, our visions of the future were largely—though by no means uniformly—
glowingly positive. Science and technology would cure all the ills of humanity, leading to lives of
fulfillment and opportunity for all.

Now utopia has grown unfashionable, as we have gained a deeper appreciation of the range of threats
facing us, from asteroid strike to pandemic flu to climate change. You might even be tempted to assume
that humanity has little future to look forward to.

But such gloominess is misplaced. The fossilrecord shows that many species have endured for
millions of years—so why shouldn”t we? Take a broader look at our species’ place in the universe, and it
becomes clear that we have an excellent chance of surviving for tens, if not hundreds, of thousands of
years (see “100,000 AD: Living in the deep future”). Look up Homo sapiens in the TUCN’s “Red
List” of threatened species, and you will read: “Listed as Least Concern as the species is very widely
distributed, adaptable, currently increasing, and there are no major threats resulting in an overall
population decline, ”

So what does our deep future hold? A growing number of researchers and organisations are now
thinking seriously about that question. For example, the Long Now Foundation has its flagship project a
medical clock that is designed to still be marking time thousands of years hence.

Perhaps willfully, it may be easier to think about such lengthy timescales than about the more
immediate future. The potential evolution of today’ s technology, and its social consequences, is
dazzlingly complicated, and it’s perhaps best left to science-fiction writers and futurologists to explore
the many possibilities we can envisage. That’s one reason why we have launched Arc, a new publication
dedicated to the near future.

But take a longer view and there is a surprising amount that we can say with considerable assurance.
As so often, the past holds the key to the future: we have now identified enough of the long-term
patterns shaping the history of the planet, and our species, to make evidence-based forecasts about the
situations in which our descendants will find themselves. This long perspective makes the pessimistic view
of our prospects seem more likely to be a passing fad. ‘To be sure, the future is not all rosy: while our
species may flourish, a great many individuals may not. But we are now knowledgeable enough to
mitigate many of the risks that threatened the existence of earlier humans, and to improve the lot of those
to come. Thinking about our place in deep time is a good way to focus on the challenges that confront us
today, and to make a future worth living in.

31. Our vision of the future used to be inspired by
[A] our desire for ares of fulfillment [B] our faith in science and teched

[C] our awareness of potential risks [D] ourbdief in equal opportunity
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