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Supporting education has always been part of the social philosophy of
Grameen Bank*. It began on the most basic level—with the fact that the vast
majority of the women borrowers who become Grameen members are illiterate,
lacking the ability to read and write. This is just one of the many barriers that
keep the poor powerless and unable to help themselves. So we at Grameen Bank
decided to try to do something about it, starting with something very simple:
encouraging all our borrowers to learn to sign their names.

This goal is not as modest as it might sound. Many adults who have lived all
their lives without knowing how to read or write shy away from trying to
overcome their illiteracy. They find the effort and the help they must receive
embarrassing, even humiliating. Helping would-be borrowers to get over this

hurdle calls for enormous care, sympathy, and compassion on the part of

Grameen staff members. They often must spend hours working patiently with a
(af

single client, slowly teaching her the basics of holding a pen and making those

magical marks that symbolize her unique identity.

But this painstaking process has proven to be tremendously valuable to our

borrowers. It represents the first step on a journey to full literacy, which brings
(bf

with it the ability to interact with the world in a far richer way than she could

ever do before. It also creates a precious sense of closeness between the borrower
and the staff member who is her teacher, which makes it easier for the new
Grameen member to turn to the staff member when economic, social, or family

problems arise.

* Grameen Bank 7' I AT
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The orchestra’s awesome performance was received favorably by the
audience and critics alike.

This area is surrounded by mountains that will block the ( ) of
cell phone signals.

(%) reception

The recently published book seems to have captured the interest of
readers.

( ) enough, I met my best friend on the road twice yesterday.

On some highways, lanes are reserved for vehicles with more than one
occupant to reduce traffic congestion.
We went to the popular new restaurant, but it was so crowded that

without a ( ) we couldn’t get a table.

We had little physical energy to climb the mountain after walking
through woods for six hours.

The sports event attracted dozens of ( ) young people.

As the chairperson said in his introductory remarks, the company has
experienced dramatic growth over the past decade.

It is ( ) that no one has complained about this system before.



5 (a) Excellent interior design results in an attractive, relaxing space that
satisfies the needs and wishes of its users.

{(b) It is unlikely that this controversial issue can be resolved to everyone’s

( ).
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1  Many countries have already done (a ) with the death penalty.
Z L OEDTTITFEN # B L Tw5,

2 What (m ) you go there last night in the middle of the storm?
EEBH AL BOT, £INT272DTTH,

3 WWW (s ) for “World Wide Web”, which is a widely used information
system on the Internet.
WWW i, IS ERLTwEL P —Fy PDERIRATALTH S World
Wide Web » Z LT,

4 I never watch this movie (w ) remembering my grandfather.

COMUE % RS N THLE BT,

5 After checking the time difference to make (s ) that it wasn't too
early, I called my cousin in London.

BR &L ) TR e L2t BB oy Frowk JREFEM T,
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China, the US, Japan, the UK and India were the countries adding on the
largest share of environmentally friendly power, ( ) the fact that fossil

fuel prices have fallen significantly.

(a) although (b)  despite (c) due to (@) for

Can you ( ) vour phone number down on the application form?

(a) call (b) give (¢) pick (d) put

The project was delayed for two weeks, so we are trying to ( ) up for
lost time.

(a) come (b) make (c) run (d) take

For their 20th wedding anniversary, Mary and her hushand got airplane
tickets to San Francisco, ( ) their teenage children paid.

{a) by which (b) for which (¢) in which (d) of which

They offered voluntary services to look after people with ( ).
(@) injure (b) injured {c) injuries (d) injuring
Some cities around the world, ( ) the extra pollution, noise, and

congestion cars bring, have begun to restrict the use of automobiles.
{(a) have recognized (b)  recognize

(c) recognizing (d) to have recognized



7

10

The novelist worked in a hospital during the war, which gave her a

knowledge of medicine that later ( ) useful in her work as a crime
writer.

(a) considered (b) found

(¢) looked on as ' (d) proved

One of the main characters the writer created had ( ) with his own
grandmother.

(a) anything to do (b) closeness

(¢} much in common (d) origin

John felt guilty, ( ) he knew that he was partly responsible for his

sister missing the bus.

(a) for (b) so (¢) though (d) while

You ( ) to the hospital last week because initial treatment is crucial
for this disease.
(a) may go (b) may have gone

(¢) should go (d) should have gone
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Owning a car in Japan can be troublesome if you live in a city because it often

comes with the extra cost of renting a parking space. That partly explains
(af : (b]
the rising popularity of car sharing. Many people have come to see it as not
(]
only cheaper but also practical than owning an automobile.
(d)

The number of people registering for car sharing services is increasing. The
(a)
total was 465,280 in January, compared with 6,396 in the same month in 2009.
()
Also, the number of vehicles used for car sharing has jumped to 12,373 from
e

563 in the same period, according to the Eco-Mo Foundation, a Tokyo-based

group promotes car sharing.
(d]

The figures have gone up in recent years with the entry of several private
(a (bJ
companies into the market. Tokyo-based Park24 Co. launched its Times Car

Plus business in 2009 and is now the nation’s biggest player, with about 400,000

(cY
register users.
(d_.#__

By its nature, the concept meets many people’s needs. A manager at the
@

Eco-Mo Foundation, which promotes environmentally aware transport, said
(bf

city residents can save money. “Car sharing is growing in busy, heavy
(c¥

populated cities that have convenient public transportation systems and in

d

which people don’t drive frequently.”

Car owners are required to show that they have a space for the car. If J?l
(af (b

recognized parking space isn't included with their apartment or house, they

have to rent the one. A parking spot can cost ¥30,000 to ¥50,000 per month
R

in central Tokyo. With car sharing, drivers can not only save on parking fees
{dJ

but also on insurance and other car-related taxes.

— 8 —



6 The price of car sharing varies from company to company, but rentals

(a]

typically ranging from ¥200 to ¥300 per 15 minutes, plus a monthly registration
 ——

fee. For instance, Park24 charges ¥206 for every 15 minutes, which includes
€]

gas and insurance fees. It charges a one-time registration fee of ¥1,550 and

a monthly fee of ¥1,030 thereafter.
(d)

7  While car sharing is best for short-term use, rental is suited for those want to
(a) (b

use a car for a longer period, such as a day or a few days, said a spokesperson

for Park24. He said taking the rental route works out cheaper if a car is to
(]
be used for more than 10 hours at a time.
S S

8 Also, renters can return their vehicle at a different location, a convenience

that is not currently available for car sharers. DBut the government has
(af
relaxed regulations, allowing car sharing service providers to offer it. As for
[ E—

the public sector, many cities provide a service in collaboration with private

(c]
firms but they can share their official vehicles.

@

9 “We use our public cars on weekdays, but they are not in use at night and on
e

weekends. We started a car sharing service to use them more effectively,”
(b

said a government official in Minoh City. He added that another reason to
(c)
promoting shared use of cars is that it may help the environment by reducing
-

overall carbon dioxide emissions.

10 Is car sharing really better for the environment? Eco-Mo Foundation
conducted a survey that shows car sharing helps cut carbon dioxide
@
emissions. The survey, conducted on 491 people, found that before they used
()
car sharing services, each household drove an average of 4,048 km annually,

(c
but only 2,563 km before turning to car sharing.
@
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Many books and articles identify apparent differences between women's and
men’s communication strategies in the workplace. However, much communication
in the workplace characterized as feminine actually tends to be practiced by men
as much as, if not more than, by women. Differences emerge not in the actual
practice of communication but in others’ interpretation of it. Recent research
makes clear that gender differencesin (1 ) areslight, although expectations
of gender differences are strong. The situations that remain most problematic for
women are the ones in strongly male-dominated or culturally masculine
organizations. Thus, the reality is not that women and men communicate
differently but that ( 2 ) because people impose gendered expectations on
them, and these expectations benefit some and disadvantage others. For example,
when men are seen in a positive light for adopting feminine strategies, women will
not receive the same evaluation for the same strategies. This is demonstrated
particularly in relation to emotional expression in the workplace.

The differencesin {( 3 ) areespecially true regarding women’s emotional
expression because the same actions can be evaluated very differently depending
on whether they are performed by a man or woman manager. For the most part,
the expression of emotions at work is considered inappropriate. Men (and
women) are expected not to cry or to show fear, sadness, or joy; ( 4 ),
however, for men to show anger. Ultimately, though, it is impossible to compare
and contrast women's and men's emotions because emotions considered
appropriate when expressed by a man at work (5 ) as inappropriate when
expressed by a woman.

If one studies activities rather than emotional expression, { 6 ) men

engage in practices that are typically attributed to women more than to men, such



as wasting time talking to coworkers, ( 7 ), making decisions based on
feelings rather than “objective” evidence, and ignoring rules in favor of personal
preferences. When women coworkers socialize, they waste time. On the other
hand, when men coworkers socialize, ( 8 ). The one distinction is that men
( 9 ) differently from women. “Peacocking” and other self-promoting
behaviors, in particular, were directed only at other men. In other words, certain
differences claimed by some to exist do not exist; and the differences that do exist
(10 ) as distinctive masculine behaviors because the work environment itself

is male, and thus men’s behaviors appear neutral.

(a) actual communication and leadership behaviors
(b) expectation and assessment

(c) it appears that

{(d) it is more appropriate

(e) pretending to like people they dislike

(f) tend not to be recognized

(8) tend to be perceived

(h)  tend to do some communicative behaviors

(i) they advance their careers

(i) they are assessed differently
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Human beings are deeply social beings. We are constantly influencing each
other. In your next few meetings, try watching people’s body language more
carefully. People really do follow each other. If someone leans back and puts

vl
their hands behind their head, it’s likely that someone else will do the same,

especially if the person who moves first is more dominant or in a senior position.
We are genuinely influenced by each other. These social habits spread through
entire organizations and even nations. If you want to understand human
behavior, you have to understand this web of influence that perpetually connects
us.

An everyday example of the power of social influence is littering, dropping
garbage in public. Imagine you are walking along the street and someone hands
vou a flyer*. Do vou keep it to throw away later or, if there is no garbage can
in sight, do you drop it on the ground?

Picture the scene. You probably think, like most people, that you wouldn't
throw it on the ground. But then you look around the street and see that
( 4 ). So what do you do? You probably drop yours as well.

Experimental studies into such situations as this by Robert Cialdini and
others have found that people are around eight times more likely to drop their
flyer when other flyers are already littering the ground. We may not like or
approve of littering, but when it seems that many others around us are doing it
we follow the crowd.

This powerful form of social influence comes from what Cialdini calls a

(7]
“descriptive” social norm: what we see others doing or what the evidence

indicates that they are doing. Such descriptive social norms need to be
distinguished from “injunctive” social norms: what we're supposed to be doing or
what others approve of. It's a key distinction. Lawyers, politicians and managers

are generally in the business of constructing and enforcing injunctive social



norms. Cialdini’s work shows that if you run into a situation where an injunctive
norm is running against a descriptive one, it’s the descriptive norm—what others
are actually doing—that tends to win out.

We can see why it makes sense to follow the behavior of others. If everyone
is running away and screaming, it's probably a good idea to do the same,
( = ) vou know exactly what’s going on. Maybe it’s a tiger or an attack by
an invading army; but whatever, it may be best to examine the details later.
Similarly, when visiting a new place, it is probably a good idea to choose the

)
restaurant that is busy, especially with knowledgeable locals, rather than the one

that's empty.
A key point to note is that often we don’t directly see the behavior of others,

but infer what they have done. For example, in the case of litter it is not that we
actually see everyone dropping it, but the fact that it is Iving on the ground tells
us that (77 ). Similarly, when out walking, well-worn paths and trails tell us
that many people have passed over them, ( ¥ ) we haven't actually seen
them. The worn pathway is still a useful clue that we're probably heading in the
right direction to the nearby river or town that we are seeking, and that the path
we are on is a safe route to take.

In the modern world this pattern of social inference is as powerful as ever,
and perhaps even more so. The recommendations of online shopping sites that
show us what other people bought or looked at strongly influence behavior. They
are also (7 ). Buyving a camera’ Many people also bought this protective
case. Buying that DVD? Many people also viewed this box set, which costs
almost the same but has all three series, not just one. Clearly, other people’s
behavior contains lots of useful information, particularly when we're not quite
sure what to do.

Systematic studies of consumer choice confirm that these social influences
are very powerful and tend to be self-reinforcing. When students choosing music

on an online site are given information about what others liked, this leads to



dramatic changes in purchasing behavior, compared with choices that are not

informed in this way. Even low-level feedback about what others liked increases

the popularity of some songs and suppresses that of others. Quality does play a
wE

(]
role; songs that are independently rated as very good tend to do better, and those

that are independently ratéd as very bad tend to do less well. Nonetheless, in
repeat experiments, which songs become popular ( 2 ) heavily on whichever
song first gets recommended. The feedback creates a “winner takes all” dynamic,
at least in these experimental conditions, with that winner strongly depending on

whatever got recommended in the first round of feedback.

* flyer +7 ¥

M1 FESBOOE®RE L TRLBEYZ LOR@~Wr 6 128, ZOLTEv—
7 L3,
(a) People actually copy the postures and motions of one another.
(b) People are sure to approve of each other’s actions.
(¢) People fully understand the meaning as the discussion develops.

(d) People show with gestures that they listen carefully to what others say.

B2 2= (4 ) KANZOIRERLENL LDE@~Wh5H 128, 20T
=g LLEw
(2) there are dozens of such flyers already on the ground
(h) there are no such flyers scattered on the ground
(c¢) there is no one around who is watching you

(d) there is no one around who might be influenced by your behavior
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(a) “descriptive” social norms ¥ (3, A5 &< BbND LS Afihe Lot
LH2BIETH 5.

(b) ADITENMSB 5 L5 W< D, WWADTESHRE L © I FRD S
HLETH5,

(c) FHHERLHIEFE 2B IF—HEIZ “injunctive” social norms 24w TiTE)
TH2LDTH b,

(d) “injunctive” social norm & “descriptive” social norm 25 3 2 K T4,

ABNIBBE I BT L nw ) IR R h &,

Bld ZEpr (= ) IZANEZDICHEL#ET 2L OR@~D6H 1 DR, FOiIlE
Fe—7 L% 3w,

(a) as soon as (h) because (¢) even before (@) if

5 THREMBEHOERE LTRLEY L bDOE@~W@H L 1 2F, £OILGE~>—
7 L B,
(@) WPLIELINL, MDA LK EHWTWAIEEREZ &
() WIEDHDANEZFEITLTE 65T, TWTWwAIELIN LIBATWAIEREL -
© FTWTWwBELY LIRA TV RIE, FHIHITEDATEA T EIEZELZ L
@ SZEDOANLINLHIEDALCTFE-TL6-T, BATWEELER:EZE

Bl6 ZEpr (A ) AN EHELEYZLDE@~Wh s 1 28, o5
% R 7 L/Q “5 L‘c
(a) they are supposed to do it (b) they cannot have done it

(¢) they must have done it (d) they must not do it
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(a) because (b) before (c) even so (d) even though

8 ZEm (7 ) RANLZDIZHRLEN L I DEQ@~AP5H 1208, 20iL%
% g 7 [_/ ;g-h é Lf}o
(a) generally useful (b) hardly helpful

(¢) seldom practical (d) usually misleading

B9 THEODONBRCHRLAET L LD E@Q~W@P 5 128, 20iLFE~—7
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(a) Tt is true that music of poor quality happens to be popular.
(b) There is no denying that excellent music tends to be more popular.
(¢) There is no doubt that the quality of music is the most important factor
in popularity.
(d) We must admit that the quality of music has little to do with its

popularity.
10 ZEAr (2 ) ICARSZDIZHRLEN L LD EQ@~WAH» 5 1 0B, 20its
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(a) decides (b) depends (¢) influences (d) weighs









