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The appeal of advertising to buying motives can have both neg-

" ative and positive effects. Consumers may be convinced to buy a

product of poor quality or high price because of an advertisement.
For example, some advertisers have appealed to people’ s desire for
better fuel economy for their cars by advertising automotive products
that improve gasoline mileage. Some of the products work. Others

- are worthless and a waste of consumers’ money.

Sometimes advertising is intentionally misleading. A few years
ago a brand of bread was offered to dieters (FF&3# ) with the mes-
sage that there were fewer calories (#AB 847, KXF) in every slice.



It turned out that the bread was not dietetic GEEF U EK), but
just regular bread. There were fewer calories because it was sliced
very thin, but there were the same number of caloriw in every loaf.

On the positive side, emotional appeals may respond to a con-
sumer’s real concerns. Consider fire insurance. Fire insurance may
be sold by appealing to fear of loss. But fear of loss is the real reason
for fire insurance. The security of knowing that property is protect-
ed by insurance makes the .purchase of fire insurance a worthwhile
investment for most people. If consumers consider the quality of the
insurance plans as well as the message in the ads, they will benefit
from the advertising. .

Each consumer must evaluate her or his own situation. Are the
benefits of the product important enough to justify buying it? Ad-
vertising is intended to appeal to consumers, but it does not force
them to buy the product. Consumers still control the final buying
decision.
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Violin prodigies (%), I learned, have come in distinct wav-
es from distinct regions. Most of the great performers of the late
19th and early 20th centuries were born and brought up in Russia
and Eastern Europe. I asked Isaac Stern,one of the world’s greatest
violinists, the reason for -this phenomenon. “It is very clear,” he
told me. “They were all Jews (A AN) and Jews at the time were
severely oppressed and ill-treated in that part of the world. They
were not allowed into the professional fields, but they were allowed
to achieve excellence on a concert stage.” As a result, every Jewish
parent’s dream was to have a child in the music school because it
was a passport to the West.




Another element in the emergence of prodigies, I found, is a so-
ciety that values excellence in a certain field and is able to nurture
(i%—ﬁ’) talent. Nowadays, the most nurturing societies seem to be
in the Far East. “In Japan, a most competitive society with stronger
discipline than ours,” says Isaac Stern, “children are ready to test
‘their limits every day in many fields, including music. When West-
ern music came to Japan after World War II , that music not only
became part of their daily lives, but it became a discipline as well.”
The Koreans and Chinese,as we know, are just as highly motivated
as the Japanese.

That’s a good thing, because even prodigies must work hard.
Next to hard work, biological inheritance plays an important role in
the making of a prodigy. J. S. Bach, for example, was the top of
several generations of musicians, and four of his sons had significant
careers in music. '
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More and more, the operations of our businesses, governments,

and financial institutions are controlled by information that exists
only inside computer memories. Anyone clever enough to modify this
information for his own purposes can reap substantial rewards. Even
worse, a number of people who have done this and been caught at it
have managed to get away without punishment.

It’s easy for computer crimes to go undetected if no one checks
up on what the computer is doing. But even if the crime is detected,
the criminal may walk away not only unpunished but with a glowing
recommendation from his former employers.

Of course, we have no statistics on crimes that go undetected.
But it’ s disturbing to note how many of the crimes we do know
about were detected by accident, not by systematic inspections or
other security procedures. The computer criminals who have been
caught may be the victims of uncommonly bad luck.

For example, a certain keypunch (##%FTFL) operator com-
plained of having to stay overtime to punch extra cards. Investiga-
tion revealed that the extra cards she was being asked to punch were
for dishonest transactions. In another case, dissatisfied employees of



the thief tipped off ([d] -+-++- #E &) the company that was being
robbed.

Unlike other lawbreakers, who must leave the country, commit
suicide,or go to jail, computer criminals sometimes escape punish-
ment, demanding not only that they not be charged but that they be
given good recommendations and perhaps other benefits. All too of-
ten, their demands have been met.

Why? Because company executives are afraid of the bad publici-
ty that would result if the public found out that their computer had
been misused. They hesitate at the thought of a criminal boasting in
open court of how he juggled (B 3F) the most confidential records
right under the noses of the company’ s executives, accountants, and
security staff. And so another computer criminal departs with just
the recommendations he needs. to continue his crimes elsewhere.

The passage is mainly about

A) why computer crimes are difficult to detect by systematic

inspections

B) why computer criminals are often able to escape punishment

C) how computer criminals manage to get good recommenda-

tion from their former employer

D) why computer crimes can’t be eliminated
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Beauty has always been regarded as something praiseworthy.

Almost everyone thinks attractive people are happier and healthier,
have better marriages and have more respectable occupations. Per-
sonal consultants give them better advice for finding jobs. Even
judges are softer on attractive defendants (#45). But in the execu-
tive circle, beauty can become a liability.

‘While attractiveness is a positive factor for a man on his way up
the executive ladder, it is harmful to a woman.

Handsome male executives were perceived as having more in-
tegrity than plainer men; effort and ability were thought to account
for their success. '

Attractive female executives were considered to have less integ-
rity than unattractive ones; their success was attributed not to abili-
ty but to factors such as luck.

All unattractive women executives were thought to have more
integrity and to be more capable than the attractive female execu-
tives. Interestingly, though, the rise of the unattractive overnight
successes. ' ‘

‘Why are attractive women not thought to be able? An attractive
woman is perceived to be more feminine (Z#£#) and an attractive



man more masculine (SB¥EAY) than the less attractive ones. Thus,
an attractive woman has an advantage in traditionally female jobs,
but an attractive woman in a traditionally masculine position appears
to lack the “masculine” -qualities required.

This is true even in politics. “When the only clue is how he or
she looks, people treat men and women differently,” says Anne
Bowman, who recently published a study on the effects of attractive-
ness on political candidates. She asked 125 undergraduates to rank
two groups of photographs, one of men and one of women, in order
of attractiveness. The students were told the photographs were of
candidates for political offices. They were asked to rank them again,
in the order they would vote for them.

The results showed that attractive males utterly defeated unat-
tractive men, but the women who had been ranked most attractive
invariably received the fewest votes.

The author writes this passage to

A) discuss the negative aspects of being attractive
B) give advice to job-seekers who are attractive
C) demand equal rights for women

D) emphasize the importance of appearance
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