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On the day Marco Polo was born in Venice in 1254, his father Nicolo Polo
and his uncle Maffeo had just left the city. They had gone on a trading journey.

Venice was a great seaport in the thirteenth century. Her warships con-
trolled the eastern Mediterranean Sea and protected her merchant ships. Her
trade in goods from Asia for resale in Europe was the most important source of
her wealth. We would call it today a luxury trade. Goods which had traveled
thousands of miles by caravan to a Mediterranean port were not for the com-
mon people’s markets. Silk cloth from Cathay (now called China), precious
stones from India, spices from south-east Asia — these were for the rich peo-
ple of Europe, the nobles and the new merchant classes.

Nicolo Polo was one of the great merchant princes of Venice. The purpose
of his journey was to make contacts at the sources of supply of his goods. Too
many merchants had to make a profit from the goods before he could buy them
in the markets of the eastern Mediterranean ports. Perhaps he hoped to cut
out some of those middlemen or to make other improvements in the quality of
the goods or the way of getting them to Venice. The heads of big trading hou-
ses make journeys for similar purposes today, but the similarity ends there.

We can scarcely compare the modern executive’s luxurious travel by air-condi-
tioned jet plane with Nicolo’s months of courageous traveling by ship, on horse-
back, on foot, and by camel caravan to the court of Kublai Khan.

Venice [ vinis | (n.) BRM(E)

seaport [ 'si:part ] (n.) #*%

Mediterranean Sea [ medita'remjen si: | WP s

Nicolo Polo RTF « KF(AL)

Marco Polo B« R F(ANL)
warship ['wof1p ] (n.) £/

source [sois] (n.) k&

resale ['riserl ] (n.) X8

luxury ["1akfart ] (n.) £14%, %%

Cathay [ kee'Ger ] (n.) [Fi&,F%AE]PE

noble [ 'naubl | (n.) K®#
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caravan ['keeraveen | (n.) (B ERLEEH K E4ED
AT 69) AT, A

spice [spais] (n.) &#, A%k

prince [ prins | (n.) 2%, :2F

south-east Asia [savd-ist'e1fs ] Aé T

merchant ['mattfont ] (n.) A BRFRT HHEH

class [klas] (n.) MM&, M &, %

similarity [stmi'leertt1 | (n.) FEAL, 4840

scarcely ['skeaslt | (adv.) # V¥, F L3

executive [1g'zekjutrv ] (n.) 2EAFEL.7KE

air-conditioned ['eo-kon'difond ] (a.) =AH

jet plane [dzet plemn] AR KA

be born in 2 S : AL

luxury trade FliEAF R RTH

by caravan @t B

make contact BHFKZ

make a profit from Y.} CLELLE * A

cut out EF. W, T

on horseback AELHFE L

on foot F AT

by camel caravan 80 IE My

anks in the following sentences with the listed words or expressions.

control precious make contact make a profit from
cut out get... to in the quality of compare
courageous similarity :

1. The project is complete as far as the river is concerned.
2. He likes to with wealthy people.
, 3. This canned soup can’t to homemade.

. 4. Tt was of him to oppose his chief.
5. I’ll cut down my smoking, maybe it entirely.
6. He tries to trade.
7. They have lost working time.
8. When did you those goods Qingdao?
9. There is a great between all her children.

10. There is a great improvement these products.




. “A luxury trade” in the passage maybe means “

. “Cut out” in the passage maybe means “

Passage 1 ﬂ :

Olces maﬂ(ed A. B. C. and D. in the following questions. You should decide
and mark the corresponding letter with a circle.

. Nicolo Polo and Maffeo left Venice

A. in 1264 B. in 1254

C. in 1234 D. in 1274

. Nicolo Polo and Maffeo a trading journey after they had left Venice.
A. carried out B. conducted
C. carried on D. went out

»

A. glad business B. pleased business
C. joyful trade D. enjoyable trade

. His purpose of doing business was

A. for the people’s necessities of Europe

B. for a part of people’s necessities

C. for all the upper classes of Europe

D. for all wealthy people and the new merchant classes
A. cut about B. omit

C. press D. cut off




i % FRAKF KBS RS )

d assage E

Marketing Research involves the use of surveys, tests, and statistical
studies to analyze consumer trends and to forecast the quantity and locale of
a market favorable to the profitable sale of products or services. The social
sciences are increasingly utilized in customer research. Psychology and soci-
ology, for example, by providing clues to people’s activities, circumstances,
wants, desires, and general motivations, are keys to understanding the vari-
ous behavioral patterns of consumers.

Coupled with applications from the social sciences has been the introduc-
tion of modern measuring methods when surveys are made to determine the ex-
tent of markets for a particular product. These methods include the use of
statistics and the utilization of computers to determine trends in consumers’
desires for various products. Scientific analysis is being used in such areas as
product development, particularly in evaluating the sales potential of new
‘product ideas. For example, use is made of mathematical models, that is,
theory-based projections of social behavior in a particular social relationship.
Sales projections become the basis for many important marketing decisions,
including those relating to the type and extent of advertising, the allocation

of salespeople, and the number and location of warehouses.

statistical [ sto'tistikal | (a.) %itty

forecast [Mfokasst ] (v.) Fam, Fa3R

quantity [ 'kwontatr | (n) #%F,XZF

favorable ['fervarabl | (a.) AAE,ET6,FH
profitable [ 'profitabl | (a.) TEHKA 8

utilize ['jutilarz] (v.) AR A2

psychology [ psa1'koladz ] (n.) w®@%F

sociology [isaust'plad3i | (n.) #4%

motivation [ imout1'verfon ] (n.) H#, RABME, 4,50 H
pattern [ 'peeton ] (n.) X, %X

couple ['kapl] (v.) BR&, &4

extent [ 1ks'teent | (n.) JE2E




Passage 2 §

development [ di'velopment | (n.) F&

evaluate [1'veeljvert | (v.) 154,35
mathematical [ imeed' meetikal | (a.) HFH

model ['mnod1] (n.) #X

projection [ prav'dzek[on | (n.) A, M, X
market [ 'makrt | (v.) Tipiatf

clue [klu:] (n.) &&,.8&x
provide clue to Hyeeneee RELR R
keyto e e 1

couple with [ seeoes BhiE, A
relate to a5 wenmes ABE,H LB

! S in the following sentences with the listed words or expressions.

forecast quantity favorable utilize motivation
pattern couple with development  evaluate relate to

. Teachers should studying teaching.
. We live in a new suburban housing
. The weatherman good weather for tomorrow.

1
2
3
4. The situation will develop in a direction to the people.
5. It was too early to fairly his performance.

6

. was at a very high level, and the students did not have to be prodded
B .

7. This is a question of , not quality.

8. The stress may vary with the situation or context.

9. We are interested in what ourselves.

10. All the households should try to solar energy for saving the source of

energy.

Qholoes marked A. B. C. and D. in the following questions. You should decide
10ice and mark the corresponding letter with a circle.

1. When “market” is used as “verb”, it means
A. buying or selling at the marketplace
B. controlling the locale
C. displaying at the marketplace
D. managing the market
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2. Making research on customers may be classified to
A. psychological science B. social science
C. humanity science D. natural science
3. The various behavioral patterns of customers can be known
A. through the various surveys
B. through paying a visit to customers
C. through buying and selling models
D. through psychological and sociological science
4. The extent of markets for a special product can be determined
A. by the estimation of market
B. by the surveys of market
C. by the evaluation of market
D. by the sales of market
5. The trends in customers’ desire for various products can be determined
A. by the utilization of statistics and computers
B. by the purchase and sales at market
C. by the quantity of sales
D. by the service after sales



Passage 3 Iﬂ

People invest because they want their savings to show growth. Growth is
the increase in dollar value of an investment over a period of time. Suppose you
buy 5 acres of land for ¢ 500 an acre and at a later date its value goes up to
¢ 700 an acre. The land has increased in value, so your investment has provid-
ed growth.

An investment that provides growth, however, always involves risk, be-
cause there is always the possibility that the dollar value of the investment
may decrease instead of increase. To see how this happens, let's again use
the example of owning land. Suppose that when you wanted to sell the 5 acres
of land, you could get only ¢ 300 an acre. The dollar value of your land has de-
creased.

Some people will not put their savings into high-risk investments. They do
not want to risk 'the chance that the dollar value of their investment will de-
crease. Other people, however, prefer this kind of investment. They seek a
much greater return on their money in the form of the difference which is
called capital gain. Usually, an investment with more growth potential is also
a higher risk investment.

Investing can be done in several ways. The most common ways are savings
accounts, savings bonds, stocks and corporate bonds, real estate, and ob-
Jjects of value such as rare coins.

By far the most popular form of investing is the savings account. The rea-
sons for its popularity are clear. The money in a savings account is safe.
There is little risk that the dollar value of your savings account will decrease.
The savings can be converted to cash quickly; therefore, it can be used easily
in case of an emergency in which you might need cash. Also, since there are
many financial institutions that offer savings accounts, it is usually easy to

find one that is nearby and convenient.

invest [1n'vest | (v.) &F
savings ['sevinz] (n.) B .54
suppose [so'pouz] (v.) RE &4

acre ['etka ] (n.) =5



risk

own

decrease
high-risk
prefer

return

gain

potential
convert

cash
emergency
nearby
convenient
dollar value
over a period of time
at a later date
go up

instead of
put. .. into

in the form of
capital gain
savings accounts

savings bonds

stock and corporate bonds

rare coins
financial institutions

real estate

% R BAKER B2 EHBN =)

[risk ]

[sun]
[di:'krizs |
[har-risk |
[pri'fa]
[r1'tamn]
[gemn ]

[ pau'ten[al ]
[kon'vat]
[keef]
[1'ma:dzenst |
[ 'nrobat |

[ kon'vinjont ]
[dozls veelju ]

(n.) A&, £
(v.)) WA, A
(v.) ®mY

(n.) HR®

(v.) B%,BRE
(n.) d&,#HE
(n.) #i#

(n.) #&A

(v.) % ,44L
(n.) AL

(n.) B2HR
(a.) WiLey,4RiL 6
(a.) 12

B¢ TR, £ AMME
A if — B )

VA JG # B 8]

L3, bA

m A

wAAIF
k&P
fik & it
2 8] i -
WA T
2 RRALH
B Ho =

ﬂnfolmu ng sentences with the listed words or expressions.

e o righ o s own i
Gt D

retun  gain convert  goup

National income will by 6.9 percent next year.
More new buses are to be service.

He has a good cash from his writings.
he is absent, what shall we do?

Has of war died down in the Middle East?

Ao o o




Many underdeveloped countries their natural resources.

The in sales was almost 20 percent.

Everyone would by it.

He his $ 100,000 in a business enterprise.

10. These engineers the oil revenues into other forms of wealth.

© o N>

ed A. B. C. and D. in the following questions. You should decide
ark the corresponding letter with a circle.

1. The purpose which people invest is
A. to show their fortune
B. to develop national economy
C. to gain economic profits
D. to keep the financial value
2. The risk of investment means
A. the economy comes down
B. the dollar value may decrease
C. the enterprises break down
D. the economic crisis
3. “Return” in the passage means “ Z
A. gain B. money C. cash D. reply
4. Investment can be done .
A. in 3 ways B. in 5 ways
C. in 6 ways D. in 4 ways
5. The most popular form of investment is the savings account, because
A. the investment is valuable
B. the money in bank can’t lose
C. the money in a savings account is not risky
D. the money keeps in bank
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Culture is one of the most challenging elements of the international mar-
ketplace. This system of learned behavior patterns characteristic of the
members of a given society is constantly shaped by a set of dynamic varia-
bles; language, religion, values and attitudes, manners and customs, aesthet-
ics, technology, education, and social institutions. To cope with this system,
an international manager needs both factual and interpretive knowledge of cul-
ture. To some extent, the factual knowledge can be learned but its interpreta-
tion comes only through experience.

The most complicated problems in dealing with the cultural environment
stem from the fact that one cannot learn culture — one has to live it. Two
schools of thought exist in the business world on how to deal with cultural di-
versity. One is that business is business the world around, following the model
of Pepsi and McDonald’s. In some cases, globalization is a fact of life; howev-
er, cultural differences are still far from converging.

The other school proposes that companies must tailor business approaches
to individual cultures. Setting up policies and procedures in each country has
been compared to an organ transplant; the critical question centers around ac-
ceptance or rejection. The major challenge to the international manager is to
make sure that rejection is not a result of cultural myopia or even blindness.

Fortune examined the international performance of a dozen large compa-
nies that earn 20 percent or more of their revenue overseas. The international-
ly successful companies all share an important quality. patience. They have
not rushed into situations but rather built their operations carefully by follow-
ing the most basic business principles. These principles are to know your ad-

versary, know your audience, and know your customer.

challenge [ 'tfzelindz ] (v.) B,

marketplace ['makitpless ] (n.) w3, %%, AR
dynamic [dar'naemik ] (a.) SHhAtY, HEHY
variable ['veoriabl ] (n.) TEAFEY
aesthetic [ixs'Get1k ] (a.) B0, AFEHN
institution [ imnst1'tju:fon ] (n.) #L#




factual
interpretive
stem
diversity
globalization
converge
tailor
procedure
organ
transplant
critical
rejection
myopia
blindness
revenue
adversary
cope with

to some extent
deal with

in some cases
be far from
make sure

rush into

['feektfual |
[in'taprativ ]
[stem]
[dar'vasitr ]

[ iglaubalai'zerfan |
[ken'vaids ]
['terla]

[ pra'si:dze |
['o:gen ]
[treens'plamnt |
['krrtikal |
[r1'dzek/on ]

[ mar'supia |

[ 'blaindnis |
['revinju:]
['aedvasort |

s with the listed words or expressions.

(a.) EFFRe9, F5H
(a.) B#HHY

(v.) ET

(n.) 3# ., 78, TE74
(n.) 23

(v) &R, &P, ZAEH#H
(v.) &%), 84 ,E8
(n.) #5, 5,4
(n.) ¥4

(n.) BH, B

(a.) FReG,=EH,FH
(n.) 3%, B 5

(n.) EAL

(n.) 58,XH

(n.) BR&AHIK

(a.) *+F,%&F
AT, 4b 2

AEXAAEELE

PUE: A9

EXAELT

i %

w15

b L& F], A

We

Our school

© 00 | ooy O s 9 Do R

The book

Have you taken all the
The first step in the

Thousands of spectators

for making a Kite is to build the frame.
(M#) bus services to meet the needs of suburbs.

He keeps applying for jobs but constant
the local champion team to a football match.

There was more work than I could
It takes years to develop one’s
reading, writing and speaking.

into account in your calculations?

on the city for the horse race.

have discouraged him.




