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Datong is a city 1. cultural heritage inspires creative product designs.

4. Which word describes a “soft and furry" texture?
A. Plush
B. Replicate

C. Fluffy
D. Aesthetics
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13, According to the lecture, how can we promote Chinese culture internationally?
A. By focusing on promoting the “City of Coal” image worldwide.

B. By creating digital artworks like 3D versions of ancient statues.

C. By designing creative cultural products with traditional elements.

D. By organizing online workshops to teach others how to design cultural products.
E. By sharing stories of Chinese history and values in English on social media.
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16 Over the past decade, Chinese cultural products have made a strong impact
internationally. Hanfu, a form of traditional Chinese clothing, has ountries like the U.S. and
the UK. Social media platforms, especially short-video apps like TikTok, have played a key
role in promoting this trend.
In addition to fashion, Chinese animated films such as Ne Zha and White Snake have
introduced audiences abroad to Chinese mythology and
offering a new way to learn.about Chinese history.
Experts believe .that.cultural products can build bridges between countries. "When
people watch Chinese films or try Chinese food, they don't
emotions, and values behind the culture,” said Professor Lin from Beijing University.
Why does Professor Lin believe cultural products are important?
They may help foreigners learn Chinese grammar.
They play an important role in creating jobs for young designers.
They help people understand values behind a culture.
They are able to help increase tourism in China.

17, ER]I T 5 E—ExEMAR

Over the past decade.Chinse cultural products have made a strong impact
internationally. Hanfu, a form of tradiona| Chinese clothing, has gained popularity
not only within China but also among young people in countrnes like the U.S. and
the UK. Social media platforms, especially short-video apps like TikTok, have played
a key role in promoting this trend.

In addition to fashion, Chinese animated films such as Ne Zha and White Snake
have introduced audiences abroad to Chinese mythology and values. These films blend
modern storytelling techniques with ancient legends, offering a new way to learn
about Chinese history.

Experts beieve that cutual products can build bridges between countries.
" When people watch Chinese films or try Chinese food, they don’t just enjoy the
experience—they also begin to understand the thinking, emptions, and values behind
the fulture, " said Professor Lin from Beijing University
What is the main purpose of the article?
A, To compare Chinese and cultures in other countries
B. To teach young people about Chinese legends and history
C. To explain how Chinese culture is being shared internationally

D. To encourage people to wear traditional clothing
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Over the past decade.Chinse cultural products have made a strong impact
internationally. Hanfu, a formof tradiona| Chinese clothing, has gained popularity
not only within China but also among young people in countrnes like the U.S. and
the UK. Social media platforms, especially short—-video apps like TikTok, have played
a key role in promoting .this trend.

In addition to fashion, Chinese animated films such as Ne Zha and White Snake
have introduced audieneces abroad to Chinese mythology and values. These films blend
modern storytelling techniques with ancient legends, offering a new way to learn
about Chinese history.

Experts beieve that cutual products can build bridges between countries.
" When people watch Chinese films or try Chinese food, they don’t just enjoy the
experience——they also begin to understand the thinking, emptions, and values behind

the fulture, " said Professor Lin from Beijing University

What can be inferred about the international success of Chinese animated films?
A. The directors have used ancient legends without change.

B. They are a mixture of traditional culture and modern storytelling

C+ Chinese government has provided funding for animated projects.

D, Chinese audiences enjoy watching traditional stories made into films.

19. If a designer wants to balance aesthetics and " functionality " in a
product, what must they consider?

A. The product’s practical use in daily life

B. The product’s appearance and beauty

C. The historical story behind its design

D. The material cost of production
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29, Which of the following best explains why 3D-printed cultural products “make
history come alive”?

A. They use bright colors to attract young people.

lws]
/

They replicate ancient statues exactly.

£
P

They allow users to interact with digital versions of history

=

+ They are cheaper than traditional souvenirs.
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43, How do cultural products affect the cultural tourism industry?
A. They limit consumption opportunities.

B. They bridge museums and the public.

C. They reduce cultural confidence.

D. They translate cultural history into easy-to—understand forms.



44, Which of the following best explains why 3D-printed cultural products "make history come
alive?

A. They use bright colrs to attract young peple

B. They replicate ancient statues exactly

C. They allowuserstointeractwithdigitalversionsfhistory

D. They are cheaper than traditional souvenirs
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