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sensational headline writers

XEBRBRA2RIEER BED

“Two Naked Women Embraced in Public”. “Hollywood Star Dies Nude
at Home in Bathtub”. When you read such headlines online, do you feel the
impulse to click on them? When the webpages are displayed, you may find
that the former is actually about a man carrying two naked mannequins on the
street, and the latter, about a Garfield toy lying facedown in a bathtub.
Headlines of this kind are either sensational, or melodramatic, which is similar
to “After praising the wine they sell us vinegar”.

So it's no surprise that netizens today are experiencing “news fatigue,”
from an overexposure to online news. Common sense tells us that the
contents of a post do count, but an eye-catching headline is half the battle.
Many headline writers are fully aware of it. Indeed, these sensational headline
writers are people who post outlandish headlines to attract attention. The
headlines they choose are exaggerated, and often have nothing, or little to do
with the contents of their posts.

‘BB LERSE"; “REFREYEREARKTIREL . £M L,
WEBPIXFERAE, BRARA ST E? BNTITHE, REBAE
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.+ Neologism to remember %..

e

FRE8 e sensational headline writers

Word check

embrace v. #ie

naked adj. ke, LBEEE, REMG, REFH

nude adj. ke, #e, SABRKL, REMY

bathtub n. iS4, #&

have an impulse to H& X Fey i+ 3

click v. &+

the former &7 %

mannequin n. (LIS ERE T AR TIRES) AREE
the latter & #

sensational adj. #AFE&, RABREH, SAETDH
melodramatic adj. & B4 ; B AR, A, FATHG
After praising the wine they sell us vinegar. # ¥k &£#H A,
fatigue n. &%, &%

overexposure n. it F Bk

count v. BA A4k EEMIMIA

be aware (of) 4nifi#y, A G, EREH

outlandish adj. %68, F76; FERke; HEXY
exaggerated adj. A kty, TitH ke, K
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R4 ‘“dido si ” ;
underprivileged losers; underdog

In the early beginning of 2012, the new buzzword “dido si” (&%) has
gone viral on the Internet in China. According to 21% Century, the word
originated in the Baidu. com’s Tiebar (a top Chinese bulletin board system) of
soccer player Li Yi. There, fans of Li, who are called “yi sT” (#4%) in
Chinese, not only talk about soccer but moan about their lives, work and
relationships. “ Yl si " (# %) who are known for their rude and dirty
language, were given the name “dido si” (Jg§#) by others who have seen
their posts.

But now the term has been used to refer to those underdogs who are
burdened with pressures from marriage and reality. “ Dido si” (Jg§ %) are
often characterized as “short, poor and unattractive” , quite contrary to those
young men who are “tall, rich and handsome”. Because they are
underprivileged, an apartment house or a car is usually beyond their means.
By far, the definition and usage of “underdog” has been broadened so that
many young men with low pay or without a girlfriend also started using the
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buzzword to label themselves, even though they are actually not as
underprivileged as the original term is meant to describe. Some independent
white collar males who were not born with a silver spoon and lack useful social
networks for their careers also claim a “dido sT 7 (Jg#%) identity.

However in claiming a “dido sT 7 (Jg%4) identity, we can see it being
used as a way to deal with inequalities in today’s world. Under the backdrop
of a widening wealth gap between rich and poor, there is a rare case where
an underdog wins by exerting greater endeavor. Departing slightly from its
original meaning, the term “underdog” has become a method of self-
mocking. For many of today’s youth it’s, first and foremost, a reflection of the
anxiety and disappointment that comes with the realization that social
hierarchy increasingly depends on family power, and will not change easily.
When “fu ér dai ” (& —{%) or silver-spoon generation enjoy easy and
prosperous lives, ordinary folks struggle for limited resources.

On the other hand, the word “underdog” is now also a term adopted for
self-handicapping-a process by which people avoid effort in the hopes of
keeping potential failure from hurting their self-esteem and relieving
themselves from huge social pressure. They laugh at themselves as a way to
distort their gloomy reality. Though active and competitive in everyday life,
“dido sT 7 (J§ #) take advantage of self-deprecating mind-set to help to
relieve anxiety and cheer them up.

Quite unexpectedly, those privileged elites who are dubbed “tall, rich
and handsome” are not necessarily the subjects of envy but satire and
mockery to a larger extent. In fact, these underdogs, affirming the hard work
it takes to achieve personal progress, is perceived as more “human” and
optimistic. Today more young Chinese than ever prefer to be associated as a
“dido si ” (Jg%) identity rather than being associated with the privileged
elite”, because it affirms hard work and provides hope that anyone can
achieve success.

2012 4g9), #iia “Re” fehERg ERdEELg, (1 e
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Word check

viral adj. /a, FRET| A

moan v. A" Bt Al A RB

underdog n. k% %; BETRHA; £EEE; HKTHLF

burden v. & Mits, #R; &1 (£, &%) LE®

underprivileged adj. & F & AR A, TR, TEELH, BEY
beyond one’'s means &l A%

rely v. &%, #H#, 8; 1545, £#4

clamv. Fi#k; ¥ E; §%; ¥R

backdrop n. [&] #FHA; #F; RikF

hierarchy n. 4 &, EXR; FLRHE; %E4EHA; (S8, 1274) F44K
R, 2AEH

ironically adv. EARK EReIR; SARERFGR,; AAEER; LA
%

self-handicapping n. A XBHF R, BANMRTLEO R LABEHTAH
% M —RINITH

distort v. £, jadly; id; #HEH

gloomy adj. BEr4h; AAB&E; WWEEKG; LG, PR
self-deprecating n. & & ¥BAK4; S HkEH

satire n. A]; WL F; RPN S

mockery n. #1%, &F; E48; (BFeh) &5, #F

affirm v. #i&; woA; BHFH&K; EE; A
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phishing site

“For free”, “on sale”, “special offers and discounts”, “gifts” ...When
the holiday season approaches, catchy slogans like these can be seen
everywhere online, as all kinds of e-business websites, such as sites for
online shopping, online ticket booking, food and souvenirs and online
payment, begin to offer special discounts and promotions for consumers in
order to increase maket share. But, beware what you see! You might log into
a phishing site-a fake website designed to copy the look and feel of a
legitimate ecommerce site in order to glean personal information, including
your account number and pin of your bank card from you so that ultimately
they can empty your wallet.

“Phishing” is the act of attempting to acquire personal information, such
as usernames, passwords, and credit card details by masquerading as a
trustworthy entity. Thus a phishing site is a bogus website disguised as a
bank website or an e-business website, the sole purpose of which is to trick
you into divulging your personal information so the operators can steal your
identity and run up bills or commit crimes in your name. One of the most
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common tricks of Internet fraudsters is to send spam or pop-up messages to
lure out personal information. “Phishing” has become a universal problem in
recent years, which is seriously compromising the development of online
financial services, jeopardizing personal interests and affecting public trust in
the Internet. An article headlined “Twitter Warns Users about Phishing Scam”
in Washington Post in January 5™, 2009, reported that Twitter admitted to
being the most recent target of a phishing scam, warned users to be wary of
messages redirecting them to look-alike sites, and asked them to login using
their username and password.

In light of the risk, experts suggest that netizens should not open any
attached files, click on links enclosed in emails, or send personal information
via email, because generally a trustworthy entity does not glean information
via emails, or invite users to click the links directing to websites. Even if you
believe that the email is legitimate, do not copy the link from a suspicious
email but visit the company's website directly in your browser. Moreover,
when searching for information on the Internet, beware of website addresses
composed of irregular letters and numbers, and do not visit unknown
websites. Last but not the least, any personal information such as your bank
account, pin, credit card information, social security number and your digital
money account, should be input with great caution.

“EBILT. R, KRR, CHRT e BEEY, MK EHEF
HEFEHIE, SRR, WK BBy, F5BT. Rl
FELR I AT R th Sy o AR FTHT IR S 208, N RIHSEEHER 1 —
Gt BET, DR S TRAA S, R, THE/N. AT
SRIB A S, BRI — A 5 LS R P — A 0 B (B % 0L
Wi i b, R M OhEMMEE, FROTBUE &R
B, GFEMEEFHRITRKSFEREEL, FEK TR RAR
[T

“EyfRT IERR OV T LA LR, RERBUA S A EELU
BAEFHARERRTR; T “Wams” SRENERBITRE TS %
MY, FARKROTFRSEAHPMENAGS, SmoTBUHS 50
FHAMRBRLZNE., MEERS FROREEMZ —HREET KRN



1C P L8 ZE B HriE) ( Xt Eg )

BRI S AR B A BORBE B AG R, “HEMNE" EX
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4 Neologism to remember >

&) 6 P 34 phis-hing site

Word check

catchy adj. (#ifl. &F K/ 4%) BLFe, AR AW, RR Lo
slogan n. #i&, o%; AR F; (Fh/ L LERG) 4

souvenir n. A& ; AP

beware v. %.3; RE

phishing n. M%458, ME4e (AHFERTELTHREFRRAAMLZ LA
EREEIATRESF)

fake adj. (L& . @4) BEH, ik

identical adj. Fl—#); 4R, MEW; BFG; R

legitimate adj. 4-ik#, A-84h; EME; ARIEWAT A, AL, AT
disguise v. B4r; 1L¥E; HE; ®E

glean v. s3], Fmkd (F&. #iRF)

| login n. #AR%K, M, £F, £3

10
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masquerade v. th¥; BH#; F¥; F4A

bogus adj. BG4y, thideh; 154

in the disguise of ¥A------ Aok, EFH#

divulge v. ®%&; B&; BX

fraudster n. #3Bie; #HkksC

spam n. BIRURAE; (dRRReg) BERS A AKA; () FAA
pop-up adj. (2F«ALHELR &) BhXH

compromise v. ¥ (BR); £ F; (LEBAFTAHARRAY) ERALR
jeopardize v. E&, WME; HRARERZH; %----E%

headline v. #------ MeirM; teiEE A

wary adj. #Mey, DO EE; R, EHe

inlightof 4§, %F; AF

enclose v. (A%, BEF) e BEE; fo- EALEH; BA
suspicious adj. T &y; HEL, e, Z586, TI12EHG; 3ot
browser n. (LA RLTHM LI k15864) 0 EkE, WS
input v. MAIZE; WA, A
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