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.. Translate the following English article into Chinese. (50%)

Shopping has been cynically described as the new religion and malls its cathedrals, but it turns
out the cynics are right: shopping can be an almost religious experience.

Danish-born marketing guru and brand futurist Martin Lindstrom spent three years and $7
million to find the brain’s ‘buy’ switch. In collaboration with respected neuroscientists, more than
2000 volunteers from China, Japan, the US, Germany and Britain had their innermost thoughts
recorded with the help of functional Magnetic Resonance Imaging (fMRI) scans. These revealed
exactly which parts of the brain respond to certain images and brands — and why.

Lindstrom’s book Buyology discusses the study results in compelling detail, including the role
other people’s behavior plays in our shopping experience. Maturing of the consumer culture,
moving from a ‘me too’ attitude to a more individual approach, has undoubtedly contributed to
Asian shoppers’ now waning addiction to status shopping over the past decade. Helped by
marketing that invokes a sense of cool, belonging or indulgence, it also explains why certain brands,
such as Apple’s iPhones, catch on.

It’s all down to mirror neurons — excitable brain cells that are responsible for the lingering rush
of exhilaration when an action hero dispatches a villain, and the feeling that if we buy the same
clothes and accessories as someone we admire, then we’ll also be acquiring the image and the
attitude that make them so appealing in the first place.
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Discuss the following statements. In terms of English teaching and
learning, what does each of the following statements mean to you? What
is your interpretation of each statement? Please discuss each statement
respectively based on theoretical framework and/or empirical studies.
(20% each)

1.
2.

People with high IQs are good language learners.
The most important predictor of success in second language
acquisition is motivation.

. Most of the mistakes that second language learners make are due to

interference from their first language.
Students learn what they are taught.

. When learners are allowed to interact freely (e.g., in group or pair

activities), they learn each others’ mistakes.




