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impression. She found similar interference when participants watched 15-second clips of pairs of people and judged
whether they were strangers, friends, or dating partners.

Other research shows we’re better at detecting deception and sexual orientation from thin slices when we rely on
intuition instead of reflection. “It’s as if you’re driving a stick shift,” says Judith Hall, a psychologist at Northeastern
University, “and if you start thinking about it too much, you can’t remember what you’re doing. But if you go on
automatic pilot, you’re fine. Much of our social life is like that.”

Thinking too much can also harm our ability to form preferences. College students’ratings of strawberry jams
and college courses aligned better with experts’opinions when the students weren’t asked to analyze their rationale.
And people made car-buying decisions that were both objectively better and more personally satisfying when asked
to focus on their feelings rather than on details, but only if the decision was complex—when they had a lot of
information to process.

Intuition’s special powers are unleashed only in certain circumstances. In one study, participants completed a
battery of eight tasks, including four that tapped reflective thinking( discerning rules, comprehending vocabulary )
and four that tapped intuition and creativity( generating new products or figures of speech ). Then they rated the degree
to which they had used intuition( “gut feelings” “hunches” “my heart” ). Use of their gut hurt their performance on
the first four tasks, as expected, and helped them on the rest. Sometimes the heart is smarter than the head.

1. Nalini Ambaby’s study deals with

[A] instructor-student reaction [B] the power of people’s memory

[C] the reliability of first impression [D] people’s ability to influence others
2. In Ambaby’s study, rating accuracy dropped when participants

[A] gave the rating in limited time [B] focus on specific details

[C] watched shorted video clips [D] discussed with on another
3. Judith Hall mentions driving to show that

[A] memory can be selective [B] reflection can be distracting

[C] social skills must be cultivated [D] deception is difficult to detect
4. When you are making complex decisions, it is advisable to

[A] follow your feelings [B] list your preferences

[C] seek expert advice [D] collecting enough data

5. What can we learn from the last paragraph?

[A] Generating new products takes time. [B] Intuition may affect reflective tasks.
[C] Vocabulary comprehension needs creativity. [D] Objective thinking may boost intuitiveness.
Text 25
MEREREL * ARt "o

A new study suggests that contrary to most surveys, people are actually more stressed at home than at work.

Researchers measured people’s cortisol, which is a stress marker, while they were at work and while they were at
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home and found it higher at what is supposed to be a place of refuge.

“Further contradicting conventional wisdom, we found that women as well as men have lower levels of stress at
work than at home,” writes one of the researchers, Sarah Damske. In fact women even say they feel better at work,
she notes. “It is men, not women, who report being happier at home than at work.” Another surprise is that findings
hold true for both those with children and without, but more so for nonparents. This is why people who work outside
the home have better health.

What the study doesn’t measure is whether people are still doing work when they’re at home, whether it is
household work or work brought home from the office. For many men, the end of the workday is a time to kick back.
For women who stay home, they never get to leave the office. And for women who work outside the home, they
often are playing catch-up-with-household tasks. With the blurring of roles, and the fact that the home front lags well
behind the workplace in making adjustments for working women, it’s not surprising that women are more stressed at
home.

But it’s not just a gender thing. At work, people pretty much know what they’re supposed to be doing: working,
marking money, doing the tasks they have to do in order to draw an income. The bargain is very pure: Employee puts
in hours of physical or mental labor and employee draws out life-sustaining moola.

On the home front, however, people have no such clarity. Rare is the household in which the division of labor
is so clinically and methodically laid out. There are a lot of tasks to be done, there are inadequate rewards for most of
them. Your home colleagues—your family—have no clear rewards for their labor; they need to be talked into it, or if
they’re teenagers, threatened with complete removal of all electronic devices. Plus, they’re your family. You cannot
fire your family. You never really get to go home from home.

So it’s not surprising that people are more stressed at home. Not only are the tasks apparently infinite, the co-
workers are much harder to motivate.

1. According to Paragraph 1, most previous surveys found that home

[A] was an unrealistic place for relaxation [B] generated more stress than the workplace
[C] was an ideal place for stress measurement [D] offered greater relaxation than the workplace

2. According to Damaske, who are likely to be the happiest at home?

[A] Working mothers [B] Childless husbands
[C] Childless wives [D] Working fathers
3. The blurring of working women'’s roles refers to the fact that
[A] they are both bread winners and housewives [B] their home is also a place for kicking back
[C] there is often much housework left behind [D] it is difficult for them to leave their office

4. The word “moola ”( Line 3, Para.4 ) most probably means

[A] energy [B] skills [C] earnings [D] nutrition
5. The home front differs from the workplace in that

[A] home is hardly a cozier working environment

[B] division of labor at home is seldom clear-cut

[C] household tasks are generally more motivating

[D] family labor is often adequately rewarded
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1. According to Dumn and Norton, which of the following

is the most rewarding purchase?

1. #¥& Dumn F1 Norton F 05, LU WP 30 &% (B
e K2

NN
d4m

[A] A big house [A] —JF K5+

[B] A special tour [B] — KA RS T
[C] A stylish car [C] —E 4

[D] A rich meal [D] — i K%

[ &% ][B]

[ R0 B B% | A ¥ERE F £ 4293 Dumn and Norton#=the most rewarding purchase € 1= £ R L% — %, H = =
6] 45 3B W KA BT A Skl ik ROBARBE I K, % w3 6) 45 8 “Tt is far better to spend money on experiences...like
interesting trips, unique meals or even going to the cinema.( EFH-24x 10T £ 42 L@, 4] e B A 69 3047 | Jh4F
o BB A A BT, ) JR S Pinteresting trips 5 £ FA[B] P a special tour B L #e, B AL A £ A[B], &
RA[D]% %% : /&R Lunique mealsi&iF 22 71 45 3, M ik R [D]Pa rich meal M ZBAM R F 5, 25 RAELF P

TS ES

2. The author’s attitude toward Americans’watching | 2. YE&XF3EE N\ B BT 2 .
TVis [A] HEITHY
[A] critical [B] SZ4¥HY
[B] supportive [C] ZERLHY
[C] sympathetic [D] Bk Y
[D] ambiguous

[ &2 ][A]

[ RS | A A A B, HIEA T #4277 American’s watching TVEAL £ R L H Z & H =45, #HRiE
44 &) “It seems most people would be better off if they could...spend...less of it watching television( 3 F X % #A
M, Je RAEGB LT £ A AL i, ALATE LT R BT — B ) ARAET T RBAAMN T LA,
VEHINA L} R0 A AL A T A A, M F L2 £ BAGHLR R Z R A LA, @ T AFH A
T2 BAAR G EEZIIF, BILEEARA[AL

3. McRib is mentioned in Paragraph 3 to show that | 3. % =B %| McRib &~ T IEHH R
[A] TH 24 A BHEAEYER
[B] )" S0 i 5 T o i

[B] popularity usually comes after quality [C] BB E I 5 R B UE A 50
[D] Fi e P 388 5 2 1 It PR e

[A] consumers are sometimes irrational

[C] marketing tricks are after effective

[D] rarity generally increases pleasure

[ &% ][D]

264



B=T YR TFAEER

[ R0 B EE | oA A BlIEM . AIEA T P McRibOR TR )R E RS Z ARG — 85, 2K AR
Bl F ARG, mPlFIREB GZEIERX —IL.5, B EAL E5 — 4 3%, H P “luxuries are most enjoyable when
they are consumed sparingly( % AAITA ¥ 4] ¥ 8 % 1% 50 09 B 1Z 2 JE 7 A AW BLEY )" P iE A 45 8 5 TR [D]
NE—3, Bp “Hrs b (A T #1300 5 R R B F 23 it BAL”, B A ARAD],

4. According to the last paragraph, Happy Money | 4. R#Ef/5—B, Happy Money —4 o
. [A] 5 PR R TAR KA =3 [A]
[A] has left much room for readers’criticism [B] AT RETIERA 2 B AR S 1)
[B] may prove to be a worthwhile purchase [C] Tl 1 25 [ A A ZEFE B R
[C] has predicted a wider income gap in the U.S. [D] AI BEZS e — Ll %
[D] may give its readers a sense of achievement

[ &2 ][B]

[BEER | AE s AaRE —B, wARME—T1akst, ER[A]: R LEA IR A& Wcriticism( Hit
), B A[ALE T AT AH, £A[C]: R LEAA R A E E dincome gap(K N £ JB ), % A & L 347
predicted( TR M| ), B d ik A[CIA 5 /& T L P £ A, £ A[D]: 5% — & 3% 4% Zreaders of Happy Money are ...
anxious about fulfillment( Happy Money#yi%: % 5 mi 3k B 3200 ), & BH s P R 2 2is % sk B, X 52 ) & iE
AR . G — ) Tk abut 58] TAEH 69 Ak, ek § M A REX R B AR INA XTI AL 5
W AR e— 5, BILEFARAB],

5. This text mainly discusses how to . 5. ARCFEEBHE T anfef o
[A] balance feeling good and spending money [A] Py st R A S50 2 (Rl 1 O &
[B] spend large sums of money won in lotteries [B] AL 5 v e i K 2B 4 4R
[C] obtain lasting satisfaction from money spent [C] MAE BRI 4k b ARTGHP 22 i 12
[D] become more reasonable in spending on luxuries [D] 7EIH DB A% iy T AR F 5 A A5 B

[ZZ][C]

[FEFAERE | A AT M. XFAEF —BRE—ORBALLIE : “WwRRAFLIEFRLNGYE =4
BB TE, AR AR i THW S E- AEfed LR WA EN(RRER)— PRI ARAHLE
FAA AT B THW G R LG R R, M= = W F AN B(RREE )P PUE AEEHL
BAREAE 8, X5 RRCINE T L —5, BRAEARA[C], LR[A]: BT HwEF =445, LFULIE
R B FAFTAT TUAEES, B RR S AAFRZ N EARLR X—INE (24 F
O EF, #®IA[B]: lotteries( H-Z)XAH—E P =A@, B Ta@F RS, £A[D]: luxuries( £1% 5 )X A F
ZEF—Am,

[ &% ]

ARSI EMMI A7 X ARG WAL £FH FAEH@IEG— AR, W2 —1584% th Fda, BET
T RAMN =R ETFE, REWBLT AL LRBZAHZLE, R 2 EHME T L
FRFR, AR LA RF AL IRV R B - A eI F R A F (R ) — P

X AL HAR I — RIVT A FAER KRN, AR AT X TR S AtAatE. st TEXM G a4 84z
AT B A E B SAECHER, Rl FE X ) AT oy ih R BBl K, § 2 4AAS
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