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[2] 1. The government its people from traveling to West Africa, due to the Ebola virus outbreak.

@ accelerated @ discouraged ® exploited @ compelled

[4] 2. With the relentless development of technology, our future and the world where we live will be
beyond our imagination.
® tantalized @ revolutionized

@ prejudiced @ sterilized

[4] 3. An overwhelming majority of people in Taiwan are about food manufactures risking people’s health
for profits.

@ transparent @ philosophical ® pedagogic @ outrageous
[4] 4. Nelson Mandela was a political

@ trader

and lawyer in South Africa, fighting for equal rights for all races.

@ composer @ operator @ activist

[1] 5. As people are more concerned about health and issues, many big beverage manufacturers are

experimenting with healthy drinks.

® obesity @ romance ® asparagus @ imperial

[2])6. Some of the best creative ideas may look chaotic and totally at first glance, but they could eventually

deliver a lot of unexpected value.

@ systematic @ random ® considerable @ impressionable

[3] 7. Body language is than spoken language; we all unconsciously pick it up even if we don’t realize we

are doing so.

© braver @ prettier ® subtler @ louder

hE R F Ot R]

a challenge to recruit global talents for international expansion.

cea R GReT s ud E
[3] 8. Most companies find

O what @ that Qit @ which
[1) 9. inthelate1900s, the real-estate agency recently announced its merger with two other agencies.
® Founded @ Found ® To find @ Having to find
[4) 10. _ happened yesterday was only a tip of the iceberg to remind us of the severity of the dispute.
@ This @ When ® That @ What

[3]) 11. It is mandatory that everyone at least nine years of fundamental education.

@ receives @ received ® receive @ to receive

[3]) 12. The company has two factories in Taichung,
@ both of them @ two of them

will be temporarily closed down for maintenance.
® both of which @ two of these

[4] 13.If

@ it was not for

his help, we would have lost a huge amount of money in this deal.

@ it did not have ® it would not be @ it had not been for

[2] 14. The project has been postponed for two months now. It’s time we

@ restarting @ restarted ® have restarted @ are restarting

[1] 15. The new health insurance policy intends to provide better coverage to our employees, ~ ?
@ doesn’t it @ will it Qisit @ isn’t it
2 nkFRE [FRREEI T2 ENEAFFHER]

It is not uncommon to see this operation in today’s technology company. Reverse engineering, in computer
programming, isa _ 16  used to analyze software in order to identify and understand the parts it is composed of.
The usual reasons for reverse engineering are to recreate the program, to build something similar to it, to exploit its
weaknesses or 17  its defenses to make it better. Software companies with competing products reverse
engineer their programs in order to find out where and how improvements can be made on their own
products. Some companies use reverse engineering when they don’t have similar products yet, to explore
possibilities for them to create products of their own. Therefore, reverse engineering, in large part, has been
considered a rather _ 19  way for those who intend to build their own product based on an existing one to save
time and money. In the US, reverse engineering of software is accepted and often by both large and small

companies. More importantly, it is protected by the fair use exception in copyright law.
[4]) 16. O fiber
[3] 17. ® collapse

@ nutrition ® medication @ technique

@ undermine ® strengthen @ erode

[1]) 18. ® competitors’ @ insurers’ ® subordinates’

[3]) 19. ® traumatic

@ employers’

® redundant ® efficient @ detrimental

[1]) 20. ® employed @ rejected ® unanticipated @ denounced
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A new South Korean soap opera dealing with a military romance between a soldier and surgeon is sweeping
across Asia, highlighting the growing popularity of Korean pop culture and its commercial potential in the region.
The phenomenon is known as Hallyu, or “Korean Wave,” which dates to the early 2000s and is extending its reach
beyond dramas, films and K-pop into areas including fashion, food and beauty products.

Hallyu is breathing life into South Korea’s slowing economy amid the declining competitiveness of its
smokestack industries. In contrast to waning demand for steel, microchips and cargo ships — which have driven the
country’s rapid industrialization over half a century — exports of cultural products hit a record $5.3bn in 2014, with an
annual average growth rate of 13.4 per cent for five years since 2010. Korean companies, on the back of the country’s
growing soft power, are now increasingly focusing on areas that have been boosted by Hallyu. AmorePacific, the
country’s biggest cosmetics company, in 2015 enjoyed a 44 per cent year-on-year jump in overseas sales as the
country’s cool image gives a marketable cachet to consumer goods abroad. CJ E & M, the media unit of the
family-run CJ conglomerate, is seeing its overseas sales grow more than 20 per cent a year while Netmarble Games,
South Korea’s top mobile game company, is planning a Won2tn ($1.7bn) initial public offering as exports of Korean
games reached nearly $3bn in 2014, accounting for more than half of the country’s cultural exports.

South Korean culture had long been overshadowed by its bigger neighbors, China and Japan, but has punched far
above its weight in recent years. What is certain is that the country, which grew from the ashes of the Korean war to
become the world’s sixth-largest exporter within a generation, and stretched its cultural influence into not only the
region but soon the world, will continue offering something unique but still universal for global audiences to relate to.

[2]) 21. Which of the following is the main idea of the passage above?
@ Many Asian countries are very wary of the potential perils of Korean Wave.
@ South Korean creates a cultural fever to make sizable earnings to boost its economy:.
® South Korean businesses exercise great caution in expanding into overseas markets.
@ Hallyu is a very recent phenomenon, prospering for less than five years.

[3] 22. According to the passage, which of the following about Hallyu is TRUE?
@ It not only markets South Korean culture but also strengthens its military power.
@ It provides opportunities for the country’s smokestack industries.
® It helps to revitalize South Korea’s stagnant economy.
@ It accounts for more than half of the country’s exports.

[1] 23. Which of the following is closest in meaning to the word “cachet” in the second paragraph?
@ Appeal. @ Wound. ® Drain. @ Limit.

[4]) 24. According to the passage, which of the following statements is NOT true?
@ CJ’s media division harvested profit gains from foreign markets.
@ Korean Wave penetrates into many fields of entertainment-related industry in Asia.
® South Korea took on its bigger neighboring countries through its cultural spread.
@ Amore Pacific generated a 44% domestic sales growth in South Korea.

[1]) 25. Based on the passage, what can possibly be inferred?
@ Now that Hallyu makes its success in Asia, it aims to expand its cultural spread across the globe.
@ Korean Wave will soon encounter many challenges coming from China and Japan.
® Korean dramas are the most profitable in South Korea’s entertainment-related industry.
@ South Korea will soon become the sixth-largest exporter in the world.
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It is common to hear China’s relationship with America described as the world’s most important one between
two countries. At many international occasions, in one corner stands the world’s lone superpower, in the other its
foremost challenger—one that is getting stronger quickly and that is moving more aggressively to assert territorial
claims in seas where America long held military sway. America has responded in part with a “pivot to Asia,”
vowing to shift the focus of its foreign-policy to the region. Even if this strategy has not lived up to its billing, China
has condemned it as an attempt by America to thwart its rise. Commercial disputes have also flared up. Access to
China’s market, never easy for foreign investors, has become tougher. China’s companies are turning into fearsome
competitors. Take the case of Apple: it is losing customers to slick upstart Chinese smart phone makers at the same

time as regulators are limiting the services it can provide in China. [25 %3]



