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( conclusion)
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The appeal of advertising to buying motives can have both negative and positive ef-

example(s)—>conclusion (examples or topic sentence )

fects . Consumers may be convinced to buy a product of poor quality or high price because of
an advertisement. For example, some advertisers have appealed to people’s desire for better
fuel economy for their cars by advertising automotive products that improve gasoline mileage .
Some of the products work. Others are worthless and a waste of consumer’s money.

Sometimes advertising is intentionally misleading . A few years ago a brand of bread
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was offered to dieters (7 # ) with the message that there were fewer calories (&g
£L,+% ) in every slice. It tuned out that the bread was not dietetic (GETI /), but
just regular bread. There were fewer calories because it was sliced very thin, but there were
the same number of calories in every loaf .

On the positive side, emotional appeals may respond to a consumer’ s real con-
cerns . Consider fire insurance, fire insurance may be sold by appealing to fear of loss. But
fear of loss is the real reason for fire insurance. The security of knowing that property is pro-
tected by insurance makes the purchase of fire insurance a worthwhile investment for most
people. If consumers consider the quality of the insurance of the insurance plans as well as
the message in the ads, they will benefit from the advertising.

Each consumer must evaluate her or his own situation . Are the benefits of the prod-
uct important enough to justify buying it? Advertising is intended to appeal to consumers, but
it does not force them to buy the product. Consumers still control the final buying decision .

WRERB NN IS, AR FECEFS BTN EET(E 1 BBk
B Sy )P B L5 2.3 Br LUK IE W 07 T A SR 3 ) AT 0 , B B M 45 38 (For ex-
ample, some advertisers have appealed to people’s desire for better fuel economy for their
cars by advertising automotive products that improve gasoline mileage), ¥ 8 X & R B “ &
— 0 — B HER , S HE T, B R R

Topic:the appeal of advertising to buying motives can have both effects

positive negative

conclusion : Each consumer must evaluate her or his own situation

EHAERLES, 2R F MBI 80— M T 5 2 5 B v 50 FF 3k 364>
TP U0 A8, AR5 R IFITIE . G SR S DU B A B ) (SRR RE 4 ) A 4R s
)44 1% A 3 52 B H1E

* The appeal of advertising to buying motives can have both negative and positive ef-
fects.

» Sometimes advertising is intentionally misleading.

*Qn the positive side, emotional appeals may respond to a consumer’ s real con-

cems.

» Each consumer must evaluate her or his own situation .

IR L REBITE LU LA, FE S A R 3R 2 00 3 00, L JR) A
2, ARBARLAREIRT,
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35.The passage is mainly about
A) how to make a wise buying decision
B) ways to protect the interests of the consumer
C) the positive and negative aspects of advertising
D) the function of advertisements in promoting sales
BEHR:C)
o RSB 95-1-4

For any given task in Britain there are more men than are needed. Strong unions keep
them there. In Fleet Street, home of some London’s biggest dailies, it is understood that
when two unions quarrel over three jobs, the argument is settled by giving each union two.
That means 33 per cent overmanning, 33 percent less productivity than could be obtained .

A reporter who has visited plants throughout Europe has an impression that the pace of
work 1s much slower here. Nobody tries too hard. Tea breaks do matter and are frequent. It
is hard to measure intensity of work, but Britons give a distinet impression of going at their
tasks in a more leisurely way.

But is all this so terrible? It certainly does not improve the gross national product or
output per worker. Those observant visitors, however, have noticed something else about
Britain. It is a pleasant place.

Street crowds in Stockholm. Pairs and New York move quickly and silently heads
down, all in a hurry. London crowds tend to walk at an easy pace (except in the profitable,
efficient City, the financial district) .

Every stranger is struck by the patient and orderly way in which Britons queue for a
bus; if the saleswoman is slow and out of stock she will likely say, “oh dear, what a pity”;
the rubbish collectors stop to chat and call the house wives “Lav”. Crime rises here as in
every city but there still remains a gentle tone and temper that is unmatched in Berlin, Milan
or Detroit.

In short, what is wrong with Britain may also be what is right . Having reached a
tolerable standard , Britons appear to be choosing leisure over goods .

ZIKXEHJL/I\Z:IEJH@%ﬁJ(ovemanning, pace of work, tea breaks, easy pace . ..)
BEMNAT REAN TIEREEWAE, A1 BB AR & T A K iy e
% (choosing leisure over goods) . 2 %5 (BIA#RAN) R BEE 19 8 & KA FEPR
TEMHSEED KEANEEEEERS AREN, BEAL 1 52 3 2 308 5 44
MBS,
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Overmanning and less productivity
Pace of work is much slower

Walk at an easy pace in short, what is wrong

conclusions X .
Patiently orderly queue for a bus ———  with Britons may also

Saleswoman is slow & rubbish be what is nght.

collectors stop to chat. . .

TERARCES , FENEHAERRKIR R, EEHEEFL5H— B4
e, MEEAFOB T ERREENITFLHRE. XAFEERERHOIE, HBHS
BT, BABE T CEIG, R SO IR B AR AR 40 BN XA MR, B &l T
i

40.By “what is wrong with Britain may also be what is right” (Para. 6, Lines 1 ~2 )

the author means to say that

A) quarrels between unions will help create jobs

B) a leisurely way of life helps Britons increase productivity

C) the gentle tone and temper of the people in Britain makes it a pleasant place
D) Britons will not sacrifice their leisure to further increase productivity

EH:D)

L3 Hr 1995 ~ 2000 4 2 BB B4 P R BLE 0, R IS S HE B 8 XX
& TARK LB, B T 8 HOS E 45 M0 A B T %5 A5 A B4 0 38 5 7 T80 A9 1R %1 4
e B AR R PSR R S E 00 IE BB, M R AL
TE B.CH 3858 008 0 FE FB i
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BHH PRI, A TR
FACEW KX HATHR BEWL LS. ERAEREEE BOEHE
WH Wi g, s~ ANE BN A BE,

J5 % HE ¥ (induction) , T2 (deduction)
& B1:98-1-4

American society is not nap-friendly. In fact, says David Dinges, a sleep specialist at
the University of Pennsylvania School of Medicine. “There’s even a prohibition against ad-
mitting we need sleep” . Nobody wants to be caught napping or found asleep at work. To
quote a proverb: “Some sleep five hours, nature requires seven, laziness nine and wicked-

”
ness eleven.
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Wrong. The way not to fall asleep at work is to take naps when you need them. “We
have to totally change our attitude toward napping”, says Dr. William Dement of Stanford
University, the godfather of sleep research.

Last year a national commission led by Dement identified an “ American sleep debt”
which one member said was as important as the national debt. The commission was con-
cerned about the dangers of sleepiness: people causing industrial accidents or falling asleep
while driving. This may be why we have a new sleep policy in the White House. According
to recent reports, president Clinton is trying to take a half-hour snooze (T & B ) every after-
noon .,

About 60 percent of American adults nap when given the opportunity. We seem to have
“a midafternoon quite phase” also called “a secondary sleep gate.” Sleeping 15 minutes to
two hours in the early afternoon can reduce stress and make us refreshed. Clearly, we were
born to nap.

We Superstars of Snooze don’t nap to replace lost shut-eye or to prepare for a night
shift. Rather, we “snack” on sleep, whenever and at whatever time we fell like it . 1
myself have napped in buses, cars, planes and on boats; on floors and beds; and in librar-
ies, offices and museums .

MR R F 15 B 3C (objective description) , B H M4 HRIZ W, B F i I,
AXRATHR—BR"MHENE SIS EENAKEL AN E—BE L, 2H
AR P (nap) R BHER R I, B F L KY AR E (wickedness) » R T K BB L IF
B - 4 B A (X BE 5 1 BR B 3K (reduce stress) , i 7 4% 5 4§ 77 (make us refreshed), — i
W, RGBSR R E B, BT, A A HEE M.

21. It is commonly accepted in American society that too much sleep is .

A) unreasonable B) criminal C) harmful D) costly

BEE:A)

IR A 405 TR, 48 1 BR 48, “American society is not nap friendly, ” H4b &)
not nap friendly 5& R # “unreasonably” B o

22 .The research done by the Dement commission shows that Americans

A) don’t like to take naps
B) are terribly worried about their national debts
C) sleep less than is good for them
D) have caused many industrial and traffic accidents
ER:C)
HAYHGE. REBIR. ZBRAL2RAEBEALE “sleep debt”, Bl EE A
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25.The second sentence of the last paragraph tells us that it is
A) preferable to have a sound sleep before a night shift
B) good practice to eat something light before we go to bed
C) essential to make up for cost sleep

D) natural to take a nap whenever we feel the need for it

BE:D)
WA EERG WL (BERS), BESBHEE,

N.EBEEGR.BHE

WO ANREEH A RERE R ER BB S PR T WA TR
SEWRER,

EMXER - MEEEEERKBEHEL BHHTRBHNAOES.,

BEUXER MEHEE AL XERT FLHBRRES.

WAL LR, SR B SR AR R AR T LA S R S A R
B GRS, AYENREEESESR S TRALG, M 8 EAE LE L8
BB (BUEERSY IERRE ¥4 RS E S . R 5% 4 0 S0 (0 B AR
BRI A LA B

LER ETEXERE

B RUER B TE T 5 505 A X0 SCREHY 48 bR A o0 S5 A ) B A R S A
XAERGERESREFRWOESN ., RMXMRRONEEELRYELEG TS
B ERMBENEES . ¥4 BRI LR S B R
ARKE, HEEHBHFAMT .

+ What is main idea/point/subject of the passage ?

* What is the author’s purpose in writing the passage?

+ What is the passage mainly about?

* Which of the following statements best expresses the main idea of the passage?
* Which of the following can be the best title of the passage?

* The best title for the passage is. . .

» The best summary of this passage is. . .

* The passage mainly discussed. . .
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+ In the passage the author primarily concemned with . ..

2 B EEER? HEME P EESH MO EEITL : main, key, pri-
mary, central, principal, idea, point, title, topic %, FHZ B XEHXBEIRIIX
B EEA], FEMAE-RXER--MRENEL, EEEERAER, KRERE
AREEMEIET XKW AR A FXERBREOMNEBARR, £ ELXFAUE
Bl BERNXESD, TEA— B TRERBEEMNFLRG, FLRVHEE, R
JERSXAFOHETIEAER, EHALIEP FE-BRASIE-ER- &
BUHEETE IENETHAEXERBRENKR v REFELI B —

AL
(1)REFRXF P 6HE FDIRFY

T $:90-1-4

* We find that bright children are rarely held back by mixed - ability teaching .
On the contrary , both their knowledge and experience are enriched. We feel that there
are many disadvantages in streaming pupils. It does not take into account the fact that chil-
dren develop at different rates, It can have a bad effect on both the bright and the not - so -
bright child. After all , it can be quite discouraging to be at the bottom of the top grade.

Besides, it is rather unreal to grade people just according to their intellectual ability .
This is only one aspect of their total personality. We are concerned to develop the abilities of
all our pupils to the full, not just their academic ability. We also value personal qualities
and social skills, and find that mixed — ability teaching contributes to all these aspects of le-
aming,

In our classrooms, we work in various ways. The pupils often work in groups. This
gives them the opportunity to learn to cooperate, to share, and to develop leadership skills.
They also learn how to cope with personal problems as well as learning how to think, to make
decisions, to analyze and evaluate, and to communicate effectively. The pupils learn from
each other as well as from the teacher.

Sometimes the pupils work in pairs, sometimes they work on individual tasks and as-
signments, and they can do this at their own speed. They also have some formal class teach-
ing when this is appropriate. We encourage our pupils to use the library, and we teach them
the skills they need in order to do this efficiently. An advanced pupil can do advanced work ;
it does not matter what age the child is. We expect our pupils to do their best, not their

least, and give them every encouragement to attain this goal .

AXRRAE I FAL N EMBERBY, 2308 1 BIF L (RIERMBRA
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AW ERE, NELRHNEFSAEANEFERENHBEZHE, XER
RHE T AMERO S  HRANENRMER T BAAK#H. &3XHE 40
B RE—ERENEEE, EREABKILELOREFEENER, miktE
MR B A REBEAEL B) BUENIEMR WE T E8. BAYBREXENRE
—BIRH  EWE X HAAREEERBHAR,
40 . The author’s purpose of writing this passage is to .

A) argue for teaching bright and not-so bright pupils in the same class

B) recommend pair work and group work for classroom activities

C) offer advice on the proper use of the library

D) emphasize the importance of appropriate formal classroom teaching
ER:A)

(2)V32A R X F F 6b £ 2 BI85

& H:95-1-4

Most people would agree that, although our age exceeds all previous ages in knowledge ,
there has been no corresponding increase in wisdom. But agreement ceases as soon as we at-
tempt to define “wisdom” and consider means of promoting it.

There are several factors that contribute to wisdom. Of these I should put first a sense
of promotion: the capacity to take account of all the important factors in a problem and to at-
tach each its due weight. This has become more difficult than it used to be owing to the ex-
tent and complexity of the special knowledge required of various kinds of technicians. Sup-
pose, for example, that you are engaged in research in scientific medicine. The work is dif-
ficult and is likely to absorb the whole of your mind. You have no time to consider the effect
that your discoveries or inventions may have outside the field of medicine. You succeed (let
us say) as modemn medicine has succeeded, in enormously lowering the infant death rate,
not only in Europe and America, but also in Asia and Africa. This has the entirely unin-
tended result of making the food supply inadequate and lowering the standard of life in the
parts of the world that have greatest population. To take an even more dramatic example,
which is in everybody’s mind at the present time: you study the make — up of the atom from
a disinterested (L) FE X R M) desire for knowledge, and by chance place in hands of a
powerful mad man the means of destroying the human race.

Therefore , with every increase of knowledge and skill, wisdom becomes more nec-
essary, for every increase augments (¥43%) our capacity for realizing our purposes ,

and therefore augments our capacity of evil , if our purposes are unwise .



