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

INSIDE STORY

A lot of people would like to know what's going on inside your head — especially
those who want to sell you something. In fact, finding out about consumer responses
to its products and advertising campaigns is crucial to a company's success. That's
where market research comes in. Market researchers generally depend on interviews
5 and questionnaires to identify what we'd be willing to buy. However, the answers
they get don't consistently predict actual consamer behavior, and products and
advertising campaigns have been known to fail despite extensive market research. So
market researchers have turned to neuroscience, the study of the brain, in the hope of
gaining a more accurate picture of consumer preferences. This new approach is called

10 "neuromarketing.”

The idea that market researchers should go directly to the brain is based on the findings
of neuroscience. Using brain scans, neuroscientists showed that Many economic
decisions are made on the subconscious level: memories, associations and emotions
all play a major role in our preference for one product over essentially identical
5 competitors. The scans also confirmed what advertisers have long sensed intuitively:
emotions, especially, are a key factor in "brand loyalty" — the long-term bonds we
build with certain brands. "These findings provide Justification for the practice of
using advertising messages that link a brand with positive feelings," says advertising
expert Ben Morris. "Think of all those ads for cell phones and airlines that don't

20 seem to be selling phones or flights, but simply trying to make us feel good.”

The last few years have seen a steady stream of businesses turning to neuromarketing
agencies. With the help of brain scans, these agencies provide answers to their
clients’ most pressing questions: Does the product attract attention? Daes the ad elicit
emotions? Is the logo memorable? However, opinions are divided as to whether the
25 new method is more reliable than traditional ones. Says psychologist Simon Batemnan,
"Applying the techniques of neuroscience to market research is trresponsible. Brain
function is so complex that drawing practical conclusions from brajn scans Is not as
straightforward as neuromarketers and their clients would like 1o believe."”
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Consumer organizations, for their pait, have been calling attention to the ethical

30 implications of neuromarketing. "Companies could use the findings to entice customers
into buying things they don't wani, don’t need, and can't afford," cautions Bernard
Humphries of WatchOut. But neuromarketer Patricia Smith argues that the fears are
unfounded. "Tt's not our intention to help businesses manipulate people. By accessing
hidden desires locked away inside consumers' heads, we merely enable manufacturers

35 to find out what people really want. And besides, let's not forget that people are not
machines. There's no 'buy’ button in the brain."

UESTIONS (60 points)
Answer questions 1-7 in English, according to the article. In questions 1, 3 and 7,
circle the number of the correct answer. In the other questions, follow the

instructions.
L What does the writer explain in lines 1-107
(1) Why consumers choose certain products.
Why new market research technigues are needed.
(iii) How neuromarketing is changing consumer behavior.

(iv) How people react to nevromarketing.

(3 points)
2. Why do market researchers "go directly to the brain” (line 11)7 Base vour answer
on lines 1-10.
COMPLETE THE SENTENCE.
) ain a mor i
They do so in order to gain a mor eaccurate plcture 0fc0nsumer .................
preferences
| =03 nx -mson mawn | (8 poinls)
3. What point is made in lines 11-207

(i} Different methods of advertising are equally effective.

(i)  Most companies offer products that are very similar.

There is scientific support for the way many products are advertised.

(iv) Neuroscience will cause advertisers to change their way of thinking.
{7 points)
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4. What do we learn about neuromarketing agencies from lines 21-23? Give QONE

ANSWET.

COMPLETE THE SENTENCE.

We learn why they ....are turned to by businesses

I N5v) XY =Moo mmwnl

Why do businesses want to know if their ads "elicit emotions” (lines 23-24)? Base

your answer on lines 11-20.

COMPLETE THE SENTENCE.

They want to know this because emotions are a key factor in brand loyalty

| =3 Ax -mson mawn| (8 points)

Give TWO objections to neuromarketing. Take each one from a different
paragraph.
COMPLETE THE SENTENCES.

is irresponsible

(1)  Neuromarketing

(2)  Neuromarketing is not ethical

I M50l XY -NHo1N m:munl

‘What does Patricia Smith mean by saying "there's no 'buy' button in the brain"
(line 36)7

(1)  Neuromarketing is a very effective tool.

(it) People don't always know what they want.
Consumers cannot be manipulated easily.

(iv) Manufacturers need to know people's preferences.
(7 points)
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PART H: WRITTEN PRESENTATION (40 points)
Write 120-140 words in English on the following topic.

WRITE IN INK (NOT IN PENCIL). PAY CAREFUL ATTENTION TO HANDWRITING.
MAKE SURE YOU WRITE LEGIBLY AND TO THE POINT.

\E' 8. Your school newspaper has asked students to write on the following topic:

Some people feel there are too many rules in schools today. Othérs think there aren't

enough. What do you think?

Write a passage for the newspaper, stating and explaining your opinion. Relate to

your own experience and / or give examples of rules you would add, change or
cancel.

! nnbyna

Use this page and the next (nos. 5-6) for writing a rough draft.
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Write your final version here:

——

Iandena
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: 2 R
identify what we'd be willing to buy.
N
predict actual consumer behavior.
: 4 oRw
attract businesses.
N
are needed.
N
are becoming popular.
N
are used.
: 5 hRw
many economic decisions are made on the subconscious level.
N
emotions play a major role in our preferences for one product
(over essentially identical competitors).
N

emotions affect economic decisions.

1 (2) 6 mNw

may have unethical implications.



