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LEAD-IN

Look at the pictures below and try to answer the follo guesti

discussing them with your partner

1. Find three words or phrases to describe each figure in the pictures below.

2. Would you like to make friends with the person in each picture? Tell your reason.

3. Are first impressions always accurate? What matters most when judging a person?

Unit 1 First Impressions
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READING AND SPEAKING

'd the main idea. Circle

( s

Identifying Pronoun

a. First impressions happen in seconds. Reforences
) ] ) ) A pronoun often refers to a
b. It takes eight minutes to make a first impression. specific noun that comes
c. Speed dating is a good way to meet people. before it. Writers use pronouns

to avoid repeating words.

In the Blink of an Eye

It’s Friday night in a Chicago restaurant. Seventy men and women are talking in
pairs at tables. They appear happy—they are smiling and laughing. After eight minutes, a
bell rings. Everyone stands up and finds a new partner. This is the world of speed dating,
where singles go on eight “dates” in one evening. Each date lasts only eight minutes. But
can you really get to know someone in eight minutes? “Of course,” says Kim Daniels, 23.
“I don’t even need that long to get all the information I need.”

She may be right. Experts say we form our opinion of strangers in seven to
seventeen seconds. And, according to Malcolm Gladwell, the author of Blink, it takes
even less time to make a first impression. He says that humans make judgments and
assumptions about other people in the blink of an eye: just two seconds. We naturally
look for “surface clues” about someone. These include appearance, clothing, and body
language.

“

So are first impressions always accurate? Some speed daters say no. “I'm quiet, so
women usually think I'm shy,” one man complains. “But I'm not shy. People who judge
other people quickly are so superficial.” Similarly, an attractive woman says that some
people presume she’s not smart. But in fact, that’s a big misconception: she’s a doctor.
Gladwell says first impressions may be wrong, but they’re almost impossible to

reverse. The saying “You never get a second chance to make a first impression.” is true.

Jnit I First Impressions
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— R E R G B3 ATIL; R 5B R EIAAFIL A >, L HBRGLIAIFIT A,
AR W13 ICATIT A AR

*blink [bligk] n. 1 A
date [deit] n. FHA 4
Kim Daniels ['kim 'denjolz] G FHe /R W
according to AR s
Malcolm Gladwell ['maelkom 'gleedwel] Ly SRR « b for 4 Jal R
assumption [o'sampfan] n. e, ik
naturally ['neetfarali] ad. H 2R Hh
clue [klu:] n. %hE
dater ['derta] n. HRZ AN
complain [kom'plein] Vi a7
superficial [,su:pa'fifal] a. KA, TRIR )
similarly ['similali] ad. [A]FE b, AL
*presume [pri'zju:m] vt. WA BUE
“misconception [,miskon'sepfon]  n. R
reverse [r1'va:s] vt. AR s {5

B. Find these excerpts in the article. Write the nouns that the pronouns refer to.

1. They appear happy ...

They = - ) ~ (Paragraph 1)
2. She may be right.

She= ) _ (Paragraph 2)
3. He says that humans make judgments ...

He = B ~ (Paragraph 2)
4. These include appearance, clothing and body language.

These = - ~ (Paragraph 2)

4 Unif 1 First Impressions
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ss the following questions with your classmates

1. According to most experts, how long does it take to form an opinion about someone?

According to Gladwell, how long does it really take? What do you think?
2. What “surface clues” does Gladwell mention? Can you think of other surface clues?

3. The article refers to this saying: “You never get a second chance to make a first

impression.” Do you agree upon this? Why or why not?

Unit 1 First Impressions 5
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TEXT A

An impression is just like a footprint in the sand at a beach which will eventually
fade away, but a lasting impression is one that does not.

Time your reading.
Start time:
Finish time: > Make a Lasting Impression

Your reading rate: wpm
= —— B By Bo Bennett

' Throughout life, the average person meets thousands of people and is exposed to even

more ideas, concepts, and beliefs. The content of a conversation, or the words used to convey

a message, quickly fade, but the impression remains.

> An impression is an effect, feeling or image retained as a consequence of experience.

However, like a footprint in the sand at a beach, impressions eventually fade away; a lasting
impression is one that does not. When we refer to making a lasting impression in terms of
success, we are referring to a positive impression. Those who know how to, and are capable
of making lasting impressions on others, have a level of influence over others that is most
useful in the pursuit of success. How can you make a lasting impression? Think back to your
own experiences in life and think of the impressions that were made on you. What were the

circumstances? If you carefully think about this, you will discover three key circumstances:

3 Strong emotion. The stronger the emotion, the stronger the impression. It is easy for us to

recall events in our lives where we were feeling strong emotion, either positive or negative.
However, we generally cannot recall everyday events such as what we had for lunch last

Tuesday (unless the meal was exceptionally good or exceptionally horrible).

*  To make a lasting impression on someone, get them to feel some kind of emotion. The

anti-smoking commercials use ex-smokers with holes in their throats to get the public to feel
fear. Beer commercials use half-naked people to make us feel good while seeing their
product. Of course, your approach to getting others to feel strong emotion can be less

shocking and should certainly be less manipulative.

> Use of imagery. People remember best in pictures, not words. This is why the use of

imagery is so important in both memory and creating a lasting impression. For example, one

Unit 1 First Impressions
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of the most effective techniques for remembering numbers is to convert the numbers into

words, then convert the words into mental pictures. The more vivid the imagery, the more

memorable it becomes.

6

A great use of imagery is the use of dramatization. Effective communicators use this

frequently in presentations, meetings, lectures, speeches, lessons, and in everyday

conversation. For example, instead of just telling someone they are wasting money, take a

handful of change and throw it in the garbage coin by coin (I would say burn a dollar bill but

I think that’s illegal, and I do not want to promote illegal activities).

7

Differentiation. The law of contrast states that which is different or unique makes a

greater impression than that which is ordinary. We notice the one light bulb that is burned

out more than we notice all the light bulbs that are not. It is the unique and the different that

makes a lasting impression.

8

Never be afraid to be different or take the road less traveled. Do not be afraid to do or say

something others will not. Be creative and stand out from the crowd in a positive way.

9

The impression is what is left over when the words and details have faded. Practice

leaving people with positive lasting impressions and when the time comes, they will

remember you, your advice, and/or your product.

New Words

fade
image

retain
footprint
emotion
generally

*exceptionally

naked
shocking

[feid]
['tmid3]

[ri'tein]
['fot,print]
[1'maufan]
['dzenarali]

[1k'sep[anali]

['nerkid]
['fokin]

Vi

n.

Vi.

ad.
ad.

a.

(544 words)

to disappear gradually % #iii %k

a mental picture that you have of what somebody or
something is like or looks like F1%, £ %

to keep something or continue to have something
OiFr, IR B

a mark left on a surface by a person’s foot or shoe or
by an animal’s foot JHIE]), At iF

a strong feeling 5% (474

in most cases ifi

used to emphasize how strong or unusual the quality
is AEHHh, 7 b

not wearing any clothes #4411, #ii% 1)

that offends or upsets people; that is morally wrong
A NREBR I s AN B )

uUnit 1 First Impressions
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manipulative [ma'nipjulativ] a.
imagery ['tmid3ari] n.
effective [1'fektiv]

technique [tek'ni:k]

convert [kon'v3:t] Vt.
vivid ['vivid]

memorable ['memorabal]

dramatization [,dremotai'zeifon] n.
communicator [ka'mju:nikerta] n.
frequently ['fri:kwantli] ad.
presentation  [,prezan'terfon] n.
Lhandful ['haendful] n.
differentiation [, diforenfi'eifon] n.
contrast ['kontra:st] n.
bulb [balb] n.
detail ['di:terl] n.

skilful at influencing somebody or forcing somebody
to do what you want, often in an unfair way #:4\/f,
P, SEAA AW

the use of images to describe something &%, K41k
producing a successful result 72411

a special way of doing something 14, J5 ik

to make something change from one form to another
) 4%, (i) 1k

producing very clear pictures in mind )1, i L)
easy to remember or very good, enjoyable, or
unusual, and worth remembering & (1) ; {H 13 40 & 1)
the act of dramatizing X% il ft

a person who is able to describe their ideas and
feelings clearly to others AZ#i#, 2 b5 #

very often or happening many times £ #h, %Ik

an event at which you describe or explain a new
product or idea MRk, Hii

an amount that you can hold in your hand -4, />4
a difference between things or people X}l

a difference between people, ideas, situations, things,
etc. that are compared % 5, 2l

the glass part that fits into an electric lamp, etc. to
give light when it is switched on HiIAJ¥l

information that helps complete what you know about
something 41147, V1%

Phrases and Expressions

be exposed to
fade away
refer to

stand out

be left over

g8 Unit 1 First Impressions
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. The purpose of the author in writing this passage is to
A. explain the importance of making lasting impressions
B. give suggestions on how to make lasting impressions
C. make comments on making lasting impressions
D. urge readers to make lasting impressions
. In some cases, once a lasting impression has been made,
A. a certain success would be reached
B. an effect would be imposed on others
C. a footprint would be left in the mind of others
D. a capacity of being influenced would be got
. It is easy for us to forget
A. a beer commercial B. the clothes we wear every day
C. a footprint in the sand D. an exceptionally good meal

. The case of “the anti-smoking commercial” is apparently to support the conclusion that

A. it is urgent to launch an anti-smoking campaign

B. it is necessary to make an impressed advertisement for the anti-smoking campaign
C. the more unique the example, the more persuasive the impression

D. the stronger the emotion, the stronger the impression

. People are encouraged to convert numbers into mental pictures because pictures are

A. pleasant to watch B. easy to remember

C. simple to tell D. effective to use
. If you have difficulty in making effective communication, is a good way

to be employed.

A. presentation B. dramatization C. repetition D. differentiation
. According to the author, is an illegal activity.

A. wasting money B. throwing coins in the garbage

C. burning a dollar bill D. being half-naked

unit i First Impressions



