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(1) #EEXEMN T EFAE (main idea) , 4 X E MR ( being titled)

(2) THRALEREEWE LA XA (restatement)

(3) HRIE_EF SCHN K 40 B 3k DA S A% BE £ 38 0 5 1 B9 & BB (vocabu-
lary)

(4) R 3IEHIBT (true-false judgement)

(5) R4 BT B A4 B AT — %8 B T, B A0 5] B (inference)

(6) G&AEHR MM S FEE (author’s attitude)
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(1) IR

AREEAMET, EXBEEER A SEMNRE, EFEUTILH
F:

@ According to the author-++

@ In the author’s opinion:-

@ The author thinks (believes, suggests, deems) that--

@ The author gives impression that*

® How does the author feel about-*

® What is the author’s opinion (idea) about?



@ Which of the following will the author agree (disagree) with?

The author’s attitude towards *** might be summarized an one of -

@ The tone of the passage can best be described as (is)-

(@ What is the tone (mood) of the passage?

@ Which of the following can best describe the attitude of the author to-
wards?

[o] 287 30 248 1) R, 2% A2 55 o6 4 0 b U AR 3 7 58 B S R A T e B
ERKEAT, EEEAEA-BFENARFEERERZ 2 MENDRR
HECHERE, X BRI Qo] 1 5 2 B 1 8 B0 A B an fo 4 7 1 3% B
FF 0 75 B P 7 TE o0 LA SR

(2) EHpHFEEEIEMRA

E-RXEE EEEHRRACHRAN, FRERT Y, FM LN H
E-WA,MEEERENELE THRARR, UERABCHEE, B
W, BERAMEEOI S, BHE LT XERERE, CEPFKRERAAN
BEHERAREEHRA . RAANEHOHBEE, AN —aiE T BR%E
B—RXEPRICEITHRE R ESHW A, EIRIEEENR ST E
FHEEERTEAA, EXRXEAMHAEN, XEPHELEEIFEE
Mt A%

B 1(1995 & H L 1 54 53.54 #2)

Money spent on advertising is money spent as well as any I know of. It
serves directly to assist a rapid distribution of goods at reasonable prices, thereby
establish a firm home market and so making it possible to provide for export at
competitive prices. By drawing attention to new ideas it helps enormously to
raise standards of living. By helping to increase demand it ensures an increased
need for labor, and is therefore an effective way to fight unemployment. It low-
ers the cost of many services: without advertisements your daily newspaper
would lost four times as much, the price of your television license would need to
be doubled, and travel by bus or tube would cost 20 per cent more.

And perhaps most important of all, advertising provides a guarantee of rea-
sonable value in the products and services you buy. Apart from the fact that
twenty seven acts of Parliament govern the terms of advertising, no regular ad-
vertiser dare promote a product that fails to live up to the promise of his adver-
tisements. He might fool some people for a little while through misleading adver-



tising. He will not do so for long, for mercifully the public has the good sense not
to buy the inferior article more than once. If you see an article consistently ad-
vertised, it is the surest proof I know that the article does what is claimed for it,
and that it represents good value.

Advertising does more for the material benefit of the community than any
other force I can think of. There is one more point I feel I ought to touch on.
Recently I heard a well-known television personality declare that he was against
advertising because it persuades rather than informs. He was drawing excessively
fine distinctions. Of course advertising seeks to persuade.

If its message were confined merely to information-and that in itself would
be difficult if not impossible to achieve, for even a detail such as the choice of the
color of a shirt is subtly persuasive-advertising would be so boring that no one
would pay any attention. But perhaps that is what the well-known television per-
sonality wants.

53. The author deems that the well-known TV personality is .

[A] very precise in passing his judgment on advertising

[B] interested in nothing but the buyers’ advertising

[C] correct in telling the difference between persuasion and information

[D] obviously partial in his views on advertising
54. In the author’s opinion,

[A] advertising can seldom bring material benefit to man by providing in-

formation

[B] advertising informs people of new ideas rather than wins them over

[C] there is nothing wrong with advertising in persuading the buyer

[ D] the buyer is not interested in getting information from an advertisement

XFEBHEFEEENRAMEE. S3EARMEEANEZNERT
EEEH, ZEUUNEN FHRRTRIAETR, ZLWERTEERY
I 4, BHET & “persuades rather than informs”, M /EH NA A EZ B E R
T YE# “was drawing excessively fine distinctions. Of course advertising seeks to
persuade” , LR E (EEAABEATEEX T EHWEE EEEXRE, T
HXPN HRETAE KB R (UM “excessively” —RRBBE HBIEF NN
RO TIEENT EMEERFREE, REBRERN D,

 SAERMAEEXMTEHNES, BERBEARL., EEANES
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iEW FRE X ZE LR A, “If its message were confined merely to informa-
tion-and that in itself would be difficult if not impossible to achieve, ", EHIlt,
B C.“TEHEWLEETEIE"REEENR A, W A D5 “Advertis-
ing does more for the material benefit of the community than any other force I
can think of " N 7F; B T 54E & B W &K “Of course, advertising seeks to per-
suade” W HF MR D B RN A B S FEXEBRF.

(3) EWHEHIEEHBISE

EEE—RXER SHFARXRSESRNR, AEBACHRE
HEMN EEATFERFERZIBENAR & FENBSNSERESE
AEEEEXEPEHER, MR EI X MCAHRER A ME#F B (. &
WRRE)RHELEK, EAARAEXREEAFRE G, TUR
P ENFE LR GFYREBEOREEE . BIB9S &R U
P B8 PRI 4 4 A0, W LA S X o e P )3 (4 3 2 33 LT 4 i A 1R )
B2 AT, A A A SRR 1) RRR AR, RIS MR OB R R R R 0 R
BEBREE  RPLARERLFE KES  NTHEEES W REM,

Bl 2(1993 4EHREE 2 7Y 40 &B)

In general, our society is becoming one of giant enterprises directed by a bu-
reaucratic (‘B #E X ) management in which man becomes a small, well-oiled
cog in the machinery. The oiling is done with higher wages, well-ventilated fac-
tories and piped music, and by psychologists and “human-relations” experts; yet
all this ciling does not alter the fact than man has become powerless, that he does
not wholeheartedly participate in his work and that he is bored with it. In fact,
the blue and the white collar workers have become economic puppets who dance
to the tune of automated machines and bureaucratic management.

The worker and employee are anxious, not only because they might find
themselves out of a job; they are anxious also because they are unable to acquire
any real satisfaction or intetest in life. They live and die without ever having
confronted the fundamental realities of human existence as emotionally and intel-
lectually independent and productive human beings.

Those higher up on the social ladder are no less anxious. Their lives are no
less empty than those of their subordinates. They are even more insecure in some
respects. They are in a highly competitive race. To be promoted or to fall behind
is not a matter of salary but even more a matter of self-respect. When they apply
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for their first job, they are tested for intelligence as well as for the right mixture
of submissiveness and independence. From that moment on they are tested again
and again-by the psychologists, for whom testing is a big business, and by their
superiors, who judge their behavior, sociability, capacity to get along, etc. This
constant need to prove that one is as good as or better than one’s fellow-competi-
tor creates constant anxiety and stress, the very causes of unhappiness and ill-
ness.

Am I suggesting that we should return to the preindustrial mode of produc-
tion or to nineteenth century “free enterprise” capitalism? Certainly not. Prob-
lems are never solved by returning to a stage which one has already outgrown. I
suggest transforming our social system from a bureaucratically managed industri-
alism in which maximal production and consumption are ends in themselves into a
humanist industrialism in which man and full development of his potentialities—
those of love and of reason—are the aims of all social arrangements. Production
and consumption should serve only as means to this end, and should be prevented
from ruling man.

40. The author’s attitude towards industrialism might best be summarized as one
of

[A] approval [B] dissatisfaction [C] suspicion D tolerance

ABHAEEENRRATIHSTRNEE. FENBRHSERET
23, HREMNXEN LA (F —B)“man has become powerless” & “workers
have become economic puppets who dance to the tune of automated machines” @]
PHEMTHEENEERRACTRT REG, RERTLSB0ER, $ 8
T AFIE B £ 8 “not only because they might find themselves out of a job+-also
because they are unable to acquire any real satisfaction or interest in life”, &=
Bt E B A+ are no less anxious” o BJF—ER, B IL B EH BB R
TS EM - TERXEEN TR RER— P AT EE, K
BEHRRE EENBARAT L AHFE - ABRMIFHSE, B,
FREBW,

ZARMXEHEEMAR

- REEMEARMXEEENAENER, EREXNBERE L4, 6
BMEXAFL, BATEERE MEMANEYNERS, SHEXBE



THERE TEEER TR BN FEEAHE, BaaBAREHRE
KX EERBHERRETE IR FEXLZEHFERBEXNER
KEWR? TEERXEEES S ML .

(1) fr @A

REANMEEXEFEAENER, B ARMEEIXAEERE
BRI AR R, Bk TEER .

(D What is the main idea the subject of the passage”

@ The key point (The main idea of the passage/The best summary)is-*-

® The passage mainly deals with (is mainly about)---

@ Which of the following best reflect the main idea of the article?

(® The main point the author makes in the passage is**

® The best suitable title for the passage would (might) be**

@ With what topic is the passage primarily concerned?

The author’s purpose of writing this passage is ***

FEREFFELHR FEMERSFTEAEYHX, HEMNXEXS,
RATEFEAR—~ERERIRE, BAREETRETEEAZR, 8
MRBEEEESHENHNBRER B, F4E REREBTEHTERSR,
RERIGE, FEHEFNEMGOE LR -84, MirEELAHW EEER
BFEREE, FEONEREREMER MrEUNEER XA R,
F A E AR, AR AR

B 3(1996 4 HHH 4 1 66 &)

What accounts for the great outburst of major inventions in early America—
breakthroughs such as the telegraph, the steamboat and the weaving machine?

Among the many shaping factors, 1 would single out the country’s excellent
elementary schools; z labor force that welcomed the new technology; the practice
of giving premiums to inventors; and above all the American genius for nonver-
bal, “ spatial” thinking about things technological.

Why mention the elementary schools? Because thanks to these schools our
early mechanics, especially in the New England and Middle Atlantic states, were
" generally iterate and at home in arithmetic and in some aspects of geometry and
trigonometry.

Acute foreign observers related American adaptiveness and inventiveness to
this educational advantage. As a member of a British commission visiting here in



1953 reported, “With a mind prepared by thorough school discipline, the Ameri-
can boy develops rapidly into the skilled workman. ”

A further stimulus to invention came from the® premium” system, which
preceded our patent system and for years ran parallel with it. This approach, o-
riginated abroad, offered inventors medals, cash prizes and other incentives.

In the United States, multitudes of premiums for new devices were awarded
at country fairs and at the industrial fairs in major cities. Americans flocked to
these fairs to admire the new machines and thus to renew their faith in the benef-
icence of technological advance.

Given this optimistic approach to technological innovation, the American
worker tock readily to that special kind of nonverbal thinking required in me-
chanical technology. As Eugene Ferguson has pointed out, A technologist thinks
about objects that cannot be reduced to unambiguous verbal descriptions; they are
dealt with in his mind by a visual, nonverbal process -+ The designer and the in-
ventor:*+are able to assemble and manipulate in their minds devices that as yet do
not exist.

This nonverbal “spatial ” thinking can be just as creative as painting and
writing. Robert Fulton once wrote, “ The mechanic should sit down among
levers, screws, wedges, wheels, etc., like a poet among the letters of the al-
phabet, considering them as an exhibition of his thoughts, in which a new ar-
rangement transmits a new idea. ~

When all these shaping forces-schools, open attitudes, the premium system,
a genius for spatial thinking—interacted with one another on the rich US main-
land, they produced that American characteristic, emulation. Today that word
implies mere imitation. But in earlier times it meant a friendly but competitive
striving for fame and excellence.

66. The best title for thi s passage mightbe .

[A] Inventive Mind [B] Effective Schooling

[C] Ways of Thinking [D] Outpouring of Inventions

AR E B R F B S — 8 “What accounts for the great outburst of
major inventions in early America++-"7ZE 58 B BE [EI & T X AN 6 &, $8 A M A
J 1 ; “excellent elementary schools; a labor force that welcomed the new tech-

nology; the practice of giving premiums to inventors; and above all the American
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genius for nonverbal; ‘spatial’ thinking about things technological”, & i1 JLE
HKESGX - FHRF, KRBT FEIA - EHRIFE, a0 FiEL
“what accounts for 7, Bk X EX} 15 “What - "#1T T A8 HER, £ 5T
FIRMUMERST L HEBATRE & BHEREE AT, SHEXF: " In-
ventive mind accounts for the great outburst of major inventions **+”

(2) BER X EEA

HEEEEEESTRERNEERE EEEERREEINEE
FEMA-A8JLaEREERAFE, X—-FEGEEX LRAHSE
B EAREREAT 2B XENS MBI RERTESETBRN, £A
BLHFREER BHEA, HAEE W SHITY0 RS BTN

BT OERARE, EXEEEXPHIMNERARE, BEELTI R

O BB L@

X EEREEERAMBE, XE-FABEABHEE, £ XHE1
REBREEREXAN FBRIFTEREHA

@ FBEE

AREXEHBRENF, YBARTE; RE BT EA MAEERBRY
AF URRREXABNEE, ERITEAEREMa% L SEKN
FTEGA—-EMR, AT EEARERANEL , KEKIER TG & LR
HH PG R T R RGR, RBE R E, B TE,

Bl 4(1994 FHEH 2 5 58 &)

One hundred and thirteen million Americans have at least one bank-issued
credit card. They give their owners automatic credit in stores, restaurants, and
hotels, at home, across the country, and even abroad, and they make many
banking services available as well. More and more of these credit cards can be
read automatically, making it possible to withdraw or deposit money in scattered
locations, whether or not the local branch bank is open. For many of us the
“cashless society” is not on the horizon-it’s already here.

While computers offer these conveniences to consumers, they have many
advantages for sellers too. Electronic cash registers can do much more than sim-
ply ring up sales. They can keep a wide range of records, including who sold
what, when, and to whom. This information allows businessmen to keep track
of their list of goods to suppliers can then be made. At the same time these com-

puters record which hours are busiest and which employees are the most effi-



10

cient, allowing personnel and staffing assignments to be made accordingly. And
they also identify preferred customers for promotional campaigns. computers are
relied on by manufacturers for similar reasons. Computer-analyzed marketing re-
ports can help to decide which products to emphasize now, which to develap for
the future, and which to drop. Computers keep track of goods in stock, of raw
materials on hand, and even of the production process itself.

Numerous other commercial enterprises, from theaters to magazine publish-
ers, from gas and electric utilities to milk processors, bring better and more effi-
cient services to consumers through the use of computers.

58. What is this passage mainly about?

[A] Approaches to the commercial use of computers.

[ B] Conveniences brought about by computers in business.

[ CJ Significance of automation in commercial enterprises.

[D] Advantages of credit cards in business.

XS N AN REHRELE, TENREXPEY
B ) “While computers offer these convemences to consumers, they have many
advantages for sellers too. " (G E VLR H R E R L ERFE BT, LA
EETRIFEFEDETRUNEHBESEX - FB, . 8 FRE HAVGE
1/ QRIS JIRTEN ARG RE S, RESUGRALT £, B4 U Numer-
ous other commercial enterprises, **,bring better and more efficient services to
consumers through the use of computers”, 1§ th 18 148 F7E J A 75 16 BT 47 5k
ByAb. BT, 7ERTEA RO BB, BRI & X M. AXAET M
WEPLI AR A R T B B S B 7, R AC
W, REHBIETHEAFRNERAHRET RES L, BEEREE
TR FREHAT BN ARERETRATSHEX— T8, B,
HEBE DI,

(3) EERFEER

—REXEREFEEANSENFTH. S TBRETRY ERAEIE
H. ENIAES - BRIRETIERE, BN BRENMET A F@E, M
BRX-FEHANEHRTREA, Bilt, TEE—BHIOART(BREEE
TN TFEBEXHERRXEREFY . AT XEAHE,BEEHEAEXT
MRBEOARMERE,. FESR.
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