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Scheduling is a state of mind that affects how you organize your day, how
you run a meeting, how far you must plan in advance, and how flexible those
plans are. Yet what is considered terribly late in one culture may be
acceptably on time in another.

The first time I really understood the impact of scheduling came when I
was working in South America. I was dining with Flavio Ranato, an older
Brazilian man. We were planning the presentation I would give the next day
to a large group of South Americans. “This topic is very important to our
organization. The participants will love it. Please feel free to take more time
than is scheduled if you like,” Ranato told me.

I didn’t quite understand, as the ager(;zila: for the conference was already
printed and posted on the conference door. “I have forty-five minutes on the
agenda. How much time were you thinking? Could I take sixty minutes?” I
wondered out loud. Ranato responded, “Of course, take all the time you need.”
Uncertain about his meaning, I confirmed, “Great, I will take sixty minutes.”

The next day at the conference, I noticed immediately that the agenda on
the door still said I had forty-five minutes. A bit upset, I sought out Ranato
in the crowd and said, “I just want to make sure I understood correctly. Did
you want me to take forty-five or sixty minutes for my presentation this
morning?” Ranato laughed a little, as if my behavior was unusual. “Do not
worry, Erin. They will love it. ‘Please take whatever time you need.” “I will
take sixty minutes,” I articulz;?ezci again.

When my presentation began, the group responded as Ranato had
predicted. They were grateful, waving their arms to ask questions and provide
examples during the question period at the end of my talk. Carefully watching
the large clock at the back of the room, I ended my session after sixty-five
minutes. Ranato approached me. “It was great, just as I had hoped. But you
ended so early!” Early? I was really confused.

Later that evening, Ranato and I had a discussion about our mutual
misunderstanding. “I didl}’t‘ want to use any extra moment of your group’s
time without getting expl({cstl permission,” I explained. “To me, it would not be

respectful to the group if I took more time than scheduled without getting

your permission.”

“But I don’t get it,” Ranato responded. “In this situation, we are the
customer. We are paying you to be here with us. If you see that we have
more questions and would like to continue the discussion, isn’t it simply good
customer service to extend the presentation in order to answer our questions
and meet our needs?”

I was beginning to realize how enormous the impact of differing attitudes
toward time can be. The assumptions Ranato and I made about scheduling
caused us to have contrasting definitions of “good customer service.” The story
emphasizes the importance of understanding how the people you work with
think about time—and adjusting your expectations accordingly.

[Adapted from The Culture Map written by Erin Meyer]

[High : Used with permission of Hachette Books Group. from The Culture Map :
Decoding How People Think, Lead, and Get Things Done Across Cultures, Erin
Meyer, 2017; permission conveyed through Copyright Clearance Center, Inc.]

(7£1) agenda=ifSHFEZR
(J£2) articulate=PHFEIZT 25, 1Eo & DR
(1#3) explicit=MtE%, Zo&h L L7z

(1) Why was it difficult for the author to understand the meaning of Ranato’s

words “Please feel free to take more time than is scheduled if you like”?

(1 Because it was spoken in a language that the author could not
understand.

@ Because the author had not been informed of the time in advance.

(® Because the author did not think that her presentation topic would be
interesting for people in South America.

(@ Because the poster stated that the presentation would be forty-five

minutes long.
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(2)

Choose the statement that correctly describes the author’s presentation.

® @6 6

The audience became bored after the time on the agenda had passed.
A large group of South Americans did not enjoy the topic.
The presentation ran five minutes longer than the author planned.

Ranato kept looking at the clock worrying about the time.

Which of the following does Ranato consider to be important for a good

presentation?

® 0

Satisfy the audience within the scheduled time period.
Allow enough time to answer the audience’s questions.
Inform the audience immediately if the schedule changes.

Get the organizer’s explicit permission before changing the schedule.

Which of the following phrases best describes the theme of this passage?

i

® @6 6

Cross-cultural differences in scheduling and time perception.
Secrets to creating presentations to increase audience satisfaction.
Customer service principles to be aware of when making presentations.

Tips for getting the audience’s attention in South America.

fIRE I

KOFELZFAT, BRICH GHELOZEFICANL DR b BEY 2 D%,
ZNENOO~@DHH5L—2FT 2R, =7 LTHERA RS

KEMHEORIR L. PRSI BEL TR D ¥ A,
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[Adapted from https:/www.npr.org/ (—%R&M)]

(1) gender= 144!

(1% 2) Latina=MrEIKE G OLM (MEKE & O %1% Latino)
(3% 3) demanding = ({L:¥7% £72%) BoiLs

(i 4) backlash= 3¢, i

(1E5)

(£ 6) marginalized= (L&D FiiH5) B S
(E7)

job posting =K A 1##k
indication = /R, JHHH

According to the passage, are not included in the factors affecting

the income gap between men and women.

@ levels of education
@ employment types
(3 promotions

@ work hours

The “unexplained pay gap” in Paragraph 5 occurs because women |I|

(@ are paid less than men merely because of their gender
@ cannot work long hours because they are not as strong as men
® work part-time to balance home life and work

@ avoid taking higher, more responsible positions

(3)  According to the passage, women could narrow the pay gap by .

@ claiming childcare benefits
@ asking for a salary increase
® hiring a lawyer to negotiate for them

@ organizing a strike

(4)  According to the passage, women who take time off for childcare make the

gender pay gap wider because they .

are happy to let their husband support them financially
lose interest in continuing to work while caring for their family

quit their full-time jobs or switch to lower-paying ones

® @ e 6

receive childcare benefits instead of a regular salary
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HDH—DFTOHY, v LTEIRI Y,
Do you know El the flight to London takes?

@ how long @ how many @ when @ where

I considered my part-time job because I wanted to experience

different industries.
(» change @ to change (® changing @ to have changed

Not only |I| to complete the project on time, but we also had to

overcome several unexpected obstacles.

@ my team has @ my team does have

® did my team have @ my team had

Your package tomorrow, so you should receive it within a few
days.

@ will be sent
@ had been sent

@ was sent

® will send

They told me they dinner at a restaurant, so they weren’t hungry.

@ eat @ will eat ® are eating @ had eaten

I thought Elizabeth was my best friend, she left without saying
goodbye.

(@ Even though @ As if
@ In spite of @ In case

9
To ensure everything goes smoothly, I would appreciate you giving me as

possible regarding your requirements.

@ many information as @ much information as

® many as information @ much as information

The scientist research we read about in class won the Nobel

Prize in physics.
@ which ® who ® whose @ what
her in a long time, I almost didn’t recognize her.

@ Not to see @ Didnt see @ Not seen

We learned at school that the sun in the west.

@ sets @ is setting ® setting @ to set

George his whole life story, so nothing he said was true.

@ caught up with @ participated in
® made up @ Dbelieved in

@ Not having seen

Jennifer knows to invest all her money in stocks.

@ as rich as @ as long as
® less than (@ Dbetter than
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(1)
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She always checked the locks on her doors and windows

|I| while she was asleep.

@ that @ someone ® for @ break
® in ® fear @ would

WL WOT LI ENTEhdolzs TO20, 1K A OEEIZEL L 72,

He couldn’t find his keys,

his first class.

@ is @ why ® was @ for
® he ® late @ which

T D205 Mo TWeh, SHICHEICAE) L)X )P LRIME LD,
If T had known about N
earlier and arrived in time for the meeting.

@ left @ traffic ® 1 @ have
® jam ® would @ the

WAXERMO T BNA 22> T, WA, BRET 572010K% % L 2 NETH -
72s

taken some time off to recover from her illness.

@ have @ to @ doctor’s
® her ® advice @ should

@ listened

(5)

(6)

FARTHEEE ) IZHEDIE, a0 Y2 s Mabh e L EBTERT 513975,

The project should take

, assuming that everything goes according to plan.
® no ®@ to ® than @  week
® complete ® a @ more

OB S ZZ, FRDPEIZOVTRGEFFML T L HTH S,

the most

about him.
@ his @ that ® it @ honesty
® value ® is @ 1
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(1) to decide to do something at a later time or date

@ to renew @ to postpone

@ to recover @ to abandon

(2) a big meal prepared for a special event or celebration

(@ an appetite @ a feast
@ an ingredient @ a festival
(3) going through, by way of, or connecting from
@ vehicle @ along ® via @ crossing

(4) the upper surface of a room, which is opposite to the floor

@ the chimney @ the roof
® the garage @ the ceiling

(5) an unfair, negative opinion of something or someone not based on

sufficient reason

@ prejudice @ affection @ torture @ preference

FIEEVI kosmcrmac | 8 |~| 52 |cin
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Human beings have always loved reviews: Word of mogti{ has long been
regarded as one of the most valuable marketing tools available to a company.
But the internet has made us all depend on them.

Researchers have found that more than 99% of consumers read reviews
online when they shop. Actually, we read a lot of reviews before we
anything these days, and we also believe them: 49% of consumers say they
trust reviews as much as they do personal recommendations from friends and
family members. And younger people are fond of reviews: 91% of 18
to 34-year-olds say they trust online reviews as much as they do personal
recommendations. The is that a lot of those reviews are fake. And,
worse, we humans are not very good at spotting which ones are real and
which are not.

Shabnam Azimi and Alexander Krasnikov of Loyola University of Chicago
and Kwong Chan of Northeastern University recently published a study about
how fake reviews manage to us. Azimi says they started from a point
that had already been well established byw previous studies that we humans
are generally not good at detecting decept(iioﬁ. And that’s when we're face-to-
face with each other. It is even more to detect deception when we're
just reading text.

The study used 1,600 reviews of Chicago hotels. Some of them were real;
others were fake. The reviews were presented to 400 participants. Each subject
got eight reviews to read: a set of two positive fake,“ two positive real,
two negative fake and two negative real, presented in a ranciglsrl order.

(E4)
The results were illuminating, showing that consumers generally trust

negativefeviews more than positive . Moreover, we humans appear to
have a 1;111;5) towards assuming that positive reviews might be fake, Azimi says.

“Overall, negative reviews are less common than positive ones. So, that’s
why we pay more to them. But when a negative review is fake, we
get fooled by it.” When asked why they thought a bad review was reliable,
participants revealed that they assumed that a negative comment about a

company would be more truthful than a positive comment. They didn’t fully

account for the possibility that the reviewer might want to the



14 15

H

business. (1) 3
When it came to faking a review, length was important. A long, negative
review of a hotel, complete lots of information, tended to convince @ open @ purchase ® stop @ investigate

participants. A lengthy, positive review, on the other hand, was regarded as

suspicious, and participants tended to trust writers that kept their positive (2)
reviews .
Emotion was also important in convincing readers—or the lack of emotion, @ perhaps @ hardly
at least. Azimi says study participants tended not to trust reviews where the ® immediately @ particularly
writers expressed their feelings in a way.
(16)
Other keys to a convincing review were the fluency of the writing, and the (3)

readability of the text. With a positive review, the more the text sounded like

an advertisement, Azimi says, the less likely the participant was to believe it. @  text @ problem ® story @ dream
Finally, the study authors wanted to whether there was a certain
type of person that was more capable of detecting fakes. It turns out that (4)

people who display openness, and tend to be adventurous and intellectually

curious, are better at spotting fake reviews than other types.

S)

trust @ present ® fool @ spot
(GE7)

The conclusion? When it comes to reviews, it’s wiser to be skeptical. We

can’t be sure theyre telling the truth. We can’t trust them. (5)
Unfortunately, it seems, we can’t trust ourselves, either.
[Adapted from https:/www.npr.org/ (—&BEHE)] @ difficult @ precise ® distant @ alike

[ © Why we usually can't tell when a review is fake by Paddy Hirsch, NPR, March 7, 2023]
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1) word of mouth=1123, [19T

E‘HE 2) deception= =% L, FI1 @ purchased @ negative ® balanced @  truthful
(31 3) random = #E/EZ D

(#i:4) illuminating=H#HOTIZ% S, bhrh LT v v

(E5) bias=cAB, fWhH

(156) fluency— 7 bh S, iHhS @ them @ authors (® participants @ ones
(J£7) skeptical ={E5E(1
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@ attention @ security 3 money @ honor
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