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7. in a way that no email ever can 1. in the same way as email

7. so far as email is concerned I. less than email ever can ( )
(2) 1, 2BEDONEL—HTE2bD%, T~I0b 1OHT% I\,

7. The basic knowledge about networking on the internet is not said to be very helpful.

1. People who work very effectively are able to be kind to each other.

7. In the business world, forming a larger network is not usually a successful strategy.

I. Paying at least as much attention to other people’s needs as to one’s own is key to

successful networking. ( )

3) 3, AREONEL—HTLHLD%E, T~FNbL20BURE WV,

7. Even if you have not learned much about networking, you can still start to affect a network.

4. By working very hard, you can achieve immediate success in networking.

7. Wherever you network, you should express your gratitude to people who helped you.

. You had better send a letter of thanks, and then send a few more words in an email.

#+. Sending a handwritten note shows the person you send it to that he or she is worth your
time. ( )
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(1) According to the passage, in the past, people in poor parts of Africa ().
often drank Coca-Cola

always followed the latest fashions

traditionally enjoyed brand-name goods

LIS

almost never saw famous international brands

(2) The international companies are targeting Africa because ().
the economy continues to grow there

local people want to try out different tastes

the number of supermarkets has increased dramatically

AN

global brands have produced unique products for local people

(3) According to Fatima, Coca-Cola ().
is not enjoyed daily

goes well with traditional food

is inexpensive if bought locally

LS

is so special that adults will not drink it

(4) In Ivory Coast’s cities, Nestlé coffee is popular among poor people because they (
7. like the rich flavor
4. can sell it to young people
7. can buy it in small amounts
I.. often mix it with the local wine

(5) One of the reasons Nestlé has hired many locals in Africa as salespeople is (

7. the cost of hiring local people is high

1. people would rather not do business with strangers

7. the company’s treatment of local staff is outstanding

T.. family-run shops there are more stable than supermarkets
(6) This passage shows us that global brands can ( ).

. change local economies only for the better

‘7

1. increase the popularity of traditional food and drink

7. have both positive and negative effects on developing countries
T

. contribute to local people’s health and education by selling their products

(7) What would be the best title for this passage?
Africa: the Last Resort

Global Brands in Africa

Disadvantages of Global Brands

Where Global Brands Came From

LIS
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[7] Sigmund Freud (1856-1939) : +— A k) 7 O#EfiE##  psychoanalysis : ¥l /3412
propaganda : 7H/NT V¥, EHix
Life magazine : 1936 “FICAIFI Sz, 7 2 Y H BT Rk

(1) AXOWNEELE—HTHEIIT, 1~3OFMNICHROBEURDE, T~Inb 1 DT ORERIRI N,
1. Bernays’ blood relationship with Sigmund Freud was very strong, because
7. he was often called “the father of public relations,” just as Freud was called “the father of
psychoanalysis.”
4. he understood the importance of Sigmund Freud’s theories.
7. a sister of his father married Freud, while his father himself married Freud’s sister.
L. both his mother and his father had a blood relationship with Freud. ( )
2. Edward Bernays was not
7. rich when he was a little boy. 4. an American citizen by birth.
7. given a good education. I.. confident about his career when he was young.
( )
3. In the demonstrations Bernays organized, young actresses started smoking on street
corners so that
7. people had a better image of Lucky Strike.

1. the phrase “torch of freedom” became famous.

7. people got used to the idea of women smoking in public.

I.. sales of Lucky Strike increased. ( )
(2) THBOLZ, XHD It PR L TOLNEVRDDH L) ICEEL M- THAHRICRL 2 S v,

(3) THMBOOWNELAHTLHIIENTT D KLU RDDE, T~Zh5 1 DRI R I,

7. RERIZIRERICEET S 2 L,

4. REOLHZIFEST 5 DIOHEDIFENTH D Z Lo

7. RMOBMRPKEEZWE S DRI WEICEHES 2 &,

I ANADFERZGIKARY PEEY T OPREETHLZ L, ( )
(4) The Verinda hairnet company ®7-%1Z Bernays 237> 72 F ¥ > R—VIZH L T, R THEMPNT

WHNELIFESTVWDEHDE, 7T~Z0b 1 DRI SV,

7. People who made the law for the hairnets did not know they were controlled by Bernays.

4. This campaign implies that Bernays thought public health very important.

7. Bernays relied on people influential in society.

I.. Bernays’s campaign attracted people who needed hairnets. ( )
(5) TOXFETIE, Bernays ZED LI IFHIEN TV ETH. kDEWRIDE, 7~1005 1 2FV

23\,

7. HEREHE LWHINIEE L 72BERLEHRETH 5,

4. HBFF L GWELE L L ATH 5,

7. WERICKE LR EEEZ 5272500, ZOEENFE LWL ONE ) 0 imzﬁ‘ TlE v,

I, WERCHEL B2 2HMN 2 KESED 00, #HEEWPLLHIMIIEZ bNEh o7,
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Tﬁ@i%E@The processors’ claims of labor-saving were accurate D5V iz & L TidiTVD D%,
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. The processors justly complained about their working conditions.
. The processors rightly insisted that they could make housework easier.
. It was helpful for the processors when the factory workers were punctual.
. It was doubtful that the processors contributed to the reduction of meal preparation time.
( )
[ @A) M B cAihzoickbi@itzbog, 7~Ihs 1 2F2807% S0,
7. aslong as 1. evenif
. now that I. to the extent that ( )
7. replaced 1. replaced by
. to replace I.. were replaced by ( )
7. however 4. moreover
. namely I. thus ( )
7. commute to 1. enter
7. leave I. return to ( )
(E) 7. among ethnic groups 4. around gas ranges
7. away from kitchens I. between classes ( )
T?’ﬁ%%ﬁ@ store DXHTOERIZKR DAV DE, T~I05 1 DEN %R SV,
7. dispose 1. keep 7. purchase . sell ( )

Tﬁ‘ﬁa%ﬁ@ if not necessarily the quality problems of earlier years & [i] UEFRIZ%HZ 5 £ 912, KD
JWCANDEREFENE, T~Ihb 1 DBUR S,

=

= although the quality problems of earlier years ( )
7. were fully investigated 1. were widely known
7. weren’t serious at all I. weren’t solved completely ( )

—F%?%B@two new fronts 257" T NEZ, 7~I05 1 DEFR S0,
children’s labor (b) home economics classes
mass circulation magazines  (d) World War I

ethnic groups

7. 1.

7. F. (b)&(e)

T =
N
2
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1.

(a) By the end of the 1920s, the food industry grew larger than any other industry in terms of
its newspaper advertising cost.

(b) Oranges and pineapples were widespread owing to the growers’ advertising campaigns,
whereas asparagus wasn’t successfully promoted.

7. (@)L DDMHBARLONFICEH L TwWb,

4.Wi$i®Wﬁ BHLTVWBED, DIIEH LTV,

7. (bl 121‘3'60)17‘1& BELTVWAED, @IZEHEL TV ARV,

I, (QEb)DM G ARLDONEEEGH LTV, ( )
2.

(a) By the time of World War I, huge coal- and gas-fired ovens became the standard in the
American households.

(b) People from other countries were slow to get used to the mass-produced bread, which was
unpleasantly soft, compared to the bread sold at small-scale local bakeries.
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