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Unit One

Don’t Be Wireless and Tactless

By Miss Manners
Starting Time: Minutes Seconds

Like a parent whose toddler is wobbling eagerly toward a wedding cake, etiquette can
move fast when it has to. People think they can get away with using their mobile telephones
at any time or place they choose, confident that etiquette is too befuddled by this wondrous
novelty to set limits.

They are dangerously mistaken.

Perhaps there was a short lag between the purchase of the first cell phone and the estab-
lishment of etiquette rules against using the device at the dinner table, taking calls while at-
tending a concert, or making calls from a pew during religious services. But that was only
because it was hard to believe that anyone would actually try. Nobody doubts this any
longer. Yet these situations are already adequately covered by the broader mandates of man-
ners that have always applied. Annoying people by making disruptive noises has been on that
list since the human body first learned to make nasty sounds on purpose.

Using a telephone to increase the range in which one can be rude isn’t new either.
Think what it has already done for the invasion of peace and privacy. For years it has tyran-
nized people’s lives with the premise that its jangling summons requires them to drop what-
ever they are doing and attend to it immediately. And they do, at the most surprising of mo-
ments. Lovers leave sweethearts with their outstretched arms and business people leave cus-
tomers with their outstretched wallets.

We have all heard the standard excuses for the rude use of cell phones: attending to
business and being available for personal emergencies. But these have been so overused and
misused as to be hardly acceptable anyway. People who are on call for work or personal crises
probably shouldn’ t be out socializing or entertaining themselves in the first place, and they
certainly shouldn’ t be disrupting these activities for the less burdened. The great number of
people who declare that they constantly operate under such conditions are in need of home
entertainment, tolerant friends and silent, vibrating beepers, if not better arranged lives.

However, the accusations of rudeness being made against the owners of cellular tele-
phones are often unfair. “They’re just showing off,” is the charge hurled at people who use
their cell phones to do what everybody else is legitimately doing—talking on the bus, making
calls from the sidewalk, chatting while driving a car. An expensive telephone might be con-
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sidered a status symbol—but so are a lot of other things that are less obviously useful and yet
don’ t arouse public ire. It should be recognized that the cell phone is just a tool. What deter-
mines rudeness is how it is used. People who need to shout into their cell phone probably just
need a better phone, but shouting itself is already an etiquette violation.

There is actually one truly new etiquette rule, especially for mobile phones, although
even it has a historic precedent of sorts. In the old postal system, which charged the recipi-
ent rather than the sender, the polite letter writer was supposed to be reasonably sure the
communication would be welcome and to compress the missive so as to keep the cost down.
Now the polite telephoner is obligated to restrict the number and length of calls to mobile
users, knowing that the recipient incurs the costs.

If there’s anything ruder than disturbing people, it’s making them pay for being dis-
turbed.

Finishing Time: Minutes Seconds
Words & Expressions
wireless [‘waislis] a. JTLZRHIEH B4, T4

tactless [ teektlis] a. ANELGER, AR apply [oplai] vi. @A, AR
toddler [todlo] n. ¥ M ILEGEFE R 1 disruptive [disraptiv] a. BEIRMERT; & R

25 ¥METF) RALK
wobble ['wobl] vi. &%, #HiE nasty [nasti] a. TR, TmAK
wedding cake Z5IBEAE on purpose XM, HEH
etiquette [etiket] n. L7, 4LIX invasion [inveizon] n. R, 2%
get away with [0 ] BUN IR ES4EEM  privacy [praivesi] n. (A% T/ it
R R BEBAL 5 EEAZ TR A H

befuddle [ bifadl] ve. (E#A%:, B AM  tyrannize [tironaiz] ve. FREHITHF; KK
wondrous [‘wandras] a. [H]14 AN FF premise [‘premis] n. (YERFEHRZHAH)

), AT &, &Rix
novelty [novalti] n. FHHEY jangling [‘dzeenglin] a. K TE H4EEHE
set limit (to) Xif-- 347 PRl =3iv)
lag (leg] n. %)5,%/5E; (BH®KHMALZ  summon [samen] n. HMR
&) 4 ) B8] 8K attend to ALFE, X
cell phone [ = cellular (tele)phone] # sweetheart [‘swithat] n. OFZHAN,TA,
RGN (BIFHL) HA
pew [pju] n. HEKE; (H—FAN%EE  outstretched [autstretfd] a. MHi#Y; BIT
R B 9]
cover [kava] vt. A5 W K wallet ['wolit] n. (RET GEH%FHR) K
mandate ['meendeit] n. Zari#EAT 89 THE; ¥
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emergency [ imadzonsi] n. BAEML, ~
ek

overuse [ jsuvajuz] vt. fEMH---T %

misuse [ imisjuz] ve. 555 EA

on call FHRYFEEIf, U5 A L)

crises [‘kraisiz | n. [crisis BIE ] &L

socialize ['soufolaiz] vi. ZMFL3CIE BN

entertain [ ento'tein] vt. 4512 4K, R
&

in the first place ERIL,RE

disrupt [disrapt] ve. $EEL, FHHT

the less burdened FEHRLLIRA A, A%
FL A

vibrating [vaibreitig] a. #R3IH

beeper [bipal n. FH A FEIYEE

accusation [ ;zkjutzeifon] n. ¥ ;R

show off JZIE,EFF

hurl [hail] ve. D EELFRIR (B EE) ;
SHEVMHECES) .

legitimately [lidzitimatli] ad. S ¥EH; &

Comprehension

1. What is the main theme of this passage?

b

sidewalk [‘saidwok] n. [FE]JASITIE

status [‘steites] n. #7, B9

ire [aia] n. R, &K

shout into their cell phone Xf&F FHLK A
g e

violation [ ,vaioleifon] n. iHEITH); 7
FBATH)ITIATH)

precedent [ prisi:dont] n. YGH], 7]

of sorts B

postal [‘poustal] a. HBELHY; HERAY

recipient [risipiont] n. #%& , WX &

rather than A&

compress | kompres] ve. E48

missive ['misiv] n. F;EI KRB KiEH
HBE

keep the cost down JF/>HE%T

obligate [obligeit] ve. [# FBENES . 5
BAERIHEAEE X (R LA xR
{5

incur [inke:] vt. B, Wk

ha]

A. Cellular phones are today’s major means of private communication.

B. The rules of etiquette have been destroyed by cellular phones.

C. More people should make use of public telephones.

D. The standard rules of etiquette cover the use of cellular phones.

2. According to the passage, which of the following is untrue?

A. People think they can get away with using their mobile telephones at any time or

place they choose.

B. The human body can make nasty sounds on purpose.

C. There are no etiquette rules covering the use of cell phones.

D. The telephone has already invaded peace and privacy.

3. The rules of etiquette allow you to use a cell phone:

A. in your own bathroom.



B. at the dinner table.
C. while attending a concert.

D. during religious services.

. What does “jangling summons” mean?
A. The ringing of a telephone.

B. A knock at the front door.

C. The signal made by a beeper.

D. A fire alarm signal.

. “Lovers leave sweethearts with their outstretched arms, etc.” in order to:
A. go to the bathroom.

B. answer the telephone.

C. tyrannize people’s lives.

D. buy cellular phones.

. What simile does the writer use to describe how fast etiquette rules can appear?
A. Tolerant friends and silent, vibrating beepers.

B. Customers with outstretched wallets.

C. A parent whose toddler is wobbling eagerly toward a wedding cake.

D. Making calls from the sidewalk.

. The writer thinks that people who are on call for work or personal crises shouid:
A. carry mobile phones with them at all times.

B. try not to talk too loudly on their cell phones.

C. tell everyone that they are just showing off.

D. avoid social and entertainment occasions.

. Using a cell phone is rude if

A. it annoys other people in the vicinity.

B. nobody else can hear the caller’s conversation.
C. the call is to another city.
D.

the cell phone was not made in China.

. What does “compress the missive” mean?

A. Hold the cell phone tightly while making a call.

B. Registered mail is too expensive.

C. Keep the letter short.

D. Make sure that the letter is written in a polite way.
. 4 .



10. How would you describe the tone of this passage?
A. Indignant.
B. Puzzled.
C. Scholarly and thoughtful.
D. Serious but light-hearted.

Writing

Summarize the passage in about 150 words.



Unit Two

Is Knowledge Management Just Good
Information Management?

Starting Time: Minutes Seconds

The concept of “knowledge management” emerged several years ago at a time when
managers’ scepticism about business fads seemed to be at an all-time high. Was KM, they
wondered, merely a different, more up-market label for information management? However,

true KM goes well beyond information management in several ways.
A Question of Value

Data, information and knowledge are points along a continuum of increasing value and
human contribution. Data—the signals about human events and activities that we are ex-
posed to each day—has little value in itself, although to its credit it is easy to store and ma-
nipulate on computers.

Information is what data becomes when we as humans interpret and contextualise it. It
is also the vehicle we use to express and communicate knowledge in business and in our lives.
Information has more value than data and, at the same time, greater ambiguity—as any
manager will attest who has ever argued over how many interpretations the terms “cus-
tomer”, “order” and “shipment” can have inside the same company.

Knowledge is information within people’s minds; without a knowing, self-aware person
there is no knowledge. Knowledge is highly valuable, because humans create new ideas, in-
sights and interpretations and apply these directly to information use and decision making.
For managers, knowledge is difficult to “manage” in other people because (being mental) it
is invisible and its extraction, sharing and use relies on human motivation.

In practice, it is difficult to determine exactly when data becomes information and when
information becomes knowledge. We usually advocate spending little energy on classification
and a lot of energy on adding value to whatever you have and advancing it along the continu-

um.
What Is Managed in KM?

For a 1996 research project Thomas Davenport and colleagues examined 31 different
“KM” projects, as they were called by their managers. What companies actually managed in
these projects appeared to be a mixture of information, knowledge and perhaps a little data.
80 per cent involved the creation of some kind of repository, which held a wide variety of

. 6 .



items that employees might find useful.

The primary reason for this close link between information and KM is that people in or-
ganizations are constantly converting knowledge into various forms of information (for exam-
ple, memos, reports, e-mails and briefings) and acquiring information from others to im-
prove their knowledge. This continuous conversion of knolwedge into information and infor-
mation into knowledge is required because people cannot always share their knowledge person
to person.

Previous approaches to KM benefit from the use of I'T and improved information man-
agement practices. Some companies excel by developing their capabilities to collect and orga-
nize information about knowledge, to provide broad access to it, and distribute it over dis-
tances. But there are other aspects of KM that distinguish it from information management
and do not rely on computers or telecommunications networks at all (or at best only tangen-
tially). Unfortunately, these are its most difficult aspects, and they are the ones that most
strongly differentiate organizations. The truly distinctive aspects of KM fall into two key cat-

egories: the creation of knowledge and the use of knowledge.
Knowledge Creation

Knowledge creation is not a new subject, but it has recently been the subject of renewed
investigation in the context of business. Large Japanese companies such as Canon and Sharp
and a few Western companies such as Chaparral Steel and Oticcon of Denmark have relied on
knowledge creation to foster long-term innovation and strong business performance.

There are, however, bracing messages for companies wishing to replicate these compa-
nies’ approaches to innovation. The Japanese companies that excel in this regard have a
strong focus on tacit knowledge (essentially knowledge that is difficult to express in words);
they motivate knowledge creation through bold visions of products and strategies coupled
with organizational cultures that promote sharing, transparency and proactive use of knowl-
edge and information. Honda, for example, used the phrase “Let’ s gamble” to guide the
creation of a new city car model. Japanese companies also have human resource policies (such
as rotation of employees around different functions) that support their emphasis on tacit
knowledge. Western companies are not likely to adopt such practices easily.

Among the few western companies that specialize in knowledge creation and innovation,
the sobering lesson is the pervasiveness of these orientations with in their cultures. At Cha-
parral Steel and Oticon, for example, there is no “division of knowledge labour” ; knowledge
creation is everyone’s job. Even the lowest-level worker is considered capable of designing
production experiments and of working with customers to create new products and processes.
There are no time clocks, no limits to sick leave, no special perks for managers, no special-

ists in knowledge creation.



Knowledge Application and Use

The other aspect of KM that differentiates it from information management relates to
the way people apply and use knowledge in contrast to information. Knowledge, like infor-
mation, is of no value unless applied to decisions and actions in a purposeful business context.
Many companies have worked diligently to “stock the shelves” of repositories with informa-
tion about knowledge. However, they have paid far less attention to how effectively employ-
ees apply and use their knowledge not just for operating today’s business, but for generating
new ideas about tomorrow’ s business.

Knowledge application and use is a complex issue with several different dimensions.

Johnson & Johnson’s Pharmaceutical Research Institute and W. L. Gore, the chemical
company that makes Gore-Tex, have inserted reviews of knowledge already gained and
knowledge still required into key points of the product development process.

At General Motors and DaimlerChrysler, for example, designers of new car and truck
models use a “knowledge-based engineering” system that embeds a set of design rules into the
mrﬁputer-aided design system. The rules might specify the relationship of the width of the
vehicle to its wheelbase or might suggest that an existing component be used instead of de-
signing a new one. The challenge in this type of project is to bring the entire organization’s

design knowledge to bear while preserving room for individual creativity and innovation.
The Human Element

This is not a problem, as long as managers recognize the differences between informa-
tion and KM and do not assume that one is interchangeable with the other. But if all of your
KM efforts just involve better information management or use of the latest IT, then you may
be limiting your company’s potential to use its collective knowledge to innovate and expand
the business. If knowledge resides primarily in people and it is people who decide to create,
use and share their ideas to attain business results, then KM is as much about managing peo-
ple as it is about managing information and IT. If you have not already come to this impor-

tant conclusion about KM, there is a lot you may be missing.
Finishing Time: Minutes Seconds

Words & Expressions

KM (= knowledge management) &i1iX T

=gl be at all-time high € £ BFHLR
concept [‘konsept] n. #E2: up -market ["apmakit] a. BAH;ES
scepticism [ ‘skeptisizom] n. JFEESEE EHBREE/

fad [fed] n. (—BFH9) R, (—BF ) label [1eibl] n. PR
. 8 .



go well beyond TN TR AR TF

data [‘deita] n. [datum FIE 1T, K
*t

continuum [ kontinjusm] n. FEZE&K

signal [signal] n. {5

be exposed to Efih--

in oneself A% ,H5H

toone’s credit HRENWRFE;EREA
AT

manipulate [ monipjuleit] ve. ZbEE; R,
BiE

interpret [into:prit] ve. R, 6B ; PR ;
Bix

contextualise [ kon'tekstjulaiz] ve. K- flt
ABR K- BFETXPHR

vehicle [viiikl] n. TE;FE

ambiguity [ eembigjuiti] n. BEEFE]

attest [otest] ve. UEBH

argue over XF---#HfTHIL

interpretation [ in,topriteifon] n. B, %
B4

term (tam] n. FE,Ri&

order [oda] vt. T8¢

shipment [‘fipment] n. iZ%# %8

knowing [nouin] a. TRBEHRMN, SEH

self-aware [ selfswes) a. B AR EFIRMN

insight [insait] n. FE S, FE, A
H)EE

apply...to... #---EZf%E--L

invisible [ in‘vizobl] a. FA LK)

extraction [ ikstreekfon] n. K78, EHEL ;R
3

motivation [ moutiveifon] n. FHl

in practice TELFRT/EH

determine [ditoxmin] vt. #E

advocate [‘=edvokeit] vt. 185;1R/B, X7

classification [ klaesifikeifon] n. 432K

advance [advams] ve. [ BTHESE

mixture ['mikstfo] n. IB&, M

repository [ripozitori] n. EFE, G HE

hold [hould] vt. W78 F

item [aitam] n. W H; % B, &3; — &,
— M

primary [‘praimeri] a. WEN, T EHK;
BN, R R

constantly [‘konstontli] ad. AW, 2%
Hi

convert. ..into... B -B&ER- -

memo [‘memoau] n. HEF

briefing [ bri:fin] n. &

acquire [ skwaio] vt. FKEL

continuous [ kontinjuss] a. RHTAY

person to person AN A, AZ[EIH

previous [‘prizvies] a. MRTHY, FCRTHY

approach [sproutf] n. 7k, 8%

benefit from M---183%

excel [iksel] vi. /I, A

capability [ keipsbiliti] n. 8877 ;1:8E

access [‘zkses| n. FKEL, L

distribute [ distribjut] ve. 5% ;974

over distances LFE

aspect [‘aspekt] n. FH

distinguish. . .from... f#---5--- R[]

rely on K%

atbest THZ , EHE,EX

tangentially [teen'dzenfoli] ad. BN fih B
M, R fih S 5 B R , S AH T3

differentiate [ diforenfieit] vt. FARFE; X
5

distinctive [ distigktiv] a. BEFH

fall into 43R

category [‘keetigori] n. 28%J ,

subject ['sabdzikt] n. BB , 358 ; %8, #
£}

renewed [rinjud] a. EHH

in the context of 7E--- I E - R
Hh

foster [fosta] vt. 123E,553¢



long-term [lontam] a. KHIK

innovation [ inouveifon] n. BIFT, EH

business performance 255

bracing [‘breisin] a. & ATRAEH; AL
/1= )

message [ ‘mesidz] n. HE,EE

replicate [’replikeit] ve. BH, B85, BER

in this regard 7E3X 75 T

tacit [tesit] a. NS K, BRI, BRRH

motivate [‘moutiveit] vt. #3l

bold [bould] a. KAEHY

vision [vizen] n. F¥, B MK -

strategy [ ‘streetidzi] n. HEE, KB

coupled with fin I ;8- Bk RIE—j2

promote [ proumout] vt. {23k, B8, HE
%

transparency [ treenspeeronsi] n. 135

proactive [ prouzktiv] a. Bk

Let’s gamble — %%

human resource A J1¥F R

rotation [ routeifon] n. ¥ , R

function [fankfon] n. IWEE,YER

adopt [odopt] vt. RE, K

specialize in & 1R, TH

sobering [‘souborin] a. & ANIEEEM)

pervasiveness [ poveisivnis] n. F|ZtRE,

orientation [ orienteifon] n. FH] ;&AL

division of labor 3145+ T

capable of BB

design [dizain] ve. ¥t

mfi

perk [pok] n. [#1E perks] [ O] (=
perquisite) FEERREE , £

application [ ;eeplikeifon] n.

A%

sick leave

L

relate to

in contrast to 5---BRAA

purposeful [‘popssful] a. B HHH, HH
R

diligently [ dilidzentli] ad. E1#5Hb, 413
1T 2 5 A st

stock the shelves 3HIFHT4E

effectively [ifektivli] ad. 3 H, BEF=4
251

operate [oporeit] vt. 28 ,iz/E, BE

generate [dzenoreit] ve. P4 R, &

complex [‘’kompleks] a. B4

issue [isjur] n. [A)EH

dimension [daimenfon] n. J7 i, ¥4 5
AR

pharmaceutical [ faime sjuttikl] a. %
I, 239 8

insert [insat] vt. 8- A KA

review [rivju:] n. 2%, W8 B

embed [imbed] ve. L, kA

asetof —E

specify [‘spesifai] vt. BIRBE , 40158

wheelbase [‘hwitlbeis] n. (FRZE%H)HEE

component [ kompounant] n. T4, B4

challenge [tfeelindz] n. MERH, PhAR

bring. . .to bear KL, A (=R

preserve [ prizowv] vt. {7, R ;R

human element A RIEZE

as longas HE

assume [osjum] ve. A YRHIAA BRE,
fRix

interchangeable with 5 7] DA H #t

potential [ pstenfal] n. ¥ J7; W REHE

reside in £ET,BT

attain [otein] vt. X%, K18

come to a conclusion 751458
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