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Our destination was a club called Spy on Greene Street in Soho, a short @ride. I opened
the windows to allow for some ventilation* of the cigar smoke and was being pretty much
oblivious* to the laughter and clamor* surrounding me when a male voice from the back seat
suddenly grabbed my attention,

“Hey, driver,” the voice said.

“Yeah?” I called back.

“Hey, you know, this is Leonardo DiCaprio you’ve got back here!”

“Tt 18?”

“Yeah!”

“Leonardo Di who?”

“Leonardo DiCaprio!”

“So — who 1s Leonardo DiCaprio?” I asked. This was before Titanic and I'd never heard of
him.

A second voice belonging to the blond-haired kid smoking the cigar now joined in the
conversation.

“Don’t you know who T am?” he cried out.

“Uhhh . ..nooo...”

“I'm an actor, man!”

“Op.”

“Did you see This Boy’s Life?” he asked.

“Oh, I've heard of that movie,” I said, “but I haven’t seen it. You were in that?”

“T ®}pl&_ymi with De Niro, man!”

“Wow! Really!”

“How about What's Eating Gilbert Grape? Did you see that?”

“No, sorry, I didn’t see that [1] one, either. You were in that?”’

“Yeah!”

I was certainly out of the loop. I would have liked to have discussed some of his work with
him, but I hadn’t seen any of the kid’s movies.

“Are you in anything that’s coming out soon?” I asked.

“Yeah, we just finished Romeo and Juliet,” he said.

Well, here was [2][ about, could, something, talk, we ]. T know my Romeo and Juliet well

and a ®lively conversation ensued between the two of us about [3]this new version.
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“Who plays Mercutio?” I wanted to know. “Who plays Tybalt? It’s set in modern times?

Really! Hmmm. . . I wonder if that will @work,” and so on.

Our discussion continued until we arrived at Spy. As everyone else piled out of the cab,
Leonardo DiWho surprised me. He stayed inside and started asking me questions about what
it’s like to be a taxi driver.

Now, [4]this impressed me — a lot. It brought to mind the difference between interesting
versus interested. I don’t think there’s anything wrong about trying to be interesting, but I think

it’s ®more admirable by far to be interested. For one thing, being interested makes you smarter.

You will learn things by being interested. And, in addition to that, [5]being interested gives the

people you are talking to the feeling that they are important and that you care about them. It

bolsters® their self-esteem and makes them stronger. In my opinion, simply being interested is
one of humanity’s most noble virtues. It doesn’t have to be a dog eat dog world.
So here was this kid smoking a cigar, a movie star, who you might expect to be the epitome*

of being interesting, instead @turning the tables and being interested. What a breath of fresh

alr.
“Who was the biggest celebrity* @tipper you ever had in your cab?” he asked me.
“Believe it or not, it was John McEnroe,” I replied. “He gave me double the meter.”
“Well,” Leonardo DiWho said, “[6]I'm going to give you triple the meter!”
And he did.

I had a feeling this kid was going places and I didn’t want to forget his name, so I wrote it

down on my trip sheet. My daughter, Suzy, was fourteen at the time and [7]I'd never once been

able to impress her by dropping the names of any of the celebrities I've had in my cab.

Nevertheless, when I saw Suzy the next day, I told her I had a celebrity in my cab the previous
night, -

Looking down at my trip sheet, I read the name with some difficulty.

“Have you ever heard of this guy . .. Leonardo. .. Di.. . uh. .. Cap. .. rio?’

A shriek came out of the mouth of my daughter that @nearly shattered the wine glasses

in the cabinet. This was followed by moans®* of the deepest anguish when it was learned that I
had failed to obtain his autograph, [8]a sin for which I have never been forgiven.

Oh, yes. She knew who he was.
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® it’s more admirable by far (&) far from admirable

(\Y)  more admirable by contrast
() more admirable by the way

(%) much more admirable

® instead turning the tables (&%) exchanging the roles

(W) ' exchanging the turns
(5) going around the tables
(Z) going over the tables

@ the biggest celebrity tipper () a person who gets a tip
(11)  a person who gives a tip
(%) a person who requests a tip
(A) aperson who shows a tip
w shattered the wine glasses (#) ascloseas
() almost
(%) completely
(Z) violently

2 TR~ L T, FhFNDOMWIicEA L,

[1] one MELTWEBHDEELFO—FETEAL,

[2] XOEWENES L DIZ, [about, could, something, talk, we |DEE &M~ Z X,

— 4 — OMT(648—34)



[3] this new version 235 L TWAHHNEE L THo E bW bDE, KOBIRK (H)
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[4] thisZHELTWAHOOFHBEELTHo L HWEIRbDE, KOBIRE (H) ~ ()
nHE—DRY, BETEAL.

(d) The taxi driver was surprised that DiCaprio was in so many movies.

(\y)  DiCaprio took the opportunity to talk about the taxi driver’s occupation with
him.

(9) The taxi driver thought DiCaprio was a very interesting actor.

(Z) Talking to taxi drivers is one of DiCaprio’s main interests.

[5] being interested gives the people you are talking to the feeling that they are
important and that you care about them # HA&ZE 25K,

[6] I'm going to give you triple the meter! MEFE k& L Th - & bW L D%, KOBEIR
K (B) ~ (R) h6—08Y, LETEAL.
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[71 T'd never once been able to impress her by dropping the names of any of the

celebrities I've had in my cab.% 0 A&ZE |7 34,
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Whether it’s the world’s best-tasting vodka, the best-selling novel of the week, or the
highest-grossing® movie of the year, you better believe that companies are very deliberately*®
using best-seller lists to persuade us [ A ] what “everyone else likes.” Amazon, the online
bookseller, takes this an ingenious® step further by actually e-mailing customers to let them
[ B ]that their fellow purchasers of a certain item have also purchased some new item — and
thus that they might like that item, too.

An intriguing* study published in the journal Science shows just how well this can work.
The researchers invited twenty-seven teenagers to visit a Web site where they could sample*
and download songs for free. Some of the teens were told what songs previous visitors had
downloaded, whereas others weren’t. Indeed, those told what songs their peers had chosen

tended to download [1]those very songs. But [2]part two of the study was even more telling. This

time, the teens were divided into eight groups and told only what had been downloaded by
people from their own group. The researchers found that not only did the teens tend to choose
the songs that had been previously downloaded by members of their groups, but the songs that
became “hits” varied across all the groups. The implications were clear: whether or not a song
became a “hit” was determined solely by whether it was perceived as already being popular. This
is what I mean about the two-tier* system: whatever gains an early advantage in popularity

will win. This may not seem so bad at first, but look at it this way: [3]if we're deceived into

buying something just because it’s popular (even if it isn’t), think about all the great books or

songs or CDs we might be missing simply because they weren’t on that “top ten” list.

But this still doesn’t explain precisely why our buying decisions are so unduly* influenced
by a brand’s supposed popularity. So the authors of the study decided to use an fMRI* to see
what was really going on in these impressionable teenagers’ brains when they succumbed* to
[4]peer pressure. They had twelve- to seventeen-year-olds rate fifteen-second clips of songs
downloaded from MySpace. Then they revealed to some the songs’ overall popularity. The
; results showed that when the participants’ own ratings of the music matched up with what they
had been told about the song (e.g., if they liked a popular song), there tended to be activity in
the caudate nucleus,* an area of the brain connected to rewards. When there was a mismatch,
however (e.g., the teen liked the song but discovered it was unpopular), areas associated with

anxiety lit up.* The researchers concluded that “this [5jmismatch anxiety motivates people to

switch their choices in the direction of the consensus, suggesting that this is a major force

behind [ C ] observed in music tastes in teenagers.”
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Early popularity is so closely tied to a brand or product’s ultimate success that even
Hollywood is leveraging® the predictive power of the teeming hordes.* According to New
Scientist, one of the most widespread new techniques for predicting the box-office* performance
of a film is by using something called “artificial markets.” On one, dubbed* “l6]the Hollywood

Stock Exchange,” movie fans can buy and sell virtual shares in celebrities* and in forthcoming

or recently released films. This virtual market, which operates with a virtual currency called
Hollywood Dollars, uses these predictions to create a stock rating reflecting the aggregate® view
of each film’s popularity or likély popularity (obviously, people only buy virtual shares in things
they expect to be hits). “This is currently the gold standard in the industry for predicting likely
box office receipts,” says Bernardo Huberman at HP Laboratories in Palo Alto, and amazingly,
the method has been so accurate that it’s now even being used to predict the outcomes of

political campaigns.
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Peer pressure may be more effective when the songs are free.
Peer pressure in a small group has no effects on teenagers.
Peer pressure may cause teenagers to make choices they would not usually make.

Peer pressure has a huge effect on teenagers but does not affect adults.
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