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I ko#Ecwzs FTORWCEZARIWN, (xEMLAEEAIIE MEXOXE
ICEND B,)

A ban on advertisements featuring “harmful gender stereotypes” or those
which are likely to cause “serious or widespread offense” has come into force.
The ban covers scenarios such as a man with his feet up while a woman cleans,

or a woman failing to park a car. The UK’s advertising watchdog introduced the

ban because it found some portrayals could play a part in “limiting people’s
potential.” It said it was pleased with how advertisers had resp((l))nded.

The new rule follows a review of gender stereotyping in advertisements by
the Advertising Standards Authority (ASA)-— the organization that administers
the UK Advertising Codes, which cover both broadcast and non-broadcast
advertisements, including online and social media. The ASA said the review had
found evidence suggesting that harmful stereotypes could “restrict the choices,
aspirations and opportunities of children, young people and adults and these
stereotypes can be reinforced by some advertising, which plays a part in unequal
gender outcomes.” ASA chief executive Guy Parker said, “Our evidence shows
how harmful gender stereotypes in ads can contribute to inequality in society,
with costs for all of us. ( A ) simply, we found that some portrayals in ads
can, over time, play a part in limiting people’s potential.”

Blogger and father of two Jim Coulson thinks the ban is a good idea. He
dislikes advertisements that perpetuate stereotypes about dads being “useless.”
“Each stereotype is small, but small things build up, and those small things are

(2)
what inform the subconscious,” he told the BBC. “That’s the problem... that

advertisements rely on stereotypes. We know why they do it, because it’s easy.”
But columnist Angela Epstein disagrees, and thinks that society has become
“oversensitive.” “There’s a lot of big things we need to fight over — equality over
pay, bullying in the workplace, domestic violence, sexual harassment — these are
really big issues that we need to fight over equally,” she told the BBC. “But
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when you add in the fact that women are doing the dishes in advertisements, it’s
@
not in the same category. When we mix them all together and become less

sensitive, we ( B ) those important arguments we need to have.”

As part of its review, the ASA brought together members of the public and
showed them various advertisements to assess how they felt about how men and
women were depicted. One of them was a 2017 television advertisement for
Aptamil baby milk formula®, which showed a baby girl growing up to be a
ballerina and baby boys engineers and mountain climbers. The ASA found some
parents “felt strongly about the gender-based  aspirations shown in this
advertisement, specifically noting the stereotypical future professions of the boys
and girls shown. These parents questioned why these stereotypes were needed,
feeling that they lacked ( C ) of gender roles and did not represent real life.”
At the time it was released, the campaign prompted complaints but the ASA did
not find grounds for a formal investigation as it did not break the rules.

However, Fernando Desouches, managing director of marketing agency New
Macho, which specializes in targeting men, said this was an example of a past
advertisement that would not pass the new ASA legislation. He said it showed

4
how easy it can be for “deeply held views on gender to come through in an ad

that claims to be caring and nurturing of future generations.” He was

“unsurprised it generated a backlash.”
Other situations unlikely to satisfy the new rule include:
Advertisements which show a man or a woman failing at a task
because of their gender, like a man failing to change a nappy™ or a
woman failing to park a car
Advertisements aimed at new mothers which suggest that looking
good or keeping a home tidy is more important than emotional
wellbeing
Advertisements which ridicule a man for carrying out
stereotypically female roles
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However, the new rules do not ( D ) the use of all gender stereotypes.
The ASA said the aim was to identify “specific harms” that should be prevented.
So, for example, advertisements would still be able to show women doing the
shopping or men doing DIY®, or use gender stereotypes as a way of challenging
their negative effects.

The ASA outlined the new rules at the end of last year, giving advertisers
six months to prepare 'for their introduction. Mr Parker said the watchdog was
pleased with how the industry had already responded. The ASA said it would
deal with any complaints on a case-by-case basis and would assess each
advertisement by looking at the “content and context” to determine if the new

rule had been broken.
£ Aptamil baby milk formula 7 /¥ 3INEVWS TSI ROMIINT
nappy BED
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I ko#EXEFES FORWREZRIW, (xE2FLUABMICE FHEXORE
ICERD B.)

According to The People’s Dispensary for Sick Animals (PDSA)*, half of
British people own a pet. Many of these owners view the 11. 1 million cats, 8.9
million dogs, and 1 million rabbits sharing their homes as family members. . But
although we love them, care for them, celebrate their birthdays, and mourn them
when they die, is it ethical to keep pets in the first place? Some animal rights
activists and ethicists, myself included, would argue that it is not.

The practice of petkeeping is fundamentally unjust as it involves the
manipulation of animals’ bodies, behaviors and emotional lives. For centuries,
companion animals’ bodies (particularly dogs, horses, and rabbits) have been
shaped to suit human fashions and fancies. And this often causes these animals
considerable physical harm.

Particular breeds, for instance, are often at risk of painful and frequently
fatal genetic defects. Highly-prized physical features — such as small and large
statures or pushed-in noses — can cause ( A ) in breathing, giving birth, and
other normal functions.

Even those animals who are not purpose-bred often face bodily manipulations
which impede their comfort and safety. This can include uncomfortable clothing,
painful leashes that pull at the throat, docked tails and ears®, and declawing®.
Pets are also often restricted in their daily movements, sometimes caged, and
regularly kept indoors — always at the mercy of their human owners.

Pets also symbolically reinforce the notion that vulnerable groups can be

owned and fully controlled for the pleasure and convenience of more privileged

and powerful groups. And this has implications for vulnerable human groups.
For instance, sexism (113) partially maintained by treating women as if they were
pets — “kitten,” “bunny” — and physically by confining them to the home to
please and serve the male head of the family.
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Social workers further recognize the powerful link between pet abuse and

the abuse of children and women in domestic settings. The idea that it is
2

acceptable to manipulate the bodies and minds of a vulnerable group to suit the

interests of more privileged groups is consistent with the culture of oppression.

Through this forced dependency and domestication, the lives of companion
animals are almost completely controlled by humans. They can be terminated at

any time for the most trivial of reasons — including behavioral “problems” or the
3)

owner’s inability (or unwillingness) to pay for medical treatment.

In the mid-20th century, sociologist Erving Goffman introduced the concept
of a “total institution.” This sees the inhabitants cut off from the wider society
under a single authority in an enclosed social space. Natural barriers between
groups of people are artificially eliminated and an intense socialization process
takes place to ensure that inmates conform.

Sociologists typically study prisons, asylums, and other physical spaces as
examples. But I believe petkeeping ( B ) a sort of “total institution.” This is
because nonhuman animals are unnaturally forced under human authority,
restrained, and re-socialized. @ True ( C ) ‘is not possible under such
conditions. Animals are trained to participate and those who are unable to follow
the rules of human social life are likely to be punished — sometimes fatally.

This is not in any way to suggest that dogs, cats, and other species cannot
express love and happiness as “pets.” But it is important to recognize that their
complacency within the institution of pet-keeping is entirely manufactured
(sometimes quite cruelly) by humans through behavior “corrections” and the
manipulative process of domestication itself.

Ultimately, companion animals, by their very position in the social order,
( D ) equals. The institution of pet-keeping maintains a social hierarchy
which privileges humans and positions all others as objects of lower
importance — whose right to existence depends wholly on their potential to
benefit humans. That said, the population of dogs, cats, rabbits, and other
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domesticated “pet” animals currently rivals that of humans such that they are
likely to remain a consistent feature of human social life. And while it may not
be ethical to pursue the future breeding of nonhuman animals for comfort,
humans do have a duty to serve, protect, and care for them. Recognizing the

inherent inequality in human and nonhuman relations willbe ( E ).

% The People’s Dispensary for Sick Animals (PDSA) L 72 13 5RMECTEY)
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- discomfort and difficulty
1 discomfort and diversion
)\ distraction and difficulty

= distraction and diversion
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I Choose one of the topics below. Indicate the number of the topic that you have
chosen. In English, write 100 to 130 words about the topic. Correctly indicate
the number of words you have written at the end of the composition.

1 Introduce your favorite Japanese book to a non-Japanese speaker.

2 Describe a situation when you felt proud of yourself.

3 Explain the differences between a friend and an acquaintance.
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IV SF%28E, Z0EREST, ABXUOBOEBVWICEZREWN,

A EFFEZHE UTOBEMICERTERRIN,

1 On what street is the closest bank?

2 Which two avenues is the bank directly between?

3 What side of King Street is the department store on?
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B EFZME, UTOEMICEEBTEARIW,
1 In which year and month did Lemos arrive at Guanabara Bay?

2 For how many years had the French colonists been rooted in the

Guanabara Bay area before they were driven out by the Portuguese?

3 Which language does the word Carioca come from: Botocudo, Carijo,

Maxakali, or Tupi?
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