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Life is the coffee and the jobs, money and position

in society are the cups. They are just tools to hold
and contain Life, and do not change the quality of
Life. Sometimes, by concentrating only on the cup,
we fail to enjoy the coffee God has provided. So,
don't let the cups drive you ... enjoy the coffee

instead.
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Unit 1

The Weight of Paper
ACHY 57 L
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The arrival of computer everywhere in the workplace would, some
technological forecasters predicted, soon make paper a thing of the
past.

And guess what? Bill Gate’s vision of a computer on every desk
has been more or less realized. Yet, most of the folks working at those
desks are knee-deep in paper. In fact, sales of the stuff are growing, «

Research from a new book , “The Myth of Paperless Oﬂiqe’
suggests our increasing use of paper is due to the introduction of -t_:ﬁe
irery digital technology that was supposed to wipe it out. 4

The case studies on e-mail in the workplace, for example, show
that it can lead to a 40% rise in paper consumption — this does not
take into account the amount of paper used to print information from
the Internet.




understandably alarmed by the prospect of its going out of fashion. So
the research center invented the computing and printer technology that
made sure it didn’t. Those Xerox executives knew what they were
doing.

But our attachment to paper is truly amazing. An astonishing
proportion of e-mail users print off their messages and store them in
filing cabinets. Organizations that used to print many documents for
meetings now circulate them electronically via their intranets. But those
attending meetings generally turn up with heaps of paper hot from the
nearest laser printer.

Why store e-mail messages in paper files, which take up valuable
space and are effectively unsearchable, when you can keep them on a
hard disk and effortlessly look through them for keywords? Why print
off bulky documents whose only fate is to be discarded after the
meeting is over?

If people love paper, there must be a reason for it. And there is. It
is highly portable, infinitely flexible, and consumes no battery power.
And it doesn’t have to be turned on before you can read it.

The mystery is not that people use so much paper, but that they
don’t use even more of the stuff. The problem with technological

. predictions is that they are always solution-driven (%8 7 k3R A4%).
_ T@chnolqu is the answer{ is their underlymg mindset (é/&é‘]' ).

(354 words)
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1. And guess what? % R EHR?

2. So the research center invented the computing and printer technology

that made sure it didn’t. A% P & 8 T 3 FALAT P F AR A AR AL
kR4t et, (didn’t/5 % “go out of fashion”)

m
“DRE®,

attachment [o't=tfmont] n. [+ to] K& consume [kon'sju:m] vr. ¥ #
forecaster ['forkaista(r)] n. FMAR proportion [pra'pa:fan] n. 4
attend [o'tend] vz. $/0 (LW VFE . F core [ko:(r)] n. &

54) prospect ['prospekt] n. # %
heap [hitp] n. —3 digital ['did3rtol] adj. % F
alarm [o'larm] vz, 4 24 realize ['rialarz] vt. LH
infinitely ad. % 3  discard [dis'kaid] ot. £F
astonislﬁng [os'tonifn} adj. '—&‘A‘iﬁﬂ%"  stuff [staf] n. KT
. intrnnet ['mtranet}n. N%Eﬁtm - document ['dokjumoent] n. X

: valuable ['veljusbl] adj. X F##
executive [ig'zekjutrvin $4TE,
. fRER -
via ['vala] prep. iﬁ.:d:

v XA AR fleksobl . 2
G TR

Hgwer



EEMR

g
G )GE)_

case study ™ E 97 turn up H 3
paperless office 7T4% k71 hard copy #E %% I , 4T B #y 4%
be supposed to S i% B &0
take into account # & a thing of the past B b it &
filing cabinet % %48 laser printer ¥t 47 B #l,
take up i # wipe out 74 X , # ik
hard disk & £
o
F@EE®),
papertf X7

B 95 #9457 5 (paper products) M & 5 45 A8 % B 47 A&
P& 0 R A AR A XAk
paper shredder #4541 paper pulp 4%

paper bag 4% paperweight 4 4%

waste paper B 4 paper knife #2477 (R FH154)
paper flower #%7¢ paper cutter Y471 (A T4 R
paper cup X4 i)

paper clip 4% ~ paper napkin — KM 4K

Al 5 4540 Ky E 4

paper tiger %K B (HEMTHHA)

paper boy/girl k&

paper stainer 4% 894 R (F & L4 2575 43k &)
paper-folding game 3 4% i 2%,



RS O00)

You vs Your Boss

When you take a stand, you’re being bull-headed.
When your boss does it, he’s being firm.

When you overlooked a rule of etiquette, you’re being rude.

When your boss skips a few rules, he’s being original.
When you please your boss, you're arse-creeping.
When your boss please his boss, he’s being co-operative.
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Unit2

Mirror Miracle
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Wh\&g‘ are all more obsessed with our appearance than we like to
e admit. Concern about appéarance is quite normal and understandable.
Attractive people have disti?ét advantages in our society. Studies show:

/ * Attractive children ‘are more popular, both with classmates and
achers. Teachers give higher evaluations to the work of attractive
ildren and have higher exﬁéctations of them.

* Attracti%g applicants}jtave a better chance of getting jobs, and
of receiving higher salaries. One US study found that taller men earned
“ around,;ﬁvﬁo(}wer inch more than shorter executives a month. In court,
1 att:;?ctii'e peoﬁ% aﬂrg;];fml\r;d guilty less often. When found guilty, they
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We also believe in the “What is beautiful is good” stereo-type —
a deep-rooted belief that physically attractive people possess other

FEmMA

desirable characteristics such as intelligence, competence, social skills
and confidence — even moral virtue. The good fairy princess is always
beautiful; the wicked stepmother (F8 & #) 4% 5F) is always ugly.

It is not surprising that physical attractiveness is of overwhelming
importance to us.

Every period of history has its own standards of what is beautiful,
and every contemporary society has its own distinctive concept of the
ideal physical features. In the 19th century being beautiful meant
wearing a corset (% & R) — causing breathing problems. Now we try
to diet and exercise ourselves into the fashionable shape — often with
even more serious consequences. But although we resemble our
ancestors in our concern about appearance, there is a difference in the
degree of concern. Advances in technology and in particular the rise of
the mass media have caused normal concerns about how we look to
become obsessions. How? There are 3 reasons:

* Thanks to media, we’ve become accustomed to extremely rigid
and uniform standards of beauty.

* TV, billboards (J~4-#%) and magazines mean that we see “beautiful
people” all the time, more often than our own family members,
making exceptional good looks seem real, normal and attainable. .

* Standards of beauty have become h‘%rder and harder to attain.
The media ideal of thinness for women is aépievable by less thgn 5
the female population.

Even attractive people may not be looking in the mirror o
vanity (A& %), but out of insecurity. ‘We forget that there we;
disadvantages to being attractive: attractive people are under much
greater pressure to maintain appearance.
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1. We are all more obsessed with our appearance than we like to admit.
BAVK R O F B 2 FEEAARIL T ZANF R E ARG,

2. Now we try to diet and exercise ourselves into the fashionable shape
— often with even more serious consequences. # & & 174X [ i i&
FREBBERBN DGR 0GR EHESE,

3. The media ideal of thinness for women is achievable by less than 5%

of the female population. M A P R A K 5]5% &9 A 4k ik 2] 48 4k
BRP“H TR,
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be accustomed to 3] {f F be of overwhelming importance
out of insecurity R B & BRHEEE

be obsessed with 2 & F in particular £ 3

believe in 1z % out of vanity H F &%

- be under pressure & % J£




