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一、完型填空

Appeal to Emotion

My childhood left three months ago on a plane to Austria.
It was a   1   day when my baby cousins moved away. My cousins were a fundamental part of my life;   2   they were not with me, they were on my mind. They brought back the untroubled days of my childhood,   3    games, adventures and silliness, but they also helped   4   me from an at-times selfish teenager into a responsible adult.

My aunt and uncle moved here from Boston with their 1-year-old daughter Yasmeen. They lived in an apartment on the side of our house and I was   5  to have our family, especially a baby girl, so close to us. Yasmeen had close friendships with each of my sisters, but I knew the one that            6           between us was the strongest. As she began to walk on her own and talk in full sentences, I realized my great   7   upon her. I noticed that she’d   8      some of my unpleasant actions,   9       with her mother after I had done the same. Yasmeen made me realize what being a good   10       really was.

When Maya was born, Yasmeen had a hard time ___11  . She was jealous（妒忌）of the attention we all paid to her new younger sister, so I did my best to keep her company when she might have not been   12    . Once Yasmeen overcame her jealousy, she was able to   13    Maya’s presence, like we all did. I tried to take advantage of our times together, doing my best to   14   my schedule for my two favorite people.

My   15__ with Yasmeen and Maya has taught me the importance of influential people. I know that I have helped Yasmeen and Maya __16    , but “the babies” have had an even greater influence on my own life. They have shown me how to be a parent, a sister, a child, and most importantly, a friend. Our  17     has made me a better person—a more patient person, with the ability to     18    endless questions and spilled（洒）juice; an   19    person, able to have fun and be happy with others; a role model,   20   the babies ideas about right and wrong, and a compassionate person, able to forgive and love.
	1. A. sad
	B. busy
	C. fine
	D. relaxing

	2. A. until
	B. before
	C. when 
	D. unless

	3. A. against
	B. through 
	C. besides
	D. for

	4. A. lead
	B. challenge
	C. mature 
	D. encourage

	5. A. overjoyed
	B. embarrassed
	C. surprised
	D. afraid

	6. A. ended
	B. started
	C. survived
	D. developed

	7. A. pressure
	B. dependence
	C. mercy
	D. influence

	8. A. doubt
	B. regret
	C. copy
	D. guide

	9. A. debating
	B. arguing
	C. negotiating
	D. checking

	10. A. leader
	B. partner
	C. friend
	D. example

	11. A. sharing
	B. adjusting
	C. recognizing
	D. struggling

	12. A. noticed
	B. admired
	C. comforted
	D. protected

	13. A. ignore
	B. mind
	C. sense
	D. enjoy

	14. A. affect
	B. accept
	C. free
	D. ruin

	15. A. instruction
	B. experiment
	C. experience
	D. interview

	16. A. grow
	B. succeed
	C. think
	D. behave

	17. A. meeting
	B. relationship
	C. responsibility
	D. respect

	18. A. review
	B. tolerate
	C. repeat
	D. avoid

	19. A. honest
	B. independent
	C. aggressive
	D. enthusiastic

	20. A. showing
	B. writing
	C. awarding
	D. permitting


二、阅读理解

A
 In the U.S. we are raised to appreciate the accomplishments of inventors and thinkers — creative people whose ideas have transformed our world. We celebrate the famously imaginative, the greatest artists and innovators from Van Gogh to Steve Jobs. Viewing the world creatively is supposed to be a valuable quality, even a virtue. Online job boards burst with ads recruiting（招收）“idea people” and “out of the box” thinkers. We are taught that our own creativity will be celebrated as well, and that if we have good ideas, we will succeed.

It’s all a lie. This is the thing about creativity that is rarely acknowledged: Most people don’t actually like it. Studies confirm what many creative people have suspected all along: People are biased（有成见的）against creative thinking, despite all of their insistence otherwise.

“We think of creative people in a heroic manner, and we celebrate them, but the thing we celebrate is the after-effect,” says Barry Staw, a researcher at the University of California. Staw says most people are risk-averse and he refers to them as satisfiers. “As much as we celebrate independence in Western cultures, there is an awful lot of pressure to conform（墨守成规）,” he says. Satisfiers avoid stirring things up, even if it means giving up the truth or rejecting a good idea.  

All of this negativity isn’t easy to digest, and social rejection can be painful in some of the same ways physical pain hurts. But there is a glimmer of hope in all of this rejection. A Cornell study makes the case that social rejection is not actually bad for the creative process — and can even accelerate it. The study shows that if you have the sneaking（暗中的） suspicion you might not belong, the act of being rejected confirms your interpretation. The effect can liberate creative people from the need to fit in and allow them to pursue their interests.

Perhaps for some people, the pain of rejection is like the pain of training for a marathon training the mind for endurance. Research shows you’ll need it. Truly creative ideas take a very long time to be accepted. The better the idea, the longer it might take. Even the work of Nobel Prize winners was commonly rejected by their peers for an extended period of time.

Most people agree that what distinguishes those who become famously creative is their resilience（复原力）. While creativity at times is very rewarding, it is not about happiness. Staw says a successful creative person is someone “who can survive conformity pressures without being influenced by social pressure”. To live creatively is a choice. You must make a commitment to your own mind and the possibility that you will not be accepted. You have to let go of satisfying people, often even yourself.

21. What is the lie mentioned in Paragraph 2?

   A. That people appreciate creativity very much.   B. That people are biased against creative thinking.

   C. That people insist on doing everything creatively.

   D. That people are taught to transform our world when young.

22. Which of the following is typical of “satisfiers”?

   A. They are easily pleased.                 B. They celebrate independence.

   C. They tend not to like sudden changes.      D. They are always prepared to take risks.

23. According to Staw, successful creative people ________.

   A. tend to sacrifice personal happiness for their career  B. will have to face reality sooner or later

   C. tend to make their own choices           D. seldom give in to social pressure
B
Here at the New York magazine offices, not far from where I sit, is a very long walkway. When you see someone at the other end of it whom you barely know, you may feel quite awkward, at least if you’re an awkward person (which I am). For the next 15-20 seconds, you know you’ll be walking toward this person. Do you nod? Smile? Ignore? Some combination of the above? It’s strangely, deeply unpleasant.

This isn’t a problem unique to our office. I’m sure at some point you have been walking down the street, noticed an acquaintance—that is, someone you’re not going to stop and chat with—and then dealt with the awkwardness of walking toward the person but having no idea exactly how to handle the approach. Eye contact is the worst part of these situations. Basic etiquette（礼节）says we should make eye contact with others when we notice them, but basic etiquette, not to mention common sense, also says that maintaining eye contact with someone you’re not engaged in a conversation with is unpleasant.

Can anything be done about this? I emailed a couple of eye-contact experts to find out. It’s useful to realize that this isn’t as big a problem everywhere as it is here in New York. Ronald Riggio, a professor at Claremont McKenna College, pointed out that cultural factors may worsen the horrordor (horror corridor走廊眼神交流恐惧). “New York culture is different from my Californian culture, and in New York the cultural norm is to not make eye contact on the street, ” says Ronald Riggio. “ But in California people usually make firm eye contact and smile warmly.”

Cultural or not, this is a problem for many of us. Jeremy Nicholson, a psychologist from Yale University, says preparation is part of the battle against eye-contact awkwardness. “Before entering a long hallway, or walking on the street, take a moment to center yourself,” says Jeremy Nicholson. “Take a breath and be mindful of the world around you ( not just the thoughts in your head or the things in your pocket).” He also suggests trying to scowl（怒视） less in general before any hallway or street encounters( This is a piece of advice that might be a challenge for New Yorkers). “Develop the habit of softening your eyes and keeping a smile on your face in public,” says Jeremy Nicholson. “Most of us stare intently at screens most of the day and scowl, which becomes our typical expression. But human interaction is easier with a more positive expression.”

So what should you do when you’re actually walking toward someone? “ It seems dishonest to avoid any eye contact if you know someone,” says Ronald Riggio. He offers what is a pretty straightforward system: “Make eye contact at 30 ft., and then break eye contact. Next, make brief eye contact again at 10 ft., and then look straight ahead.”

This approach makes a certain sort of sense: You acknowledge the person when you first notice him. Then you break off eye contact, so the situation doesn’t become awkward. And then you make eye contact again when you’re passing the person, because to pass the person without another acknowledgement would also feel strange.

Jeremy Nicholson suggests that getting better at these sorts of encounters could bring other benefits as well—not just the avoidance of awkwardness. “In fact, some of those interactions may end up being pleasant coincidences, promotion opportunities, or reunions with old friends,” says Jeremy Nicholson. “So, breaking the habits of hiding in our phones and tuning the world out with music may be the best thing we can do for both our social lives and professional careers.”
24. What is the author afraid of in the workplace?

A. Greeting his colleagues on the walkway.
 B. Communicating while working in his office.

C. Coming across acquaintances and reacting badly.
D. Pretending to be friendly towards everyone at work.

25. The awkwardness of horrordor mainly lies in ________.

   A. what topic to speak on


B. how to make eye contact

   C. what expression to put on 

D. how to avoid other’s attention

26. What does Jeremy Nicholson mean by saying “take a moment to center yourself”?

   A. Have your attention concentrated.

B. Try to be self-centered for a while.

   C. Make yourself the center of the crowd.
D. Regard yourself as the most important.

27. What does the author think of Ronald Riggio’s straightforward system?

A. Absolutely ideal.
 B. Highly complex.
 C. Hardly practical.
   D. Reasonable enough.

28. What does Jeremy Nicholson suggest doing to deal with horrordor?

A. Always wearing a happy smile.


B. Taking every chance to avoid it.

C. Improving communication skills.


D. Being open to your surroundings.
三、任务型阅读
Today and every day we are the targets of salespeople, marketers, advertisers, fundraisers and politicians trying to persuade us to buy something, do something or think a certain way. Over the years, they’ve learned a lot about which features to build into a communication to increase its success. But, by concentrating on the message itself, they’ve missed a crucial component of the process. Research done in the last 15 years shows that the best persuasion is achieved through good pre-suasion: the practice of arranging for people to agree with a message before they know what’s in it.

Pre-suasion works by focusing people’s preliminary (开始的) attention on a selected concept—let’s say softness—which encourages them to overvalue related opportunities that immediately follow. In one study, visitors to an online sofa store were sent to a site that illustrated either soft clouds or small coins in the background of its landing page. Those who saw the soft clouds were more likely to prefer soft, comfortable sofas for purchase, whereas those who saw the small amounts of money preferred inexpensive models.

A following study showed the primitiveness of the pre-suasive mechanism. Subjects became three times more likely to help a researcher who “accidentally” dropped some items if, immediately before, they’d been exposed to images of figures standing together in a friendly pose. If this tripling of helpfulness doesn’t seem remarkable enough, consider that the subjects were 18 months old—hardly able to reason or review or reflect.

Long before scientists started studying the process, a few notable communicators had an intuitive understanding of it.

In February 2015, the financial investor Warren Buffett had a problem. It was 50 years since he had taken control of Berkshire Hathaway Inc., guiding it to amazing levels of value, along with his brilliant partner Charlie Munger. Many investors were worried that, because Buffett and Munger were getting older, these levels couldn’t be maintained in the future, perhaps making it time to sell Berkshire stock.

To respond to these concerns, Buffett wrote a letter to shareholders in which he described various reasons for confidence in Berkshire’s continuing profitability. But, before the description of strengths, he declared with characteristic sincerity that what he was about to state was “what I would say to my family today if they asked me about Berkshire’s future.” The result was a flood of favorable reaction to the letter as well as a per-share increase for the year of nearly five times that of the S&P. 

With considerable success, practitioners of social influence have always placed persuasive prods (刺激)—small gifts, emotional draw, last-chance opportunities—inside their appeals. Perhaps because of that success, they’ve mostly missed an accompanying truth. For maximum impact, it’s not only what you do; it’s also what you do just before you do what you do.

	Passage outline
	Supporting details

	A (1)  ▲   in communication
	People often fail to realize that the secret to (2)    ▲   people over doesn’t lie in the message itself, but in the key moment before it is delivered. 

	Meaning of pre-suasion
	It’s a practice where people are made to (3)      ▲   to a message before it is conveyed. 

	Studies about pre-suasion
	●When it comes to buying sofas, customers’ (4)    ▲   is related to the background he saw before.

●Having received some (5)  ▲      to friendly pictures, subjects are more likely to do others a (6)     ▲  . 

	A typical 

(7)  ▲   
	●Despite Berkshire’s success, investors intended to sell the stock, (8)    ▲   

 continuing profitability.

●In the letter (9)  ▲      to the concerns, Buffett got what he would say to his family across to investors, for which he got all credit.

	Conclusion
	Practitioners should keep in mind that pre-suasion can enhance the power of (10)     ▲  .


1- 5 ACBCA   6- 10  DDCBD    11 – 15  BADCC   16 -20  ABBDA

21 – 23 ACD   24 – 28 CBADD

1. phenomenon 
 2. winning

 3. subscribe/consent
 4. preference

 5. exposure

6. favor/favour
 7. example/case
 8. doubting

   
 9. responding

 10. influence
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