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In the world of entertainment, TV talk shows have undoubtedly flooded every inch of space
on daytime television. And anyone who watches them regularly knows that each one varies in

style and format. (DBut no two shows are more profoundly opposite in content, while at the same

time standing out above the rest, than the Jerry Springer and the Oprah Winfrey shows.

Jerry Springer could easily be considered the king of “trash talk (&%) ”. @The topics on

his show are as shocking as shocking can be. For example, the show takes the evercommon talk

show themes of love, sex, cheating, guilt, hate, conflict and morality to a different level. @
Clearly, the Jerry Springer show is a display and exploitation of society’ s moral catastrophes( %

HE) , yet people are willing to eat up the intriguing predicaments (I3 ) of other people’ s
lives.

Like Jerry Springer, Oprah Winfrey takes TV talk show to its extreme, but Oprah goes in
the opposite direction. The show focuses on the improvement of society and an individual* s
quality of life. Topics range from teaching your children responsibility, managing your work
week, to getting to know your neighbors.

Compared to Oprah, the Jerry Springer show looks like poisonous waste being dumped on
society. Jerry ends every show with a “final word. ” He makes a small speech that sums up the
entire moral of the show. Hopefully, this is the part where most people will learn something very
valuable.

Clean as it is, the Oprah show is not for everyone. The show’s main target audience are
middle-class Americans. Most of these people have the time, money, and stability to deal with
life’ s tougher problems. Jerry Springer, on the other hand, has more of an association with the
young adults of society. These are 18-to 21-year-olds whose main troubles in life involve love,
relationship, sex, money and peers. They are the ones who see some value and lessons to be
learned underneath the show’ s exploitation.

While the two shows are as different as night and day, both have ruled the talk show circuit
for many years now. Each one caters to a different audience while both have a strong following
from large groups of fans. Ironically, both could also be considered pioneers in the talk show
world. (J& 2000 4 1 B Passagel )

1. Compared with other TV talk shows, both the Jerry Springer and the oprah Win’l‘;r%
1
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are .
(A) more family-oriented (B) unusually popular

(C) more profound (D) relatively formal
>, Thoueh the social problems Jerrs Springer talks about appuur distasteful | the avdience

(A) remain fascinated by them (B) are ready to face up to them
(C) remain indifferent to them (D) are willing to get involved in them
3. Which of the fellowing is likely to he a topic of the Oprak Winfrey show?
(A) A new type of robot. (B) Racist hatred.
(C) Family budget planning. (D) Street violence.
1. Despite their different approaches, the two talk shows are bath
(A) ironical (B) sensitive (C) instructive (D) cynical
3. We can learn from the passage that the two talk shows
(A) have monopolized the talk show circuit ( B) exploit the weaknesses in human nature

(C) appear at different times of the day (D) are targeted at different audiences
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To understand the marketing concept. it is only necessary to understand the difference be-
tween marketing and selling. Not too many years ago, most industries concentrated primarily on
the efficient production of goods, and then relied on“ persuasive salesmqnship" to move as much
of these goods as possible. Such production and selling focuses on the needs of the seller to pro-
duce goods and then convert them into money.

(DMarketing, on the other hand, focuses on the wants of consumers, it begins with first an-

alyzing the preferences and demands of consumers and then producing goods that will satisfy

them. This eye-on-the-consumer approach is known as the marketing concept, which simply
means that instead of trying 1o sell whatever is easiest to produce or buy for resale, the makers
and dealers first endeavor to find out what the consumer wants to buy and then go about making
it available for purchase.

@This concept does not imply that business is benevolent (%) or that consumer satis-

faction is given priority over profit in a company. There are always two sides to every business

transaction—the firm and the customer — and each must be satisfied before trade occurs. Suc-
cessful merchants and producers, however, recognize that the surest route to profit is through
understanding and catering to customers. A striking example of the importance of catering to the
consumer presented itself in mid-1985, when Coca-Cola changed the flavor of its drink. The
non-acceptance of the new flavor by a significant portion of the public brought about a prompt
restoration of the Classic Coke, which was then marketed alongside the new. King Customer
ruled! (2000 4F 1 B Passage2)
6. The marketing concept discussed in the passage is, in essence, .
(A) the practice of turning goods into money (B) making goods avmlable for purchase
(C) the customer-centred approach (D) a form of persuasive salesmanship
7. What was the main concern of industrialists before the marketing concept was widely

accepted”’
(A) The needs of the market. (B) The efficiency of production.
(C) The satisfaction of the user (D) The preferences of the dealer.

8. According to the passage,“to move as much of these goods as possible” ( Line3, Para.

”

1)means" 7.
(A) to sell the largest possible amount of goods
(B) to transport goods as efficiently as possible
(C) to dispose of these goods in large quantities
(D) to redesign these goods for large-scale production
9. What does the restoration of the Classic Coke best illustrate?

(A) Traditional goods have a stronger appeal to the majority of people.

a
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(B) It takes time for a new product to be accepted by the public.

(C) Consumers with conservative tastes are often difficult to please.
(D) Products must be designed to suit the taste of the consumer.

10. In discussing the marketing concept , the author focuses on

(A) its main characteristic (B) its social impact
(C) its possible consequence (D) its theoretical basis
2
(R wE i

YHialE &

1. concept [ 'konsept | n. W& ME& bR W vy'e

2. priority [ prai'ariti ] n. %G #i 56 fR5E | 3. transaction [ treen'zeek fon I n. 325 ; Bl
B RS 1A give (first) priority to 45 REFE H 5 R R
co (J50) I 4EHL, take priority of F-- )55, | 4. flavor [ 'fleiva]n. 1B | BEER 5 XUBK 5 7t

{m| i

DL b7 ) A SR i R s 7S B A G T M AR T A JEAR , B 4 0 L R
% wants of consumers, i A~ & 55 — Bt o 42 2 19 1% G & H 1 efficient production of
goods Fll persuasive salesmanship,

o[ f b7 B i, AT A A R B e T A FE A, REBUE (R &
B A R EASRERE N 28 ] AR .

pod, B
BEXAR

A B T R R A R AR X B T R A AT R D
FARHX B 75 SCE R —BE % 1985 4 AT 11 a] S s RE T 5 LR I FFAR K
WA, L TR DR RE S AER

ki) S

6. LCHIWIN R N A B AE SO B, i B ) Marketing, on the
other hand, focuses on the wants of consumers. RS E LIS, AR BA TR
44 . This eye-on-the-consumer approach is known as the marketing concept. SEX ¥ /a) 5 AT LA
HIWTE L AT E R S AR T LA A A, x5 (C) HIRUR B o

7. (B4l BRES-BEZAT, 7E T 585 B I R g e B A 2 A, Tk
O E T LA B AR A . IR (B) “ AP ROR

8. A A L B RXTEE XRAE T X A move HYHAF, {EIXH, move A Er—
B FE W S BT T % 38 A P A ROCR , IR e AR B T BUR T Rt
“move” FL= 5, T SCSUKNFEIE L 0 RERR A 7= R B Qo] Q01T , 2770 5 DL, move 34
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Conventional wisdom about conflict seems pretty much cut and dried. Too little conflict
breeds apathy (Y2 ¥) and stagnation (S #f). Too much conflict leads to divisiveness( 4338
and hostility. Moderate levels of conflict, however, can spark creativity and motivate people in
a healthy and competitive way.

Recent research by Professor Charles R. Schwenk, however, suggests that the optimal lev-
el of conflict may be more complex to determine than these simple generalizations. He studied
perceptions of conflict among a sample of executives. Some of the executives worked for profit-
seeking organizations and others for not-for-profit organizations.

Somewhat surprisingly, Schwenk found that opinions about conflict varied systematically as

a function of the type of organization. Specifically, managers in not-for-profit organizations
(6
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strongly believed that conflict was beneficial to their organizations and that it promoted higher
quality decision making than might be achieved in the absence of conflict.

(DManagers of for-profit organizations saw a different picture. They believed that conflict
generally was damaging and usually led to poor-quality decision making in their organizations.
Schwenk interpreted these results in terms of the criteria for effective decision making suggested
by the executives. In the profit-seeking organizations, decision-making effectiveness was most
often assessed in financial terms. The executives believed that consensus rather than conflict en-
hanced financial indicators.

In the not-for-profit organizations, decision-making effectiveness was defined from the per-
spective of satisfying constituents. @Given the complexities and ambiguities associated with sat-
isfying many diverse constituents executives perceived that conflict led to more considered and
acceptable decisions. (J& 2000 4% 1 H Passage3)

1. In the eyes of the author, conventional opinion on conflict is

(A) wrong (B) oversimplified (C) misleading (D) unclear
12. Professor Charles R. Schwenk’s research shows

(A) the advantages and disadvantages of conflict

(B) the real value of conflict

(C) the difficulty in determining the optimal level of conflict

(D) the complexity of defining the roles of conflict
13. We can learn from Schwenk s research that

(A) a person’s view of conflict is influenced by the purpose of his organization

(B) conflict is necessary for managers of for-profit organizations

(C) different people resolve conflicts in different ways

(D) it is impossible for people to avoid conflict
|4. The passage suggests that in for-profit organizations

(A) there is no end of conflict (B) expression of different opinions is encouraged

(C) decisions must be justifiable (D) success lies in general agreement
15. People working in a not-for-profit organization

(A) seem to be difficult to satisfy (B) are free to express diverse opinions

(C) are less effective in making decisions (D) find it easier to reach agreement

(o wE
s

1. breed [ brizd]v. (f#) %5 57 HF 4. optimal [ 'optimal In. HxfEf) HHHARR)
2. moderate [ 'modorit ] a. & A GEFHI; | 5. criteria [ kri'tioria In. #5ifE

Rafhy P v, BRI 6. consensus| kan'sensas |n. — 3 [A] &\ B4
3. motivate [ 'moutiveit] vt. ¥ & R AN B

™
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suggested by the executives {E 18 , 1B criteria, %) : Schwenk ## X} % B, X
FAREME S , 2P XEITEA A B B KR PR AR HEARF

2 147 given“ B )", H§24 T considering, taking into accout;given the complexities and

ambiguities associated with satisfying % &%) B i B HLH & T A [m) BB B4 B % 1 SR A

£ AR TR ;associated with satisfying YE B 1% , #EHii complexities and ambiguities.

po it

EXAE

ASCAT LR R B DR AN —R . XEEEHENRE— 4 EE TR E

IR - e BOREAY , SCEE TR L A BT a0t Foh R AR TR 0L, B B
43T Charles R. Schwenk B R —TBR IR R STER R FIER FIBL
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1.

B AT XEE AR ER EXEE, K pretty much R X3, 1R
B” jcut and dried #5 FIA#, —RAER" . H—BRTHATHRIX—EEH
PEbE, B T EIE SRR FAEE A, B R E RS — A conventional (£
Gif)) , % B Plix— iR B FIRT , BRI B AT R — R BME SR, R A
WIS, 8B K BIME B Schwenk BT EFFHIBIFE R, shRAFAE M B
RUR S HFAE (LS LR R R AR AT LU E  f6 G250 TRk, B (B)o-
versimplified , LA BEIITE SO R T AR BE o
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Imagine eating everything delicious you want — with none of the fat. That would be great,
wouldn "t it?

New “(ake fat "products appeared on store shelves in the United States recently, but not
everyone is happy about it. Makers of the products, which contain a compound called olestra,
say food manufacturers can now eliminate fat from certain foods. Critics, however, say the new
compound can rob the body of essential vitamins and nutrients( EFW) and can also cause un-
free products taste good enough to keep eating.

Chemists discovered olestra in the late 1960s, when they were searching for a fat that could
be digested by infants more easily. Instead of finding the desired fat, the researchers created a
fat that can’t be digested at all.

Normally, special chemicals in the intestines(Jifj) “ grab™ molecules of regular fat and break
them down so they can be used by the body. A molecule of regular fat is made up of three mole-
cules of substances called fatty acids.

The fatty acids are absorbed by the intestines and bring with them the essential vitamins A,
D, E, and K. When fat molecules are present in the intestines with any of those vitamins, the
vitamins attach to the molecules and are carried into the bloodstream.

Olestra, which is made from six to eight molecules of faity acids, is too large for the intes-
lines to absorb. Tt just slides through the intestines without being broken down. @Manufacturers

say it"s that ability to slide unchanged through the intestines that makes olestra so valuable as a



