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Part A

Directions : Read the following four texts. Answer the questions below each text by choosing A,B,C or
D. Mark your answers on ANSWER SHEET 1. (40 points)

Text 1

What do consumers really want? That’ s a question market researchers would love to answer. But
since people don’t always say what they think , marketeers would need direct access to consumers’
thoughts to get the truth. »

Now,in a way, that is possible. At the “Mind of the Market” laboratory at Harvard Business
School , researchers are looking inside shoppers’ skulls to develop more effective advertisements and
marketing pitches. Using imaging techniques that measure blood flow to various parts of the brain, the
Harvard team hopes to predict how consumers will react to particular products and to discover the most
effective ways to present information. Stephen Kosslyn,a professor of psychology at Harvard ,and busi-
ness school professor Gerald Zaltman ,overses the lab. “The goal is not to @people’ s prefer-
ences,” says Kosslyn, “just to speak to their actual desires. ” The group’ s findings, though still pre-
liminary , could radically change how firms develop and market new products.

The Harvard group use position @ tomography ( PET) scans to monitor the brain activi-
ty. These PET scans, along with other non-invasive imaging techniques, enable researchers to see
which parts of the brain are active during speciﬁc tasks (such as remembering a word). Correlations
have been found between blood flow to specific areas and future behavior. Because of this , Harvard re-
searchers believe the scans can also predict future purchasing patterns. According to an unpublished
paper the group produced, “It is possible to use these techniques to predict not only whether people
will remember and have specific emotional reactions to certain materials,but also whether they will be
inclined to want those materials months later. ”

The Harvard group is now moving into the next stage of experiments. They will explore how peo-
ple remember advertisements as part of an effort to predict how they will react to a product after having
seen an ad. The researchers believe that once key areas of the brain are identified ,scans on about two
dozen volunteers will be enough to draw conclusions about the reactions of specific segments of the
including Coca Cola, Eastman Kodak, General Motors, and Hall-
have already signed up to fund further investigations.

population. Large corporations

mark
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For their financial support ,these firms gain access to the experiments but cannot control them. If

Kosslyn and Zaltman and their team really can read the mind of the market , then consumers may find
it even harder to get those advertising /fm)gl@lt of their heads.

1. Which of the following statements can be the @e for this passage?
eading the Mind of the Market
[ B] Controlling the Consumers’ Preferences
[ C]Improving the Styles of Advertising
[ D] Finding Out the Way to Predict
2. Why do the ‘Hama‘.‘ul;eseﬂeher?use scientific technology in the experiments?
[ A]Because they don’t believe the surveys done by the marketeers can lead to the truth.
[ B]Because they want to find a direct way to predict future purchasing patterns in the different

market.

\/ [ C]Because they want to find out how the ads influence people’ s brain activity and emotional re-

sponses etc.
Because they expect that their experiments can basically alter the marketing strategies of prod-
ucts.

. Which of the following 1@&ccordmg to the passage?
[A] Sometimes people will conceal what they think when being questioned by the market research-

\A B]Stephen Kosslyn and Gerald Zaltman@ﬂ-e experiments and criticize the purpose of the
>

study.
%gﬂawm‘d researchers have found some corresponding relation between people’ s brain and be-
havior.

[ D] There are :@Dlm‘ge organizations endorsing and financing the Harvard group’ s further inves-

tigations.
4. What does*
[ A} to talk %o

. [Blto
[ C]to communicate to W

5. The last sentence of this passage implies that

in the la_s_t sentence of the swh_ mean?

[ thapenments results can be applied to the practice ,the customers will be very likely to
\ buy things according to the ads
[ B]If the Harvard group can succeed in finishing the research,they will use it in attracting more
and more consumers into the market
[‘G\]The financial supporting corporations such as Coca Cola, General Motors can employ the exper-
iments in their own marketing
The consumers may discover that those ads will always annoy them by jingling out of their

eads and cause them headaches
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Text 2

Three English dictionaries published recently all lay claim to possessing a“ new” feature. The BBC
English Dictionary contains background information on 1,000 people and places prominent in the news
since 1988 ; the Oxford Advanced Learner’ s Dictionary ; Encyclopedic Edition is the OALD plus ency-
clopedic@; the Longman Dictionary of English Language and Culture is the LDOCE plus cultural
information. '

The key fact is that all three dictionaries can be seen to have a distinctly“ cultural” as well as lan-
guage learning content. That being said ,the way in which they approach the cultural element is not i-
dentical , making direct comparisons between the three difficult.

ile there is some common ground between the encyclopedic/cultural entries for the Oxford and
Longman dictionaries , there is a clear difference. Oxford lays claim to being encyclopedic on content
whereas Longman distinctly concentrates on the language and culture of the English-speaking
world. The Oxford dictionary can therefore stand more vigorous scrutiny for cultural bias than the
Longman publication because the latter does not hesitate about viewing the rest of the world from the
cultural perspectives making world. The cultural objectives of the BBC dictionary are
in turn more distinct still. Based on an analysis of over 70 million words recorded from the BBC World
Service and National Public Radio of Washington over a period of four years, their 1 ,000 brief ency-
clopedic entries are based on people and places that have featured in the news recently. The intended
user they have in mind is a regular listener to the World Service who will have a reasonable standard
of English and a developed skill in listening comprehension. In reality , though ,the BBC dictionary will
be purchased by a far wider range of language learners, as will the other two dictionaries. We will be
faced with a situation where many of the users of these dictionaries will at the very least have distinct
socio-cultural perspectives and may have world views which are totally opposed and even hostile to
those of the West. Advanced leamners from this kind of background will not only evaluate a dictionary
on how user-friendly it is but will also have definite views about the scope and appropriateness of the

various socio-cultural entries.

6. What feature sets apart the three dictionaries discussed in the passage from traditional ones?
[A]Tﬁe combination of two dictionaries into one
[ B]The new approach to defining words
[ CAThe inclusion of cultural content
[ D] The increase in the number of entries
7. T@s more likely to be criticized for cultural prejudice because .
[ Alits scope of cultural entries goes beyond the culture of the English-speaking world
[ Bit pays little attention to the cultural content of the non-English-speaking: countries
W views the world purely from the standpoint of the English-speaking people
[ D]it fails to distinguish language from culture in its en edic entries
8 The BBC dictionary differs from Oxford an_d};ongmap(l.;.j .

D mit has a wider selection of encyclopedic entries

3
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[ BJit is mainly designed to meet the needs of radio listeners
[ CJit lays more emphasis on language than on culture

[D]it is intended to help listeners develop their listening comprehension skills

9. It is implied in paragrapH that, in approaching socio-cultural content in a dictionary , special
thought should be given to
[ A]the language levels of its users [ B]the number of its prospective purchasers
[ Clthe different tastes of its users [ DAthe various cultural backgrounds of its users

10. What is the passage mainl abowt?
\L/Z; Different ways of treating socio-cultural elements in the three new English dictionaries.
[B]A comparison of people’ s opinions on the cultural content in the three new English dictiona-
ries.
[ C]The advantages of the BBC dictionary over Oxford and Longman.

[ D] The user-friendliness of the three new English dictionaries.

Text 3

The Internet seems to have just arrived,so how can we&peculate abouy its replacement? In truth,
versions of the Net have been around since the 1960s, but it really only publicly caught on after the
mid-1990s. Just 13 million people used the Web in 1994, but today the number surpasses 300 mil-
lion. About half are in North America,and most still reach the Internet via the public telephone net-
work.

at will the Internet be like 20 years from now? Like the rest of infrastructure ,the Net will e-
ventually seem to disappear by becoming ubiquitous. Most access will probably be via high-speed , low-
power radio links. Most handheld, fixed and mobile appliances will be Internet enabled. The current
surge of Internet-enabled cell phones and personal digital assistants ( PDAs) foreshadow what’ s to
come. At some point,the arsenal of devices we strap to our bodies will coalesce into a smaller number
of multifunction devices. Equipped with radio links,a single PDA may serve as an appliance control
remote, a digital wallet,a cell phone,an identity badge,an e-mail station,a digital book ,a pager and
perhaps even a digital camera. There is sure to be a catchy name for such a device, perhaps Wireless
Internet Digital Gadget for Electronic Transactions,or WIDGET.

So many appliances, vehicles and bui online by 2020 that we humans will be out-

‘pass sensors and wilt-be-able-to-both emit and absorb information. Such innovations will facilitate in-
creasingly automatic manufacturing, inventory control , shipping and distribution. Checkout at the gro-
cery store will be fully automatic,as will payment via your digital wallet.

The advent of programmable, nanoscale machines will extend the Internet to things the size of
molecules that can be injected under the skin, leading to Internet-enabled people. Such devices, to-
gether with Internet-enabled sensors embedded in clothing, will avoid a hospital stay for medical pa-

tients who simply require observation. The speech processor used today in cochlear implants for the

4
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hearing impaired could easily be connected to the Internet; listening to Internet radio could soon be a
direct computer-to-brain experience !

The Internet will @o/substantial alteration as new optical technologies carry many trillions of
bits per second on a single strand of the Net’ s fiber-optic backbone. The core of the network will re-
main optical,,and the edges will use a mix of access technologies, ranging from radio and infrared to
optical fiber and the old twisted-pair copper telephone lines. As we move into outer space, expect an

interplanetary Internet system to follow.

11. This passage isdr(oétt. i\ikglx/aboﬂt .
{ AT where the Internet will be applied [ Blhow the Internet will be internationalized
[ C]why the Internet will be taken place [ D]when the Internet will be used
12. Which of the following statements lsﬁ/@ccordmg to the passage?
C ™MJWe can’t predict the future of Internet because it has just appeared.
Weople did not begin to take notice of the Internet until
6] The Internet did not become popular until after about 1995.
[ he Internet will be most commonly used in America.
13. We can infer from the«sé&@wh that
[ A]the Internet wiﬂ@ot exist 20 years later
\LBﬂ/fnany things in the future will be Internet-enabled
[ C]a personal digital assistant will become useless
[D]a PDA will function as an e-mail station
14. What does the @in the third paragraph mean?
[ A]The appliances online will be more than humans online.
\ B The number of the appliances online will be more than that of humans.
[ C]The vehicles and buildings online will be out of human’s control.
[ D] We human beings will @r‘ the Internet-enabled appliances.
15. What cﬁclujﬁcan we draw from the whole passage?
[ A]The Internét will not take the place of human beings.
[B]Iti easi e some patients not to be hospitalized via Internet.
[Clltis 1mposs1ble for us to extend the Internet to the outer space.
\[D¥The Internet will play a significant role in the future life.

Text 4

Every year television stations receive hundreds of complaints about the loudness of
advertisements. However, federal rules forbid the practice of making ads louder than the program-
ming. In addition, television stations always operate at the highest sound level allowed for reasons of ef-
ficiency. According to one NBC executive ,no difference exists in the peak sound level of ads and pro-
gramming. Given this information,why do commercials sound so loud?

o e sensation of sound juvolves a variety of factors in addition to its speak level. Advertisers are

skilful ‘at creating the impression of loudness through their expert use of such factors. One major con-

5



BB SRR DRI 120 55 <« « «

tributor to the perceived loudness of commercials is that-much less variation in sound level occurs dur-
ing a commercial. In regular programming the intensity of sound varies over a large range. However,
sound levels in commercials tend to stay at or near peak levels.

Other“tricks of the trade” are also used. Because low-frequency sounds can mask higher frequen-
cy sounds,advertisers@any noises that may drown out the primary message: In addition, the
human voice has more al-lditory impact in the middle frequency ranges. Advertisers electronically vary
voice sounds so that they stay within such a frequency band. Another approach is to write the script so
that lots of consonants are used, because people are more aware of consonants than vowel
sounds. Finally, advertisers try to begin commercials with sounds that are highly different from those of
the programming within which the commercial is buried. Because people become adapted to the type of
sounds coming from programming,a dramatic change in sound quality draws viewer attention. For ex-
ample , notice how many commercials begin with a cheerful song of some type.

The attention-getting property of commercials can be seen by observing one-to two-year-old children
who happen to be playing around a television set. They miay totally ignore the programming. However , when

a commercial comes on,their attention is immediately drawn to it because of its dramatic sound quality.

16. According to the passage , the aaximum mtensity_of sound co from commercials__ .

\[AJdoes not exceed that of programs
[ B]is greater than that of programs

\L\] varies over a large range than that of programs

\[\Q] is less than that of programs ,

17 /Commercmls create the sensation of loudness eg_gggg/__

[ A]TV stations always operate at the highest sound levels

\mvtheir sound levels are kept around peak levels
[ C]their sound levels are kept in the middle frequency ranges

[ D] unlike regular programs their intensity of sound varies over a wide range

18. Many commercials begin with a cheerful song of somehndtﬁec;m_sé

[ A]pop songs attract viewer attention

[ B]it can increase their loudness
\( GHdvertisers want to make them sound different from regular programs
[ D] advertisers want to merge music with commercials
19. One of the reasons why commercials are able to attract viewer attennon is that-
[ Althe human voices in commercials have more auditory impact )
[ B]people like cheerful songs that change dramatically in sound quality
[ C]high-frequency sounds are used to mask sounds that drown out the primary message
__[P7they possess sound qualities that make the viewer feel that something unusual is happening
20. In the passage,the author is trying to tell us

[ B Jhow the loudness of TV ads is overcome

e % [ Alhow TV ads vary vocal sounds to attract attention
[ C]how advertisers control the sound properties of TV ads

6
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% the attention-geiting properties of sounds are made use of in TV ads

Part B

Directions: In the following text,some sentences have been removed. For Questions 1-5, choose the
most suitable one from the list A-G to fit into each of the numbered blanks. There are two extra
choices ,which do not fit in any of the blanks. Mark your answers on ANSWER SHEET 1. (10 points)

No one in his right mind would build London today where its founders did. At the mouth of the
Thames, it is threatened by the rush of water when there is flooding inland. On the edge of the North
Sea, it is pounded by sea @ when storms blow up offshore. The supremacy of water-borne trade
that once dictated its location has declined ; the cranes that dotted busy docks have given way to finan-
cial skyscrapers, “affordable” housing and excavations for the 2012 Olympics.

[1] A . Not so Tewkesbury, Gloucester, Oxford and other towns in southern
England ,damaged this week by river flooding on a scale not seen in 60 years. Not so Sheffield , Hull
and their Yorkshire neighbours, which suffered even worse floods after heavy rainf%month ;o.

) .

Strange phenomena are becoming less strange all around the world. [2]

Britain’ s politicians are under attack. The central government, repeatedly warned , should have fo-
cused harder on flood defences. The local-government bodies and water companies involved in flood
management have failed to co-ordinate and planners have been too willing to spread cement over land

that used to absorb water. Sewers and drains have become antiquated and overloaded , and power , water

T S
and sewage plants too vulnerable to floods.
W [3] B: . The government, in return , promised to maintain flood defences. With

e true cost /ﬂﬁlooding thus concealed, developers have been allowed virtually unchecked to build
homes on flood plains in England (no longer in Scotland , Wales and Northern Ireland ) ,and individu-

als have had no reason not to buy them. That deal has begun to break down,as claims from flooding

increase , more reliable flood-mapping becomes available and competition among(i@akes it less

sensible to provide subsidy from homeowners on high ground to those on flooding area.

QY [4] A ,

Providing"som\é‘ physical degree of protection from flooding falls within the government’ s respon-
sibilities,a natural subset of defending the realm. But no more than that, for people tend to do stupid
and lazy things-such as buying houses exposed to flooding and then failing t@;t;rp;qgf)them—when no
personal financial consequences are considered when they made their decisions.

A tenth of English homes stand on flood plains. [ 5] C . But for new develop-

ments , insurance firms must be free to price the risk of flooding as accurately and transparently as they
can. If it costs more to insure flood-prone properties, their price will be lower,and developers less keen
to build them. That would be good ; now that flooding seems to be a regular feature of the climatic cal-

endar ,mankind needs to start moving uphill.

~LA]The issue, and not only in Britain, is not so much how. to pick up the pieces after disaster has

struck but how to make it less likely to,and less damaging if it does. That means changing behav-
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