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問題 1．次の文の下線部①〜⑤を日本語に訳しなさい。日本語に訳す必要がない語につい

てはカタカナで記載するか、英語のままでよい。 

 

Machine translator breaks barriers, improves mood at Kyoto Pref. plant with foreign workers 

 

NAGAOKAKYO, Kyoto -- A factory in this west Japan city where more than half of 

its employees are foreigners has overcome the language barrier by utilizing a chat translator 

via smartphones and computers, transforming its work environment. 

The number of foreign workers in Kyoto Prefecture has surpassed 30,000, marking 

an all-time high. Amid this increase, the language barrier in workplaces has become a 

significant challenge. ○1 According to a national survey, nearly half of businesses cite 

"difficulty in communication" as their primary issue in employing foreign nationals. 

 

Factory where a majority are Vietnamese or Thai workers 

When this reporter visited the metal processing company Kobayashi Seisakusho in 

the city of Nagaokakyo, Kyoto Prefecture, in late May, a Thai employee was seen working 

while glancing at a computer screen. Instructions entered in Japanese by a Japanese colleague 

on a smartphone were instantly translated into Thai and displayed on the screen. 

○2 On a Vietnamese employee's smartphone were Vietnamese messages sent to 

Japanese and Thai colleagues using a work group chat function on their smartphones. ○3 The 

messages, automatically translated into Japanese and Thai, respectively, appeared on the 

recipients' smartphone screens, facilitating smooth communication. 

Out of 110 employees at the company, 60 are Vietnamese or Thai. Many of them are 

technical intern trainees or specified skilled workers whose period of stay in Japan is allowed 

up to five years in total. 

Founded in 1955, Kobayashi Seisakusho has been handling the processing of various 

equipment, including automobile parts, through "high-mix, low-volume production." Initially, 

the workforce was predominantly Japanese, but as the business expanded, there was a 

shortage of employees. Despite recruitment efforts through the Hello Work public 

employment service and newspaper inserts, Japanese applicants dwindled. ○4 About a decade 

ago, the firm began hiring technical intern trainees, leading to an increase in foreign 

employees. 

Hiroaki Kobayashi, 46, the company president, appreciates the foreign employees' 

work ethic, stating, "Everyone is earnest and eager to learn the job." However, language 

differences had created a wall in communication. 
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Initial struggles in communication 

There were repeated mistakes due to miscommunication with Japanese employees. 

Wrong work processes led to delays in delivery deadlines. "If workers cannot communicate 

smoothly -- such as making sure everyone knows what is urgent and which tasks to prioritize, 

it significantly impacts workflow," Kobayashi said. Some workers would say "yes" without 

actually understanding what their Japanese colleagues told them and others would not speak 

up on important matters due to a lack of Japanese language skills. This was the case not just 

with Japanese employees but also among foreign workers who spoke different native 

languages. 

Kobayashi considered introducing voice translation devices from one company but 

abandoned the idea as they could not be used unless face-to-face. ○5 Japanese employees 

resorted to communicate through gestures and distributing memos with simple Japanese to 

prevent the language barrier from affecting work or workplace rules. 

Amid these challenges, Kobayashi learned about the "Kaminashi Jugyoin" translation 

system for smartphones and computers at an exhibition held last year at the Tokyo Big Sight 

convention center. Developed by the Tokyo-based startup Kaminashi Inc., the system allows 

information and document exchanges among site managers, general affairs departments and 

employees to be completed through a single service. The translation supports about 20 

languages with high accuracy. 

 

(出典) The Mainichi, June 15, 2025. 
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問題 2 次の文の下線部①〜④を日本語に訳しなさい。日本語に訳す必要がない語について

はカタカナで記載するか、英語のままでよい。 

 

Polluted information online is a “wicked problem.” It cannot be solved by 

conventional processes, and efforts to address it often exacerbate it. Consider, for example, 

Facebook’s addition of a “disputed by fact-checkers” tag to articles that have been deemed 

false. Rather than change minds, the tag actually increased belief in the false claim for those 

audiences who were already inclined to believe it. We need to do better. 

① The direct and indirect costs of information that is false, misleading, or 

manipulated are hard to quantify and tend to pertain to how polluted information is affecting 

democracies. Surprisingly, little discussion focuses on how it is influencing economies. Three 

recent major world events affected by misinformation — the Brexit vote and the elections of 

Donald Trump and Emmanuel Macron — certainly have global economic consequences. 

After all, any campaign designed specifically to sow mistrust and confusion — and to sharpen 

existing sociocultural divisions using nationalistic, ethnic, racial, and religious tensions — 

surely reverberates across economies. 

In a recent report to the Council of Europe, my colleague Hossein Derakhshan and 

I made 35 recommendations for how to achieve wins in this important battle. Fixing 

algorithms, educating readers, and regulating platforms all are part of what we advise. But to 

get and stay ahead of attempts to pollute information, journalists, policy makers, and business 

leaders alike will have to do more than heed our suggestions — we’ll all need to run fast and 

work together. 

 

What We’re Fighting 

It’s helpful to start with some definitions, particularly as the term “fake news” has 

been stretched past its limits. What we’re really talking about — mis- and disinformation — 

does not always imitate news, and it isn’t always fabricated. ②False information that is shared 

mistakenly and without the intent to harm is best described as misinformation; alternatively, 

false information that is shared knowingly and with the intent to harm is called disinformation. 

The content can take many forms — from misleading text and characterizations in articles, to 

graphics and videos that use a branding image to establish legitimacy in a dishonest fashion. 

More broadly, disinformation can include campaigns to up- or downrate particular products 

online with fake reviews, paid signatures on petitions, efforts to game online search results, 

and sophisticated techniques to create false impressions about public opinion. 

Part of what makes misinformation a wicked problem is that many of the tools and 
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methods for creating and distributing it are also widely used for non-nefarious purposes. ③

The sophisticated techniques for collecting personal data used by the Russians and 

Cambridge Analytica in the lead-up to the 2016 U.S. presidential election are nearly identical 

to those used by companies trying to reach new customers, NGOs seeking new supporters, 

and news outlets attempting to attract new audiences. For businesses, advertising through 

online agencies such as Google’s AdSense offers incredible reach, but that reach can include 

questionable sites. Ad-tech startup Storyzy has found more than 600 brands advertising on 

sites that promote conspiracy theories and other misinformation. Closed-messaging apps such 

as WhatsApp and WeChat help family and friends conveniently stay in touch, but they also 

make quick work of spreading dangerous rumors and lies that are difficult to debunk. 

All of this activity renders companies vulnerable. Even though a U.S. firm may have 

nothing in common with a Russian troll factory, efforts to secure Facebook and other 

platforms from disinformation campaigns limit how legitimate businesses can conduct 

outreach on social platforms. Google has permanently banned nearly 200 publishers of 

problematic content from subscribing to AdSense, thereby limiting companies’ advertising 

reach. And closed-messaging apps make it difficult to know when, or whether, your brand is 

being attacked and misused, as the BBC learned in the run-up to the 2017 Kenyan presidential 

election, when someone created a sophisticated hoax using the BBC’s logo and graphics and 

then circulated it on WhatsApp. ④The BBC ultimately had to issue a debunking video stating 

that it was not behind the false content. 

 

 

(出典) C. Wardle, “How We All Can Fight Misinformation”, Harvard Business Review, July 

23, 2018. 

 

 

 

 


