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Sales of organic goods in leading supermarkets are struggling, suggesting
that shoppers are ready to (  a ) their green campaign in favor of cheaper
food. British consumers are changing their eating habits in an effort to bring
down the price of their food bills. Asda and Sainsbury’s, two of Britain’s
biggest supermarket chains, said that shoppers were ditching certain
foodstuffs in faver of cheaper alternatives. Food prices in shops and

supermarkets have risen 8, 3 percent this yvear with some categories — rice,

chicken and mayonnaise — up nearly 50 percent. Official figures show food
inflation up 13. 7 percent in July against last yvear.
(F)

According to TNS Worldpanel data seen by the Financial Times, sales of
organic produce in Sainshury’s and Tesco fell by 3.8 percent and 1.3 percent
( 1 ) inthe three months to August 10.

Asda and Morrisons fared better —with 3.1 percent and 24,6 percent
growth — although their cheaper end of the ( b ) market is coming from a
lower hase. Spending on organic produce in the whole market has fallen by 19
percent this year from &£ 100 million to £ 81 million, according to the most
recent data,

(1)
The( 1 way, 2 demonstrate, 3 figures, 4 in, 5 consumers,

(A)
6 which, 7 the) are changing their loyalties as they seek cheaper prices.

They also raise questions as to how the organic market, which has enjoyed
dramatic growth, will withstand the credit crisis.

Sophie Firth, marketing manager for organics at Sainsbury’s, conceded
sales were “flat and have started to dip off”, and said this was “a ( ¢ ) of

the time”.
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(H)

“People are still buying core items but I guess few people are buying into

el

organics as a whole,” she said. “I don’t think anyone is sticking to their sales
growth estimates for this year — evervone's revised them downwards,” says
Simon Wright, founder of O&F Consulling, which analyzes the organic and
fair-trade food and drink market, “There is Certainly concern at supermarket

level”

Organic agriculture is inherently more expensive than intensive agriculture

and {1 is, 2 consumers, 3 o, 4 evidence, 5 willing,
(B) %

6 aren't, 7 there) pay the extra cost.

(V)

Research by PwC, the professional services firm, found that while most
shoppers were willing to pay a 20 percent premium for “ethical” food, the
average premium on organic goods was almost double that.

(2 ) an attempt to persuade shoppers back to the green camp, this
weekend will see supermarkets slash prices on own-brand organic goods as
part of the Soil Association’s ( d ) Organic Fair.

Among the hardest hit have been sales of organic'eggs, which fell by 18
percent in the four weeks to the end of August. Edward Garner, research
director at TNS Worldpanel, said that underlined changing behavior. “Eggs are
a perfect example — they have seen a very sharp downturn because people feel
they can cut back on eggs without being ( e ); they can buy freerange
eges.”

(V)

Clio Turton, of the Soil Association, says, “What we are seeing now is a
stable stage rather than reversal. Year-on-year over the last decade, average
growth has been 25 percent. We are predicting a 10 percent growth for 2007,

(3 ) thisis down, it is still a growing market.”
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1 annual 2 grocery

3 sacrifice 4 symptom 5 unethical

2) ZEFTC 1 DICASRLEELEE 1 ~Eno—DEY, FOHSERER
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1 respected 2 respectably 3 respectively
4 respecting 5 respectfully
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1 Above. 2 Although 3 If 4 In 5 When
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5 While

1T As 2 Despite 3 However 4 Where
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Advocates of the sustainable food industry argue that the market is well
placed to weather the storm and that the credit crisis does not spell the end of

the green revolution.

1 (I)YDFF 2 (D)o 3 () ot
4 (N)DFF 5 (V)®DFF

0 ALZHEPNTHAINBEERBADHDERD 1 ~5h5—DBY, 20E
BEBERR O~ MIv—r LI N,
1 prhie Firth is a marketing manager for organics at Asda.

Shoppers are not willing to pay a premium for ethical food.

Garner says that organic produce is still a growing market.

B mN

Some  supermarkets will reduce the prices on own-brand organic
products.

5 Morrisons is one of the two biggest supermarket chains in Britain.
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1 The sales of organic produce in Sainsbury’s fell by 3. 8 percent.
2 The price of organic eggs fell by 18 percent.
3 The average premium on organic goods was about 40 percent.
4 Spending on organic produce in the whole market has dropped by 19
percent.
5 The average growth of the organic market has been 25 percent last ten

years,

1) AXOWELTROEEBLOE1~575—DER *0EE2RER
W= — I LRE N,
1 Supermarket chains have a new strategy
The secret of success of Asda
Avoid the end of the green revolution

The bright future of the organic food

o s W N

Green goods face credit test

HOR—-DEAETY,

— 5 — O M19(040—2098)



RO ZfH, TRRORMITEZ LI, (45 .

Suecessfil problem solving and issue analysis require factual knowledge —
that i, familiarity with the historical context of the problem or issue and an
understanding of the relevant principles and concepis. But factual knowledge
is something already known, whereas in the great majority of' cases, solutions
are unknown, brand new, and specifically formulated to fit particular problems
or issues. Iggr this reason, the possession of factual knowtedge does not by
itself guarant(g()e success in problem solving. You may, in fact, bhe the
proverbial “walking encyclopedia” and perform quite dismally. To be a
successful problem solver, you will need both factual knowledge and
proficiency in thinking. ‘

To appreciate thé importance of thinking proficiency,wconside,r the various
situations in which you are or will be called upon to éolve problems, analyze
issues, and make decisions. The choice of a major_in college and the decision
of whom to marry, where to live, what religion (f any) to embrace, and what
political party to join are but a Tew of the most obvious situations. Every day
brings new and difficult challenges: how to deal with difficult people, ( a ),
how to be a good parent, how to sort through hyperbole and false claims in
advertisements, how to manage your investments wisely, and how to determine
which political candidate will do the most good (or least harm) for the country.

Skill in problem solving, issue analysis, and decision making is increasingly
expected ( b ) employees. Only a generation or so ago, “scientific
management” was still in vogue. In that system, executives did the thinking
and other employees merely carried out their assigned tasks. Since the advent
of “guality management,” employers have learned to value emplovees who are
willing and able to contribute ideas for the improvement of the company. In
recent years, this perspective has been reinforced by three developments: the

)
knowledge explosion, the communications technology revolution, and the rise of

the global economy.
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Improvements in research capability have dramatically increased the

information base in virt&ally every field, making it difficult for anyone to
master even a single discipline’s knowledgéE)in its entirety. In addition, because
new knowledge is not merely being added each year but multiplied, before long
such mastery will be impossible. More important, the infoﬁfr)lation base
acquired in high school and college, which used to be sufficient for an entire
career, will in the future become obsolete v:rithin a decade or less.

The communications technology revolution has been even more
remarkab]e. Within less than 20 years, the personal computer was developed
and hundreds of hardware and software manufacturers sprang into existence,
{ ¢ ). Hundreds of billions of dollars flowed into upstart companies like
Microsoft, Intel, Dell, and a host of “dot.coms,” ending the seeming
omnipotence (and complacency) of such corporate giants as IBM. For
individual companies and entire industries, the result has been a loss of
stability. Even successful, well-run organizations can experience a rapid
change of fortune and be forced to downsize their operations and lay  off
workers. Individuals who possess problem-solving and decision-making skills
are more flexible than others and are therefore less likely to become victims of
downsizing and ( d(G)) it they ( e ) laid off.

The fdévelopment of a global economy has resulted from the satellite
transmission of television programming; the opening of former Soviet bloc
countries to trade; the increase in business competition from other cour_ltries,
notably Japan; and the signing of a new generation of trade agreements such
as the North American Free Trade Agreement (NAFTA) and the General
Agreement on Tariffs and Trade (GATT). Meeting the challenges and seizing
the opportunities presented by the global economy require skill in creative and
critical thinking, Employees who possess those skills will enjoy a significant

advantage over.those who do not.
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1 of a brand that is newly being marketed
2 of a brand that was recently launched
3 in novel condition
4 in status quo
5

unshared
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T can 2 care 3 longer

\\
4 themselves 5 what
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1 announce
available
major

manage

L2 IR N VE A Ao ]

remarkable
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1 at 2 of 3 on 4 to - 5 with

6 THEERDO this perspective @ this XA/ ZEHKTHH, KO1~50580
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(7)  FHEE)D making it difficult ZBEBI DS, KO 1 ~505 5558
BHDE—-DREE, BERT—-IL—MIY—I LT,
1 and they make it difficult
because it is made difficult
or it is difficult

however make it difficult

o R W N

where makes it difficult
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1 it is so long that
it is long before that
in thé near future

sooner or later
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until much later

9) zZEfR{ ¢ )i, B/ (a, could, earlier, generation, have, imagined,
marketing, no, one, products) Z2M~EFZ TSP —HAFNIEHRTER
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1 a 2 generation 3 have

4  imagined 5 products

10 THEERQO others MAEBRT 26 O, HROBEURFELNEZRO1~80
5—DRY, WERY— —hov—rLiEn,
1 corporate giants such as IBM
2 individuals who were laid off
3 individuals-who possess issue analysis skills
4 individuals who do not possess problem-solving and decision-making
skills

5 other employees who merely carry out their assigned tasks
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1 EZORFETESRD. EOBSITHD M,
fZ2HET 20, EZITEDH,
A EFEIET B, EOREME ST AND D,
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1 scientific management & 2% 2 2 S5 fRETH 5.

2 scientific management A3 —#HRRTIZHT - T, |

3 quality management EARTid scientific management 23517 T -,

4 scientific management DIUIZIIEEBRB 0 ST o ftEsHImE
fTL Tz,

5 quality management DEIFLIRIIRE B LMEEDEL L7 2Rk 5
No,
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(1) SEZEEBELUETH, ZhEaEECLAnTEE W,
I(m[(' a ) ( b ) ¢ ) ( d )] my car this time, but don't
(B)(( a ){ b )Y( ¢ ) d )]it
A [1 get 2 let 3 will 4 borow 5 owe 6 you]
B [1 a 2 habit 3 rely 4 of 5 make 6 again]

2) W< SVELRTTS, FEiins st i,
({t\)[( a ) ( b Y c ) ( d 2] love witha man wh?B){( a )
( b )Y( ¢ ) d )]asme
N [ in. 2 falling 3 cannot 4 drop 5 on 6 help]
B [1 old 2 is 3 older 4 than 5 fwice 6 as]

(3) HAITE, i, WENEETHLEVWIRAEH S5, AHIIAEE
Ts il DERT D NE .
When evidenca)[( a ) b )( ‘C ) (d )] to believe that an
activity, technology, or substance may be harmful, we should [ a )
(b )(cH(dl | v

(A) [ 1 gives 2 reason 3 us 4 make 5 good 6 givel

B [1 harm 2 act 3 refrain 4 to 5 prevent 6 not)

13 — OM19(040—3086)



4y =EHEIFHETD, BBl E0 X DA REENF D, A LT T, B
All the people in the organization know [( a ) ( b ) { ¢ )
A
( d )] able to make, who their superior {(or hoss) is, and [{ a )
B
( b )C c ) ( d )] give instructions,

(A} [ 1 decisions 2 should 3 what 4 are 5 they 6 alléwed]

B [ 1 can 2 whom 3 they 4 order 5 boss 6 to]

®) HUEOANEC/NEWIEAMOR VWS MND7RT IS, 75 PEiEE

WARTEDLINS LR,

{Ca )y Cb > (¢ ) { d)] peace and quiet [( a )
A (B}
(b ) C ¢ ) C d )] asmall but constant trouble with their next-

door neighbor.
(A) {1 possible 2 it 3 in 4 they 5 live 6 might]
B (1 it 2 were 3 without 4 although 5 for 6 not]
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