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Text 1

Sport is heading for an indissoluble marriage with television and the passive spectator will enjoy a
private paradise. All of this will be in the future of sport. The spectator (the television audience) will be the
priority and professional clubs will have to readjust their structures to adapt to the new reality: sport as a
business.

The new technologies will mean that spectators will no longer have to wait for broadcasts by the
conventional channels. They will be the ones who decide what to see. And they will have to pay for it. In
the United States the system of the future has already started: pay-as-you-view. Everything will be offered
by television and the spectator will only have to choose. The review Sports lllustrated recently published
a full profile of the life of the supporter at home in the middle of the next century. It explained that the
consumers would be able to select their view of the match on a gigantic, flat screen occupying the whole of
one wall, with images of a clarity which cannot be foreseen at present; they could watch from the trainer’s
bench, from the stands just behind the batter in a game of baseball or from the helmet of the star player
in an American football game. And at their disposal will be the same options the producer of the recorded
program has: to select replays, to choose which camera to use and to decide on the sound—whether to hear
the public, the players, the trainer and so on.

Many sports executives, largely too old and too conservative to feel at home with the new technologies,
will believe that sport must control the expansion of television coverage in order to survive and ensure that
spectators attend matches. They do not even accept the evidence which contradicts their view: while there
is more basketball than ever on television, for example, it is also certain that basketball is more popular than
ever,

It is also the argument of these sports executives that television is harming the modest teams. This
is true, but the future of those teams is also modest. They have reached their ceiling. It is the law of the
market. The great events continually attract larger audiences.

The world is being constructed on new technologies so that people can make the utmost use of their
time and, in their home, have access to the greatest possible range of recreational activities. Sport will have
to adapt itself to the new world. The most visionary executives go further. Their philosophy is: rather than
see television take over sport, why not have sports take over television?

1. What does the writer mean by the use of the phrase “an indissoluble marriage™ in the first paragraph?
[A] Sport is combined with television. [B] Sport controls television.
[C] Television dictates sport. [D] Sport and television will go their own ways.

2. What does “They” in Line 2, Para. 2 stand for?
[A] Broadcasts. [B] Channels. [C] Spectators. [D] Technologies.
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3. How do many sports executives feel with the new technologies?
[A] They are too old to do anything.
[B] They feel ill at ease.
[C] They feel completely at home.
[D] Technologies can go hand in hand with sport.

4.  What is going to be discussed in the following paragraphs?
[A] The philosophy of visionary executives.
[B] The process of television taking over sport.
[C] Television coverage expansion.
[D] An example to show how sport has taken over television.

5. What might be the appropriate title of this passage?

[A] The Arguments of Sports Executives. [B] The Philosophy of Visionary Executives
[C] Sport and Television in the 21st Century [D] Sports: A Business
Besssmawn ¥
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[C] AT 1 FHEH B 7E- [D] HE AT 56H HF ik,

[EX) B, 7. RIEH T 155 #sports executivesFonew technologies & 125 % Z fL# 4
AR AL 5 Z[8) 69 M -too...to feel at home with the new technologies( & -+ 7 R RE AT AT R AR & F)
f£), T4e[B)PA A EH % %K. [B]F t9feel ill at easer} & L Ft0o0...to feel at home, B BHHEFR[C17 . [A]
Rt Tt Bib 3 F®, TAEHR . [D]F P éhgo hand in hand & F AP A4



%o Eisl 3

4. ETRMBIEHTHRMTA?

[A] 738 WA 5 A A [B] HL PRI E L 7

[C] o PLTE o5 1 9 K. [D] %1356 H A7 =t fe 428 ) e AL A

[BR]1D, #HEBH. AMAZSTHEH. PILFLINIEALN, £E2—HMALFEE—9
P, MLEFETFTXHITEAEH, EE—BALERE— PR, KHEELEMNIERE—G P
K., RE—HFIRMAZLGEFTHNE, BdEidhRFT LA LT S B iF56 RiE
AL, #[D)R A EHEE.

[AVAS A SERE—O P2 AFE, TXAMEL. HRERE—4 P trather thanTH%
[B)H . [CPRRSGE—a)RAIRA, HTHG.

5. THIMBIRA] RE R AL A IE bR ?

[A] 167 EAF e 4 [B] 3z WL 3= 8 i o
[C] 21 {H 20 e AT Fir el 3 [D] A Fhagk

[EE]1C. xEM. AL T ZHLAKH H oMo X RRFRE. sportfetelevision T F 2L, #
XEEEA, REALFMA PAMEI, O LAFRACPAR N QLEXHE, LA EREER

Riaiiem RS S e : it
head for [ ===+ TR, B option ['op[an] n. ¥, #HFEM
dissolve [di'zolv] v 75 &, @ fh; # conservative [kan'sa:veativ] a. fR<F ), FIHH
passive [peesiv] a. #H# 8y, #EHH feel at home/feel at ease ¥ | i 7&
spectator ['spekteita] n. W4, FWFH expansion [ikspeenfen] n. 7%, # &; B
paradise ['peeradais] n. & ¥, & survive [sa'vaiv] v £7F; F#T, A(EHE)P
priority [prai‘ariti] n. f£55., EAT; HEGED, #® B %
SEERNE ensure [in'fua] vt. fRik, #A{%, #Hik
adjust [o'd3ast] v. ¥ %8, HF, K (E)ERN contradict [kontra'dikt] vt. K&, Fik; H-----
adapt [a'deept] v. ()& . ()E&: B, REFT R, Heeow £
i 4 argument [‘a:gjurment] n. iy, Fob; Ed,
reality [ri'zeliti] n. # 3, EFF; ﬁi i1
conventional [kan'venfanl] a. & # &, ##M#7; | modest [modist] a. i & &y, #Fey; &b,
gy, HeBe & FE 8
channel ['tfeenl] n. g4k, iz [#pl) EiE, i# | construct [ken'strakt] ve. #i¥, #%; 4
% #a utmost ['Atmaust] a. #E ), A n WR,
offer [ofe] vt. #F, ##E, ®H; ZTFEE(H) WE, mATE
review [rivju:]l n/v. £5], &3 ; ##&, &%, | have access oAl M A F A (F AN . B,
B i BR & H)
illustrate [ilostreit] ve. .0, E#; #e----{E4E | recreation [rekri'eifon] n. #H i, &%
& 5 5 visionary ['vizenri]a. fit L#y; 4148
profile ['praufail] n. fi| &, i % %8, 4 | philosophy [filosafi]n. #&; #H; AL ¥,
o, fif, A N
gigantic [d3ai'geentik] a. E k87, H A4 rather than 71 T &
clarity ['kleeriti] n. 7§ # . 98 take over # W, BF
at present H [ be combined with Faewero % 44 — 4
bench [bent[] n. k%, K# dictate [dik'teit] v T #, Ti; &4, L8
helmet ['helmit] n. 3k %, % appropriate [a'praupriat] a. & Lt , & L8y
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1. It explained that the consumers would be able to select their view of the match on a gigantic, flat
screen occupying the whole of one wall, with images of a clarity which cannot be foreseen at present;
they could watch from the trainer’s bench, from the stands just behind the batter in a game of baseball
or from the helmet of the star player in an American football game.

[ #3547 ) A& 4 69 £ -F &It explained that the consumers...; they..., that/ @69 £ &M &) & 7
VA5 AR S F) o 6 Rk . 5 — AN 4 €) 89 £ F #the consumers would be able to select their
view (of the match), 4 id4Zi&on a gigantic, flat screenffIK7&, I 5139 427&occupying the whole
of one wall#=4)~13 425 with images of a clarityff /5 & & & 4hiscreen, clarity 5 @3k — /N2 &K &)
which...present*} ¥t 471545 . % = A5 4 47 69 £ F Hthey could watch, /& @ =/ANHf 5] 69419 424F
AE4k % . from...bench, from...baseball or from...game

2. And at their disposal will be the same options the producer of the recorded program has: to select
replays, to choose which camera to use and to decide on the sound—whether to hear the public, the
p]ayers, the trainer and so on.

SISl AR —NMRETHEEL at their disposal 4 &%, will besh 2 %13, the same
options 7‘7 Fi&, options/s H Ik — AN EM 57 the hasat L3 ATIE4G . B 5B @ =4 9F 5 6 R E Ko
select..., to choose...and to decide...sound*Toptions# /74 L 5L, #RIF 5 )5 /69 4 < & X whether
to hear...on*%fdecide on the sound it 474/ 7 5L

3. Many sports executives, largely too old and too conservative to feel at home with the new technologies,
will believe that sport must control the expansion of television coverage in order to survive and ensure
that spectators attend matches.

[ #9547 ] A &) &9 £ F & Many sports executives will believe that..., WiZ -5 Z 4] 497 513 4245
largely...technologies*Many sports executivesi#t /74 3L, that/a ‘EK&-—/\,& EINE] . ELEEMAE
#9 £ -F 1 sport must control the expansion (of television coverage), 7+ % A.in order to survive and ensure
that... 4 B #19K & .
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Text 2

Less than 40 years ago in the United States, it was common to change a one-dollar bill for a dollar’s
worth of silver. That is because the coins were actually made of silver. But those days are gone. There is
no silver in today’s coins. When the price of the precious metal rises above its face value as money, the
metal will become more valuable in other uses. Silver coins are no longer in circulation because the silver
in coins is worth much more than their face value. A silver firm could find that it is cheaper to obtain silver
by melting down coins than by buying it on the commodity markets. Coins today are made of an alloy of
cheaper metals.

Gresham’s Law, named after Sir Thomas Gresham, argues that “good money™ is driven out of
circulation by “bad money”. Good money differs from bad money because it has higher commodity value.

Gresham lived in the 16th century in England where it was common for gold and silver coins to be
debased. Governments did this by mixing cheaper metals with gold and silver. The governments could thus
make a profit in coinage by issuing coins that had less precious metal than the face value indicated. Because
different mixings of coins had different amounts of gold and silver, even though they bore the same face
value, some coins were worth more than others as commodities. People who dealt with gold and silver
could easily see the difference between the “good” and the “bad™ money. Gresham observed that coins with
a higher content of gold and silver were kept rather than being used in exchange, or were melted down for
their precious metal. In the mid-1960s when the U.S. issued new coins to replace silver coins, Gresham’s
Law went right in action.

1.  Why was it possible for Americans to use a one-dollar bill for a dollar’s worth of silver?
[A] Because there was a lot of silver in the United States.
[B] Because money was the medium of payment.
[C] Because coins were made of silver.
[D] Because silver was considered worthless.

2. Today’s coins in the United States are made of
[A] some precious metals [B] silver and some precious metals
[C] various expensive metals [D] some inexpensive metals

3.  What is the difference between “good money” and “bad money™?
[A] They are circulated in different markets.
[B] They are issued in different face values.
[C] They are made of different amounts of gold and silver.
[D] They have different uses.

4. The word “debased™ (Line 2, Para. 3) most probably means
[A] debated [B] degraded [C] abolished [D] appreciated
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5. What was the purpose of the governments issuing new coins by mixing cheaper metals with gold and
silver in the 16th century?
[A] They wanted to reserve some gold and silver for themselves.
[B] There was neither enough gold nor enough silver.
[C] New coins were easier to be made.
[D] They could make money.
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1. Gresham lived in the 16th century in England where it was common for gold and silver coins to be
debased.
(&2 4] A4 49 £ F 2 Gresham lived, 4~942+%in the 16th century#F ot @ 4Kki5, 4i42i&in
Englandff 3 &4k #& . England/G @3k — M where3| 569 2 &M &) #f L ATE45, & Z3EM 6 A — At
be adj. for sb. to do&) A

2. The governments could thus make a profit in coinage by issuing coins that had less precious metal than
the face value indicated.
[ #5471 A& &9 £F 2 The governments could make a profit, 4~i3427%in coinageff i Sk
&, Jid42iEby issuing coinstfF XAKki%, coins/s @R —Mthat3] §-69 € &M &) P AL ATIEAG, EE
&M A P 64— MhanF| F 49 FL 424K 5 A 4 the face value indicated.
3. Gresham observed that coins with a higher content of gold and silver were kept rather than being used
in exchange, or were melted down for their precious metal.
[ 445 47] A4 8 £ F52Gresham observed that..., that3| F%EiEM 4] . ZEEMNE 6 524
coins, MiA4LiEwith.. silvertf /5 i & 1515 tfcoins, /& @3k B AN 3] 899K 5 % : were...exchange#fe
were...metal
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Text 3

Names have gained increasing importance in the competitive world of higher education. As colleges
strive for market share, they are looking for names that project the image they want or reflect the changes
they hope to make. Trenton State College, for example, became the College of New Jersey nine years ago
when it began raising admissions standards and appealing to students from throughout the state.

“All I hear in higher education is. brand. brand, brand.” said Tim Westerbeck, who specializes in
branding and is managing director of Lipman Hearne, a marketing firm based in Chicago that works
with universities and other nonprofit organizations. “There has been a sea change over the last 10 years.
Marketing used to be almost a dirty word in higher education.”

Not all efforts at name changes are successful, of course. In 1997, the New School for Social Research
became New School University to reflect its growth into a collection of eight colleges, offering a list of
majors that includes psychology, music, urban studies and management. But New Yorkers continued to call
it the New School.

Now, after spending an undisclosed sum on an online survey and a marketing consultant’s creation
of “naming structures”*brand architecture™ and “identity systems”, the university has come up with a new
name: the New School. Beginning Monday, it will adopt new logos (#5i}!), banners, business cards and
even new names for the individual colleges, all to include the words “the New School”

Changes in names generally reveal significant shifts in how a college wants to be perceived. In altering
its name from Cal State, Hayward, to Cal State, East Bay, the university hoped to project its expanding role
in two mostly suburban countries east of San Francisco.

The University of Southern Colorado, a state institution, became Colorado State University at Pucblo
two years ago, hoping to highlight many internal changes, including offering more graduate programs and
setting higher admissions standards.

Beaver College turned itself into Arcadia University in 2001 for several reasons: to break the
connection with its past as a women's college, to promote its growth into a full-fledged(5¢ 4 % #411))
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university and officials acknowledged, to eliminate some jokes about the college’s old name on late-night
television and “morning zoo” radio shows.

Many college officials said changing a name and image could produce substantial results. At Arcadia,
in addition to the rise in applications, the average student’s test score has increased by 60 points, Juli
Roebeck, an Arcadia spokeswoman, said.

1. Which of the following is NOT the reason for colleges to change their names?
[A] They prefer higher education competition.
[B] They try to gain advantage in market share.
[C] They want to project their image.
[D] They hope to make some changes.

2. Itisimplied that one of the most significant changes in higher education in the past decade is ,

[A] the brand [B] the college names
[C] the concept of marketing [D] the list of majors
3. The phrase “come up with” (Line 2, Para. 4) probably means
[A] catch up with [B] deal with
[C] put forward [D] come to the realization

4. The case of name changing from Cal State, Hayward to Cal State, East Bay indicates that the university

[A] is perceived by the society [B] hopes to expand its influence
[C] prefers to reform its teaching programs [D] expects to enlarge its campus

5. According to the spokeswoman, the name change of Beaver College
[A] turns out very successful [B] fails to attain its goal
[C] has eliminated some jokes [D] has transformed its status

Bxczgsmanw
AR TRERESEAE 2R LE,
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[EE] A FIBTE. R4ELMAS AT P42 5 the reason /25 H —KF =4 : As
colleges strive for market share, they are looking for names that project the image they want or reflect the
changes they hope to make. as;% & 7 /R B 6938iZ 4337, Ffvlstrive for market shareZ 4 £ % 69—
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