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1. p26-Gateway

Often 1[overlooked / overwhelmed], but just as important a stakeholder, is the consumer who plays a
large role in the notion of the privacy 2[reasoning / paradox]. Consumer engagement levels in all
manner of digital experiences and communities have simply 3[explored / exploded] — and they show
little or no signs of slowing. There is a(n) s[awareness / ignorance] among consumers, not only that their
personal data helps to drive the s[rich / poor] experiences that these companies provide, but also that
sharing this data is the price you pay for these experiences, in whole or in part. Without a better
understanding of the what, when, and why of data collection and use, the consumer is often left feeling
s[vulnerable / tolerable] and conflicted. "I love this restaurant-finder app on my phone, but what
happens to my data if | press 'ok' when asked if that app can use my current location?" Armed with tools
that can 7[prevent / provide] them options, the consumer moves from passive bystander to active

participant.

2. p28-no.01

A key assumption in consumer societies has been the idea that "money buys happiness." Historically,
there is a good reason for this assumption — until the last few generations, a majority of people have
lived s[distant / close] to subsistence, so an increase in income brought genuine s[decreases / increases]
in material well-being (e.g., food, shelter, health care) and this has produced 1o[less / more] happiness.
However, in a number of developed nations, levels of material well-being have moved 11[beyond /
below] subsistence to i2[unpredicted / unprecedented] abundance. Developed nations have had several
generations of 13[minor / unparalleled] material prosperity, and a clear understanding is 1s[emerging /
declining]: More money does bring 1s[less / more] happiness when we are living on a very i¢[low /
high] income. However, as a global average, when per capita income reaches the range of $13,000 per
year, additional income adds relatively 17[much / little] to our happiness, while other factors such as
personal freedom, meaningful work, and social 1s[tolerance / resistance] add much more. Often, a
doubling or tripling of income in developed nations has not led to a(n) i9[increase / decrease] in

perceived well-being.
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3. p28-n0.02

We are 20[wired / weird] more for the struggle for survival on the savannah than we are for urban life. As
a result, "Situations are constantly evaluated as good or bad, requiring escape or permitting approach.” In
everyday life, this means that our 21[aversion / advocacy] to losses is naturally 22[smaller / greater] than
our attraction to gain (by a factor of two). We have a(n) 23[inbuilt / acquired] mechanism to give
24[property / priority] to bad news. Our brains are set up to detect a predator in a fraction of a second,
much quicker than the part of the brain that 2s[disapproves / acknowledges] one has been seen. That is
why we can act before we even "know" we are acting. "Threats are 2s[prejudiced / privileged] above
opportunities,” Kahneman says. This natural tendency means that we "overweight" 27[unlikely / likely]
events, such as being caught in a terrorist attack. It also leads to us @2s[underestimating /

overestimating] our chances of winning the lottery.

4. p29-n0.03

It is not only through our actions that we can give life meaning — insofar as we can answer life's
29[ambiguous / specific] questions responsibly — we can fulfill the demands of existence not only as
so[active / ignorant] agents but also as loving human beings: in our loving 31[contradiction /
dedication] to the beautiful, the great, the good. Should | perhaps try to explain for you with some
hackneyed phrase how and why experiencing beauty can make life 32[meaningful / meaningless]? |
prefer to 33[confine / refine] myself to the following thought experiment: imagine that you are sitting in
a concert hall and listening to your favorite symphony, and your favorite bars of the symphony
3s[resound / retort] in your ears, and you are so moved by the music that it sends shivers down your
spine; and now imagine that it would be 3s[impossible / possible] for someone to ask you in this
moment whether your life has meaning. | believe you would agree with me if | 36[declared / declined]
that in this case you would only be able to give one answer, and it would go something like: "It would

have been worth it to have lived for this moment alone!"

5. p29-no0.04

The process of research is often not entirely 37[radical / rational]. In the classical application of the
'scientific method', the researcher is supposed to develop a hypothesis, then design a crucial experiment
to test it. If the hypothesis 3s[withstands / withholds] this test a(n) 39[regulation / generalization] is
then argued for, and an advance in understanding has been made. But where did the hypothesis come

from in the first place? | have a colleague whose favourite question is 'Why is this so?', and I've seen this
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innocent question 4o[sprawl / spawn] brilliant research projects on quite a few occasions. Research is a
mixture of inspiration (hypothesis generation, musing over the odd and surprising, finding lines of attack
on difficult problems) and rational thinking (design and execution of crucial experiments, analysis of
results in terms of 41[previous / existing] theory). Most of the books on research methods and design of
experiments — there are hundreds of them — are 42[consoled / concerned] with the rational part, and
fail to deal with the creative part, yet without the creative part no real research would be done, no new

insights would be gained, and no new theories would be formulated.
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1. p26-Gateway

Often 1[overlooking / overlooked], but just as :[important / importantly] a stakeholder, is the
consumer who plays a large role in the notion of the privacy paradox. Consumer engagement levels in all
manner of digital experiences and communities 3[has / have] simply exploded — and they show little or
no signs of slowing. There is an awareness among consumers, not only that their personal data helps to
drive the rich experiences that these companies s[are provided / provide], but also s[what / that]
sharing this data is the price you pay for these experiences, in whole or in part. Without a better
understanding of the what, when, and why of data collection and use, the consumer is often left feeling
vulnerable and s[conflicted / conflicting]. "l love this restaurant-finder app on my phone, but what
happens to my data if | press 'ok' when 7[asking / asked] if that app can use my current location?"
s[Armed / Arming] with tools that can provide them options, the consumer moves from passive

bystander to active participant.

2. p28-no.01

A key assumption in consumer societies 9[have / has] been the idea that "money buys happiness.”
Historically, there is a good reason for this assumption — until the last few generations, a majority of
people have lived close to subsistence, so an increase in income 1o[bringing / brought] genuine
increases in material well-being (e.g., food, shelter, health care) and this has produced more happiness.
However, in a number of developed nations, levels of material well-being 11[have / has] moved beyond
subsistence to unprecedented abundance. Developed nations have had several generations of
unparalleled material prosperity, and a clear understanding is 12[emerging / emerged]: More money does
bring more happiness when we are 13[living / lived] on a very low income. However, as a global average,
when per capita income reaches the range of $13,000 per year, additional income adds 14[relatively /
relative] little to our happiness, while other factors such as personal freedom, meaningful work, and
social tolerance 1s[add / adding] much more. Often, a doubling or tripling of income in developed

nations 16[has / have] not led to an increase in perceived well-being.

3. p28-n0.02
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We are wired more for the struggle for survival on the savannah than we 17[are / do] for urban life. As a
result, "Situations are constantly is[evaluated / evaluating] as good or bad, requiring escape or
permitting approach.” In everyday life, this means that our aversion to losses 19[is / are] naturally greater
than our attraction to gain (by a factor of two). We have an inbuilt mechanism to give priority to bad
news. Our brains are 20[setting / set] up to detect a predator in a fraction of a second, 21[much / very]
quicker than the part of the brain that acknowledges one 22[has been seen / has seen]. That is why we
can act before we even "know" we are 23[acted / acting]. "Threats are privileged above opportunities,”
Kahneman says. This natural tendency means 24[that / what] we "overweight" unlikely events, such as
being caught in a terrorist attack. It also leads to us 25[overestimating / overestimate] our chances of

winning the lottery.

4. p29-n0.03
It is not only through our actions 26[that / which] we can give life meaning — insofar as we can answer
life's specific questions responsibly — we can fulfill the demands of existence not only as active agents
but also as loving human beings: in our loving dedication to the beautiful, the great, the good. Should |
perhaps 27[have tried / try] to explain for you with some hackneyed phrase how and why experiencing
beauty can make life 2s[meaningful / meaningfully]? | prefer to confine myself to the following thought
experiment: imagine 20[that / what] you are sitting in a concert hall and listening to your favorite
symphony, and your favorite bars of the symphony 3o[resounds / resound] in your ears, and you are so
31[moved / moving] by the music that it sends shivers down your spine; and now imagine 32[that /
what] it would be possible for someone to ask you in this moment 33[whether / when] your life has
meaning. | believe you would agree with me if | declared 34[that / what] in this case you would only be
able to give one answer, and it would go something like: "It would have been worth it 35[to have lived /

to live] for this moment alone!"

5. p29-no0.04

The process of research is often not entirely rational. In the classical application of the 'scientific method’,
the researcher is supposed to 3s[develop / developing] a hypothesis, then design a crucial experiment to
test it. If the hypothesis withstands this test a generalization 37[is / are] then argued for, and an advance
in understanding 3s[has made / has been made]. But where did the hypothesis come from in the first
place? | have a colleague 39[whose / who] favourite question is 'Why is this so?', and I've seen this

innocent question 4o[spawn / to spawn] brilliant research projects on quite a few occasions. Research is a
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mixture of inspiration (hypothesis generation, musing over the odd and surprising, finding lines of attack
on difficult problems) and rational thinking (design and execution of crucial experiments, analysis of
results in terms of existing theory). Most of the books on research methods and design of experiments —
there are hundreds of them — 4i[are / is] concerned with the rational part, and fail to deal with the
creative part, yet without the creative part no real research would be done, no new insights would be

gained, and no new theories would be formulated.
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1. p26-Gateway

Often overlooked, but just as important a stakeholder, is the consumer who plays a large role in the
notion of the privacy paradox.
(A) "l love this restaurant-finder app on my phone, but what happens to my data if | press 'ok' when
asked if that app can use my current location?"
(B) Armed with tools that can provide them options, the consumer moves from passive bystander to
active participant.
(C) Without a better understanding of the what, when, and why of data collection and use, the consumer
is often left feeling vulnerable and conflicted.
(D) There is an awareness among consumers, not only that their personal data helps to drive the rich
experiences that these companies provide, but also that sharing this data is the price you pay for these
experiences, in whole or in part.
(E) Consumer engagement levels in all manner of digital experiences and communities have simply

exploded — and they show little or no signs of slowing.

2. p28-no.01

A key assumption in consumer societies has been the idea that "money buys happiness.”

(A) However, in a number of developed nations, levels of material well-being have moved beyond
subsistence to unprecedented abundance.

(B) Developed nations have had several generations of unparalleled material prosperity, and a clear
understanding is emerging: More money does bring more happiness when we are living on a very low
income.

(C) Historically, there is a good reason for this assumption — until the last few generations, a majority of
people have lived close to subsistence, so an increase in income brought genuine increases in material
well-being (e.g., food, shelter, health care) and this has produced more happiness.

(D) Often, a doubling or tripling of income in developed nations has not led to an increase in perceived
well-being.

(E) However, as a global average, when per capita income reaches the range of $13,000 per vyear,
additional income adds relatively little to our happiness, while other factors such as personal freedom,

meaningful work, and social tolerance add much more.

3. p28-n0.02

We are wired more for the struggle for survival on the savannah than we are for urban life.
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(A) It also leads to us overestimating our chances of winning the lottery.

(B) This natural tendency means that we "overweight" unlikely events, such as being caught in a terrorist
attack.

(C) That is why we can act before we even "know" we are acting.

(D) Our brains are set up to detect a predator in a fraction of a second, much quicker than the part of the
brain that acknowledges one has been seen.

(E) As a result, "Situations are constantly evaluated as good or bad, requiring escape or permitting
approach.”

(F) We have an inbuilt mechanism to give priority to bad news.

(G) "Threats are privileged above opportunities," Kahneman says.

(H) In everyday life, this means that our aversion to losses is naturally greater than our attraction to gain

(by a factor of two).

4. p29-n0.03

It is not only through our actions that we can give life meaning — insofar as we can answer life's
specific questions responsibly — we can fulfill the demands of existence not only as active agents but
also as loving human beings: in our loving dedication to the beautiful, the great, the good.
(A) Should | perhaps try to explain for you with some hackneyed phrase how and why experiencing
beauty can make life meaningful?
(B) | believe you would agree with me if | declared that in this case you would only be able to give one
answer, and it would go something like: "It would have been worth it to have lived for this moment
alone!"
(C) | prefer to confine myself to the following thought experiment: imagine that you are sitting in a
concert hall and listening to your favorite symphony, and your favorite bars of the symphony resound in
your ears, and you are so moved by the music that it sends shivers down your spine; and now imagine

that it would be possible for someone to ask you in this moment whether your life has meaning.

5. p29-no0.04

The process of research is often not entirely rational.

(A) Research is a mixture of inspiration (hypothesis generation, musing over the odd and surprising,
finding lines of attack on difficult problems) and rational thinking (design and execution of crucial
experiments, analysis of results in terms of existing theory).

(B) Most of the books on research methods and design of experiments — there are hundreds of them —
are concerned with the rational part, and fail to deal with the creative part, yet without the creative part
no real research would be done, no new insights would be gained, and no new theories would be
formulated.

(O) | have a colleague whose favourite question is 'Why is this so?', and I've seen this innocent question

spawn brilliant research projects on quite a few occasions.
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(D) If the hypothesis withstands this test a generalization is then argued for, and an advance in
understanding has been made.

(E) But where did the hypothesis come from in the first place?

(F) In the classical application of the 'scientific method', the researcher is supposed to develop a

hypothesis, then design a crucial experiment to test it.
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1. p26-Gateway

(A) Armed with tools that can provide them options, the consumer moves from passive bystander to
active participant.

(B) There is an awareness among consumers, not only that their personal data helps to drive the rich
experiences that these companies provide, but also that sharing this data is the price you pay for these
experiences, in whole or in part.

(C) "l love this restaurant-finder app on my phone, but what happens to my data if | press 'ok' when
asked if that app can use my current location?"

(D) Without a better understanding of the what, when, and why of data collection and use, the consumer
is often left feeling vulnerable and conflicted.

(E) Consumer engagement levels in all manner of digital experiences and communities have simply
exploded — and they show little or no signs of slowing.

(F) Often overlooked, but just as important a stakeholder, is the consumer who plays a large role in the

notion of the privacy paradox.

2. p28-no.01

(A) However, as a global average, when per capita income reaches the range of $13,000 per year,
additional income adds relatively little to our happiness, while other factors such as personal freedom,
meaningful work, and social tolerance add much more.

(B) Developed nations have had several generations of unparalleled material prosperity, and a clear
understanding is emerging: More money does bring more happiness when we are living on a very low
income.

(C) A key assumption in consumer societies has been the idea that "money buys happiness.”

(D) However, in a number of developed nations, levels of material well-being have moved beyond
subsistence to unprecedented abundance.

(E) Historically, there is a good reason for this assumption — until the last few generations, a majority of
people have lived close to subsistence, so an increase in income brought genuine increases in material
well-being (e.g., food, shelter, health care) and this has produced more happiness.

(F) Often, a doubling or tripling of income in developed nations has not led to an increase in perceived

well-being.

3. p28-n0.02

(A) We have an inbuilt mechanism to give priority to bad news.
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(B) This natural tendency means that we "overweight" unlikely events, such as being caught in a terrorist
attack.

(C) That is why we can act before we even "know" we are acting.

(D) We are wired more for the struggle for survival on the savannah than we are for urban life.

(E) It also leads to us overestimating our chances of winning the lottery.

(F) In everyday life, this means that our aversion to losses is naturally greater than our attraction to gain
(by a factor of two).

(G) Our brains are set up to detect a predator in a fraction of a second, much quicker than the part of the
brain that acknowledges one has been seen.

(H) "Threats are privileged above opportunities,” Kahneman says.

() As a result, "Situations are constantly evaluated as good or bad, requiring escape or permitting

approach.”

4. p29-n0.03

(A) Should | perhaps try to explain for you with some hackneyed phrase how and why experiencing
beauty can make life meaningful?

(B) | believe you would agree with me if | declared that in this case you would only be able to give one
answer, and it would go something like: "It would have been worth it to have lived for this moment
alone!"

(C) | prefer to confine myself to the following thought experiment: imagine that you are sitting in a
concert hall and listening to your favorite symphony, and your favorite bars of the symphony resound in
your ears, and you are so moved by the music that it sends shivers down your spine; and now imagine
that it would be possible for someone to ask you in this moment whether your life has meaning.

(D) It is not only through our actions that we can give life meaning — insofar as we can answer life's
specific questions responsibly — we can fulfill the demands of existence not only as active agents but

also as loving human beings: in our loving dedication to the beautiful, the great, the good.

5. p29-no0.04

(A) But where did the hypothesis come from in the first place?

(B) Most of the books on research methods and design of experiments — there are hundreds of them —
are concerned with the rational part, and fail to deal with the creative part, yet without the creative part
no real research would be done, no new insights would be gained, and no new theories would be
formulated.

(C) In the classical application of the 'scientific method', the researcher is supposed to develop a
hypothesis, then design a crucial experiment to test it.

(D) Research is a mixture of inspiration (hypothesis generation, musing over the odd and surprising,
finding lines of attack on difficult problems) and rational thinking (design and execution of crucial

experiments, analysis of results in terms of existing theory).
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(E) | have a colleague whose favourite question is 'Why is this so?', and I've seen this innocent question
spawn brilliant research projects on quite a few occasions.
(F) The process of research is often not entirely rational.
(G) If the hypothesis withstands this test a generalization is then argued for, and an advance in

understanding has been made.
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1. p26-Gateway

Without a better understanding of the what, when, and why of data collection and use, the consumer

is often left feeling vulnerable and conflicted.
Often overlooked, but just as important a stakeholder, is the consumer who plays a large role in the
notion of the privacy paradox. (©) Consumer engagement levels in all manner of digital experiences and
communities have simply exploded — and they show little or no signs of slowing. (@) There is an
awareness among consumers, not only that their personal data helps to drive the rich experiences that
these companies provide, but also that sharing this data is the price you pay for these experiences, in
whole or in part. (®) "l love this restaurant-finder app on my phone, but what happens to my data if |
press 'ok' when asked if that app can use my current location?" (@) Armed with tools that can provide

them options, the consumer moves from passive bystander to active participant. (®)

2. p28-no.01

Developed nations have had several generations of unparalleled material prosperity, and a clear

understanding is emerging: More money does bring more happiness when we are living on a very low

income.
A key assumption in consumer societies has been the idea that "money buys happiness.” (D) Historically,
there is a good reason for this assumption — until the last few generations, a majority of people have
lived close to subsistence, so an increase in income brought genuine increases in material well-being (e.g.,
food, shelter, health care) and this has produced more happiness. (@) However, in a number of
developed nations, levels of material well-being have moved beyond subsistence to unprecedented
abundance. (®) However, as a global average, when per capita income reaches the range of $13,000 per
year, additional income adds relatively little to our happiness, while other factors such as personal
freedom, meaningful work, and social tolerance add much more. (@) Often, a doubling or tripling of

income in developed nations has not led to an increase in perceived well-being. (®)

3. p28-n0.02

Our brains are set up to detect a predator in a fraction of a second, much quicker than the part of the
brain that acknowledges one has been seen.
We are wired more for the struggle for survival on the savannah than we are for urban life. As a result,
"Situations are constantly evaluated as good or bad, requiring escape or permitting approach.” In
everyday life, this means that our aversion to losses is naturally greater than our attraction to gain (by a

factor of two). (©) We have an inbuilt mechanism to give priority to bad news. (@) That is why we can
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act before we even "know" we are acting. (®) "Threats are privileged above opportunities,”" Kahneman
says. (@) This natural tendency means that we "overweight" unlikely events, such as being caught in a

terrorist attack. (®) It also leads to us overestimating our chances of winning the lottery.

4. p29-no0.03

Should | perhaps try to explain for you with some hackneyed phrase how and why experiencing

beauty can make life meaningful?
It is not only through our actions that we can give life meaning — insofar as we can answer life's specific
questions responsibly — we can fulfill the demands of existence not only as active agents but also as
loving human beings: in our loving dedication to the beautiful, the great, the good. (@) | prefer to
confine myself to the following thought experiment: imagine that you are sitting in a concert hall and
listening to your favorite symphony, and your favorite bars of the symphony resound in your ears, and
you are so moved by the music that it sends shivers down your spine; and now imagine that it would be
possible for someone to ask you in this moment whether your life has meaning. (@) | believe you would
agree with me if | declared that in this case you would only be able to give one answer, and it would go

something like: "It would have been worth it to have lived for this moment alone!" (®)

5. p29-no.04

Research is a mixture of inspiration (hypothesis generation, musing over the odd and surprising,

finding lines of attack on difficult problems) and rational thinking (design and execution of crucial

experiments, analysis of results in terms of existing theory).
The process of research is often not entirely rational. (D) In the classical application of the 'scientific
method’, the researcher is supposed to develop a hypothesis, then design a crucial experiment to test it.
(@) If the hypothesis withstands this test a generalization is then argued for, and an advance in
understanding has been made. (®) But where did the hypothesis come from in the first place? (@) | have
a colleague whose favourite question is 'Why is this so?', and I've seen this innocent question spawn
brilliant research projects on quite a few occasions. (®) Most of the books on research methods and
design of experiments — there are hundreds of them — are concerned with the rational part, and fail to
deal with the creative part, yet without the creative part no real research would be done, no new insights

would be gained, and no new theories would be formulated.
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1. p26-Gateway

Often 1[o 1. but just as important a stakeholder, is the consumer who plays a large role
in the notion of the privacy 2[p 1.
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Consumer engagement levels in all 3[m 1 of digital experiences and communities have
simply 4[e ] — and they show little or no signs of sIowing.
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There is an s[a 1 among consumers, not only that their personal data helps to
o[d ] the 7[r 1 experiences that these companies provide, but also that

sharing this data is the price you pay for these experiences, in whole or in part.
AH|XHS AO[OIM= O|2f3t 2|AFSO| MSdte 8% ZdRe FTSts O RS HUFEIL E20| Eohe A#E oLzt of
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Without a better understanding of the what, when, and why of data collection and use, the consumer is

often left feeling s[v ] and 9[c 1.
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"I love this restaurant-finder app on my phone, but what happens to my data if | press 'ok' when asked if

that app can use my current location?"
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10[A ] with tools that can 11[p ] them options, the consumer moves

from passive 12[b to active participant.

]
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2. p28-no.01

A key assumption in consumer societies has been the idea that "i3[m 1
14[b 1 15[h 1"

AH| ALZ|o] #iM TP R 'Eo R We g et MZoIRICH

Historically, there is a good reason for this assumption — until the last few generations, a
16[m ]1 of people have lived 17[c ] to 18[s ], so an
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increase in income brought 19[g 1 20[i 1 in material well-being (e.g.,
food, shelter, health care) and this has produced 21[m 1 happiness.
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However, in a number of developed nations, levels of material well-being have moved

22[b ] subsistence to 23[u 1 24[a 1.

Jdgu B2 MEF0AM 22H SX9 20| AX YA E go B Bl SR &7 AL

Developed nations have had several generations of 2s5[u ] material
26[p 1. and a clear understanding is 27[e ]: More money does bring
2s[m ] happiness when we are living on a very 29[l ] income.

ME=2 ofg Mool 28 B2 o gls 2284 IS F2 21, Y=ot ofs)7t 2435t A=, RE7F e 2 YUz Y=t

M o R £o| O Be W= JhHerts Jolct

However, as a global average, when per capita income reaches the range of $13,000 per vyear,

30[a ] income adds 31[r 1 little to our happiness, while other factors
such as personal freedom, meaningful work, and social tolerance add 32[m 1
33[m 1.

JdL MA Booz A, 1g £50] A7t 13,000 F2f Helo| 0|28, =7t £50| 22|9] HES YA = 7ol =2|X| YX|T,
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Often, a doubling or tripling of income in developed nations has not 34[l ] to an

3s[i 1 in perceived well-being.
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3. p28-n0.02

We are 36[w 1 more for the 37[s ] for survival on the savannah than we
are for urban life.

fele DA YEECHe Z0Me ME S0 WA Ef LT

As a result, "Situations are constantly 3s[e 1 as good or bad, requiring escape or

permitting approach."

O Ao dg2 B0l MU Loty HWILEO| O E Q7StAL S 518t

In everyday life, this means that our 39[a ] to o[l 1 is naturally
41[g ] than our 42[a ] to gain (by a factor of two).

LAW0|M, 0|2 &Ho| Chet 22| @It G| o|S0| thst 22|o B ECH (F Hf) O ACts A4S 20|t

We have an 43[i 1 mechanism to give 44[p ] to bad news.

f2le LHE AN 2ME2E BOste LS 7|HME 74X UCt

Our brains are set up to 4s[d 1 a predator in a fraction of a second, much
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46[q 1 than the part of the brain that 47[a ] one has been seen.
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That is why we can act before we even "know" we are acting.

38 0|fZ R2le f2I7t #SStn ALk A L7 Mol S5 == UACL

"Threats are 4s[p 1 above opportunities," Kahneman says.

"71200i M o EF0| FO{TICHELL Kahneman 2 ZSHC.

This natural 49[t ] means that we "overweight” so[u ] events, such as
being caught in a terrorist attack.

Ol Efnit Jet2 227t H2{2|2E A0 Nots A 22 Lo A 24X Y2 AAS S KILAA SAlgthE A ooz,

It also leads to us si[o ] our chances of winning the lottery.

A2 Eot 2271 22| Ao A FHE 7HsdS MHBIISHA THEL.

4. p29-no.03
It is not only through our actions that we can give life meaning — insofar as we can answer life's
s52[s 1 questions s3[r ] — we can s4[f ] the demands

of existence not only as active agents but also as loving human beings: in our loving dedication to the
beautiful, the great, the good.

2|7F 4ol EFE R0 MY UM tES = A= 2|7t 40f Q0§ RO £ A= A2 R
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Should | perhaps try to explain for you with some ss[h 1 phrase how and why
experiencing beauty can make life s6s[m 1?

OECHEE BEdhs 20| oA J2|2 of &2 20IUA S + U=XE HAEES Il
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| prefer to s7[c 1 myself ss[t 1 the following thought experiment:

imagine that you are sitting in a concert hall and listening to your favorite symphony, and your favorite

bars of the symphony s9[r 1 in your ears, and you are so so[m 1 by the
music that it sends &1[s 1 down your spine; and now imagine that it would be
62[p ] for someone to ask you in this moment whether your life has meaning.

L= Af2t2] i3 22 Ak Aot Ios) 220k o220l EMES0| StoF 0220 7hE Forsts ngss =31 U
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| believe you would s3[a ] with me if | 62[d ] that in this case you

would only be able to give one answer, and it would go something like: "It would have been
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65[w 1 eeli ] to have lived for this moment alone!"

DHoF of2{20| O] A0l THX| B JHX| THEE & £ AX, 1 iEO| "2 0| =77t 2ol Aotgtoiatz O™ Bt 7HX| 7} UAE
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5. p29-no.04

The process of research is often not entirely 67[r 1

B9 A7 W2 WHoZ w2 HO|X|= §Cf.

In the classical ss[a 1 of the 'scientific method', the researcher is supposed to develop a
hypothesis, then design a crucial experiment to test it.

IFeHE o] MAEM QI MBo|M ARA= JHEE M3, O OF A4S ABo7| |l 2FH HdH e dAsHof iy,

If the hypothesis so[w 1 this test a 70[g ] is then 71[a ]
72[f 1, and an 73[a 1 in understanding has been made.

Dtob O 7HEO| O] B S H ¢OH O = dutstof e XX E A =3, ofsHel TFO| 0| F0{F Zo|Ct

But where did the hypothesis come from in the 74[f 17slp 1?

SHX|ZH O 7HE2 OfE0f OjC|M Lh2 A7k

| have a colleague whose favourite question is 'Why is this so?', and I've seen this 7¢[i 1

question 77[s ] brilliant research projects on quite a few occasions.
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Research is a mixture of 7s[i 1 (hypothesis generation, musing over the odd and
surprising, finding lines of attack on difficult problems) and 79[r 1 thinking (design and

execution of crucial experiments, analysis of results in terms of existing theory).
A= FLEHE MY, ojdstn ek Aol Chof sasty|, Aol Cheh ChA ghot RIhat ald A (ZEE dEol HAe H¥

7|E o229 BN Zut 249 =eto|rt.

Most of the books on research methods and design of so[e ] — there are hundreds of
them — are s1[c 1 with the rational part, and fail to deal with the creative part, yet
without the creative part no real research would be done, no new s[i 1 would be
gained, and no new theories would be s3[f 1.
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1. p26-Gateway

1. overlooked [8l&] overlook 7+utstCL =20t =Lt LH2{CHECE overwhelmed 2 &=

rir

, 2AHO0| Y= tolerable S 4= U

Ho

. vulnerable [8i4] vulnerable F 2Fst MK 7| 4

=y

. provide [dll&] provide F=Ct, 3&3tCt prevent BHCH, Of &

2. paradox [8H4] paradox ¥4 reasoning FE, 2|

3. exploded [64] explode =2t E1SICt ZALUSICH explore EF 7oL}, BRI SIC}
4. awareness [Slld] awareness AtZ, 2| Al 214l ignorance FX|, F4

5.rich [SH4] rich CHHER, SRER, £33t poor £X| U2
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2. p28-no.01
[BHA] close XISH 71712 distant S ORI, ™, LWHEtSt

9. increases [SH4] increase (=&0|) SCt, S7tSIEE 7t decrease 22y, ZASHC}

1

8. close
10. more [©
11. beyond [3{4] beyond ~= S7I510], EO0{AM A below Ot2H2], OF2H0il; ~Of2f

12. unprecedented [§&] unprecedented M2 Y=, T2, R 8= unpredicted 0| ZSHXA| X3t

13. unparalleled [8{A] unparalleled H|Z O 8=, &2 Sl= HO 022 minor 239, At

FHSSH

H4] more less SH X2

14. emerging [614] emerging 2182|, £1°42] declining 7| %=, 2 &ElSt=

15. more [81d] more less S XL

16. low [Si4&] low (&.7|20]) MX|= high &24, =F&; =2

17. little [8HA] little 42| 8l= much

18. tolerance [Si4] tolerance &, 2tCH, QILH(H), LS resistance X2H(E), Htat, HLY

19. increase [Sil4] increase (=&0|) =Cf, S7I5ICE 57t decrease &4, ZASHC}

1

3. p28-n0.02
20. wired [Sll&] wired FM2|, HALE T weird 7|23, O &3t 1| A5t
21. aversion [dlj4] aversion #Z, @2 advocacy X|X|, 3=

22. greater [6ld] greater smaller

23. inbuilt [SHA] inbuilt LAXHE!, MEXQl acquired EHE QI 55 E

Jjm

S
g, 54

24. priority [8§8] priority ©M(@), 4 AlE property M, £
(

QIISkCE, ZALSICt disapprove BFCHSCY, ROMESHSICt S QI5HA| GOt
1ort, PP : ,

25. acknowledges [3l€] acknowledge 21E[&
FEAR2 prejudiced HAS 7tX, 23 HH

g
26. privileged [3l4] privileged EA# 2 7+%l, &
27. unlikely [SH&] unlikely 18 A ZX| &2, 7sd Q= likely 7tsd U=

28. overestimating [6ll&] overestimate tCHE 7+SHEE MHCHE 7L underestimate Ot H7HSICH A A|SHCE Qb AE 7t
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p29-no.03
specific [l ] specific A X Ql, E83t ambiguous 2= 3, OfO45t, Cto|9f
active [SH4] active 2&&Ql, M=HQl ignorant X3t FAISH
dedication [8§4] dedication ®14l, M contradiction E==, Hiat
meaningful [S1&] meaningful 2|0 A=, ELTH meaningless F2|0| %t
confine [S1d] confine BHE[=BNSICH Z7HFLL (-s) B refine MA|SHCE CHE Lt
resound [Sl&] resound 22 I X|Ct retort | BHOLX|C, BHEFSICE, H}
possible [OH%"] possible 7}5%t impossible =7t& %t
declared [8§4] declared 3 E, SHEE decline S}2H[Z 480, HEBICE 244, &
p29-no.04
rational [H4] rational O]’ d& QI S2|X QI radical 21X 0l 22Xl X ZTIFOX}
withstands [o|&] withstand ZACIC} withhold H+2C, AX|SICH 27 STt
generalization [3H4] generalization Y83t regulation &, A, =H
spawn [Sl&] spawn (27|, 72| S0|) &2 Lt sprawl =S OLFE AL} Z WL}, HSAH F=2{ ULt
existing [l ] existing X U=, 7|E2|, HAAH2| previous O|F2|, AHH Q|
concerned [S§4] concerned ZA™[Y2{|st=, BHE console fIZSICH 9192 FCt

Of M= (FEXI)
. p26-Gateway
. overlooked 2. important
. have 4. provide
. that 6. conflicted
. asked 8. Armed
p28-no0.01
has 10. brought
have 12. emerging
living 14. relatively
add 16. has
p28-no.02
are 18. evaluated
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19.is
21. much
23. acting

25. overestimating

4. p29-no.03
26. that

28. meaningful
30. resound
32. that

34. that

5. p29-no.04
36. develop
38. has been made

40. spawn

1. p26-Gateway

E-D-C-A-B

2. p28-no.01
C-A-B-E-D

3. p28-n0.02
E-H-F-D-C-G-B-A

4. p29-no.03
A-C-B

5. p29-no.04
F-D-E-C-A-B

L=0104

SHARING ENGLISH
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20. set
22. has been seen

24. that

27. try

29. that

31. moved
33. whether

35. to have lived

37.is
39. whose

41. are
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1. p26-Gateway
F-E-B-D-C-A

2. p28-no.01
C-E-D-B-A-F

3. p28-n0.02
D-I-F-A-G-C-H-B-E

4. p29-no.03
D-A-C-B

5. p29-no.04
F-C-G-A-E-D-B

. p26-Gateway

N

. p28-no.01

w

. p28-no.02

4. p29-no.03

dE2M *t=

L=0104

SHARING ENGLISH
o
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5. p29-no.04
5

1. p26-Gateway
1. overlooked

3. manner

5. awareness
7. rich

9. conflicted

11. provide

2. p28-no.01
13. money
15. happiness
17. close
19.
21.
23.
25.
27.
29.
31.
33.

35.

genuine

more
unprecedented
unparalleled
emerging

low

relatively

more

increase

3. p28-n0.02
36. wired

38.
40.
42.

evaluated
losses

attraction
44,
46.
48.

priority
quicker
privileged

50. unlikely
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2. paradox
4. exploded
6. drive

8. vulnerable
10.
12.

Armed

bystander

14.
16.
18.
20.
22.
24.
26.
28.
30.
32.
34.

buys
majority
subsistence
increases
beyond
abundance
prosperity
more
additional
much

led

37.
39.
41.
43.
45.
47.

struggle
aversion
greater

inbuilt

detect
acknowledges
49.

tendency

51. overestimating
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4. p29-no.03

52.
54.
56.
58.
60.
62.
64.
66.

specific
fulfill
meaningful
to

moved
possible
declared

it

5. p29-no.04

67.
69.
71.
73.
75.
77.
79.
81.
83.

rational
withstands
argued
advance
place
spawn
rational
concerned

formulated
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53.
55.
57.
59.
61.
63.
65.

68.
70.
72.
74.
76.
78.
80.
82.

L=0104
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responsibly
hackneyed
confine
resound
shivers
agree

worth

application
generalization
for

first

innocent
inspiration
experiments

insights
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