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©An independent artist is probably the one [ what / who | lives = £* : g7k 7% %2iier &%)
closest to an unbounded creative situation. ®Many artists have

considerable freedom from external requirements about what to
off : the ones zYss 27 It

do, how to do it, when to do it, and why. @At the same time,
%A Who

[v], we know that artists usually restrict themselves quite
forcefully by choice of material and form of expression. @To

make the choice to express a feeling by carving a specific form I : external Fequirements
from a rock, without the use of high technology or colors,
restrict / restricts the artist significantly. ®Such choices are not
made to limit creativity, but rather to cultivate it. ®When % : however
everything is possible and nothing is given, creativity has no
friction, nothing to work with, nothing to build on. @Creativity is 4
strange in that it finds its way in any kind of situation, no '8 @ 3U¥ T Zei 2%k
matter how restricted. @Metaphorically speaking, the same
amount of water flows faster and stronger through a narrow
strait than across the open sea.
o
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oOften a casualty of war, food can also be a weapon of war. @

The provision or withholding of food fis viewed / views as a

legitimate tactic of war, stemming from the traditional use of

blockade or siege tactics during conflict. ®Food can be withheld
by preventing it from being grown and harvested, destroying it

after harvest, preventing its transportation, or by purposefully

contaminating it or otherwise rendering it unfit for human

consumption. e[v] since the adoption of the 1949 Geneva

Conventions, sometimes informally referred to as the "rules of
war," international humanitarian law has moved toward
prohibiting accidental / deliberate starvation of civilian

populations. @v, exhortations by governments at war to
avoid food wastage as a means of contributing to the war effort
were commonplace by the mid-20th century.
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consultation has

®Anthropological

encouraged retailers and

corporate leaders to take cultural phenomenon / phenomena

into consideration when planning their marketing strategies, and
to acknowledge that consumers' perceptions, attitudes, beliefs,
and values influence their behavior. @[A], anthropologists try
to understand how social organization, including gender and

class or socio-economic status, affects consumer behavior. @
Daniel Miller cautions against anthropologists becoming too
involved in analyzing consumable products. @Rather, Miller
suggests  that  anthropologists  remain  true to their

anthropological goals — in this case, attempting to understand
consumer behavior. ®To this end, Miller examined the meaning
of the shopping experience and how this experience informs us
about social relationships and consumer culture in North

London. @[A], how does taking children on shopping
expeditions affect the parent-child relationship? @What social
relationships fare formed / forming when teenagers gather to
shop, visit, and enjoy the entertainment? @Miller discovered that
shopping created and maintained social relationships between
family members and other kin, as well as pets.
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®As the zoo world repairs its reputation, a wonderful resource -, ST eam v ts
3t °|3-'§ s

15 sHct,

is. being taken / taking Jout of its curtain. @For years, scientists

studied the remains of dead animals at museums, examined lab
animals closely, but simply overlooked the opportunities at their 0

local zoos. @Here they had a chance to study live animals at ot
close range — being born, growing, learning, resolving conflicts, (HE Htod@ (101 9k
building a home, winning a mate, parenting, and aging. @Those
who did take advantage of zoo studies laid legendary
groundwork in the field of animal behavior. ®lt was in a zoo @

setting, [/ \U, that the facial expressions of wolves were first WL : overlooked the opportunities
studied in detail. ®Given the skittish nature of wolves, this subtle
"language” would have been nearly impossible to decode in the

wild. @The panda was equally difficult to study in the wild. ®Its
%7 : for inStance

communal / solitary habits and remote, forested habitats kept

researchers from learning about reproduction — until the first
panda cubs were born in zoos.
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®While some people are born with a particular sensitivity /

to sound or smell, there is overwhelming evidence
that we live in a primarily visual culture. @Supermarkets sell us
tomatoes which look red and juicy but are often tasteless. @
billboards,

websites — than on other sensory inputs. @We exhibit our wealth

Advertising relies more on images — on television,

and status visually, having an elegant home or driving a stylish car.
@We typically judge people as attractive by their looks: their facial
features, the shape of their body, ad the clothes they wear. @That
is why we say 'love at first sight', rather than, say, 'love at first
sniff — even though we are often aware of someone's perfume or

body odor.
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