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Part 1. Vocabulary
Directions: In this part, there are 15 inco H‘Eﬂisent es. Beneath each sentence
there are four words or phrases marke h (‘a?P. Choose one word or phrase
that best completes the sentence. Please Write the\cdrresponding letter on the Answer
Sheet. -

)
1. Factories are___, labor costs are risthg a; are being reshored to America.

A. squeezed B. supp@ged / C. surprised D. sprinted

Part II. Sentence’Com
Directions. Fill§ & h blank of the following sentences with one of the words or

phrases given the best choice for each blank on the Answer Sheet. Make
changes when hebessa
-
revenue exert oneself  consistent  adept at
in any case = move up to pay off come true
\
1. If one does not ___ in youth, one will regret it in old age.

2. Still, if even some of these big bet___, Mr. Ma’s trillion dollar dream just might _

3. The program requires the___integrity and security of data

4. For a mould designer, it is important to pay great attention to the accumulation of
experience, and to be___induction and the use of CAD

5. __ most of these private firms are already innovating at a cracking pace without

prompting from government.



6. A private firm with __ of over $1 billion last year, it ___ 10m components a day.

Part II1. Reading Comprehension

Directions: There are three passages in this section. Each passage is followed by five
questions or incomplete sentences. Choose the right answer according to the content
of the passages. Please write the corresponding letter on the Answer Sheet.

Passage One
HOW TO MARKET YOURSELF

We manage our own careers now. So knowing how to brand and position 1Pin
the market as 'Me plc' at different stages of your working tife,is “ge ing an
increasingly vital skill. At least that is what image expert Magy Spillang,believes.
'Employment as we know it is decreasing. Jobs don’t exist,‘ ists. In the next
decade most of us will be suppliers, not staff. We will
are under 30, you probably know that there is only o

important to understand the implications svieed to create a personal brand
th& corporation we are working for.

Spillane. 'You have to decide w al values you want to project, and also what
may need to alter from situati ithati

about cosmeti that I'm working in the boardrooms of major plcs and global
1eS, I'm playing up my degrees and management background so that the image

are really\difficult because they don't have any idea of what their brand should be, and
are still very traditional even when talking about becoming modern. I'm showing them
how to do everything from changing their reception areas—which tend to be very
off-putting with their high-fronted reception desks — to how to make small talk that is
less formal and rigid. Companies rebrand themselves all the time, spending millions
on new office interiors and so on. But without an underlying change of attitudes, it
can prove an empty exercise.'

She argues that for individuals too, there must be more than a surface change, as
rebranding goes deeper than a mere change of wardrobe. Beyond advice on
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appearance, she tells clients, 'Remind yourself of what you are selling: the personal
values that comprise your brand. Learn to present yourself in a way that will project
what you want to deliver. Lifelong learning is essential, together with the sort of
discovery and adventure that promote personal growth. Always have an
up-to-the-minute CV ready to print out, refreshing it every few months with your
most recent achievements, just to remind others of your brand value.'

She believes it is essential that you understand both your public self and your private
self, as well as your blind spots and your potential, in order to create an effective
brand. The public self is the image you project to the world, the private self is what
you know about yourself but others don't, arid blind spots are those thin t others
see about you but you can't see for yourself. By deciding what image
people to see, emphasising more of your private self and sorting out a
you will increase not only your potential to influence others, bu‘t younselfiesteem
and self-confidence.' -

1. In the first paragraph, Mary Spillane says peopl Id ¥earrr"how to market
themselves because

A it encourages companies to give them a job for life?

B in the future it will be a company requiremgrits

C in many careers it is becoming difficul m&c

e
D it will help them adapt to developments’i }?arket.

2. Spillane says that, when creati
A change things depending on th
B decide what image pe
C make sure that collea
D follow the example of somgone in the company you work for.

~
%i)o Spillane in the third paragraph?
ed dbout her career with a cosmetics company.

nal brand, it is important to

ke you to present.
se with your image.

4. Which problem does Spillane refer to when talking about the companies she is
presently working with?

A They find it difficult to accept her ideas.

B They are unaware of how to rebrand themselves.

C They don't want to spend large amounts of money.

D They are unwilling to modernise their work environment.

5. When advising people on rebranding themselves, Spillane tells them to
A attend courses to gain specialist skills.
B update regularly their written proof of what they can do.
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C try out different ways of presenting themselves to others.
D remember that what they look like is the most important point.

Part IV. English to Chinese Translation
Directions: There are five English sentences. Please translate the following sentences

into Chinese. Write on the Answer Sheet.

1. The terrifying “runs” that began the year before on more than 5,000 failing banks
had stripped rural areas of capital and now threatened to overwhelm American cities.

Part V. Summary Writing ?/‘
Directions: Read the passage thoroughly and summarize the ma dZ it a

maximum number of 150 words and a minimum number of 120 wor ité oW the
Answer Sheet.
)
_

Seven Useful Lessons You Can Learn from a
behavior tends to be so

Bad bosses can become useful teachers precisely b @ I
consistently bad. You can be fairly sure of their mot @ intentions, which allows
you to compare cause (what they did and pro?\?l‘blyuwhy aCy did it) with effect (how it

g

turned out).

The pompous boss, convinced ofh per and the rightness of whatever she
does; the lazy boss, sure that statas/c s the right to live off other people’s efforts;
the rigid, controlling boss, firmWrd hisNgelief that all subordinates are incompetent

without his oversight;
tenaciously — and are s
of the best lessons4

f theSe (and many more) hold to their actions so
hat they are doing — that they will provide some
to do that you will ever be offered.

~
Here are sev % ons you might come across, beginning with productivity:
See how pauch\eHfort bad bosses have to use to make things happen their way; effort

uld be necessary if they behaved better — all that time spent

See how others react to them; how people become adept at sabotaging their efforts
and undermining their success. Even when they dare not oppose the boss openly,
subordinates will show great ingenuity in finding other ways to frustrate them.

Look at the effect bad bosses have on trust — how this type of behavior ruins
relationships with customers as well as employees. Once discovered, as it always is in
the end, cynical manipulation renders future trust impossible too.

What about the impact on motivation? Consider how you feel if you find yourself
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going along with the boss’s bad behavior. Do you feel motivated or depressed? Does
it make you want to exert yourself or limit your output to no more than is needed to
preserve your safety and career prospects?

Rigidity next. Most macho bosses see changing a poor decision as an unacceptable
sign of weakness. How many times have you seen a bad leader produce disaster from
what could have been a triumph, simply because he or she refused to admit to — and
change — a bad decision?

Take some time to consider what survival in the lifestyle of a bad boss demands. Is

that how you would be willing to live? Are the rewards they get worth w?ﬁe have

to do to get them?

Most important, observe the way bad bosses are regarded by th N . Are
S

they genuinely fooling the top dogs about their weaknesses?a(), tHose ekecutives
simply playing the same game — but far better — manipul@ti iddle and junior
managers to enhance their own positions, then throwin e wolves when they

a think of many more
situations where a bad boss has taught you a valuablt .
from others’ mistakes is as important as learai om Ygur own — and a good deal
less painful. I‘

Besides, the macho tough guys cang admit%o being wrong. They can’t learn from
their own mistakes. Since you Tan/ j advantage you can use for all it’s worth.
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