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Research on the universality of facial expressions suggests that the socialization of affect
involves interactions between situational variables and a finite repertoire of human emotions
(whose meanings are at least roughly synonymous among all members of the species). At the
same time, Izard's formulation of “affective-cognitive structures” shows that emotions are in
reality inseparable from the particular circumstances that are associated with them. The fact
that it is possible to construct a list of “basic,” universally recognizable emotions derives not
only from a species-specific repertoire of facial expressions, but perhaps more fundamentally
from a larger set of human expressive behaviors, including laughter and crying as well as
bodily movements and postures. These behaviors, for which a universal capacity exists, are
also, without exception, carried out in particular circumstances. As elements in the human
communicative function, they create the necessity of response from the environment while also

being shaped by it. To use Lewis’s terms, the reality of emotional expression

transforms “state” into “experience.”
*

bl

synonymous: &2 %9
@ restricted
@ subjective
® unfiltered
@ contextual

® unconcealed
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<Vocabulary>

universality: B84 separable: 222 + =

affect: FA recognizable: YA 4+ Q=

variable: ¥4 derive from: ~Z1¥ v|EHT

finite: 93kt species-specific: ¢+ Z(f)ovt Z3He [HHFH]
repertoire: E%, HHEE] posture: ZHA|

synonymous: &2 £° exception: 99

formulation: HAZ A&, AAS}t transform: ZAEA] 7|tk

<Structure>

54
The fact that it is possible to construct a list of “basic,” universally recognizable emotions

derives not only from a species-specific repertoire of facial expressions, but perhaps more
fundamentally from a larger set of human expressive behaviors, including laughter and crying

as well as bodily movements and postures.

7740l AAE 19 dwE 54 AYozny Hajg 4 Aok AL B &0 / FRF 0y mHzo
2 QA% 4 9 AH 222 AT Aol A5t QAL & Fout $4E mAe ZSojqug
olUzt ofutr © ZEmomt Ade £AUT AAEe ohlst 8837 298 EFse At BE P

g 2 ggel wEH



02.th& ¥7te] Sojz Wz 7Pg AAT AL
(o153 A% 17 29)

Changes are often useful — people want to see new emails, better search results, and new
news stories — but they can . As an example, dynamic menus were developed to
help people access menu items faster by bubbling common items to the top of the menu.
Rather than decreasing access time, research revealed dynamic menus actually slow their users
down because commonly sought items no longer appear where expected. As another example,
some researchers tried to help people search better by giving them lists of relevant sentences
that were dynamically reranked based on implicit feedback gathered during the search process.
To the researchers surprise, people did not enjoy the search experience as much or perform
as well as they did when the sentence list was static. Similarly, a large-scale analysis of query
logs revealed that when people repeat queries they are significantly less likely to click on a
result they've clicked before if the result’s rank has changed, and significantly slower to click
when they do.

* implicit: 4EHQA ** static: FAQA, LAHEH *** query: 29

@ lead to strengthening user behavior

@ reshape well-established user habits

(® be nothing more than attention-grabbing

@ disrupt the user’s ability to re-find information

® create new patterns of interaction and understanding



<Jeong’'s Comment>

Wik 240] 4uby Aeolx, I Holl AF A7 UdsHe FH AdUn. ddHE A9 F5Hol
= HIZt] Sog W&ol HAsU.

<Vocabulary>

dynamic: 539l implicit: 539l

bubble: &2t} static: JZ<l, 1¥H

decrease: ©@&3ttt, Folrt analysis: #4]

reveal: #olt}, YeRth, St query: 9]

relevant: 35 significantly: 33|, F949|5}A

rerank: £9& AZXAsIt}H

<Structure>

to one's AAEA

To the researchers’ surprise, people did not enjoy the search experience as much or perform

954t

as well as they did when the sentence list was static.
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Verbal metaphors help make our language more colorful and expressive. They influence how
we think about something, but they do not change the thing itself. Interface metaphors play a
more fundamental role in how we experience and interact with the technological world,
affecting function as well as feeling. The metaphor that is chosen for an interface shapes how
it can be used. When we put computer ‘files” into “folders,” these metaphoric constructs help
us think about the way information is organized in our machine, but they also constrain what
we can do with it. Interface metaphors also influence the feel of the experience, the
emotional and aesthetic response we have to our interactions with and via the machine. The
desktop metaphor calls to mind office work: secretaries, bosses, quarterly plans, and cubicles.
It was developed in the late 1970s and early 1980s, when office work was seen as the primary
use for personal computers. The desktop image certainly is appropriate for that setting.
However, it is less appropriate when we use the computer as an entertainment center or as
the locus of our social life. Interface metaphors need to

* metaphor: 2 ** cubicle: Ztoto]2 FHE) Z-2 AR 37 *** locus: FAA

O provide clear visual and functional cues

@ evolve with all the technological changes

® reflect real-world tools as literally as possible
@ fit both the feel and function of the application

(® improve usability through emotional connections
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<Vocabulary>

constrain: A[gs}ch
aesthetic: A7, vl
expressive: E@Y Q&= via: ~& B9

interface: UEHOIAMZE T2 F AAH, & secretary: H|A|

A, 2ZEo] }E AE o] &= FE & quarterly: #7129

verbal: 210]% 9l

metaphor: 2

= 138 A& AZA)
fundamental: Z¥3<l

construct: 74 g

cubicle: FtHo|2 FEH) &2 AMF F7F
appropriate: Z3gst

locus: 414

<Structure>

When we put computer ‘files” into “folders,” these metaphoric constructs help us think about
the way information is organized in our machine, but they also constrain what we can do

with it.
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Many news media studies use experimental designs to see whether citizens' opinions are
influenced by different news content. For example, in one study, researchers created
newspaper stories to frame the death penalty in different ways. One story constructed the
death penalty as an affront to moral values (the morality frame), whereas another story
emphasized that the policy was fundamentally flawed because innocent people might be
executed (the innocence frame). Some subjects read the story with the morality frame, and
others read the one with the innocence frame. Subjects then completed a questionnaire that
asked them to list the important factors they considered when determining their opinion on
the death penalty. It was found that subjects exposed to the innocence frame were more likely
to mention innocence-related considerations as important factors in determining their attitudes

toward the death penalty than subjects presented with the morality frame. Thus,

* affront: & T

® the death penalty was often framed negatively in news media

@ the media’s frame reflected intention, not the reality of the event

® the subjects’ attitudes towards the news were unrelated to their morality
@ the readers’ belief system had a significant impact on their choice of news

® the news frames shaped the ingredients of the subjects’ death penalty attitudes
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<Vocabulary>

death penalty: AFg innocent: F1§, FZ9ql

construct: 74Js}c} execute: AFgsttt, A Fsict

affront: 28 24 questionnaire: ZEX]

emphasize: ZFZ3}t} determine: 233}t

policy: A2 be exposed to: ~& AFdlth, ~o &=}
fundamentally: ZE&Zoz mention: g3t}

flawed: o] Y=

<Structure>

a3kt
Subjects then completed a questionnaire that asked them to list the important factors they

considered when determining their opinion on the death penalty.
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There are two classic problems that give us mathematically proper ways to evaluate
coincidences. One is a counterintuitive poser: the birthday problem, which tells us that in any
group of twenty-three people the odds are better than even that two people in the group will
have the same birthday. The other is the monkey problem, which asks: if given a large
enough amount of time, could a monkey, randomly hitting the keys of a computer keyboard,
write the first line of a Shakespeare sonnet? These two problems, along with the law of large
numbers, the theory of hidden variables, and the law of truly large numbers, give us a
reasonable understanding of why coincidences happen far more frequently than we expect.
This last law, the law of truly large numbers, is a philosophical adage. In a nutshell, it tells us
that if there is any likelihood that something could happen, no matter how small, it's bound
to happen at some time. It's not a theorem that can be proven. After all, I used the phrase

“bound to happen,” which is as ambiguous as a phrase can be. But it gives a sense of

* poser: A, o#L EA ** adage: A *** theorem: (53] 84 9]) F=

@O why certain events seem unlikely

@ just how common coincidences are

® the limits to certain event probability

@ what the randomness of chaos can provide

® the extent of denial in events being truly random
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<Vocabulary>

classic: A ZFQl, AFAA randomly: F&9&

mathematically: 8802 variable: ¥4

evaluate: 3715t} reasonable: &3l

coincidence: $<49 93], 9 philosophical: 38tz 9l
counterintuitive: ¥F&#2Q1 adage: ZY

odds: &&, (°Jd o] A3 74, ¥4, 7t likelihood: 7Fs4

u} theorem: (53] 480l A19]) A (EH)

better than even: AHlo] &=
<Structure>

These two problems, along with the law of large numbers, the theory of hidden variables, and

;
the law of truly large numbers, give us a reasonable understanding of why coincidences

happen far more frequently than we expect.
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The phrase “image scanning” refers to the cognitive processes that operate on visual mental
images when a person moves his or her attention across imagined objects. The first image
scanning paradigm was designed to investigate the spatial properties of images. In the original
experiment, participants memorized drawings of elongated objects (such as a tower). They
were then asked to visualize one of the objects and to focus at one of its ends (for example,
the bottom of the tower). Lastly, participants heard the name of a feature on the object (e.g.,
a flag), and they had to look for it. Participants were not instructed to scan their image, but
were simply told to focus on the original location until the probe was delivered, and then to
focus on the named part or feature. They pressed one button when they had focused on the
named part, and another button if they failed to find it. The critical finding was that response
times increased linearly with increasing distances from the focus point to the named part of

the object. This finding was taken as evidence that distance, as traversed by image scanning,

* elongated: Z%3t ** probe: HAFI(AHANA A7IANA FoA= A=)
4 traverse: 7F2A| 24}, oot

(D becomes more authentic in a virtual world

@ is computed in a non-spatial, symbolic manner

(® is genuinely represented in visual mental images
@ becomes a non-spatial format that lacks continuity

® loses measurement precision when mentally reversed
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<Vocabulary>

cognitive: 1A]9], /AAH<I visualize: S vi&&o 12, sttt
operate: 255}t feature: 54 84, 3

mental image: A4}, "% o]u|A| instruct: A|A|8}ch

paradigm: T, AJHA 9 probe: BAI(ARA0NA F7FoA FojA = &
investigate: A-o}t}t, FAFSIh =)

spatial: 37321, 379 critical: 23t

property: £%4 linearly: A¥Zo=z

experiment: A3 evidence: 4

elongated: 2%&%H traverse: 7F2A| 2t} st

<Structure>

Participants were not instructed to scan their image, but were simply told to focus on the

original location until the probe was delivered, and then to focus on the named part or

feature.
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One way we stop listening is when we start preparing a response to what the other person
has just said, often immediately after they have started speaking. For example, imagine you
are in a meeting with your manager, who tells you that a reorganization is coming soon, and
you and your team are going to be moved under a lower-level manager. As soon as you hear
that news, you stop listening, and your mind goes into high gear. You start thinking of ways
to convince your manager not to let that happen. You think of how much you don’t like the
manager you are about to be moved under, and you prepare to tell your manager that you
are incompatible with the new person. You fear your career is starting a downward spiral
Meanwhile, your manager has continued talking, laying out the rationale for the decision, and
explaining why this is a good move for both you and your team. Unfortunately, you stopped
listening, so you missed everything beyond “you are going to be moved to X.” When you
prepare your response (as the other person is talking), you are

* imcompatible with: ~&} 8 4=

** downward spiral: A& A3}=EE= 4% *** rationale: <A

O improving the efficiency of the communication

@ better at analyzing the speaker’s emotional tone

® less likely to impress the speaker with your confidence

® missing out on hearing what the other person is sharing with you

® demonstrating strong leadership by staying ahead in the conversation
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<Vocabulary>

response: 9%, W&

manager: #2|&}

reorganization: &3] 7|@

go into high gear: 1 £E2 Folr}r] AJZ+
shth, Aol wee s1golr] Akt

convince: A&3}ct

<Structure>
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incompatible with: ~3 ¥ ¢+

fear: &2 ¢Isttt

downward spiral: A& stE= A%

lay out: (A8 -F4 & & AEste) AAlsioh
rationale: &4

miss: =Xt}

You think of how much you don’t like the manager you are about to be moved under, and

you prepare to tell your manager that you are incompatible with the new person.
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Many marketers believe that buying should be regarded as a process whereby

, rather than maximising their gain. When a person is faced

with competing brands in a new product field, they feel risk — for example, uncertainty about
whether the brand will work, whether they will be wasting money, whether their peer group
will disagree with their choice, or whether they will feel comfortable with the purchase, etc.
Successful brand marketing should therefore be concerned with understanding buyers’
perceptions of risk, followed by developing and presenting the brand in such a way that
buyers feel minimal risk. An example of an industry appreciating perceived risk is the
pharmaceutical industry. A company marketing a new drug suitable for children needs to
consider the parent’s concerns about risk. One company launching such a product worked
with a series of pain specialists in pediatric hospitals, providing clinical data and product
trials, so that specialist endorsement of the brand would reassure parents and help to

minimise their perception of risk.

@ sellers gather as much product information as possible

@ consumers miss the best deals by not comparing prices

(® buyers attempt to reduce the risk of a purchase decision

@ buyers focus on following the latest market trends and styles

® purchasers rely on advertisements rather than personal judgment
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<Vocabulary>

maximise: STH3}s}tt pharmaceutical: A|9F9]
gain: ©]< launch: EAlstt}, TAFst}
compete: 73}ttt specialist: A&, A&7}
purchase: Fulf; <ofjshet pediatric hospital: 4o} ¥¥
perception: 4], A, Az endorsement: B3, 3
minimal: 43|, 49| reassure: SHIAZITh
appreciate: 145}, ZA3sith, 1WA o7tk minimise: & A3}s}ch
<Structure>

~of pelse, ~o] WA T
Successful brand marketing should therefore be concerned with understanding buyers’

a2 o2l
perceptions of risk, followed by developing and presenting the brand in such a way that

buyers feel minimal risk.
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Many cultures of the world see arguing as . Americans in Greece often

get the feeling that they are witnessing an argument when they are overhearing a friendly
conversation that is more heated than such a conversation would be if Americans were having
it. Linguist Sarah Tannen showed that in the conversations of working-class Eastern European
Jewish speakers — both male and female — in Philadelphia, a friendly argument was a means
of being on good terms with someone. Linguist Jane Frank analyzed the conversation of a
Jewish couple who tended to polarize and take argumentative positions in social situations. But
they were not fighting. They were staging a kind of public sparring, where both fighters were

on the same side.

D a pleasurable sign of intimacy

@ an effective tool to educate students
® a necessary special training for logic
® a major cause of couples breaking up

® an inevitable process to draw conclusions
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<Vocabulary>

witness: 2ZA3}t}, ®r} polarize: =35}, diPAl7Ith
overhear: $93] €0}, d=tt stage: Holt}, AEsirt
be on good terms with ~: ~&} Ato]7} Et}

<Structure>

Americans in Greece often get the feeling that they are witnessing an argument when they are
overhearing a friendly conversation that is more heated than such a conversation would be if

Americans were having it.
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It has been said with regard to sharing what you have and know with others: Once you give it

away, then it's really yours, for . The money you give to others is no

longer material; it has been transformed into spirituality. The ancient alchemists wanted to
turn simple metal into gold. That is what you are doing when you share your money with
someone in need. Similarly, the vital knowledge you share with others truly belongs to you
when you pass it on from the data bank in your brain to the brain of another human being.
This knowledge will live on and on. That person will transfer it to the brains of others and

they will utilize that knowledge themselves and keep passing it on.

@ it can break the vicious cycle of poverty

@ you have the eternal merit of the kind act

® you don't want to get rewards from your deed

® material things don't always bring spiritual well-being
® vital knowledge can be compared to precious gold
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<Vocabulary>

with regard to: ~°f &3} belong: &3ttt ~©] ol
spirituality: Z414 transfer: AEsit}, 7|t
vital: 8%, B3 utilize: -85}
<Structure>

Similarly, the vital knowledge you share with others truly belongs to you when you pass it on

from the data bank in your brain to the brain of another human being.
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A metaphor has a way of helping us see through the surface to the deep-level meanings of
both experiences and communications. It raises subtle or hidden commonalities. It can
organize our experiences and give them a structure that was not apparent in the living of the
moment, but that rings true upon reflection. Metaphor becomes, then, a device for

It is a tool of insight. It provides us with a

perspective for comprehending something unknown by comparing it to familiar objects and
experiences. That is key, metaphor based on experiences we haven’'t had will have limited
value, if any. For example, in using the domino effect as a metaphor to explain cause and
effect, one must ascertain that students do indeed know what dominoes are, how they can be

stacked on edge, and what happens if the first domino is knocked over.

(D storing instant ideas into long-term memory

@ exploring the unknown in terms of the known

® offering limited value of knowledge based on its structure
@ understanding surface-level meanings of experiences

® knowing how meaning is transmitted in communication
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<Vocabulary>

HIZE FolM WEEE W

metaphor: 2§, Y& reflection: 1, 4%
subtle: U|®23t, ZRA|3}7] oj#L insight: SZ(3)
commonality: 384 comprehend: ©]3]stc}t
apparent: £g, FuA3t ZAZH7| ascertain: &<lstt}
ring true: AMIAE St stack: &t} EZ/ch
<Structure>

It can organize our experiences and give them a structure that was not apparent in the living

Wy

of the moment, but that rings true upon reflection.
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Modern parents provide their children with far too many passive amusements, such as shows

and good things to eat, and they do not realize the importance to a child of

, except, of course, for somewhat rare
occasions. The excitement is in the nature of a drug, of which more and more will come to
be required, and the physical passivity during the excitement is contrary to instinct. A child
develops best when, like a young plant, he is left undisturbed in the same soil. Too much
travel, too much variety of impressions, are not good for the young, and cause them as they
grow up to become incapable of enduring fruitful monotony. I do not mean that monotony
has any merits of its own; I mean only that certain good things are not possible except where

there is certain degree of monotony.

O reducing a child’s passivity
@ having one day like another
® developing a child’s potential
® doing more exciting activities

® having a variety of experiences
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<Vocabulary>

amusement: S, LA undisturbed: Hsfutz] ke
nature: €4, 4, A4 fruitful: 4H8Ql, 24 &=
passivity: &4 monotony: 9ZX&22
contrary: Y9 merit: Z3, 714

instinct: 2%

<Structure>

Too much travel, too much variety of impressions, are not good for the young, and cause
e

them as they grow up to become incapable of enduring fruitful monotony.

AR AP} AUAA g oSS ofotolSolA 4 ¢ker, d50] FAshdA AR dx2F
< ZA™A 35 e



05. o HIZto] S0 T2 7P HEd A7

The great critics help us find personally resonant reasons why we might like or dislike certain
works. They take seriously a very strange fact about experience: that we don’t automatically
know why we love or hate things. We often cannot explain accurately to ourselves or others
what is really at stake. For example, when we say that something is “awesome”, “cool’, or
“amazing’, we are registering our positive reactions, but not explaining them. Criticism is the

process of . At root, the work of the critic involves getting people to

grasp what is genuinely satisfying and pleasing about something, or what might be
disappointing and half-baked about it. Criticism is the effort of being as clear as possible
about the basis for our loves and hates. Sometimes it can seem as if it is only concerned with
the hating part, with pointing out with derision what is sub-standard, but this negative stance
should only ever be an incidental part of the far more important project of identifying what is

worthy of admiration.

O getting us to have more refined aesthetic sense

@ finding the universal law all scenes have in common

® going behind the scenes in the hunt for true reasons

® making our experience more meaningful in the later life

® making the bright sides of scenes stand out for emphasis
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<Vocabulary>

resonant: @< BHYSI|E, o EHS half-baked: #|¥¢4d9], E5ET

F= be concerned with: ~&} #TEHT}H ~of WA
accurately: Z&sH o] 9ot

at stake: (A9 4, A9/ €8s, A derision: ?f-%, H 2=

2 incidental: £42<l, A%t

grasp: °|3fslt}, mpetsi admiration: &%, &

genuinely: A3 o&

<Structure>

Sometimes it can seem as if it is only concerned with the hating part, with pointing out with
derision what is sub-standard, but this negative stance should only ever be an incidental part

of the far more important project of identifying what is worthy of admiration.
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Take a Korean moon jar. It is a superlative homage to the virtue of It

stresses this quality by allowing minor blemishes to remain on its surface, by being full of
variations of color and having an imperfect glaze and an outline that does not follow an ideal
oval. Impurities have found their way into the kiln, resulting in a random array of black dots
all over its surface. The jar seems not to mind about any of this. Its flaws merely concede its
disinterest in the race for status. It has the wisdom not to ask to be thought too special. It is
not humble, just content with what it is. For a person who is given arrogance or anxiety
about worldly status, and who frets about being recognized at social gatherings, the sight of
such a jar may be intensely moving as well as encouraging. It would be understandable if a
person who is at heart sincere and good, whose arrogance is only a habit built up to protect
a vulnerable part of themselves, should, as they contemplated the moon jar, find themselves
yearning to make a change in their lives under the values encoded in a piece of ceramic.

* glaze 9 ** kiln 7}t

@ pride
@ purity
® modesty
@ patience

® cooperation
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<Vocabulary>

superlative: 19|, 4+

homage: 39|, £49 HA|

blemish: &, A4

oval: E¢E

impurity: &%

an array of: 49 tioFst ~9o gt
flaw: 84, &

concede: A3}

disinterest: T34

humble: A%, ANE, AL

content with: ~©°] W&sh=

<Structure>
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arrogance: 2%, Agt

anxiety: =9

worldly: Al43 9l

fret: PEARA RS}, AA st

intensely: ZF2sH, Al

vulnerable: FoFst, AAw7] 42
contemplate: 53] B}, Zo| Jzsit}
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It would be understandable if a person who is at heart sincere and good, whose arrogance is

only a habit built up to protect a vulnerable part of themselves, should, as they contemplated
~g #z3ict

the moon jar, find themselves yearning to make a change in their lives under the values

encoded in a piece of ceramic.
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