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ERETIHRERE
(8) MEEEE, KBMXEKE.
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., Bk, WE., REF5%, XEHITHMEE L. PHINes
RETREZNEBE. TXFR, UEEBAR, HXAT R
HMEXZR.

(2) U—BBEEE R CEFLWE—, B, JIRIMEXE
RE. HREBO. EEMNEEXE . OYsiE<E.

(3) MEEREHEWEEAMGILH, MEFTFEAREETREX
B, AEBEARTAE, ULHBEEE,

(4) EEFIFEMFF ., ¥ 4ria fn however, moreover, in
addition Z5; F¢%ia 1 firstly, secondly 25,

2, #i¢ (scanning)

BENHIFE, FBE—F, R —MREREETS. BN
BRNFERNRENERPREERFE T AAELRE TS
58, MEF. B, A&, &%, EEEN, BAEALTT.
—BEITHINEEEAEMERXNAL, SHEXHHNAEERR
Bodo. B, EEHIREKIENETHE, EIHIRER
AIBERE R, EEBEEXRBANE R, BT LIS HAXH
FHo

ERSBIEARR, BN, EEHEMMB—EFm, mAEN
RIEZEMHRAR THRNERTHTH. B, FiEWE0HRMNE
B, EN MBI RERENRERET, 2RI ERTEAHY
B, BEETHWKEAE, AEXEPRIABNITG, REH
FFARIE, BIAMER. ERICBIFZAREENN L REERES
—ME]F, »

EIEA LIE LT H5:

(1) FAENIFEMEA. 2N, HEEEXSEREREYE
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RIMEXEHEERE. ERTRXENEEHRELR.

2. ERFRAFTHER

AUEARATS (BFS. MES. BS) THRHERHNENLR
BFRE L. BRXERSFSHHARRN T Ei— 4 bR B
SR, BREN, ATRERZERRAMENLERER, RERERNT
BHREAIWEREGER, U, LR ER A SEENER N
BR, M AT LASE mntREit g s R, #ERERE,

3. AREBBXAKNEA

BRXRSHEXENEFAR . BaZEUREREZE. &
EHBEHXREALUTILM:

(1) AR X%H: as a result , therefore, hence, consequently,
because, for, due to &,

(2) F#%., #PE#XEK: and, or, then, in addition, besides, in
other words, moreover %,

(3) #PrX%&; however, but, yet, in fact 2,

XERMHALCLMBRABNZERRNAEXEPIENBR, ¥
FEUIRFEXERA T, NRBEAERE, EfRNEARIIERMN
B, HRRMNBPEATFRAHES, SNEENGER, BEELR
HYMAERNGER, BANRMNELBEXENHE, F-KEHHE
B&, RARR T EBBE X EMATREE, MEN THRBELFEAT
#HATEBE, FrLl, EFABEERELEIEE,

Blan, 3. BHXRE, ERECINEHENEEBAIEN
BB EBERETNL, MESHRIANENFESNHEMEE, U
BAVEFRE PR —F AT R, X, ERIETHERENERM L,
WAR KR T T R EEE

4. EREHATCHENR

RABRMBELEEXE, RBEGCTENATRRRS, HEH
XA F T MBHEFCIZAFS ., CEN e, BHEMLES (M
HMRFS) EFHFR K, HHTELHHE. L2006 £ 6 5K
HAFAREE R,

Blin, 7eREEscEEN, T EBE I/TA “Sept. 117, HEBH
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—47# “Operation Safe Travel” . “14” H=BRE—ITH “1956” FNL
BB AT, BAXEEREY RS, FEnHN%E
RRCRA G/ FRERWIE, W “1956s” 1H MG HE S =/~
“It was in the 1950s that the American government finally took action to
build a national high way system.” @ “1950s” JE BLXT MY o

B, CEMAISE — Bt the interstate system has been an essential
element of the nation’s economic growth in terms of shipping and job
creation: more than 75 percent of the nation’s freight deliveries arrive by
truck; and most products that arrive by rail or air use interstates for last leg
of the journey by vehicle.

P EXBCFEH, “creation” ZFEHIA—-1TES, EiEBEEN
ERMNWHAENFERE, FENGERTUSERFNE, HE, 25
157 EXE—ANET, ATLUUEB T MARRIAE, AR 2.

(=) WHEERIEEY

BT AP AR A R M F IS, AR R TR
BEXERR—FFERD, ARMEARRNOER, S HHETHA,
HEE . TS, XEMEEMNX W EIT AR E, BREFRE
ZE. EMAFARIRET R REPEE (study reading) , BHEEHT
HEWTRY R R . IR TR RE R EREAF AL, BEXMT
‘bR Y 3 ) SRR 5 B R LA R — N TR

BlansE 8 &4

The great benefit brought by the interstate system was

BT X ER SR AR EMIEMEE SN, L, Euﬁ
MARIRES , R THREZEHEHREEE, FREXBARE=ZRE
WX 4—45]:

Above all, the interstate system provides individuals with what they
cherish most: personal freedom of mobility.

FEIFR “The great” LAY TIRCHAY “ Above all”, FFLI%
BREZAPHNE S Z/ERNER: “personal freedom of mobility. ”

BERE, w8, RERREAERS, B THEEBK, EH
RiE, SEBEBRETINTF. HE, WTRER, RIINZEE -1
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noted: “The old convoy had started me thinking about good, two-lane
highways, but Germany’s Autobahn or motorway had made me see the
wisdom of broader ribbons across the land. ”

It would take another war before the federal government would act on
a national highway system. During World War II, a tremendous increase in
trucks and new roads were required. The war demonstrated how critical
highways were to the defense effort. Thirteen per cent of defense plants
received all their supplies by truck, and almost all other plants shipped
more than half of their products by vehicle. The war also revealed that
local control of highways had led to a confusing variety of design
standards. Even federal and state highways did not follow basic standards.
Some states allowed trucks up to 36,000 pounds, while others restricted
anything over 7,000 pounds.

A government study recommended a national highway system of 33,
920 miles, and congress soon passed the Federal-Aid Highway Act of
1944, which called for strict, centrally controlled design criteria.

The interstate highway system was finally launched in 1956 and has
been hailed as one of the greatest public works projects of the century. To
build its 44 ,000-mile web of highways, bridge, and tunnels, hundreds of
unique engineering designs and solutions had to be worked out. Consider
the many geographic features of the country: mountains, steep grades,
wetlands, rivers, deserts and plains. Variables included the slope of the
land, the ability of the pavement to support the load, the intensity of road
use, and the nature of the underlying soil. Urban areas were another
problem. Innovative designs of roadways, tunnels, bridges, overpasses,
and interchanges that could run through or bypass urban areas soon began to
weave their way across the country, forever altering the face of America.

Today, the interstate system links every major city in the U. S. , and the
U.S. with Canada and Mexico. Built with safety in mind, the highways have
wide lanes and shoulders, dividing medians, or barriers, long entry and exit
lanes, curves engineered for safe turns, and limited access. The death rate on
highways is half that of all other U.S. roads (0.86 deaths per 160 million

.10 -
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5. In spite of safety considerations, the death rate on interstate highways is
still higher than that of other American roads.

6. The interstate highway system provides access between major military
installations in America.

7. Service stations, motels and restaurants promoted the development of the
interstate highway system.

8. The greatest benefit brought about by the interstate system was

9. Trucks using the interstate highways deliver more than

10. The interstate system was renamed after Eisenhower in recognition of

> R

AR 70 WALEAWRE X, FEHRTEEABNERESE
URABEELEGHSRBIOEERR. 20 tHEMEREH KT
EREEMFE ., TRAARREH TR, BEERESRONM, AE
AR B 20 B 4 RIFE BT IBORF A9 S0 F ST /S B A0 B0 ik e, {H 4R
FHEASEBAA . REMRLGRNSEETE. —RP, oK%
RETBERKIHSHINGE, RIHRER— R Emd STk, 194 4,
BURAFREEAELEBE 33920 KR KMERABES, HiRHE
SEFERGE . PRI H KB RR . EEERABELT 1956
EHT, R\EEBBES, BUEITHRS ARk RER
B3RP WA, WRRETEENES. 0L, BHNREERT
EXEREWIERT, HEETEESNEAMBERF, dTFiite
BHESERTELSEE, BEAK EWESFET- Ry EE L iE
B—%, FRNEAMUNEEANEEASRRET Ak, WEY
RFEXEZFRRRIELE KT,

1. BE: 2EHABRERIRET 1921 £ &, ‘
BT MR, HRYEXHRI national standards 3% B B 4] “Beyond
that, there were no national standards for size, weight restrictions, or
commercial signs”, FHILH WA NO,

2. BE: IHRFERFHEEANEENERREABE TXENNTE
N
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first thing in the morning, you're sucking energy out of your relationship.
Finally, help another person — and make the help real, concrete. Give a
massage ( 3:%) to someone you love, or cook her dinner. Then, expand
the circle to work. Try asking yourself what you’d do if your goal were to
be helpful rather than efficient.

After all, if it’s true that what goes around comes around, why not
make sure that what’s circulating around you is the good stuff?

1. The energy crisis in America discussed here mainly refers to a shortage
of fossil fuels.

2. People these days tend to lack physical energy.

3. Laura Hillenbrand is an example cited to show how emotional energy can
contribute to one’s success in life.

4. The author believes emotional energy is inherited and genetically
determined.

5. Even small changes people make in their lives can help increase their
emotional energy.

6. Ivy filled her life with meaning by launching a program to help poor
children.

7. The real-estate broker the author knows is talented in home redecoration.

8. People holding on to sad memories of the past will find it difficult to

9. When it comes to decision-making, one should make a quick choice
without .

10. Emotional energy is in a way different from physical energy in that the
more you give,

> B R

FXR—R 1000 BFHVLIL, FEANA T RN ERK 6 F
Tk, EEBSEN, YRAXEALRRZIES, XM AHBHFEES
L8, MRS NR, MR LUEAEE, FREANERRK
o MABHARRBIFEHNER? EENAT 6 ITZAEKM
Tk ZUHSKEY . EFRIEMOEN. ARAFBNSR, —H
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FRE .. REERE . #2465 T,

1.

BE: XPifiemREEREN EEERAORBIELR,

iy AN, FEAEXEFRAPHEH, XER “energy crisis”
S5Hadaxx, AMIEEHZREN AR, RitHEY NO,
BE: BRAERENORE,

BT AT ERE, RY%XHIA physical energy E MR BAER—B,
XEBHAIRZHARES, BELE, BRAREM—4 i
MR ARER R, BHILH ik NO,

R : 30 Laura Hillenbrand %152 9 1 ik 91 1% 44 ) 8 40 oy 3 Jah
MTE RS

YT ATV, M4 <H A Laura Hillenbrand S 4 f5 B S =
B, FEEHREMMARRENSRERIE HiGHBEEH, 2
B AR R, FILAIER YES,

- R FEUVREN A BEIRERE, hERRE.

MR AW, N THEMAORNMEKS, EEAEFENEFEE
“emotional energy is unlimited and has nothing to do with genes or
upbringing” , PHILH|KTR NO,

BE: X EHELSEERME AR B EN BB AMK,

b AR BTSRRI BRI “Do something new” —
Foeb, ARG/ NS AR TR ORTE 1, BRILHINT N YES,
BE: EdFRFHRFTILENES, vy B EEEERY.
Rt MV, RHEXEA Ivy R filled her life with meaning &3 {5
B7E “Reclaim life’s meaning” % —Bt#, B “In the process, Ivy
filled her life with meaning” ¥jiky YES,

BE: FEARRBHSLANEBRKEFREHER,

fET: AP RE, WRYEX BRI real estate broker S i {5 B 7ZE “Put
yourself in the fun zone” —FHh, XPIHHKELANERIEREE
HEREMEABERRNET, FRBAMAES KT, Hik
¥ & NOT GIVEN,

Y7 B3, Holding on to sad memories of the past $§ Xt 2 () 3 1
BEAR T, NAE “Bid farewell to guilt and regret” —3dF 3, T
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SEAEREERICPH “dead weights”, FEILETENZA K moving
forward ,

9. 48, BHERLEIR decision-making #EZE “Make up your mind”
—3rpF R, B “make a choice and don’t look back” — &) 6] &I, L
BiP3 %y looking back,

10. AV, BHHEBESEOWARESAT IR, XPRE “the

more you give, the more you get back” , At i B A N the more
you get back,

2007 £ 6 A X¥RIFNEREA

Directions: In this part, you will have 15 minutes to go over the passage
quickly and answer the questions on Answer Sheet 1. For questions 1-7,
mark Y (for YES) if the statement agrees with the information given in the
passage; N (for NO) if the statement contradicts the information given in
the passage; NG (for NOT GIVEN) if the information is not given in the
passage. For questions 8-10, complete the sentences with the information
given in the passage.

Protect Your Privacy When Job-hunting Online

Identity theft and identity fraud are terms used to refer to all types of
crime in which someone wrongfully obtains and uses another person’s
personal data in some way that involves fraud or deception, typically for
economic gain.

The numbers associated with identity theft are beginning to add up fast
these days. A recent General Accounting Office report estimates that as
many as 750,000 Americans are victims of identity theft every year. And
that number may be low, as many people choose not to report the crime
even if they know they have been victimized.

Identity theft is “an absolute epidemic,” states Robert Ellis Smith, a
respected author and advocate of privacy. “It’s certainly picked up in the
last four or five years. It’s worldwide. It affects everybody, and there’s
very little you can do to prevent it and, worst of all,. you can’t detect it

. 19.
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4. Establish an email address for your search.

Another way to protect your privacy while seeking employment online
is to open up an email account specifically for your online job search. This
will safeguard your existing email box in the event someone you don’t
know gets hold of your email address and shares it with others.

Using an email address specifically for you job search also eliminates
the possibility that you will receive unwelcome emails in your primary
mailbox. When naming your new email address, be sure that it doesn’t
contain references to your name or other information that will give away
your identity. The best solution is an email address that is relevant to the
job you are seeking such as salesmgr 2004 @ provider. com.

5. Protect your reference.

If your resume contains a section with the names and contact
information of your references, take it out. There’s no sense in
safeguarding your information while sharing private contact information of
your references.

6. Keep confidential { #.7% %)) information confidential.

Do not, under any circumstances, share your social security, driver’s
license, and bank account numbers or other personal information, such as
race or eye color. Honest employers do not need this information with an
initial application. Don’t provide this even if they say théy need it in order
to conduct a background check. This is one of the oldest tricks in the
book — don’t fall for it.

1. Robert Ellis Smith believes identity theft is difficult to detect and one can
hardly do anything to prevent it.

2. In many cases, identity theft not only causes the victims’ immediate
financial losses but costs them a lot to restore their reputation.

3. Identity theft is a minor offence and its harm has been somewhat
overestimated.

4. It is important that your resume not stay online longer than is necessary.

5. Of the three options offered by CareerBuilder. com in Suggestion 2, the

.22,
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infrastructure ( & #%i%#) 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 university 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

.27.
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1.

MBS, P —BIEH “the opening of national borders... has
made universities a powerful force for global integration” , [& ¥ #
D),

HEE, XEHSBRIE, 130 £k, HEBE¥REENERLUE
4E3.9% HEER K., BIEAZZENEER—EN, BEHS
HE¥EMHERETHEEAEFER LR, HIEEE AERN
$3.9%, #EC),

WSHEE, FEBIEN, AREHBENIHAEETE 20% 2
SMEEEUT. B,

M HAEE, B EPWE “Yale and Harvard have led the way,
offering every undergraduate at least one international study or internship
opportunity” , FJLAfG RN D),

BlHEE, BHBET, BEXEE5EBRESERTHIENHTIEH
MRt HRaTEERG, MASESTRENTZE, £ A).
MY, BB B “Silicon Valley was intentionally created by
Stanford University” —#] 7] LAf§ A C) . '
WMYHEFER, XPHEBEN, RERZEHERERABPER
5P RBEPHEEXRE, EXHELBHER—EHLUERBRAR
Eo #EB)o

HIVTRE . MRYEX 521 September 11 {5 BIEMBBEE — B, XPiE
HEIERFHBCES R FH EEEREERRAREL. Bk, &
FUZ AR K R & changes in the visa process,

MYE, B —BEATEE, “many fear that foreign students
threaten American competitiveness by taking their knowledge and skills

back home. ” , KBTI N 54 take their knowledge and skills back
home,

10. VR, RETHEFHBERFLARIEH, BEETRITFEHE

HEXENXERFFF LT, HiL, NIEPAAER strengthen the

nation,
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Part I Reading Comprehension ( Skimming and Scanning )
(15 minutes) 10% (10 x1%)

Directions: In this part, you will have 15 minutes to go over the passage
quickly and answer the questions on Answer Sheet 1. For questions 1-7,
choose the best answer from the four choices marked A) , B) , C), D. For
questions 8-10, complete the sentences with the information given in the
passage.

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, ratio, 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 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
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advertisers to adapt their methods. Both of these radio forms allow listeners
to rune 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 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.

Adpvertisers using the print media — magazines and newspapers —
will need to adapt to two main changes. First, the Internet will bring larger
audiences to local newspaper. These audiences will be more diverse and
geographically dispersed ( 4-#) 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 bill board

in 2 hours, compared with 6 days previously. This allows advertisers more
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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 still 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 relationship with consumers. For many businesses, direct mail
is the most effective form of advertising.

1. Television is attractive advertising medium in that
A) it has large audiences
B) it appeals to housewives
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 has increased
3. Compared with television, newspaper as an advertising medium
A) earn a larger annual ad revenue
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B) convey more detailed messages

C) use more production techniques

D) get messages out more effectively

. Advertising on radio continues to grow because

A) more local radio stations have been set up

B) modem technology make it more entertaining

C) it provides easy access to consumers

D) it has been revolutionized by Internet radio

. 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

. Out-of-home advertising has become more effective because
A) billboard 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

. 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
. Internet advertisers will have to adjust their methods to reach audiences
that tend to be

. Direct mail is an effective from of advertising for businesses to develop

10. This passage discusses how advertisers select for advertise-
ments.

FIR—R 1000 BFHUHL, TBNMAT 7 HARKS Sk
DREMSERER. XEHAES, I HA7—-BRBSRERF >
s R %5 85E 9 B AR U R M R . EE ) Btk
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18, EHEL/MMENERXNENEANRSET TR, B8
BTN E R, R R XA R AR

1.

Y B AR AR, FE Television NMrETH—B, EZELIBRATH
Who Wants to Be a Millionaire? B2 U385 T H W0 T X () V8 A 3K
BE X, B—MEARSIMTEEK, Hitk, REENEA),
YTERMRE, Television /MR T _BAR T HIMERR R &
RIS . Hp, ¥ - &S “This has also resulted in an
increase in the sheer number of advertisements to which audiences are
exposed”, I FHMSEMNYL, MATFEIWEN SRR
£, RILABHE D).

415 38 AR B, SCF E At 48 Newspaper X Fi B {4 i 55 &5 B 45 1
“newspapers... provide a way for advertisers to communicate a longer,
more detailed message to their audience than they can through
television”, HRLAIAI, %W B) HEEIEH,

M HME, Radio /M T —BigH “Radio provides a way
for advertisers to communicate with audience members at all times of
the day” , HAXWANRELTHES . L¥NE LERBN
WAL R . Bk, @R BXAEEBT SRR
SMPERREHREEREFEMBIIHENT &, B C) HiE
EH,

YR, XX Magazine PAFBE T —B&E —mi5H,
“ Advertisers see magazines as an efficient way of reaching target
audience members” , HLER R LB E Bidrh HARMARBEK, Btk
A) HEIER,

Y BREA, CFETE Out-of-home advertising /MR EE X Fp T 45
TREMAYNFEEEL A, EEIMERARA: —RAMNE
BERBIERR, EXHTMARERRERPEAN; Z—RAEAMN
FELTHEFEERKHY B, BRMASEMRISEL. B
I, %W C) RIEER,

.M, B IE Internet $R 1 T 5 — B “ The challenge to Internet

advertisers is to create ads that audience members remember”, IR C)
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