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Cloze: choose the best answer for each item. (20%) 


Just for a few moments,   1   some famous paintings of one or two hundred years ago. Can you picture these in your mind? Now imagine the most modern abstract art of today. In only one to two hundred years, there    2   huge changes in   3   of art.   4   , the characteristics of ancient Egyptian art remained   5   the same for almost three thousand years.
1. (A) imagine    (B) to imagine

  (C) imagining     (D) with imagining

2. (A) have had   (B) had



  (C) have been

(D) are

3. (A) the form and the content


  (B) form and content    

  (C) the forms and the contents

  (D) the form and content

4. (A) On contrast
 (B) On the contrast 
  (C) In the contrast  (D) In contrast

5. (A) of         (B) above


  (C) to            (D) nearby


Society has long placed labels on people who   6   abnormal behavior—  7    labels crazy, insane, neurotic, psycho, strange, possessed, and nuts. Unfortunately, most of the time, these labels   8   the intolerance of the people using them and have been used with little   9   as to   10   the label signifies.
6. (A) propose       (B) display

  
(C) talk


(D) observe

7. (A) such as     
(B) more than

(C) as soon as
(D) or so

8. (A) have been reflected     



(B) have reflecting   
(C) have reflected





(D) are reflecting

9. (A) thought

(B) thinking


(C) think 

(D) thoughts

10. (A) when


(B) where


(C) while

(D) what
II. Reading Comprehension: choose the best answer for each item. (20%)
The Only Way to Travel is on Foot

The past ages of man have all been carefully labeled by anthropologists. Descriptions like ‘Palaeolithic Man’, ‘Neolithic Man’, etc., neatly sum up whole periods. When the time comes for anthropologists to turn their attention to the twentieth century, they will surely choose the label ‘Legless Man’. Histories of the time will go something like this: ‘in the twentieth century, people forgot how to use their legs. Men and women moved about in cars, buses and trains from a very early age. There were lifts and escalators in all large buildings to prevent people from walking. This situation was forced upon earth dwellers of that time because of miles each day. But the surprising thing is that they didn’t use their legs even when they went on holiday. They built cable railways, ski-lifts and roads to the top of every huge mountain. All the beauty spots on earth were marred by the presence of large car parks. ’
The future history books might also record that we were deprived of the use of our eyes. In our hurry to get from one place to another, we failed to see anything on the way. Air travel gives you a bird’s-eye view of the world – or even less if the wing of the aircraft happens to get in your way. When you travel by car or train a blurred image of the countryside constantly smears the windows. Car drivers, in particular, are forever obsessed with the urge to go on and on: they never want to stop. Is it the lure of the great motorways, or what? And as for sea travel, it hardly deserves mention. It is perfectly summed up in the words of the old song: ‘I joined the navy to see the world, and what did I see? I saw the sea.’ The typical twentieth-century traveler is the man who always says ‘I’ve been there. ’ You mention the remotest, most evocative place-names in the world like El Dorado, Kabul, Irkutsk and someone is bound to say ‘I’ve been there’ – meaning, ‘I drove through it at 100 miles an hour on the way to somewhere else. ’
When you travel at high speeds, the present means nothing: you live mainly in the future because you spend most of your time looking forward to arriving at some other place. But actual arrival, when it is achieved, is meaningless. You want to move on again. By traveling like this, you suspend all experience; the present ceases to be a reality: you might just as well be dead. The traveler on foot, on the other hand, lives constantly in the present. For him traveling and arriving are one and the same thing: he arrives somewhere with every step he makes. He experiences the present moment with his eyes, his ears and the whole of his body. At the end of his journey he feels a delicious physical weariness. He knows that sound. Satisfying sleep will be his: the just reward of all true travelers.

11. Anthropologists label nowadays men ‘Legless’ because 
   .(A) people forget how to use his legs. 
  (B) people prefer cars, buses and trains. 
  (C) lifts and escalators prevent people from walking. 
  (D) there are a lot of transportation devices.

12. Travelling at high speed means 
  (A) people’s focus on the future. 
  (B) a pleasure. 
  (C) satisfying drivers’ great thrill. 
  (D) a necessity of life.

13. Why does the author say ‘we are deprived of the use of our eyes’? 
  (A) People won’t use their eyes. 
  (B) In traveling at high speed, eyes become useless. 
  (C) People can’t see anything on his way of travel. 
  (D) People want to sleep during travelling.

14. What is the purpose of the author in writing this passage? 
  (A) Legs become weaker. 
  (B) Modern means of transportation make the world a small place. 
  (C) There is no need to use eyes. 
  (D) The best way to travel is on foot.

15. What does ‘a bird’s-eye view’ mean? 
  (A) See view with bird’s eyes. 
  (B) A bird looks at a beautiful view. 
  (C) It is a general view from a high position looking down. 
  (D) A scenic place.

Word of Mouth Marketing

Marketing has been a part of business for generations, but one area of marketing that has been seriously neglected until recently is the role that word of mouth plays in developing and sustaining a product's image or a company's brand. Word of mouth marketing (WOMM) refers to how people "sell" products or services by talking about them to their friends or family. WOMM is considered to be one of the most effective and reliable forms of marketing because people generally believe testimonials of people they know and trust, which leads them to purchase products and services recommended to them. And the best thing about it for companies is that it is free!

WOMM works like this. A person goes to a new restaurant down the street and has a good experience. This person tells many friends about his/her good experience. The average person may tell anywhere from 5 to 30 people, depending on his/her personality, profession, and background. Perhaps this person tells 15 people about how good this restaurant is. Those 15 people, based on this person's recommendation, then go to the restaurant and also have a good experience. As a result, each of them tells 15 different people. After a short while, this adds up to a lot of good publicity for this restaurant. When you consider that millions of people might see a typical television ad, it might not seem that effective. However, research has shown that people are much more likely to buy a product, use a service, or even vote for a particular candidate in an election if someone they know and trust tells them of a positive association or experience with that product, service, or candidate. And it has cost the new restaurant down the street nothing. Beware, though: WOMM works just as effectively if a person has a negative experience and tells everyone he or she knows about it!

Marketers are now paying closer attention to how people construct WOMM when they talk to their friends. What features of a dining experience, for example, is a person most likely to remember and tell people about? The food? The service? The price? The ambiance? The wine? Which kinds of people is the person most likely to tell and why? Who is most likely to take his/her advice and recommendations and who is least likely to do so? By considering the answers to these questions, professional marketers are hoping to come to a clearer understanding of how and why WOMM works so that companies can utilize it to their best advantage.

16. 
The main idea of the article is to explain 

  (A) to detail the ways that companies spend money on advertising 
     campaigns. 
  (B) to describe how advertisements on TV work to sell products to a large 
     audience. 
  (C) to explain what WOMM is and how it works to promote products. 
  (D) to discuss the differences between advertisements on TV and on the 
     Internet. 

17. 
According to the passage 

  (A) people who have bad experiences while eating in restaurants are more likely to tell their friends about them than if they have good experiences. 
  (B) advertisers should stop spending money on wasteful TV ads and try harder to get people to talk about their products. 
  (C) researchers really like people who talk a lot since they are more effective at advertising for them. 
  (D) WOMM is one of the most effective kinds of marketing, although companies haven't paid much attention to it until recently.

18. Although the number of people who hear WOMM is less than the number 
   who might see a TV ad, 

  (A) WOMM is less effective since people tend not to listen to their friends. 
  (B) WOMM is effective since people believe every single thing that their    friends tell them. 
  (C) WOMM is effective since people are more likely to pay attention to people they trust. 
  (D) WOMM is not effective because there are so many different languages in     the world.

19. According to this passage, two types of WOMM experiences can affect potential consumers. 

  (A) restaurant experiences and shopping experiences 
  (B) good experiences and bad experiences 
  (C) eating experiences and sleeping experiences 
  (D) TV experiences and Internet experiences
20. Jonathan had a good experience at a furniture store last week. According to the article, how many people will Jonathan likely tell about his experience? 

  (A) twenty to sixty people 
  (B) eleven people 
  (C) five to thirty people 
  (D) 100 people

III. Translation: translate the following passage into English. (10%)

華人小孩從小就被父母教導要把家當成躲避外在壓力的避風港，教育的過程包含嬰兒時期的寵愛、幼兒時期的約束、學童時期的教導、以及鼓勵小孩在成長過程要追求成就。
適用學系：特殊教育學系、區域與社會發展學系、美術學系、


　　　　　音樂學系、數位內容科技學系、體育學系、幼兒教育學系
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