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Passage 1

Universities Branch Out

As never before in their long history, universities have become instruments of national
competition as well as instruments of peace. They are the place of the scientific discoveries that
move economies forward, and the primary means of educating the talent required to obtain and
maintain competitive advantage. But at the same time, the opening of national borders to the flow
of goods, services, information and especially people has made universities a powerful force for
global integration, mutual understanding and geopolitical stability.

In response to the same forces that have driven the world economy, universities have become
more self-consciously global: seeking students from around the world who represent the entire
range of cultures and values, sending their own students abroad to prepare them for global careers,
offering courses of study that address the challenges of an interconnected world and collaborative
(A 1E ) research programs to advance science for the benefit of all humanity.

Of the forces shaping higher education none is more sweeping than the movement across
borders. Over the past three decades the number of students leaving home each year to study
abroad has grown at an annual rate of 3.9 percent, from 800,000 in 1975 to 2.5 million in 2004.
Most travel from one developed nation to another, but the flow from developing to developed
countries is growing rapidly. The reverse flow, from developed to developing countries, is on the
rise, too. Today foreign students earn 30 percent of the doctoral degrees awarded in the United
States and 38 percent of those in the United Kingdom. And the number crossing borders for
undergraduate study is growing as well, to 8 percent of the undergraduates at America’s best
institutions and 10 percent of all undergraduates in the U.K. In the United States, 20 percent of the
newly hired professors in science and engineering are foreign-born, and in China many newly hired
faculty members at the top research universities received their graduate education abroad.

Universities are also encouraging students to spend some of their undergraduate years in
another country. In Europe, more than 140,000 students participate in the Erasmus program each
year, taking courses for credit in one of 2,200 participating institutions across the continent. And in
the United States, institutions are helping place students in the summer internships (5£>]) abroad
to prepare them for global careers. Yale and Harvard have led the way, offering every
undergraduate at least one international study or internship opportunity — and providing the
financial resources to make it possible.

Globalization is also reshaping the way research is done. One new trend involves sourcing
portions of a research program to another country. Yale professor and Howard Hughes Medical
Institute investigator Tian Xu directs a research center focused on the genetics of human disease at
Shanghai’s Fudan University, in collaboration with faculty colleagues from both schools. The

Shanghai center has 95 employees and graduate students working in a 4,300-square-meter
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laboratory facility. Yale faculty, post-doctors and graduate students visit regularly and attend
videoconference seminars with scientists from both campuses. The arrangement benefits both
countries; Xu’s Yale lab is more productive, thanks to the lower costs of conducting research in
China, and Chinese graduate students, post-doctors and faculty get on-the-job training from a
world-class scientist and his U.S. team.

As a result of its strength in science, the United States has consistently led the world in the
commercialization of major new technologies, from the mainframe computer and the integrated
circuit of the 1960s to the Internet infrastructure (FERE¥ ) and applications software of the
1990s. The link between university-based science and industrial application is often indirect but
sometimes highly visible: Silicon Valley was intentionally created by Stanford University, and
Route 128 outside Boston has long housed companies spun off from MIT and Harvard. Around the
world, governments have encouraged copying of this model, perhaps most successfully in
Cambridge, England, where Microsoft and scores of other leading software and biotechnology
companies have set up shop around the university.

For all its success, the United States remains deeply hesitant about sustaining the research
university model. Most politicians recognize the link between investment in science and national
economic strength, but support for research funding has been unsteady. The budget of the National
Institutes of Health doubled between 1998 and 2003, but has risen more slowly than inflation since
then. Support for the physical sciences and engineering barely kept pace with inflation during that
same period. The attempt to make up lost ground is welcome, but the nation would be better served
by steady, predictable increases in science funding at the rate of long-term GDP growth, which is
on the order of inflation plus 3 percent per year.

American politicians have great difficult recognizing that admitting more foreign students can
greatly promote the national interest by increasing international understanding. Adjusted for
inflation, public funding for international exchanges and foreign-language study is well below the
levels of 40 years ago. In the wake of September 11, changes in the visa process caused a dramatic
decline in the number of foreign students seeking admission to U.S. universities, and a
corresponding surge in enrollments in Australia, Singapore and the U.K. Objections from
American universities and the business leaders led to improvements in the process and reversal of
the decline, but the United States is still seen by many as unwelcoming to international students.

Most Americans recognize that universities contribute to the nation’s well-being through their
scientific research, but many fear that foreign students threaten American competitiveness by
taking their knowledge and skills back home. They fail to grasp that welcoming foreign students to
the United States has two important positive effects: first, the very best of them stay in the States
and — like immigrants throughout history — strengthen the nation; and second, foreign students
who study in the United States become ambassadors for many of its most cherished ((241) values
when they return home. Or at least they understand them better. In America as elsewhere, few
instruments of foreign policy are as effective in promoting peace and stability as welcoming
international university students.



F—% Bk ik M

. From the first paragraph we know that present-day universities have become

A) more and more research-oriented
B) in-service training organizations
C) more popularized than ever before

D) a powerful force for global integration

. Over the past three decades, the enrollment of overseas students has increased
A) by 2.5 million

B) by 800,000

C) at an annual rate of 3.9 percent

D) at an annual rate of 8 percent

. In the United States, how many of the newly hired professors in science and engineering
are foreign-born?
A) 10%
B) 20%
C) 30%
D) 38%
. How do Yale and Harvard prepare their undergraduates for global careers?
A) They organize a series of seminars on world economy.
B) They offer them various courses in international politics.

C) They arrange for them to participate in the Erasmus program.

D) They give them chances for international study or internship.

. An example illustrating the general trend of universities’ globalization is
A) Yale’s collaboration with Fudan University on genetic research
B) Yale’s helping Chinese universities to launch research projects
C) Yale’s student exchange program with European institutions

D) Yale’s establishing branch campuses throughout the world

. What do we learn about Silicon Valley from the passage?

A) It houses many companies spun off from MIT and Harvard.
B) It is known to be the birthplace of Microsoft Company.
C) It was intentionally created by Stanford University.

D) It is where the Internet infrastructure was built up.

. What is said about the U.S. federal funding for research?
A) It has increased by 3 percent.
B) It has been unsteady for years.
C) It has been more than sufficient.
D) It doubled between 1998 and 2003.
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8. The dramatic decline in the enrollment of foreign students in the U.S. after September 11 was

caused by

9. Many Americans fear that American competitiveness may be threatened by foreign students who
will
10. The policy of welcoming foreign students can benefit the U.S. in that the very best of them will
stay and

EES L

1. D) T from the first paragraph B 25 —B . CEH—BRBIRFHOVHEHER
MPE S5 ry T B, [RIAE A A FFL has made universities a powerful force for global
integration, mutual understanding and geopolitical stability, F It D) 5HEC—3

2. C)o MBTH A over the past three decades #4238 & v 2 55 — Bt —4]: Over the past three
decades the number of students leaving home each year to study abroad has grown at an
annual rate of 3.9 percent, from 800,000 in 1975 to 2.5 million in 2004. #4350 =Bk
B ARH, FEE 30 B ESNR E R F A LA 3.9% MK, X 58T
overseas students —F(, AMEKHIA enrollment B “A2f, FM”, @it 5RO
FEAE I T AT AR A

3. B), HET ) the newly hired professors I foreign born ¥ & % e 256 =B 5 — H).
ZBERE—MSETILFREES 8, ABREBETENMER, BEEB).

4. D ),ifi i BT 1Y) Yale and Harvard undergraduates F/l global careers & {3 %) 5 PU B B J5 — )
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151) 156 B 1 ]

6. C)o M 1Y Silicon Valley 2 i 3| L F 2 /N B%E —4]: The link between university-based
science and industrial application is often indirect but sometimes highly visible: Silicon
Valley was intentionally created by Stanford University, and Route 128 outside Boston has
long housed companies spun off from MIT and Harvard. HiE{fIA) Al A, K255 HAE
PRI IR R A RIR B3, (A MRHMEAIEE R, RIS w2 5T HE kA
SLH), HOERER C).

7. B)o HAETH ) US federal funding #2585 155 -L BESE —4)J52¢4]: ...but support for
research funding has been unsteady. HEN A H, KEBKFBHREH ZHHEAKGE, &
EHRHMB),

8. changes in the visa process . I i T 111/ September 11 537 | CEE45 /\ B4 =47 : In the wake
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of September 11, changes in the visa process caused a dramatic decline In the number of
foreign students seeking admission to U. S. universities... TR CE ) seeking
admission Bt enrollment, T o R BENIES, B was caused by, TfiJFE3CHH
R FES, HURSCH caused (91 changes in the visa process B ABUE 5

9. take their knowledge and skills back home, /51 H ) fear, competitiveness, threatened i
F % LB % — 4] J5 3 A) . many fear that foreign students threaten American
competitiveness by taking their knowledge and skills back home. HAbER ik, T
Eahia JEIEIE R, BEIAE SO S 0R1E by taking their knowledge and skills back home
MR Bl R R AT

10. strengthen the nation , 11751 /1 the very best of them stay in the States &\ |55 JLB 5 —
RIS RS AN S stay BRI ShiERE . RIELETEREE, 53hiA stay I3
Bhia A strengthen, A KYahinl, KZ 2N strengthen the nation,
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If you wish to succeed, you should use persistence as your good friend,
experience as your reference, prudence as your brother and hope as your
sentry.

SERFEEN, bABRCH A, ARBDLAR AFALALE,. A FH

Passage 2

Media Selection for Advertisements

After determining the target audience for a product or service, advertising agencies must select
the appropriate media for the advertisement. We discuss here the major types of media used in
advertising. We focus our attention on seven types of advertising: television, newspapers, radio,
magazines, out-of-home, Internet, and direct mail.

Television

Television is an attractive medium for advertising because it delivers mass audiences to
advertisers. When you consider that nearly three out of four Americans have seen the game show
Who Wants to Be a Millionaire? you can understand the power of television to communicate with a
large audience. When advertisers create a brand, for example, they want to impress consumers with
the brand and its image. Television provides an ideal vehicle for this type of communication. But
television is an expensive medium, and not all advertisers can afford to use it.

Television’s influence on advertising is fourfold. First, narrowcasting means that television

7
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channels are seen by an increasingly narrow segment of the audience. The Golf Channel, for
instance, is watched by people who play golf. Home and Garden Television is seen by those
interested in household improvement projects. Thus, audiences are smaller and more homogeneous
(HL7 2 [F]4¥% 5 /) than they have been in the past. Second, there is an increase in the number of
television channels available to viewers, and thus, advertisers. This has also resulted in an increase
in the sheer number of advertisements to which audiences are exposed. Third, digital recording
devices allow audience members more control over which commercials they watch. Fourth, control
over programming is being passed from the networks to local cable operators and satellite

programmers.

Newspapers

After television, the medium attracting the next largest annual ad revenue is newspapers. The
New York Times, which reaches a national audience, accounts for $1 billion in ad revenue annually.
It has increased its national circulation (K17 H) by 40% and is now available for home delivery in
168 cities. Locally, newspapers are the largest advertising medium.

Newspapers are a less expensive advertising medium than television and provide a way for
advertisers to communicate a longer, more detailed message to their audience than they can through
television. Given new production techniques, advertisements can be printed in newspapers in about
48 hours, meaning newspapers are also a quick way of getting the massage out. Newspapers are
often the most important form of news for a local community, and they develop a high degree of
loyalty from local readers.

Radio

Advertising on radio continues to grow. Radio is often used in conjunction with outdoor
bill-boards (] 45 j#) and the Internet to reach even more customers than television. Advertisers are
likely to use radio because it is a less expensive medium than television, which means advertisers
can afford to repeat their ads often. Internet companies are also turning to radio advertising. Radio
provides a way for advertisers to communicate with audience members at all times of the day.
Consumers listen to radio on their way to school or work, at work, on the way home, and in the
evening hours.

Two major changes — satellite and Internet radio — will force radio advertisers to adapt their
methods. Both of these radio forms allow listeners to tune in stations that are more distant than the

local stations they could receive in the past. As a result, radio will increasingly attract target
audiences who live many miles apart.

Magazines

Newsweeklies, women’s titles, and business magazines have all seen increases in advertising
because they attract the high-end market. Magazines are popular with advertisers because of the
narrow market that they deliver. A broadcast medium such as network television attracts all types

8
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of audience members, but magazine audiences are more homogeneous. If you read sports
illustrated, for example, you have much in common with the magazine’s other readers. Advertisers
see magazines as an efficient way of reaching target audience members.

Advertisers using the print media — magazines and newspapers — will need to adapt to two
main changes. First, the Internet will bring larger audiences to local newspapers. These audiences
will be more diverse and geographically dispersed (41#%) than in the past. Second, advertisers will
have to understand how to use an increasing number of magazines for their target audiences.
Although some magazines will maintain national audiences, a large number of magazines will

entertain narrower audiences.

Out-of-Home Advertising

Out-of-home advertising, also called place-based advertising, has become an increasingly
effective way of reaching consumers, who are more active than ever before. Many consumers today
do not sit at home and watch television. Using billboards, newsstands, and bus shelters for
advertising is an effective way of reaching these on-the-go consumers. More consumers travel
longer distances to and from work, which also makes out-of-home advertising effective.
Technology has changed the nature of the billboard business, making it a more effective medium
than in the past. Using digital printing, billboard companies can print a billboard in 2 hours,
compared with 6 days previously. This allows advertisers more variety in the types of messages

they create because they can change their messages more quickly.

Internet

As consumers become more comfortable with online shopping, advertisers will seek to reach
this market. As consumers get more of their news and information from the Internet, the ability of
television and radio to get the word out to consumers will decrease. The challenge to Internet
advertisers is to create ads that audience members remember.

Internet advertising will play a more prominent role in organizations’ advertising in the near
future. Internet audiences tend to be quite homogeneous, but small. Advertisers will have to adjust
their methods to reach these audiences and will have to adapt their persuasive strategies to the

online medium as well.

Direct Mail

A final advertising medium is direct mail, which uses mailings to consumers to communicate
a client’s message. Direct mail includes newsletters, postcards and special promotions. Direct mail
is an effective way to build relationships with consumers. For many businesses, direct mail is the

most effective form of advertising.

1. Television is an attractive advertising medium in that
A) it has large audiences
B) it appeals to housewives
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C) it helps build up a company’s reputation
D) it is affordable to most advertisers

2. With the increase in the number of TV channels
A) the cost of TV advertising has decreased
B) the number of TV viewers has increased
C) advertisers’ interest in other media has decreased

D) the number of TV ads people can see has increased

3. Compared with television, newspapers as an advertising medium
A) earn a larger annual ad revenue
B) convey more detailed messages
C) use more production techniques

D) get messages out more effectively

4. Advertising on radio continues to grow because .
A) more local radio stations have been set up
B) modern technology makes it more entertaining
C) it provides easy access to consumers
D) it has been revolutionized by Internet radio.

5. Magazines are seen by advertisers as an efficient way to
A) reach target audiences
B) appeal to educated people
C) attract diverse audiences

D) convey all kinds of messages

6. Out-of-home advertising has become more effective because
A) billboards can be replaced within two hours
B) consumers travel more now than ever before
C) such ads have been made much more attractive

D) the pace of urban life is much faster nowadays

7. The challenge to Internet advertisers is to create ads that are
A) quick to update
B) pleasant to look at
C) easy to remember

D) convenient to access
8. Internet advertisers will have to adjust their methods to reach audiences that tend to be
9. Direct mail is an effective form of advertising for businesses to develop

10. This passage discusses how advertisers select for advertisements.

10



F—F B

ERIEH
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Television is an attractive medium for advertising because it delivers mass audiences to
advertisers. ZEBCHE— A IRB AR —FAAWRS M EEE, BAETUS HF
PR E AR, T A) HH large SR E SCH mass AY[R] SR

2. D ). 15T HY increase F1 TV channels 5E v B|/NMris Television T 5 B % 1. .75 7] : Second,

' there is an increase in the number of television channels available to viewers, and thus,
advertisers. This has also resulted ... audiences are exposed. P A I MAGEEIEZ, )~
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HER”

3. B ), M T Compared, television, newspapers & {3 /M5l Newspapers 5% —Bt. (F4g
HARAET 45 5o 45 AR A 2 &b 75 9 21 provide ... longer, more detailed message... ,
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BT ERE P SRR G, EETLIRE LR VTR, ATLAMGH, BET &M
RHEANHAESERBZE ., A) #1D)  radio stations, Internet radio 257 HR B IR{E L &=
i, H5EEARF. E5B) BARK.

5. A ), 8T+ A9 Magazines, efficient 5& {7 ] Magazine /Mnfll F 55— B 5 — 4] : Advertisers
see magazines as an efficient way of reaching target audience members. 1%/ 5E30 A ) JL
FoEe—3 ., MREAE ) S EAE TR e E o
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7. C)o BB T H Y challenge, Internet advertisers & {3 /M Internet | 55— Bt J5—41 : The
challenge to Internet advertisers is to create ads that audience members remember. %%]5
W C) JLF—3, ML) 5% P min PR RS A TieET 4.

8. quite homogeneous but small , 11731 H ) Internet, adjust, tend 5E V. 2| /M7 Internet 45 —
B4 /] : Internet audiences tend to be quite homogeneous, but small. 7EE v Btk 35
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9. relationships with consumers, H 8T H ) Direct mail, effective & {v B 3 & i J5 — B BIHUE
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Passage 3

That’s Enough, Kids

It was a lovely day at the park and Stella Bianchi was enjoying the sunshine with her two
children when a young boy, aged about four, approached her two-year-old son and pushed him to
the ground.

s “I’d watched him for a little while and my son was the fourth or fifth child he’d shoved,” she
says. “I went over to them, picked up my son, turned to the boy and said, firmly, ‘No, we don’t
push’,” What happened next was unexpected.

“The boy’s mother ran toward me from across the park,” Stella says, “I thought she was
coming over to apologize, but instead she started shouting at me for ‘disciplining her child’. All I
did was let him know his behavior was unacceptable. Was I supposed to sit back while her kid did
whatever he wanted, hurting other children in the process?”

Getting your own children to play nice is difficult enough. Dealing with other people’s
children has become a minefield.

In my house, jumping on the sofa is not allowed. In my sister’s house it’s encouraged. For her,
it’s about kids being kids: “If you can’t do it at three, when can you do it?”

Each of these philosophies is valid and, it has to be said, my son loves visiting his aunt’s
house. But I find myself saying “no” a lot when her kids are over at mine. That’s OK between
sisters but becomes dangerous territory when you’re talking to the children of friends or
acquaintances.

“Kids aren’t all raised the same,” agrees Professor Naomi White of Monash University. “But
there is still an idea that they’re the property of the parents. We see our children as an extension of
ourselves, so if you’re saying that my child is behaving inappropriately, then that’s somehow a
criticism of me.”

In those circumstances, it’s difficult to know whether to approach the child directly or the
parent first. There are two schools of thought.

“I"d go to the child first,” says Andrew Fuller, author of Tricky Kids. “Usually a quiet
reminder that ‘we don’t do that here’ is enough. Kids have finely tuned antennae (%) for how to
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