20 & R9fR&E2

(1]
A.
(=R )

TRIEEHR] L)k, 2o RICBWTIRETFAEICH LN TWES, iz A4
HHBTELIIIZTLILEZ2HMET D, DI TOREMEDZ L 2 BEWRT 5 EE2
LN TWnWb,

B.
(28R

HOWLHEOMPYOE 1 OLFIWEELI L THY, ZLT, ZOWRZOMDOEER
RN B BRI RT 72D BERETICEE, T2 ER#EZ 52528 T
H5o

C.
S

Za—I— 7 OFERBICEET S, EWICEEL2HIBICEGRO LAY, HEEIA
HIlE o7 [CORMTHIZME—DORL S ZITHHI BT L HWARDDZE] L,
bHAA, OSbAL LIZEKRE, WEEZAIENTELRESZE, FHEOLOTT
WEFIZE ST, MDD 23 0HELT o) REHINIEL2EVWE V) ZETH-
72

D.
(=R )

[ EEEOMNETHL ] LA FITDTIAT v - VIV —ZBERRIIRED T
UMD CLHMOBIZER L. v V—=KiE, FFICBENOMEOZ L IZERL
TWwizo BRED LY X 2 KAiigkiE, AT A FFI#Eidh, £ TREAHTOKSG &
BLYES THBUEREIEY 29 MTZ—A =307 F 5 OFMIEEENIC L > THIES I
DOH b,

(2]

fRE

(1) trademark {3 [WHE (&%4%)] #4861, brand ®F I AMKN L (R4 24EL T
Wi,

(2) a

(3) VEQOEMOTNFHEMTH DAV R, TOXMEOEDEMIZHlibhTws X
WA TTEA

(4) ¢



(5) [2ER] oT#HEE©ZM,
(6) different, better, and special
(7) ¢
(8) 77 FEFMUTAREKEIL, AKIZZOEMAIME ENZT#ES TVWD 0 EIRT M
CHo72 3T, AXNTFTYNEWIEIT RS L, A DRI o TWIZARDKE
BREEEFTHLIENTLE ) 20, (95%)
(mest )
(1)
O trademark n. = legally registered or established by use as representing a company
or product [F§#%E4 |
O brand #. = a type of product manufactured by a particular company [ % ]
(2) buy into ~ = accept the truth of ~ [~ZE UL %] 2D T, B REOF2LLITa
accepted [T AND, DD ] #EE,
(3) Coca-Cola D¥&r, RKEKOFNFHFE ML Coke THh - 7225, €D HHI % 45 L 72 Diet
Coke D & 9 RSP EL  HTwbh, ZDOYH® Coke 28F 212 megabrand 1224725,
(4) % 2B%12, Some of the greatest confusion seems to be found around trademarks
and brands because they often have the same name. & & %%%, Z® the same name %
MNOZ W% Lzonhs, FHEF@D under one umbrella TH %o L7205> T, R
5 ¢ @ the one big brand % %5, MMOEIIL a[fR- 7=/ bR ULEMId RO H L
(5)

<> make obsolete each one of the unique and differentiated elements (<« that we had

worked so hard to create for each brand) by simply lumping them all together -+ i,
RRFEWVWLTIEH A28, SVOC DFES X TH 5,
(6) %5 3B¥%12, The whole purpose of branding is to differentiate your product in the

marketplace and to get consumers to identify it as different, better, and special. & & %
P, ZIHFEL T EEBRRTNDS,

(7) reason [FLH] IIATEF for ZM A, times I[CIFHTHEGFHE LT, in & at BEZHNB
%%, in different times C %47 - 7zKE(RIC] £ % ), at different times T [#- 72 & &1
b, TOXIITHEFICL ST, BRIZE DS TL LT EITHERLAV,

(8) % 3 & 7%!Z The whole purpose of branding is to differentiate your product in the
marketplace and to get consumers to identify it as different, better, and special. That’s
why marketers spend tons of money explaining how Tide is different from Cheer, how
Lipton is different from Nestle, how Goodyear is different from Michelin. The aim is to
develop a unique selling proposition —— which is precisely why megabrands are such
abadidea. £ H b, T IHEZEDHRMNTH 5o

25R
=T T4 Y TPRPEPOHATH L REFETHSNTVRDIDIE, ENOHDBT T ¥ FRH

L Vol =T T4 Y 7Mbb ANT LD HE > TW B HEEZN L TH D, 1255,

O LDHGNARICENS ZTHRENAE) D% 1D T, TOBERIMMEzorxERL TN
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EHATES, H721FE-E2 ) Ly, S LLRTPELZBZE») 2/ L5575
9o

RAROWRELE, FEBLOEMAORATHOND L) ICBbhb, €%, Thbid
LIELIER CARZRSTH B, BIZIE, (a5 - a—5] &, WHRTHRDLKE OFRESK
KHOAFTH Y EIETH HH, FAFICZNIZOXMOHERROZTITHY, ¥4 Ty
e T—=—RFV)— A= RATITAL b, F2BZTINV—FETLITESENLDOTD
%, CORELRENG L OWRMIE, ZHROSHBAFTTIV Few)are 7 MBK LT
HHD12ThHhd — AJITEP BRI LT P TH D,

75 FRIELZHMOTRTIE, BB ThiizotoRg2MbeE XL, HEE
WCZDOWmAMBE TR Z Y, IVENRTWT, FilkdoZw) ZL2B#HksEsZ LT
Hbo BEMOLIE, =T TAYT%TDHANEEE, EOXHITIA FBFT—LE) DD,
VT M VIEARVEEIEIDD, Yy FAX—FIT 2T LEHE)OPEHRBTLO
12, LTODBVREEZMS>TVEDLITTHL, €OHMIZ, MAIMRBEGEREZ BT %
ZEIZH Db,

FEWLEAFT IV IBETCHBNTATTREEN)IDIR, Z0HICH 5,

ANTS Y FEERFELE, Eoziiitiy, —HoRA2 285 %, FUSSE LTEEIC
MHIIHT ENTELILTH S, HIHHNT, RIZHLIEIRELTHA Y &tths, ah-
a—-St¥f Ty b-a—-rtFa)—-aA—=h 74 VHKEDFA Y a7,
FRUCEPH O AT RTE, P& FEDICLTHHICMIRETHL L VIS
2720 AHT TV RHRIAMECIFEHEL LT A T T D72 @Fh7H MR
THEADT STV FREE LT TCER, 20101 OOFEN TR SN AIREEES, Yt
WC—FEDIKLTLEY, [LZAT, INH0T7 I Y FEEANICEIFELZDOTT, ik
A3 h - A=FERERARIVEE S 50WOTYH, ENSHEHDIFLI V] EFHIT LI
FoTC AELLDICLTCLEI N, TNHBEHICL-T, TRIIEFEFLLED
DIEAHH i ?

A& VMO DGR TIZ R K, HHT-OSHHOE G ZRIRS L HHEL, whrlldbiie
OEGDPMERRY, BTV, FHLdOTHE20%2HNTHILICL->TTHS, b
HAhA, AN - T=FEVHEEE, [Hh7ZEah - 3—-FHBEEPLHOOTHE
LTNDEAL) . BERDL, RIZIFEEBMIIOVTED D, Bbosttoke mE
ZoWT, bobllloTWVaNb] EFEILLVOMEDA A=V dHosTwb, Lal,
FALy b 3=27F52090ah - A= Tldawvwl, Fx)—- 3= oTEH, £
ol NADBENS ZRA, Lod Thidtks ZHINT, 7ok REHICKEOTH S,
ALy b 3= %ROCANITE=NWLZDON, Ih - 3= F)— - I—7 %K
DARLTE=LVTEDIF TR, 205, ZNOHTRTEFECHETHHISHET I LT
XLHLEZDLDIZ, WOHRPIEEITTWEDTH 5,

¢.1 <> marketing = the organization of the sale of a product, for example, deciding on

its price, the areas it should be supplied to, and how it should be advertised[ ¥ —
rra v ) (Bialhd - ik - R - Bk EommOTlIc T 2 E i)
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.4 < conflicting adj. = be incompatible or at variance; clash (FE$5 : ¥ V§5)
.7 <flagship #. = the best or most important thing owned or produced by a
particular organization (FJJiEM)
e.g. their flagship product
.8 < Diet Coke n. = #isyr%#27-a% - 23— (Sprite, Fruitopia ®WV§hd, ¥ -
A - TA—F - R —DORENE)
.10 & buy into ~ = (informal) accept the truth of ~ [~ZE L %]
¢f. 1 hate to buy into stereotypes.
<> which is a really stupid concept ®J:f751!, the concept of megabrands T& %o
.11 < differentiate v = recognize or ascertain what makes (someone or something)
different (X335 ; ZFL$2)
.13 O tons of ~ = a large number or amount [ KED~ )+ ¥ H D~ |
O Tide n SRETR SN TV LA O K. HABUZREIE, [H 58] £ F) &2,
< Cheer n. @ KEOFEA D 541
O Lipton .2 [V 7 b v ] G BEEIOMRET, AIFEEHLETHHAWAETEHO
% EEE R,
14 ONestle .t [ R AL ] =0 v 7 SRAET, AW - B TIIRG O EFE 3,
< Goodyear n. i [ 7y KA X — | KEORET, ¥4 X 2p.0ET5ITLHEITT
i D FUR AR
OMichelin 7. : 3325 Y] 75 Y ADMRET, 54 XBENEMOERMEEZD,
GLAHATREATVRLVA NS VOB 2T 5 W THELTH 5,
.15 & proposition #. = a suggested scheme or plan of action, especially in a business
context ($&%)
¢f. He put a detailed investment proposition to me.
.16 < premise #. = a previous statement or proposition from which another is inferred
or follows as a conclusion (Hi#2)

¢f. If the premise is true, then the conclusion must be true.

.18 © firm n. = a business concern, especially one involving a partnership of two or
more people (% : W)k &4h)
.20 < obsolete adj. = no longer used; out of date (BN 7z ; BtiEh o)

.21 & 'lump vt = put in an indiscriminate mass or group; treat as alike without regard
for particulars ((R7%4 2% - A%) OEENICTH)

.28 < generic adj. = (of goods, especially medicinal drugs) having no brand name; not
protected by a registered trademark. (Y= AV v 7  BEZEFEIN TRV ;T
7 ¥ FIZbhzz )

.31 < plain adv. = as sub modifier used for emphasis (F ->72< ; FIi2)
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fRE
I. Many species/kinds/types of birds make long migrations.

® The European stork travels south to Africa every fall and returns to Europe in the
spring.

® The same mated couple always returns to the same rooftop nest every year.

II. One of the greatest travellers among the migratory birds is a sea bird called the Arctic
tern.
® It is born in northern Greenland during July.
® A few weeks after birth it begins an 18,000 kilometer journey south.
® It follows the western coasts of Europe and Africa and then crosses the Antarctic

Ocean to settle down for the summer near the South Pole.

Il. How could birds have discovered feeding grounds that were so far apart?

® Migrating birds spend tremendous energy during these journeys, but the advantages
for survival are clear.

® At the end of each journey they are able to find a rich food source that lasts only
about half a year.

® [t may be that their destinations were not always so far apart.

® During the /ce Age, the range of migratory birds may have been much smaller.

® When the Ice Age ended, the birds may have gradually flown farther and farther to

reach new feeding grounds opened when the ice sheets shrank.

IV. How are migratory birds able to navigate across such distances?
@® Various species seem to use a variety of techniques.
® Many birds follow the features of the land.
® Birds migrating from Africa in the summer fly along the North African Coast and
then cross at the narrow Straight of Gibraltar.
® Then they follow valleys through the Alps to their traditional summer homes.

V. Birds also navigate by the sun, the siars and the earth’s magnetic field.
® Some night-flying birds get lost on cloudy nights when the stars are not visible.
® Day-flying birds using the sun as a guide must have an accurate sense of time to
calculate the shifting of the sun’s position.
® Others can sense the magnetic field of the earth and use it to navigate.

® Many birds seem to carry in their brains a clock, map, and compass.
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VI. Some birds seem to exceed these abilities.
® In one experiment, a seabird taken from its nest in western Wales was taken by plane
to Boston, more than 5000 kilometers away.
® When it was released, it flew straight home, arriving back at its nest in twelve and a
half days.

® How it knew where it was and how to get back home remains a mystery.

@cD 4

The European stork travels south to Africa every fall and returns to Europe in the
spring. It flies with such precision that the same mated couple will return to the same
rooftop nest every year without fail. Many species of birds make such long journeys,
or migrations.

One of the greatest travellers among the migratory birds is the Arctic tern, a sea
bird that is born in northern Greenland during July and within a few weeks will fly off
on an 18,000 kilometer journey south, following the western coasts of Europe and Africa
and then crossing the Antarctic Ocean to settle down for the summer on the ice flows
near the South Pole. The annual flight of the Arctic tern nearly halfway around the
world from one frozen climate to another is the extreme limit of a behavioral pattern
common to thousands of bird species around the world.

Migrating birds spend tremendous energy during these journeys, but the
advantages for survival are clear. At the end of each journey they are able to find a
rich food source that lasts only about half a year. But how could they ever have
discovered these feeding grounds, which were so far apart? It may be that their
destinations were not always so far apart. During the Ice Age, the range of migratory
birds may have been much smaller. When the Ice Age came to an end about eleven
thousand years ago, the birds may have stretched their range to take advantage of the

populations of insects and berry-bearing plants that colonized the stretches of land
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liberated from the ice. Before the ice retreated, birds in Africa, for example, would only
have a short flight to southern Europe, where for a few months in summer there would
be a large number of insects and no permanent population to feed on them. As the ice
sheets shrank due to climatic change, various species of birds adapted to migrating
farther and farther to reach the newly opened feeding grounds. Finally their annual
migrations involved thousands of miles of flight.

How are migratory birds able to navigate across such distances? Apparently
various species use a variety of techniques. Many birds follow the features of the land.
Birds migrating from Africa in the summer fly along the North African Coast and then
cross at the narrow Straight of Gibraltar, where they can see Europe in front of them.
Then they follow various valleys through the Alps to their traditional summer homes.

Not all birds use such simple methods, however. Some birds, flying at night, are
able to navigate by the stars. On cloudy nights when the stars are not visible, they
tend to get lost. Birds that fly by day may use the sun as a guide. If so, they must
have an accurate sense of time to calculate the shifting of the sun’s position throughout
the day. Still others seem to be able to sense the magnetic field of the earth and use it
to navigate. Apparently many migrating birds carry in their brains a clock, map, and
compass —— the same tools that human navigators would need to make the same
journeys.

In some cases the abilities of some birds seem to exceed these parallels to human
navigating skills. In one experiment, a seabird taken from its nest on the island of
Skokholm in western Wales was taken by plane to Boston, more than 5000 kilometers
away. When it was released, it flew straight home, arriving back at its nest in twelve
and a half days. How it knew where it was and how to get back to Skokholm remains

an unsolved mystery.

[607 words]
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G—uavykoay )/ M)k, ENBEHLT 7)) A ETITE, FZIa -0y SIEST
%o FEWITHBARIEEZMZ CTRITT 5720, 7 L2253 URRO o> HIIEAE &
Wi RSTL %o ZOXH) HREIR, 2FVED 217% ) BHOMIIEKL b,

WY EOLPTHOROEHREZIRT2DOD0ED%, THOMIZZ Y —» 5 v FILHIC
AFNTHSEBARMDANICHE FN 18 HF0DRICROVDHBEDOFa 7 7 VT Th b,
G—uv8, TIYVHOWEREEDI5TITE, TO%K, FRELIED ML IFELTW
KD LETHEOMEAESL T, # DL LI RREDO LA S R ORMED T~ MhERZ (1T
TR T 2% a7 7 VY OEC-EORIIE, RAOMEHELOBFICELTALND
T8RS — OB OFITH %,

WD BIEZ ) LEROMICKED T ANV F =% HET 505, 1) O4fF LoFI BT
Hbo HHOEY 22 UL, O PEREZTEI o822 B8REE RO oNns, €
ML TH, HOEEIRoTINLDOHESERERATEDZEAH D, 30 E LT
2LV DIZ? SO HIAYEICI NI EESBER T b TldAh b > 2R D %,
AT O RINCIE, # 0 BEOBEHRIPAIL T > L kD> 72050 b L K2 175 1,000
FERNCHKD B L, Blzbld, KOS NAEDOIEFVICERT S L) 10> RHPE
EOTHRYOMNEZAMHL &) &, BEHEHHEZ M L2WREYRD 5. 121X, KRIHR
LT, BabidBEoK s Al, BEORIPTCLR L ENS XL TWDEE
FEHEOVLR G, F—0 v NEEHRANEFTCRITE L2720 725 720 SUEOZEENC X ) K A%
ILTWLIZoN, 4L oMo B, FHi7zlClPN 5258 L 9 Evo )@l D
DIZHEIE LTWE, DWW —EOWE D (T A4 Vb ORITHNED L9 12k o7z

EILTHEYBE CHELOHBL Lot ) LEGILNTELDEL )P, EHIRD
WAWA RIS, BRA IR AR LT 7=y 72 BMEL TV LX) THbH. BOE L ZEOHIE
DX EB) o BIZT 7V ADBWED 247740 Bl2bo b7 7 ) Al - TRY, kv
VTINIVEREZES L, HORICI—ay (PR ZTLBEVIbIITHb, D%
WHIET VT AZHS ThEA RO, BRVPLOEMETVBANEN I,

L2L, $RTOBPIOL) HMATLEEMf>TWa b Cldev, HEICRITT S
Blx, BEEVICELZ LS TE 2, 51, BPRILVE)ORITHME AR HH T
BHbo HHEICRITT 2 Bi%, HAHRICKEZE) 22 Lk, 7234, HhZEL
TREGOBE)T 50018 2 {5 EHARRRIEEEZ A LTV IRV EV, T2, 321213 HEK
OWHZBRUIY, TNE2EVIGELIENTELIEDVD X7, BELEYENEL
&, oMM, R K, 8248, FUKE T 556 I AMofiELrsuEle 3
DL CHEREMA TV,

HHEDBORES, HEEIRT 57200 ANMDZ ) LzZFAFEOBEEZENTVWS LX)
720 HAFERT, Iz —IVADAIy 7 HRIVABEORENS—PIOWEASI Y M Sh, RiT
BICREESNTS5000 F Ol EbBERZZRA by T THEATIT AN, I E, 205
FE 5T CRANERATHED, 12 BPRICHEICHE L. COBPABTOVLELHTED
LThholedd, A3y 7 RVARBIZE )R- Tah7zoid, KKE L TRBROGEL
LoTWwh,
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BEE - fiFs
(1) Do you know (the reason) why Mary did not come to see me last Sunday?
[COMOORH, A7 )HARICEVITK Lo 2B E Mo T E T ?
O the reason why SV [ S5V 9 5 B |
(2) I have forgotten (the place) where I left my camera.
(R X T BTGz TLE 57
O the place where SV [ SV § 23577 |
(3) The time will soon come when all of your dreams will come true.
[ @R 72D 72D RCHEBT BT T IR E I,
O the time when SV [ SASV § % i
¥ BRI R O AICIIREIND 2 L%\,
(4) This is the way that we managed to conquer Mt. Everest.
[, BB RIXRVA MR AEMERLZZRD 5 TY .
O the way that (in which) SV [ S25V 45 )ik
B.
MR -

o
ﬂ

(1) whoever (= anyone who) [FN%RKDIZEL NI TL HIF% S,
(2) wherever (= anywhere, any place where)
[MTKEIRLTHHEY 230,
(3) Whatever (= Anything that) [EBZ23HDFHTCLTRI S H D,
(4) Whichever (= No matter which)

[HR7=BELELDELEIT) &, WEPNETE .

(5]

(1) when [COBHEAZROIFZ3HATET, ZhiZOoWTIEE-7L (T-o20]) Bl
QAVS

(2) when [Z7 ) AR AFF ) X MEHEDA T ADEHE BHNT D7 |

BEAREF D JE4TEAY the time, the place, the reason 7 EDRFIBMEE NS Z &A%\,

FATRANEM S NG &, BMREII AN Z &L,

(3) when 1S5 A DOYT 2 LEL T EREPLTREZES I
JeArin & BUREIG E 2SN TV 5 Z & IR,

(4) which [RAZE R EDHRWEHNIOWTEZ LDOW0F %72, |
FAFREIF where TldZ W2 & I2HER,

(5) where [ZOL AT Y3 E L OH—T7 7 =HHEV, BITREIZoWTORH
WM ImT 2L TbH L.

(6) which [ 5 I13HFE L7235 > T & 720 )
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They came back to the place. + They started from the place.
(7) where
[DE137E D 12 S T, oI, 58 L7237 5 100 F 2 /=012 5 & & I2kn¥in /e, ]
one hundred kilometers from (the place) where he started & # 2 %,
(8) which [ M—=<AMNEEIZT o 72 BA OB, &LHBNBRroT2]
Hitg o BRI which 2°A %0
(9) why [V = — U D5RIEA L7, &LHBI o7z,
why = for which TH» %,

(6]
(1) d [7SFRF Z3WHB—EDHNZ LDBEVEDO—DTT, ]
visit (ZMBFTH 5 2 LI,
(2) a [RIE=—ATITy APV RBEOBEE R THZV, ]
SEATEIIC the first, the last, the very, & I#hZ EOBWEREDH %556 XA
1d that I2% % 2 EH %W,
(3) d [RIEVL22DOT vV ERELLN, —2bFRUTAL LD 572,
I tried on several T-shirts. + I liked none of them.
(4) ¢ [RIIHLAEZ T2 REZHNTARIZV,
where = at which TH 5%,
(5) b [HV2LEHe TTIADFE ST L5720 DTT .
BRMA % what %535
(6) b [ZDH 72 ZRDHDTILINIH 72072 |
the place where ®4:475 the place 23 M S 72T,
(7) d [VY—id, B HEVIEBHE0D LNBVEREFHEL o707, ]
O You may have heard of him. 6% 2 5%,
(8) ¢ [H|MZ, Haiidd > LML 2T UIVIT 2 WGEHEFOM-> TELEND 5,
(9) d [COMHFFETEAV, 5T LEFTRIE, ZREHFCHERIMOBEZ K
BWEEH BT RO,
all (that) Tdo &%z %,
(10) d [ELwZ &g, FREAZLEZPFERLTVL ) ITEVArLho 7.
O (in) the way (that) SV [ S2V$5%) T

SHD—

He who makes no mistakes makes nothing. [ 2 L 72\ 313/ & T & 22, |

TR L TV b EHEVIES 2 ) BIZOWT, REENF L B-oTLEILIHLHEA
IH, BHLALLEEI LV, TOFEICLHLMY, HPFETZWTHWIAEZHEYEL TV
2L5DTHbo KFEARDL, BMEZLDNOLIEZENNOE, BRNLEDBDVDLDTH S,
S Lo ElhEZ LD | EWVIHIDIZALEI D LBV
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(1) ¢
(2) [2ER] OTHTOBE,
(M )

(1)

<> There is not any modern nation but has, in some way, contributed to our science or
art or literature. [BIUEIR T, H4 OFFERLZMRILFEIL, WOHEILOHMKE Lsdo
7eENE v |

O but (B4R 4. = There is not any modern nation that has not, in some way,
contributed to ~

a [4H TRIEAEEROILBOTHDIMNTANLD Y 2 720,

O but IZATER (= except)

b [TEHFDOHIZEE, E50ICT o L RELBHROIIADE SIFT 2—BITHE X\, |

O but x&F (= only)

c [ZNEMBERVED VLI P ]

O but ZBIHRA4E (= that - not)

d [FA2 NZEWBIEEZTE LW EEL 2 AMIEV 2,

O but (F##Htal (= that -+ not)

(2)

<> Music and art and science do not -+ any more than do the sunshine and the rain [
WEZMERTA - LRV OIEKRBE LA Lo LHEkTH %

O not -+ any more than ~ (= no more -~ than ~) [~7%WVD L[z 2w ]

O do & observe political or geographical boundaries DD K L ##F THWSHNTW5S
IET

O than LF TS VORENREX TWn5,

O observe [~ % %59 5 |

O geographical [ MBI % ]

O boundary [ ]

<> For this, if for no other reason [ ZDIEHD7zH1Z, 728 2 MIMOIEN R & D]

OFH % FT for

O this [ZBIXDNEZ 2T %o

Oif : FEHOBERERTIf [12L 2 Th] BITS VBB SN,

<> learn all that we can [0 53T RTE2 %5

O that i3 all %523 % BRI 4

< peoples [HEE]

of TAA ] 20 BROB LS 2 O THEIRIZIE 2 6%,
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