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You will hear a passage about advertising. While you are listening, answer questions 1 to
10 by circling True or False. You will hear the passage ONLY ONCE.
You now have 60 seconds to read questions 1—10.
1. Advertising influences us to buy one kind of product instead of another. TRUE/FALSE

2. Advertising doesn’t always tell us everything about a product. TRUE/FALSE
3. Advertising misinforms us. TRUE/FALSE
4. Advertising makes our lives perfect. TRUE/FALSE
5. People will like you better if you use the advertised products. TRUE/FALSE

6. Wanting a good self-image is the negative reason for choosing products. TRUE/FALSE
7. Advertisers know that almost everyone wants to

look as attractive as possible. TRUE/FALSE
8. Advertisers get information from psychologists to make us buy products. TRUE/FALSE
9. Psychologists tell advertisers to stop influencing shoppers. TRUE/FALSE

10. Advertisers spend billions of dollars each year to make us buy products. TRUE/FALSE
2.

1. T HE—BIBE—%] “Although we might not like to admit it, commercials on
televiston and advertisements in magazines probably influence us much more than we think they
do” BRULEHVER A & (R R AT 3K — Ff & R A 7= o

2.T BNE_BREREUWHT T HE N EEKM M, B) “It tells us the products’
benefits, but hides their disadvantages” (38 B IIT),

3.T S _Bt9H —Hf) “The information is actually very often misinformation” .

4. F JEESEASFEBRATARE R, TN AN A8E B CE R NS RIS

5.F XHBE &\ —ERHEE, FLAMNZEXFER.

6.F MBIUBS 4] “If fear is the negative reason for buying a product, then wanting
a good self-image is the positive reason for choosing it” A] LA &% .

7.7 MEUEF “Each of us has a mental picture of the kind of person we would like

5
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to be. ... Advertisers know this” BT Al LIIRHE R,
8. T HABRA] “ These exports(F§ psychologists)tell advertisers about the motives of
fear and self-image ” T UBBEER,
9. F ZBR%[FES5%E/)\EAT. Psychologists HEEIN advertisers {04 1k % Al
I o
10. T ZATRETHEE—B “They (¥5 many people) may not clearly understand that

Advertisers spend billions of dollars each year in aggressive competition for our money” .
RXEXX:

A consumer walks into a store. He stands in front of hundreds of boxes of laundry detergent.
He chooses one brand, pays for it, and leaves. Why does he pick that specific kind of soap? Is it
truly better than the others? Probably not. These days, many products are nearly identical to each
other in quality and price. If products are almost the same, what makes consumers buy one brand
instead of another? Although we might not like to admit it, commercials on television and
advertisements in magazines probably influence us much more than we think they do.

Advertising informs consumers about new products available on the market. It gives us
information about everything from shampoo to toothpaste to computers and cars. But there is
one serious problem with this. The “information” is actually very often “misinformation”. It tells
us the products’ benefits, but hides their disadvantages. Advertising not only leads us to buy
things that we don’t need and can’t afford, but it also confuses our sense of reality. “Zoom
toothpaste prevents cavities and gives you white teeth!” the advertisement tells us. But it doesn’t
tell us the complete truth, that a healthy diet and a good toothbrush will have the same effect.

Advertisers use many methods to get us to buy their products. One of their most successful
methods is to make us feel dissatisfied with ourselves and our imperfect lives. Advertisements
show us who we aren’t and what we don’t have. Qur teeth aren’t white enough. Our hair isn’t
shiny enough. Our clothes aren’t clean enough. Advertisements make us afraid that people won’ t
like us if we don’ t use the advertised products. “Why don’t I have any dates?” a good-looking
girl sadly asks in a commercial. “Here,” replies her roommate, “try Zoom toothpaste!” Of course
she tries it, and immediately the whole football team falls in love with her. “That’s a stupid
commercial,” we might say. But we still buy Zoom toothpaste out of fear of being unpopular and
having no friends.

If fear is the negative motive for buying a product, then wanting a good self-image is the
positive reason for choosing it. Each of us has a mental picture of the kind of person we would
like to be. For example, a modern young woman might like to think that she looks like a
beautiful movie star. A middie-aged man might want to see himself as a strong, attractive athlete.
Advertisers know this. They write specific ads to make certain groups of people choose their
product. Two people may choose different brands of toothpaste with the identical price, amount,

and quality; each person believes that he is displaying his personality by choosing that brand.

6
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Advertisers get psychologists to study the way consumers think and their reasons for
choosing one brand instead of another. These experts tell advertisers about the motives of fear
and self-image. They also inform them about recent studies with colors and words. Psychologists
have found that certain colors on the package of an attractive product will cause people to reach
out and take that package instead of buying an identical product with different colors. Also,
certain words attract our attention. For example, the words “new” , “improved”, “natural”, and
“giant size” are very popular and seem to pull our eyes and hands toward the package.

Many people believe that advertising does not affect them. They know that there is freedom
to choose, and they like to think they make wise choices. Unfortunately, they probably don’t
realize the powerful effect of advertising. They may not clearly understand that advertisers spend
billions of dollars each year in aggressive competition for our money, and they are extremely
successful. Do you believe that ads don’t influence your choice of products? Just look at the
brands in your kitchen and bathroom.

You will hear a conversation or talk and you must answer the questions by choosing A, B, C
or D. You will hear the recording ONLY ONCE,

Questions 11 to 13 are based on the following talk on wireless communications. You now
have 15 seconds to read questions 11 to 13. '

11. Which is the most accurate word to describe the impact of wireless communications?

A. Limited. B. Temporary. C. Significant. D. Everlasting.
12. What will the third generation mobile communication standards bring about?

A. Fewer traffic accidents. B. Internet access.

C. High quality services. D. Many new products.

13. What is the most important factor for further development of wireless communications?
A. Designing more sophisticated software.
B. Building as many platforms as possible.
C. Wider network of after-sale services.

D. Closer cooperation among companies in different fields.
REXE:

M: In ways big and small, wireless communications have the potential to make a
tremendous impact on how companies conduct business and in people’s daily lives. For example,
businessmen will be able to use their wireless laptop computers to easily access their e-mail and
send reports wherever they are. Taxi drivers will receive real-time traffic reports from a satellite
overhead to avoid traffic jams. Vending machines in remote locations will call in their inventory,
letting the company know when they need to be refilled. A child will find her lost kitten from a

signal on a tiny wireless device on the cat’s collar.
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But this is only the beginning. When third generation mobile communication standards are
adopted, scores of new products are just over the horizon. These products will allow global
roaming, receive multimedia services including full-motion video and provide high speed
Internet access. Dr. Tachikawa, a specialist in wireless communications, said, “Expanding the
range and use of wireless devices is where only part of our growth will come from. The real key
is services.” Wireless services such as video telephoning, video conferencing, Internet
connections, e-mail, traffic information, music on demand, news weather and financial
information—these and hundreds more will provide a growing future for NTT DoCoMo.

It will take the efforts of hundreds of companies in many fields including software design
companies, computer companies, content creators, companies who make the machinery content
creators and more to make these services a reality. Dr. Tachikawa said again, “It is not enough
just to build a platform, you must also have content. I think the important thing is for all of us to
work together to develop new services so that the pie as a whole will grow. ”

JE i
11. C R A 22 A FIMT R RS (O 8 0 . JHE A JF 3558 158 “ In ways big and small, wireless

communications have the potential to make a tremendous impact on how companies conduct
business and in people’s daily lives” , DA A ARG . HiEANEEV B THL LR
WERIBIF, RFEVHEA XJE: “But this is only the beginning. When third generation mobile
communication standards are adopted, scores of new products are just over the horizon”., BL4R
RRIRITFaE, NER—IFHR B R, %0 B BRI RIETN. W% A BHE AT T
KEIRZ B, BIERIRBAS, #RaCUES AR R C AREHK. ETEND,
RIS IR, B8R UHEAR A s B K B 70 28 3045 B W 10 KA )

12.D B AT, 0 =B IR R4 . B— MRS P IRG LR
BA#fi: “When third generation mobile communlcation standards are adopted, scores of new
products are just over the horizon” , scores of new products ¥4 T many new products, K it
IR D EH. BAHEIHERHE “Taxi drivers will receive real-time traffic reports from
asatellite overhead to avoid traffic jams”, 1H AT IE EANE Tk DA B H, FrLAEIH A
JEEIRIET . YIS B] “These products will allow global roaming, receive multimedia
services including full-motion video and provide high speed Internet access”, H3RFHHE = (¢
Bl AR HE S ST B FE A HBL, T Internet access, A XSSP S tb Al sg B, REMEER
B, BT B S 8 RE TR . AR UFIE P38 3) services, {H J& generation mobile communication
standards 5 high quality services Z [A] 34 LRBER, DL IEIR C R 45 R IR,

13.D RN . FEVHER )G —#5PFE NS A T Dr.Tachikawa 1% “I think the
important thing is for all of us to work together to develop new services so that the pie as a
whole will grow” , XA~ “all of us” i & PhiF A &2 EI /) “hundreds of companies in many
fields” , DHIIEIN D 4 EHEI . PHi&PHE] “software design” , 1H/E# “company”,
5 A BEARF, R VIR . Dr. Tachikawa 35318 “It is not enough just to build a

8



FE—F PETIS ZRYTEERITRE TR AT

platform, you must also have content”, RE—MNFERE, BARBISITRSER? JRN
£, #iEART, EFEAASE, FEHET B A RIED. HEFRIRIIM “services” 217
“wireless services”, AE—UTH] “services” FIA N & “after-sale services”, FEIHIEIN C thi2
ERIET

You will hear an interview with Dr. Steve Huber, an associate professor of physics at Beaver
College, on the relationship between physics and music. While you are listening, answer the questions
or complete the notes in your test booklet for questions 21 to 30 by writing NO MORE THAN THREE
words in the space provided on the right. You will hear the interview TWICE.

You now have 1 minute to read questions 21 to 30.

21. Dr. Huber got his own telescope when he was

22. Where was the interview conducted?

23. What were the two things that interested Dr. Huber?

24. When did Dr. Huber become interested in piano?

25. What’s the common misconception about art and science?

26. Both the study of science and the study of art require

27. Who does not probably notice the beauty of theoretical physics?

28. Dr. Huber compared physics to the job of a

29. What does Dr. Huber think accomplish the same objective?

30. What does Dr. Huber compare the universe to?

REXE:

W: Dr. Huber, when did you first become interested in physics and music?

M: I can’t remember the time when I wasn’t interested in physics. When I was a child, I was
very curious about the world around me. For example, I always wondered why light behaves the way
it does. 1 found it more fun to play with a prism than to play with the kids in the neighborhood. 1
wasn’t very social, but I was really absorbed into figuring out how things worked. I got my own
telescope when I was eight years old, and I loved to take it out at night and go star gazing. I would
look at the planets and stars and wonder what was out there. When I was ten, my father bought me
a book on the universe, and I just ate it up. In fact, I still have that book right here in my office.

It was the same with music. I’ve always had a natural ear for music, perfect pitch. Even as a
young child, if I heard a song on the radio, I could go right to the piano and play it. When I heard
a sound like the ring of a telephone, I could identify its pitch and play the note on the piano.
However, I didn’t develop a serious interest in becoming a pianist until I was in college. I also
seemed to do well in school in the visual arts like painting and drawing.

W: What similarity do you see between music and physics?

M: There is a common misconception that art and science are completely separate from

9
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each other, I think the distinction is artificial. In reality, art. and science are not as mutually
exclusive as one might assume. Solving a complicated mathematical problem, for example, can
require the same degree of creative thinking as painting a landscape or writing a poem. 1 feel an
indefinable tingle when I play the Schumann Concerto or dance the pas de deux from Romeo
and Juliet. I get that same tingle from theoretical physics.

The beauty of art is readily apparent to most people. However, in the case of theoretical
physics, the beauty is not nearly as accessible to the general public, but it is every bit as exciting.
Nature seems to follow certain principles, very much the same as art does.

It’s not uncommon for physicists to become accomplished musicians. Music theory is a
very mathematical discipline. Relationships among various notes in classical harmony are based
on simple mathematical relationships.

W: You have said that physics is beautiful. What makes it beautiful to you?

M: To me, it’s incredible the way nature seems to work so perfectly. I think it is beautiful. I
always tell my students on the first day of class. “If you tike reading Sherlock Holmes detective
stories, you’ll like doing physics problems.” Physics is about figuring things out — discovering
how they work, just like a detective.

A lot of people fear physics because they view it as a big complicated jumble of facts that
have to be memorized. But that’s not true, it’s an understanding of how nature works, how the
various parts interact. One can view art and literature as the relationships and interactions of
ideas. In the same way, physics studies the relationships and interactions of concepts. In other
words, to me art and science fundamentally attempt to achieve the same objective — an
understanding of the world around us! The whole universe seems to follow some very basic
principles as it evolves in time. Some of these principles include the Conservation of Energy and
the Conservation of Angular Momentum.The conservation laws of physics are like non-interest
bearing checking accounts. In the case of energy conservation, you can make energy deposits
and energy withdrawals, but all the energy is accounted for.

The rotation of objects is governed by a law called the Conservation of Angular Momentum,
which applies to everything in the universe including the rotation of stars, the rotation of the
planets and their orbits, the behavior of an electron in an atom, the spin of a figure skater, and the
rotation of wheels on a truck. What it all comes down in the end is that everything in the universe fits
together like the pieces of a perfect puzzle. As Einstein said, “The most incomprehensible thing
about the universe is that it is comprehensible.”

R
21. 8 years old M IJRFA] “I got my own telescope when I was eight years old” H 7] LA H #
HBHEERE.
22. In his office/In Dr. Huber’s office/In the office M JEf] “In fact, I still have that book
right here in my office” FEIA[BHEE. ERIE R EMNEERANEM my, FEhn BN %
10
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HH, AR Dr. Huber .

23. Physics and music [EIEZEMMRFTABEXER D E —MIE “Dr. Huber, when
did you first become interested in physics and music”, FEL L FEFRMTPE RO AKBIAE
WERBZIWINE, FUESBHER.

24. In college/Be in college/When in college/After entering college MR L “If I heard a
song on the radio, I could go right to the piano and play it. When I heard a sound like the ring of
a telephone, I could identify its pitch and play the note on the piano” , {HIH R} 3¢ b x40
FH X, Dr. Huber #%E il “However, I didn’t develop a serious interest in becoming a pianist
until I was in college”, 54N 4F 7l B B AL B however, IXFREEITHIE R CHE.

25. Completely separate/Mutually exclusive/ (Totally) different/Absolutely separate A\ J& 3L
“There is a common misconception that art and science are completely separate from each other, I think
the distinction is artificial, In reality, art and science are not as mutually exclusive as one might
assume” F AR E|EE. XE completely separate Al mutually exclusive 15 T H R FI & & .

26. creative thinking SERIARAIMIRENBEXRTRFE B “Solving a complicated
mathematical problem, for example, can require the same degree of creative thinking as painting
a landscape or writing a poem” , mathematical problem J& science i B, painting and writing &
art ik, XEFEZLHLTEXERED, FHETRE.

27. The general public/The public [FIZE X BEHRKEFHNBEXSRPEANBE “The
beauty of art is readily apparent to most people. However, in the case of theoretical physics, the
beauty is not nearly as accessible to the general public”.

28. detective FERUZAIMIR TN BAEZZTRP /LB “Physics is about figuring things
out — discovering how they work, just like a detective”.

29. Art and science {EJR3L “One can view art and literature as the relationships and
interactions of ideas. In the same way, physics studies the relationships and interactions of
concepts. In other words, to me art and science fundamentally attempt to achieve the same
objective — an understanding of the world around us” FEIAHRE LK. HAEF KRS
B4 A7 = in other words, | mean, that is to say, to put it differently X JS53E, B2 UHE
AR KRR ER, XeERENTHENEE,

30. A perfect puzzle/A puzzle [FZZRIBHIRKEANRERTRPHERE B “What it
all comes down to in the end is that everything in the universe fits together like the pieces of a
perfect puzzle”,

=% PETS 7Lt PR BIEED A5

This section is designed to test your ability t0 understand spoken English. You will hear a
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selection of recorded materials and you must answer the questions that accompany them. There
are three parts in this section, Part A, Part B and Part C.

Remember, while you are doing the test, you should first put down your answers in
your test booklet, NOT on the ANSWER SHEET. At the end of the listening
comprehension section, you will have 5 minutes to transfer your answers from your test
booklet to ANSWER SHEET 1.

If you have any questions, you may raise your hand NOW as you will not be allowed to
speak once the test starts.

Now, look at Part A in your test booklet.

oA g

You will hear a passage about Mr. Wang, a visiting Chinese professor and Mr. Gross, the
host of the family. As you listen, answer questions 1 to 10 by circling True or False. You will hear
the story ONLY ONCE. You now have 60 seconds to read questions 1 to 10.

1. Professor Wang went on a lecture tour to Edinburgh. TRUE/FALSE
2. Wang visited the lake area by himself. TRUE/FALSE
3. Gross feels rather jealous of Wang, as he himself has not
been able to visit Edinburgh. TRUE/FALSE
4. The British usually have more opportunities to see their
country than foreign visitors. TRUE/FALSE
5. Mr. Gross has never traveled by air before. TRUE/FALSE
6. It did cost Professor Wang much in taking and developing those photos. TRUE/FALSE
7. Wang is quite reluctant to show Gross his pictures. TRUE/FALSE
8. Gross says he is particularly impressed by a photo showing a castle. TRUE/FALSE
9. Professor Wang enriched his experience in Britain through his trip. TRUE/FALSE
10. Wang forgot the time and is almost late for his airplane. TRUE/FALSE

You now have 20 seconds to check your answers to questions 1—I10.

You will hear three conversations or talks and you must answer the questions by choosing A,
B, C or D. You will hear the reading ONLY ONCE.

Questions 11—13 are based on the effect on the nuclear family for women. You now have 15

seconds to read questions 11—1 3.
11. What are some disadvantages of the nuclear family for women?
A. Husbands have to share power with their wives.

B. Older women often live alone when their husbands die.
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