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Nowadays wherever you go, or whatever you do, you will see
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advertisements...they have become an indispensable part of our life. But
people disagree over their role in society.

Most people think that advertising plays a very important role in
modern society. First, it helps factories and shops to sell their products and
goods, so it helps to develop production. Second, advertisements tell people
where to buy the best and the cheapest things, or the right type of the things
they want, and save them a lot of time and energy. Finally, advertising has
developed into a big industry, which is creating more and more jobs.

However, advertising has also brought about some serious problems,



and not all people think that it should be encouraged; some think that

advertisements cost a lot of money, and in the end they will make
everything more expensive. Others complain that advertisements just
encourage people to buy what they don’t really need. The worst they think
is that some advertisements tend to cheat rather than inform people.

But whether you like or dislike advertising, it seems that it will
continue to exist. So the only reasonable thing to do is to establish more

strict rules to regulate the use of advertisements.

1. Which of the following is this passage mainly about?
A) Mass media
B) Functions of advertisements in society
C) Problems brought about by advertisements
D) Advertising
2. Which of the following is not presented as one of the functions of
advertisements?
A) Promoting production
B) Providing revenue for newspapers.
C) Providing information for customers.
D) Creating jobs.
3. Which of the following is mentioned as one argument against
advertising?
A) Spoiling the environment.
B) Affecting watching TV.
C) Making children chase for fashion.
D) Adding the cost of goods.
4. The main idea of the passage is that

A) advertising has become part of modern life
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B) advertising is playing an important role in society
C) advertising has created sedous problems
D) people have different opinions about advertising

5. According to the passage, the author’s attitude towards advertising is

A) critical B) favorable
C) indifferent D) realistic
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It is said that almost every Chinese family owns at least one bicycle; it is
not surprising that some foreign visitors jokingly call China the kingdom of
bicycles. In a sense, this is quite true, if you happen to be on a main street in
a big city in the rush hour, you will see that the street is full of bicycles,
thousands of people ride bicycles to go to work every day. Some young

mothers even use them to take their children to the nurseries. In the

A
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countryside, some peasants use bicycles to carry their products to free
markets. Others ride bicycles to the nearby town to buy their daily
necessities. And there are many other uses of bicycles in China.

However, too many bicycles have already created problems. especially
in cities. For example, bicycles compete with motor vehicles for roac,
making the poor road conditions even worse. More and more traffi-
accidents are caused by careless bicycle users. A lot of people are injured o
even killed every year. So one day, maybe, they will have to have some

strict rules to limit the use of bicycles.
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Good health depends on a number of factors. Obviously it requires
fresh air, free from the pollutant generated by industrial society, but while
the air comes to us easily, we must make a conscious effort to secure two
other physical factors that are scarcely less essential. One is regular exercise,
and it should be backed by good posture and suflicient rest. The other is a

good diet, which guarantees regular intake of the basic food elements while
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avoiding over—indulgences in sugar, salt, fats and drugs. In addition to these,
there is a factor that is often forgotten because it is not physical: we need a
positive attitude, an interest or zest in living, without which we would soon
lose the will to maintain either exercise or diet. In short, health is
“wholeness”™—a balance of at least these four essentials: air, exercise, diet,

and attitude.
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(1999 4 1 A Passage Three )

The appeal of advertising to buying motives can have both negative and

positive effects. 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.
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Sometimes advertising is intentionally misleading. A few years ago a

brand of bread was offered to dieters with the message that there were fewer
calories (FAB R : X FK) in every slice. It turned out that the bread was not
dietetic, 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 of side, emotional appeals may respond to a

consumner ‘s real concerns. 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 protected by insurance
makes the purchase of fire insurance a worthwhile investment for most
people. If consumers consider the quality 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 situation. Are the benefits of

the product 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.
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advertisers have appealed to people’s desire for better fuel economy for their
cars by advertising automotive products that improve gasoline mileage. )o
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Violine prodigies (Ff2), 1 leamed, have come in distinct waves from
distinct regions. Most of the great performers of the late 19th and early 20th
centuries were born and brought up in Russia and Eastern Europe. 1 asked Isaac
Stern, one of the world’s greatest violinists the reason for this phenomenon. “It
is very clear,” he told me. “They were all Jews and Jews at the time were
severely oppressed and ill—treated in that part of the world. They were not
allowed into the professional fields, but they were allowed to achieve excellence
on a concert stage.”” As a result, every Jewish parent’s dream was to have a child
in the music school because it was a passport to the West.

Another element in the emergence of prodigies, 1 found, is a society that



