Task 1. Read the text about HARVARD and for items 1-10 answer the questions bellow.

HOW HARVARD GETS ITS BEST AND BRIGHTEST
SURE, students work hard to get into this elite college. But so does the admissions committee, assures Dean Bill Fitzsimmons.
In the US. few competitions are more cutthroat than the college admissions game. And every year it grows more intense as an ever-larger pool of high school seniors apply for one of the coveted spots at the nation top colleges. Meanwhile, the elite colleges have been stepping up their efforts to attract the best and brightest students - the prized pupils who will help increase the prestige of their campuses.
You might assume that Harvard College - blessed with higher education's greatest brand name and an endowment second to none - could afford to remain relatively aloof from this battle. But in reality. 'There is no place that works harder than we do.' says Wiliam 'Bill' Fitzsimmons. Harvard's veteran dean of admissions.
For the new academic year, which will start in September. Harvard received a near-record 23,000 applications. Of these, it accepted a mere 2,100 - or just 9% - ranking it as the nation's most selective college. Even more impressive, some 80% of the chosen ultimately decided to attend Harvard - a rate that is easily the highest among colleges and universities.
The real surprise, however, is how hard Harvard works behind the scenes to achieve these amazing results. From his comer office in Byerly Hall. Fitzsimmons oversees a carefully considered three-pan battle plan. The first phase begins in the spring, when Harvard mails letters to a staggering 70,000-or-so high school juniors - all with stellar test scores - suggesting they consider applying to America's best-known college. Harvard bin’s their names from the examination boards which administer aptitude and college-admission tests.
Each year. Harvard's admissions team tours 140 US cities, as well as hundreds of other places in Latin America. Europe. Africa and the Far East. This year. 10% of the admitted students came from abroad. In addition to his staff of 35. Fitzsimmons enlists Harvard's coaches and professors to look for talent. The math department, for instance, starts to identify budding math geniuses by keeping a close eye on kids doing well in math contests.
Harvard students also get into the act. Since 2003 Harvard has hired fifteen to twenty low-income students to call and email promising low-income high school students. Their job: to counter the impression that Harvard is only for the rich and elite.' says Fitzsimmons. In fact, under Harvard's relatively new financial aid policies, parents who make less than $60,000 a year aren't expected to pay anything toward the annual $43,700 fee for tuition, room and board. Fitzsimmons also sends an army of some 8,000 alumni volunteers to tour the country to identify and recruit promising high school students by holding shows where they live. Later, they also interview nearly all applicants.
By then Fitzsimmons will be deep into the second phase of his plan: sifting through the thousands of applicants. Every application is rated on a scale of one (the best ever) to six (the worst ever). Then, in February, the applications are divided up geographically among twenty subcommittees. We present the case for each applicant like a lawyer would.' says Fitzsimmons. This is the polar opposite of a computer process and because we have so many people involved, there are lots of checks and balances.'
Once the final decisions have been made. Fitzsimmons and his team move to phase three: an all-out push to convince the chosen few to attend Harvard. Professors, alumni and students are all recruited to start calling the admitted. And in mid to late April over half of those who were accepted typically show up at Harvard for an elaborate weekend.
The Harvard pitch is clearly effective. 'What we aim to do is to get the very best faculty together with the very-best students.' Fitzsimmons says. Our hope is that these synergies will develop the talents of these students to a much greater degree and that they will then give back a lot more to America and the world.’ That belief may-sound corny, but it’s clearly helped drive Harvard to go to enormous lengths to find the best and brightest.

1. Which topic is the passage mainly about?
A. Why Harvard struggles to get the best students.
B. The way Harvard committee works during the year.
C. The differences between Harvard and other modern universities.
D. How Harvard works to get the cream of the crop scholars.

2. According to the passage, Harvard is likely to accept which kinds of students?
A. Students who live and work in Britain or USA.
B. Students who have been living in the USA at least for 10 years.
C. Students from all over the world, depending on their skills and knowledge.
D. Students from all over the world, irrespective of their skills and knowledge.

3. Which thing does the passage say about Harvard’s college admissions game?
A. It is too hard for some people to pass.
B. It is a pure formality.
C. It is the hardest among the US colleges.
D. It is the copy of the US GCSE.

4. According to the passage, for which reason has Harvard been hiring low-income students since 2003?
A. Because they need someone to show the quality of Harvard and other colleges.
B. Because they need someone to do the administrative work.
C. Because they need someone to talk to the future scholars.
D. Because they need someone to help the committee with checking the school data.

5. Which people would most likely get the invitation to Harvard, based on information in the passage?
A. Those who have passed college-admission tests at least with 90 scores.
B. High school A-students.
C. The winners of the academic competitions.
D. The students from abroad.

6. Which word combination describes the working process of Harvard’s committee best?
A. multilevel and tense
B. challenging and demanding
C. fast and furious
D. intense and severe

7. The author of the article most likely mentions Harvard aid policies in order …
A. to counter the impression that Harvard is only for the rich and elite.
B. to counter the impression that Harvard has no scholarship.
C. to show that Harvard is foreigner-friendly college.
D. to encourage people to enter the college.

8. The author’s presentation of ‘the first phase’ suggests that he would likely agree with which of the following statements?
A. Harvard mails letters of invitation to the significant number of applicants hoping that at least ½ of them will apply
B. Harvard mails letters of invitation to the significant number of applicants to show that each and every student is important for America.
C. Harvard mails letters of invitation to the significant number of applicants to prove the name of the ‘nation’s most selective college’
D. Harvard mails letters of invitation to the significant number of applicants for those students really deserve it.

9. The author’s presentation of ‘the second phase’ suggests that he would likely agree with which of the following statements?
A. Harvard collects the data base for every applicant to get its hook to those with foreign backgrounds.
B. Harvard collects the data base for every applicant to get its hook to the richest.
C. Harvard collects the data base for every applicant to get its hook to the low-income
D. Harvard collects the data base for every applicant to get its hook to the best of the best.

10. The author’s presentation of ‘the third phase’ suggests that he would likely agree with which of the following statements?
A. The third phase is needed for the future students to catch the atmosphere of the university.
B. The third phase is a feed-back of the committee with the applicants.
C. The third phase is not so necessary as everyone thinks.
D. The third phase is less intense than the first and the second.



Task 2. Items 11-20.
Task 2. Part 1: For items 11-15 read the text about THE VIRAL MARKETING bellow and choose a phrase from the ‘a-e’ list to complete each gap.

THE VIRAL MARKETING
(A.) Six years ago, ad executive Ed Robinson carried out an experiment. He spent $10,000 to produce a humorous video about a man who meets an explosive end while inflating a child’s raft. He attached his firm’s Web address to the clip and emailed it to five friends. Then he waited. By the end of the week, more than 60,000 people had seen the twelve-second video, Robinson says. The video had ‘gone viral’, 11. ____________________. Within three months, Robinson’s Web site received 500,000 hits. For Robinson, the traffic was confirmation that the video and others like it could create a buzz and, in turn, make big bucks. ‘I was trying to prove a point: If you entertain your audience, they will get it and the viral mechanism will make the audience come to watch you.’
(B.) Companies have gotten the message. Lured by the prospect of reaching millions of consumers without also spending millions of dollars for television air time or space in print media, companies have shifted more ad dollars to the Net. Video viral marketing – 12. ___________________ - has expanded from a negligible piece of the advertising pie to a $150 million industry, researchers estimate.
(C.) However, viral marketing 13. _________________. As more ads and user-created videos go online, getting ads to go viral has become increasingly difficult. Whereas these ads were once relatively rare, they now have to compete with millions of other video clips. Companies need to spend more to give their message an edge. Today, Robinson’s London company, The Viral Factory, charges $250,000 to $500,000 to create ads he guarantees will reach a wide audience.
(D.) Not only do advertisers need to spend more to make the ads, but increasingly, they’re having to pay to get them seen in the first place. Rather than waiting for new videos to drop into their mail boxes, users are now going to sites like YouTube for entertainment. Many of the hundred or so video sharing sites still don’t charge for posting videos: they fear that too many ads will drive away audiences and stifle user-created content. After all, 14. _______________. However, the largest and most popular sites, like YouTube, which shows about 100 million videos daily, already sell some spots, though they won’t disclose advertising fees.
(E.) It makes sense that video-sharing sites are wary of turning off users with too many ads. Neither the sites nor advertising companies want virals to become the new online spam. Still, with people spending more time on the Net, and many using video-friendly high-speed connections, it seems highly likely that viral video advertisements will become mainstream before long. And, as competition for online user attention increases, companies 15. _______________. That in turn could encourage Web sites to charge more for spots. The bar has been raised.

A. so named because it relies on computer users to spread commercials from person to person
B. users go to these sites to see the videos most people find interesting, not ones some company paid to place
C. passing from Robinson’s friends to their own friends and from there, to blogs and sites across the Web
D. will be forced to do more to ensure their ads are watched
E. has become a victim of its own success

Task 2. Part 2: To complete the items 16-20 decide the purpose of each paragraph (A-E) in Part 1. Which paragraph is about

16. the companies that strain too much after effect?
17. the contribution of video websites into the ad industry?
18. the harmful impact of the success?
19. the main trend in modern advertising?
20. the video ads acting like viruses?


Task 3. Points 21-30. Read the extracts A-J bellow and put them in the right order to form the article about THE IT FALLACY.

	A.
	One way that corporate leaders justify the quest for efficiency and speed is to point to the multibillion-dollar investments that have been made in IT equipment and services. The new PCs and corporate networks are supposed to boost productivity and profits, and will, in fact, allow their companies to ‘do more with less.’


	B.
	If you're starting to think that instead of working on a plan to cope with pressure, tight deadlines, and non-stop work, it's time to polish up your resume and look elsewhere, I'm afraid I have some bad news. The grass really isn't much greener anywhere else - or at least, not a whole lot greener.


	C.
	The result of downsizing is a mad dash to cram more work into fewer people. If six people are doing the work that ten used to do, and at the same time are expected to meet or exceed previous budget and productivity targets, something has to give. To this pressure-cooker environment in which everyone is supposed to ‘do more with less', we can add the globalization trend that has swept: through corporate boardrooms. 


	D.
	To the extent that global competitors have a lower cost structure — which many do because their labor costs are so much lower - US and European firms have yet another reason to keep budgets and headcounts lower. The final ingredient in this mix is fierce competition, which has resulted in the pressure to do everything faster.


	E.
	On one hand, this software actually is a productivity tool - it takes only hours to do what might have taken days previously, and the result is just as good, if not better. But it doesn't stop there. Now everyone sees how easy it is to use these programs, they are used more and more. Thus, a senior manager who wouldn't have considered asking an analyst to spend a couple of days working up a slide presentation using Stone Age technology, doesn’t hesitate to direct the same analyst to prepare that presentation using the desktop PC and PowerPoint. 


	F.
	The goal is for this analyst to save time by using the software; the likely outcome is that he or she spends more time on presentations and has less time available for other aspects of the job.


	G.
	Oddly, the same thing happens even when the technology delivers as promised. Consider the case of presentation software such as Microsoft’s PowerPoint, which has become a standard office tool. Before PowerPoint, a graphics presentation would have to be created by a graphic artist. With PowerPoint and its software cousins just about anyone can sit down at a PC and, without much training or practice, produce an on-screen presentation or a slick set of slides, handouts or transparencies that look fully professional.


	H.
	In recent years, three forces - downsizing, globalization, and the need for speed - have combined to change the work environment. What used to be a comfortably busy routine has become a non-stop workshop in which most people feel they can never stop to take a breather.


	I.
	This is true. But another truth has become buried under the technology sales pitches. Achieving those gains will happen only after a significant initial investment in training and ‘system integration’ to make sure that all the pieces connect well with each other. Pouring thousands of PCs and miles of cables into a corporation is a great way to waste money unless the systems and processes; that; technology is meant to automate are overhauled. Unfortunately, this has all become somewhat irrelevant. 


	J.
	The expectation is that more technology means more speed and more output per employee - and when those results don’t always magically occur, the only way to produce them is to require people to work longer hours.




21. Paragraph _________ is № 1.
22. Paragraph _________ is № 2.
23. Paragraph _________ is № 3.
24. Paragraph _________ is № 4.
25. Paragraph _________ is № 5.
26. Paragraph _________ is № 6.
27. Paragraph _________ is № 7.
28. Paragraph _________ is № 8.
29. Paragraph _________ is № 9.
30. Paragraph _________ is № 10.
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