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PART I: ACCESS TO INFORMATION FROM WRITTEN TEXTS (60 points)
Read the article below and then answer quest10ns 1-7.

10

15
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VOLUME CONTROL

Standing in a coffee shop in London's Soho district, Julian Treasure isn't happy with
what he hears. To him, the noises bouncing around the café — the rumble of an espresso
machine, the hum of a refrigerator, the blaring music — sound like money slipping
away. "With all this going on," he says, "you're not likely to stick around for a second
cup." As head of the Sound Agency in London, Mr. Treasure wants businesses to
realize that the wrong noise can have economic consequences. "Sound affects mood,"

he explains, "yet most of the sounds around us are unplanned."

1It's long been known that sound can alter emotions and behavior. So why not use
it to amplify profits? Mr. Treasure's thriving agency designs "audio environments”
for its clients, replacing irritating sounds with more appealing ones. It's a novel
approach to an old idea. While many businesses have mastered the art of influencing

shoppers throngh sight or smell, using eye-catching displays or pleasant aromas to

_ attract customers, few have focused on the smart use of sound. But that's changing.

The U.S. firm Muzak, for inétance, which used to specialize in bland elevator music,
now supplies some 40C,000 s_hops,.restaurahts and hotels around the world with songs
tailored to their specific needs.

In Mr. Treasure's opinion, even when companies recognize the importance of sound,
they need outside help to get it right. He offers the example of a chain of British toy
shops where, in 2005, his agency replaced nursery thymes and kiddie pop with relaxed
classical music. The chain was thinking'of the kids, he explains, forgetting that the
spending power belongs to the parenté, who don't necessarily want to be bombarded

with toddlers' tunes. With the new music in place, sales increased by up to 10%. -

This is also consistent with a basic rule of retailing: slow is good. People who don't -
feel rushed are apt to spend more time in the store, increasing the chances that they

will actuaily buy something. An unhurried customer is therefore an ideal customer,

__ and a mix of classical pieces or soothing undefined noise has been shown to encourage

. shoppers to slow down, relax — and make more purchases.
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A drummer in two rock bands in the 1970‘5 and 1980s, Mr. Treasure may seem an
unlikely figure:to introduce companies to the commercial value of sound. But his
three-year-old firm appeared at a time when businesses were waking up to the full
possibilities of stimulating all the senses. And as marketing specialist Tim Denison
points out, growing competition for the attention of time-pressed consumers is forcing
more and more businesses to focus on the total sensory experience they provide. The

message is loud and clear: The way to customers' wallets is through their senses.

{(Adapted from "Volume Contrel," TIME, Avgust 2, 2007)

QUESTIONS (60 points)

Answer questions 1-7 in English, according to the article. In questions 1,5 and 6

~ circle the number of the correct answer. In the other questions, follow the

instructions.

.1

The examples in lines 2-3 are given in crder to show that certain kinds of
sounds {(— .
(1} are typical of coffee shops

(i)  are recommended by the Sound Ageﬁ_c'y

can hurt business

(iv) do not affect mood very much .
T : ' (7 points)

What can we understand from the sentence "Bat that's changing” (line 13)?"
COMPLETE THE ANSWER
Nowadays, businesses focus on the smart use of sound

.......... .‘..‘....i,.........'...'..".‘.....“."..‘....-.-..................-...............

I nDo1 INT -NIPON MmN : (7 POlﬂtS) ‘

What does the story of the toy store show? (hnes 17- 22)
PUT A v BY THE TWGQ CORRECT ANSWERS.

........ 1} Why stores should change their music from time to time.
‘/ 1i) How sound experts can be of use to stores.
.. .. Hi) How people's taste in music has changed.

v

Y iv)  Why stores must identify their customers correctly.
........ v)  What kinds of mistakes sound experts can make.
........ vi)  Which businesses best understand the importance of sound.
(2x8=16 points)
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4. According to both the 37 and 4th paragraphs (linesl?’n—27‘), how can store owners
promote sales? '

s .........;.-.;...;...; e A LA LA hL AL SLLLLLEIAE
3 .
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5. From the phrase "an unlikely figure" (lines 28-29), we can understand that the
writer would not have expected Mr. Treasure to (—).

(i)  know a lot about sound
(i) like classical music

.(ii1}  look for another career

become a business adviser

(7 points) |
6.  What can we understand from Tim Denison? (lines 28-34)
(i)  Why people have less time to go shopping.
(;i) -Which kinds of sensory experience customers prefer.
Why the experience of shopping is changing..'
(iv) Why it's important to increase éompetition between businesses.
' S (7 points)

7. Give a fact from the article which helps explain why the Sound Agency is

"thriving" (line 9). Take your answer from another paragraph.

His three year old firm appeared at a time when businesses were

ANSWER: 'waking up to the full possibilities of stimulating all the senses ~ «-=r+exe+-
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Nowadays, businesses try to attract customers through appealing
sounds.
R

Nowadays, businesses try to influence shoppers through sound.

4 a'Inv

by playing classical music.
N

by playing slow / relaxing music.
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