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If this is your first time here, then read the Teacher's Guide to Using These Pages If you can think of a good question for any list, please send it to us. Home | Articles | Lessons | Techniques | Questions | Games | Jokes | Things for Teachers | Links | Activities for ESL Students Would you like to help? If you can think of a good question for any list, please
send it to us. If you would like to suggest another topic, please send it and a set of questions to begin the topic. Copyright 1997-2010 by The Internet TESL Journal Pages from this site should not be put online elsewhere.Permission is not required to link directly to any page on our site as long as you do not trap the page inside a frame. Once we upload
a page, the page remains online and the URL will not be changed. A Part of Conversation Questions for the ESL Classroom. What is the most shocking advertisement you have seen? What is the funniest advertisement you have seen? Describe it. What makes an ad memorable? What are the different types of advertising? (Eg. TV) What types of
companies choose each type? Do you buy products because of advertising? Do you find advertising persuasive? Why do you buy one product over another? Should advertisers be allowed to advertise to children? Should alcohol or tobacco companies be allowed to advertise? Why or why not? What do you think of celebrity endorsements? Which
celebrities advertise which products? Do favorite or annoying celebrities make you want or not want to buy a product? Should there be advertisement-free zones? Is there truth in advertising? What kind of advertisements attract your attention? Why is it necessary to advertise? Do you think advertising should be allowed to interrupt TV or radio
programs? What are the alternatives? What is the best way to advertise to children? Adults? Seniors? etc.. Do you think advertising is too expensive? What are some effective adverts you have seen lately (on TV, newspaper, etc)? What are some ineffective adverts you have seen lately? Can you remember an advertising campaign that caught your
attention? What are the different methods of advertising? What is the most popular way of advertising? Do you think that the Internet and cable/satellite TV have become more important than national TV for advertising products? What do you think is the best way of discovering the tastes and interests of teenage consumers? Can TV advertising be a
force for good? How easy do you think it is to influence children with advertising? Do you agree with anti-consumerism organizations that the child will have watched 350,000 commercials by the time she graduates from high school? Do you think the government has he right to ban advertising for junk food and soda during children's TV programs.
What do you think about this? Why do you think they made this decision? Do political parties in (country) use TV advertising? If so, should they? When out walking or shopping in the city, do you accept advertising fliers or free samples that are offered to you? What forms of advertising are there? What would make an advertisement more interesting?
Can you buy something and get something for free in your country? Do people use coupons where you live? What is the most advertised product in your country? What is the best form of advertising? What gets you interested in an advertisement? Describe an advertisement that you have seen or heard on the TV or radio. What was it about? How long
did the commercial last? Did it make you want to buy the product? What is the funniest commercial that you have seen? Describe it. What differences can you notice between commercials from 10 or 15 years ago and commercials today? Do you think ads influence the choices you make when you buy clothes? Do you often buy a particular brand when
you buy clothes? Why do you buy this brand? Does it give status to wear particular brands like Nike or Lacoste? Do you sometimes want very expensive things which you or your parents can't afford? Do you think ads influence the choices you make when you or your parents buy food? What brand is the ketchup you or your parents buy? Is it always
the same brand? Why do you prefer this brand? What brand is the toothpaste you or your parents buy? Can you name three different ways of advertising? (For example, different media) Do you think there are too many ads in television? Why/why not? Do you know why some channels have ads and others not? If you do know explain. Do you think there
are too many ads in magazines? Why/why not? Do you think there are too many ads in newspapers? Why/why not? Think of an ad you think is good or funny and tell about it. What kinds of ads do you like and why? What makes a good ad? Do you think children or young people are easier to influence through ads compared to adults? Do you think it's ok
to show ads aimed at children on television? Why/ why not? When you watch TV, how much attention do you pay to the advertisements? Which advertisements do you like most and which least? Why? How would you advertise something you wanted to sell? What are the harmful and the beneficial effects of advertising? Do you think that ads create a
desire for more and more material possessions? Do you think that commercials on TV are annoying because they interrupt programs or do you think that many ads are more amusing that the programs on TV? Do you think advertising is too expensive? What are the different methods of advertising? If you can think of another good question for this list,
please add it. Thanks to Maurice Forget who suggested this topic and contributed the first 17 questions in February 2002. Copyright 1997-2010 by The Internet TESL Journal The Internet TESL Journal Frank Tuzi & Keiko Moriftuzi(at)tci.ac.jp nakajima(at)tci.ac.jpTokyo Christian University (Chiba, Japan)Ann Youngannjunko(at)yahoo.comBunkyo
University (Kanagawa, Japan) and Rikkyo University (Tokyo, Japan) With the explosion of the Internet's vast repositories of media growing daily, language teachers are receiving almost innumerable amounts of teaching materials from online resources. One resource that fits nicely into the limited English abilities of many ESL/EFL students is the
standard television commercial. These short 45 second sound and video bytes offer teachers a tool to teach not only language, but also culture and critical thinking. Using TV commercials in the ESL classroom brings a number of benefits to language teachers. First of all, TV commercials are short, typically lasting 30 to 50 seconds. Their size is ideal
for new language learners (Davis, 1997; Erkaya,2005). They are not so long as to drown the students in material like TV shows or movies do. Their brevity also makes them easier to select. Finding a good TV or movie segment generally requires more preparation and setup in order to be used. TV commercials are easier to select, manipulate and
prepare because of their length. TV commercials are also catchy and designed to be entertaining(Smith & Rawley,1997). How many times have you found yourself repeating a song or phrase from a TV commercial?Another great blessing is that commercials contain authentic content(Smith & Rawley,1997); they are written for native speakers and
spoken in authentic English, and not just the native speakers from one culture; TV commercials are created in many different English speaking countries making it possible for students to have exposure to a variety of Englishes. Thus, by using TV commercials from a variety of different locations including the UK, USA, Australia, etc., language
teachers can introduce different accents, dialects, and indeed different Englishes, and thereby allow their students to expand the reach of their listening abilities. Another advantage is the variety of voices that TV commercials can provide far outnumber typical listening materials in listening textbooks.An additional benefit is the visual elements of TV
commercials that further enhance the ability of students to understand a commercial's meaning. A number of studies suggest (Davis, 1997; Lee, 1994) that students who are exposed to commercials improve their listening skills and augment their motivation to learn. The visual clues of a TV commercial provide scaffolding for students to assist them to
understand the linguistic meanings in the commercial. At the same time, teachers can use the original intent of the commercial and the cultural elements contained therein to teach critical thinking and culture (McGee and Fujita, 2000). In any teaching context, it is crucial that the curriculum teachers use is based on clear and specific goals so that
they can appropriately find materials, methods, and forms of assessment (Richards, 2001). One way to begin searching for a commercial is by determining objectives. Teachers should define the cultural, linguistic, and logical objectives that they desire to focus on when searching for an appropriate TV commercial. For other teachers, identifying
specific objectives first and then hunting for appropriate TV commercials makes finding TV commercials more difficult; they prefer to have general objectives in mind while browsing TV commercials so that that expand their options. Still others have no specific objectives at all; they simply go hunting and locate commercials that appear to be good for
teaching language. Then they collect them and devise objectives and make materials later. Whatever process you choose, you will need the TV commercials and the teaching objectives. One of the more time consuming activities in the past was locating commercials. Today, they are easily available on the Internet. So, when you are ready to collect
URLs or even the TV commercials themselves, you need a place to go hunting. There are a number of sites to locate good commercials, commercial parodies, and short amatuer videos. A list of some of the currently popular sites to find commercials is located in Appendix B.The next step after selecting objectives and finding a good TV commercial is
developing activities. The following example will demonstrate the steps we use to develop TV commercial activities. The standard approach we use is:Pre-viewing activities Viewing the TV commercialSecuring adequate comprehensionExploring linguistic componentsDiscussing cultural and values laden componentsPracticing critical thinking skills by
examining the TV commercial criticallyAfter searching for good TV commercials, we discovered a useful one from Club 18-30. The commercial occurs in a cosmetics shop where a young lady is trying on some lipstick. It is a very simple commercial that contains only three sentences.Customer: Does this make me look cheap?Clerk: Oh no. Not at
all.Customer: Do you have any that does? (Club18-30)It is short and yet it is a complete moral and cultural experience. It also contains limited linguistic information and is entertaining. As is true with most activities, the initial segment is intended to pique the curiosity and enliven the motivation of the students. This can be accomplished by beginning
a discussion with open ended questions about attraction. Ask students why they dress the way they do or why they wear makeup? What is the message they are trying to send? It is also to begin asking moral type questions about what is appropriate dress? Still other teachers may want to create a survey or handout, or develop predicting activities for
this brainstorming activity. Show the TV commercial several times until you are certain the students understand the scenario and content. As they are viewing the commercial, ask for clarifications. You may want to view the commercial without sound initially to allow students to experience it with less input (Smith & Rawley,1997). Some teachers
show the commercial in class; others make this a homework assignment, in which case the commercials should be reviewed prior to continuing to the other activities Since this commercial contained a limited amount of linguistic and lexical data, it was easy to focus on the 2 only grammar areas available: Yes/no questions and noun clauses. For the
lower level grammar element, we created a number of Yes/No question drills and dialogs for the students to complete and act out. Upper level students received noun clause focused activities.Although there existed few words in this commercial, the topic of appearance allowed us to introduce many new words related to appearance. These new words
and explained grammar can be included in production activities, like drills, scripts, surveys, information gap activities, and presentations that students can practice or develop and thereby strengthen their language skills. In addition to the grammar and vocabulary focus, this commercial also enables teachers to explore the cultural and values laden
components. For example, this commercial allows teachers to explore the issues of appearance, why it is or is not important, the rationale for developing an appearance, the cultural importance of identity, etc. Lower level students will need more scaffolding for these discussions, but their interest will be high. Teachers may need to write up
communicative forms for students to use in a discussion. More advanced language students can practice discussing topics like identity, appearances, human value or any other cultural/value component evident in the commercial. When teaching with authentic short videos, it is important to remember that all four of these components are being
transmitted at the same time and is therefore sometimes difficult to separate them when teaching; they tend to overlap and that is actually beneficial. Better language learning is usually in a context that includes culture and values. So TV commercials make a great snapshot from which to teach all four of these elements. Although that may be true,
teachers would be wise to model the process of analyzing a commercial for culture or values. Although the teaching of critical thinking skills is a common objective in many ESL textbooks and materials, several authors suggest that many Asian cultures do not lend themselves to overt critical thinking, and to a certain extent, that is true. But we
recognize that Asian students can think critically; they simply have not been taught, have not been given the opportunity, or have been discouraged to do so because of their culture. There are even cultures that discourage critical thinking (Atkinson, 1997). Although that may be true, we would favors Brown's (2004) approach which encourages
students to think critically and to take advantage of learning opportunities available to them. In light of its benefits, instructors should consider the value of teaching critical thinking. In fact, since culture, language and critical thinking are inexplicably intertwined in Western English, anyone desiring to master English needs to understand the need for
self expression. We also agree with Day's (2003) conclusion that the benefits of teaching critical thinking outweigh any possible problems. Finally, As some of us are Japanese nationals who speak and teach English,, we recognize that critical thinking is also a part of our culture, but the expression of those thoughts is different. So teaching critical
skills is linked to English language acquisition, and analyzing TV commercials is an excellent way to learn and practice critical thinking. Teachers can remind students that commercial makers are trying to convince or manipulate the audience to buy a product or service. Students can use that information to critically analyze the commercial. In our
example, teachers can ask students about the intended audience and about the choices the producers made in designing the commercial. For example: Who is the intended audience for this commercial?Why did they choose this girl to represent their service?What message are the producers trying to convey to the intended audience?What message
does the commercial imply about some girls? Is this an effective commercial? Explain.These questions can form the basis for in-class or online discussions, or analysis papers. Television commercials can provide a treasure trove of language learning opportunities. The materials are easily accessible and many times are free to use in classes. They not
only provide jumping off points to learning discrete linguistic and lexical elements, but also provide an avenue to exploring culture and values. Brown, H.D. (2004). Some practical thought about student-sensitive critical pedagogy. The Language Teacher. 28(7);23-27.Retrieved from the Internet August 15, 2006 R. (1997). TV commercial messages: An
untapped video resource for content-based classes. The Language Teacher. 21. (3), 13-15.Retreived from the web July 29, 2005 from . (2000). Make-up. Retrieved from the Internet on May 15, 2006 , O.R. (2005). TV Commercials as Authentic Tools to Teach Communication, Culture and Critical Thinking. MexTESOL Journal. 29(1).Goldthorpe, J.(1993).
Talking back to TV: Media Literacy and writing. Paper presented the annual Conference on College Composition and Communication, San Diego, CA. (ERIC Reproduction Service No. ED363880).Katchen, K. (1993). Turning the tables: Choose the videos, construct the course. Paper presented the annual TESOL conference, Atlanta GA. (ERIC
Reproduction Service No. ED369270).Kramsch, C. (1993). Context and Culture in Language Teaching. Oxford: Oxford University Press.Lee, F. (1994). The effect on listening comprehension of using television commercials in a Chinese as a second language course. Research Report . (ERIC Reproduction Service No. ED).McGee, K. & Fujita, T. (2000).
Playing the semiotic game: Analyzing and creating TV commercials in an ESL class. The Language Teacher. 24(6), 17-24.Mendelsohn, David J. and Rubin, Joan (Eds) 1995. A Guide for the Teaching of Second Language Listening. Dorminie Press, Inc.Smith, A. & Rawley, L. A. (1997). Using TV Commercials to Teach Listening and Critical Thinking. The
Journal of the Imagination in Language Learning and Teaching. Vol.4. Retreived from the web July 29, 2005. Lesson plans for using an Apple commercial (Think Different- Here's to the Crazy Ones) 1. Pre-activity2. First viewing3. Check pre-activity4. Research one person in the commercial5. Listening only (words they hear)6. CLOZE activity7.
Pronunciation practice8. Analysis of components of commercial 1. Show the commercial & comprehension check?2. Discuss the purpose & explain why you agree or disagree3. Identify the characters4. Research the people in the commercial5. Rank the characters6. Add/remove characters7. Make your own list from (e.g. historical, personal)8. Create
your own commercial Websites to find commercials and short videosNotelf the goal is more than merely identifying the web address of the site or video, then you may need a plug-in to assist you. We recommend using DownloadHelper - a plugin that works with Mozilla's Firefox . The plug-in allows users to download any Flash video file from dozens of
sites. Simply install the plug-in,restart the browser and head to your favorite video site. Once a page you are viewing contains a TV commercial, click on the download button next to the web address window and save the file. Now you can use this file in your teaching. If you are tech savy, you can insert the TV commercial into a webage or add it to
your course content management system. It is also possible to simply add a link to the TV commercial and thereby avoid downloading TV commercial altogether. The Internet TESL Journal, Vol. XIV, No. 5, May 2008 Internet TESL Journal The War of Words Between Copywriters and Language PuristsJoseph W. SheperdAichi Gakuin Junior College,
Nagoya, JapanOriginally published in The Faculty Journal of Aichi Gakuin Junior College No. 6, March 1994In the most widely accepted use of the word, evolution is usually associated with biology. A lower species evolves into a higher one-a single substance or group divides into several distinct and some-times more sophisticated patterns. Evolution
is concerned with living things.Language, too, may be considered a product of evolution. It is constantly changing, constantly developing. And although some of the changes might not necessarily be for the better, the pattern of change is clear. For one group or another, the changes mean improved understanding and communication. Certainly it can
be said that languages - all languages- are living entities. As Harrison Salisbury states so very clearly, "The wonderful thing about language is that it is always changing and always growing."1In this paper, I would like to explain why and how some of these changes have taken place. And I would like to show that in today's society, there is no way to
stop the changes. Taking a cue from Jack Rosenthal, editor of The York Times Magazine, I hope to demonstrate that formal written language as we knew it twenty or thirty years ago has given way to various forms of spoken English in all but academic and technical writing.2 And the mass media, particularly advertising and TV, continue to stress
colloquial speech as the base for the written word. Language, whether it is written or spoken should "sound" right.My main concern in this paper is "changing English." However, the principal ideas could be applied to Japanese or almost any other language. The central theme of the whole paper is that language can never be static. No one can
possibly predict what the state of language will be in the early decades of the next century.3As I mentioned earlier, the influence of the mass media cannot be stated too strongly. In this age of communication, we hear and read every kind of language from the Queen's English to the slang and even worse of the streets. But all language is a form of
communication, and who is to decide what is right and what is wrong? However, it does seem that there should be some fundamental standards. Standard English"Respectable English...means the kind of English that is used by the most respected people, the sort of English that will make readers or listeners regard the speaker or writer as an
educated person.""(Grammarians) show us that standard English allows a certain amount of variation. That is, there is often more than one acceptable way of using the same word."41It is impossible to give a clear definition of standard, or in some cases, even correct English. There are too many variables, Formal-informal, spoken-written, language of
the highly educated-language of the streets. Language as it is used by any group can be said to be standard language for that group.Overall, however, it is generally accepted that the standards for written language are much more demanding and rigid than the standards for the spoken word. The norms for written English evolve much more slowly
than the standards for the more dynamic language used for conversation.It is sometimes said that standard English is that used by contemporary writers. But in point of fact, some of the most talented and most beloved writers of the last three or four decades, Ring Lardner, Ernest Hemingway, Heywood Brown and a host of other excellent writers
brought an "earthiness and directness to the prose" that soon was accepted as suitable for all.5In their well-researched and entertaining work, "Harper Dictionary of Contemporary English,"6 William and Mary Morris solicited the opinions of more than 165 renowned writers and scholars concerning the use of various words and phrases in
contemporary written English. Although the consensus of the opinions tended to support the more conservative and traditional usages, opposite opinions were numerous and logical. If eminent writers cannot agree on what is, or what is not acceptable English, I think we can safely say that standard English is indefinable, to say the very least.
Changing Englishlt is not my intention to make a detailed study of the many factors that lead to or have led to the changing of language usage. That would be a subject for another paper. But a short outline of some of the more important reasons might make it easier to appreciate the influence of the mass media, including advertising, on the use of
English which we see and hear today.Without a doubt, the mass media has played the most important role in the changing of the usage and forms of English in America. Until the end of World War 1, written, and to a certain extent spoken English, were based on the formal and grammatically accepted rules of Victorian English.7 After the war,
however, a sense of freedom and exuberance prevailed, The public began to reject many of the old restrictions and taboos. Individualism became the watchword of the academics and the people of the streets.Writers began to explore new grounds, and then, suddenly, there was the advent of radio. The comfortable world of the language of the purists
was shattered-it was never to be the same again.By the 1930's, practically every home in America had at least one radio, and the influence of this medium of popular culture was immeasurable. In the beginning, the format and language of the programs were somewhat formal and stilted, but as the years went by, formality was replaced by
friendliness, and the announcers and performers adopted different and less formal styles. And the public immediately followed the trend.In addition to the influence of the mass media, geographical differences contributed greatly to changing language usage. People from almost every state in the Union began to move westward. New Englanders
mingled with New Mexicans, People from the East began to live with citizens from the South and West. All these migrants from different cultural backgrounds brought their language patterns with them, and, as they met others from different backgrounds, their words and expressions were inevitably mixed. New language patterns developed
rapidly.Other factors, too, can be considered. Advances in education and technological terminology-increased immigration from Asia and other areas-the beginnings of "Black English"-all of these factors played a part.One often overlooked source of change in English is "teenage language." In every generation, teenagers invent their own somewhat
esoteric "lingo." Generally, their words are more a fad than an existing reality, but occasionally, some words and phrases carry on into the next generation. And eventually they end up in dictionaries. In this rather indirect way, teenage English becomes a part of acceptable English.Many other sources of change could be noted. But now I would like to
narrow the scope of this paper and concentrate on the influence advertising has had on language usage in all countries where English is a first or second language. War of WordsAmong the various professional groups, the "war between language purists and advertising writers seems of words" special intensity. Purists are making every effort to
"preserve" the language-to set a kind of standard as to what is right and what is wrong .8Copywriters, on the other hand, say that today's writers "dare to be different".9 They must find new ideas and fresh ways to say writers must express them. "Never hesitate to inject colorful thoughts and expressions into your copy. The different-and better way of
saying something is usually interesting. This is what distinguishes Shakespeare from Spillane, what transforms a prosaic monolog into copy that is light and lively.lOOf course, in some areas, both sides are right. And in others, both sides may be wrong. At any rate, in the next I will try to explain the reasoning of the copywriters. And later I'll make an
attempt to justify the stand of the purists. CopywritersCopywriters consider themselves as word mechanics-skilled professionals with a fondness for words.11 They must be imaginative, and still, their writing must be succinct and eye-catching. They are good writers, even though some of their vocabulary and structures may be somewhat
unconventional. After all, their job is to attract the reader. If their copy is grammatically perfect but lacks fire and vitality, readers will not be interested. And the product will not sell.One legend in the advertising world, Claude Hopkins, summed it up this way. "Copy writing is salesmanship in print. 12 The consumer must find something attractive in
the ad.Another way of saying the same thing is that copy is communication. It should attract the reader, inform the reader, interest the reader and persuade the reader to think about the product. Advertising copy is not intended to educate the reader in the general sense of the term. It is not intended for language purists. PuristsTo the horror of the
purists, some copywriters say that it is permissible to forget about some of the generally accepted rules of writing, if the copy attracts the attention of the reader. Readership-not grammar-is the heart of the situation.Another problem for the purists is that copywriters must use the vernacular of the day. "Use of stilted style, literary illusions, or
pretentious phrases assures next to no readership.13 If an ad seems to lecture the reader or to show a sense of superiority over the reader, it will do more harm than good. Simple words, short sentences, catchy phrases, apt comparisons-these are the tools of the copywriter.But the purists consider this kind of language as an abomination. They believe
that they must be guardians of correct English. Even though they understand that change is inevitable, they hope to limit the changes as far as possible. Particularly, they want to guard against what they consider to be mistakes. Their objective is grammatically correct writing, using words and phrases generally accepted as standards by the so-called
educated elite. One panelist writing for "Harper Dictionary of Contemporary Usage" expressed his opinion as follows. "The spoken language is supposed to be a testing ground for new words to enrich the language. But I find that Madison Avenue (the Advertising World), TV, and too many of the high school crowd don't even know the old words. How
can they give us new and better ones?"14Another panelist remarked that commercial, bureaucratic and technological writers are making a mess of our language. But what right do these purists have to judge what is accepted and generally appreciated language as it is used today?Paul Horgan, also responding as a panelist, suggests that "advertising
and its most powerful arm, TV, have made language the servant of commercial interests,"15Columnist Rex Stout made one of the strongest comments. "Changes made by the genius and wit of the people are often desirable and useful. Those imposed by ignorant clowns such as advertising copywriters and broadcasters are abominable and should be
condemned by all lovers of language."16It would be possible to quote any number of conservative writers, but I think we have enough to make our point clear. Many distinguished writers and scholars are definitely concerned about the changes that are taking place in language.And, on the other hand, many of the leading lights in advertising and
other forms of the mass media believe that changes in the language breathe new life and freshness into language and communication.What are we ordinary mortals supposed to think? Can we say which side is right and which side is wrong? I don't think so. For most of us, it is probably best not to take any stand. I believe we should be free to use the
language we want to use, as long as it serves to communicate our thoughts clearly.Of course, the language we speak or write must be within the bounds of respectable language. We should not stoop to vulgarity, profanity or other forms which might seriously offend ordinary people. (I am not including the obviously offensive and even obscene
language found in so many novels and TV dramas. That is a different subject.)Now, I'd like to note just a few concrete examples of the points of disagreement between the purists and the copywriters. Problem Words and PhrasesMost of the difficulties could be listed under five general categories.GrammarUsing nouns as verbsIncorrect use of words
Adding the suffix...wise Vogue wordslt is impossible to give a detailed list of examples in all the categories. But a short explanation might be in order.Grammar : "Winston Tastes Good Like a Cigarette Should." This catchphrase has been a thorn in the side of purists for years. In this phrase, "like" should be replaced by the conjunction "as." However,
Jack Rosenthal, editor of The New York Times Magazine, quotes a friend in the advertising business. "No one cares about fussy things like "like" anymore.17 And some other authorities are quick to agree. This, of course, is just one example.The use of nouns as verbs has been expanding rapidly. Verbs formed from nouns such as contact, impact,
author, craft and gift now are commonplace. Some are acceptable and even useful, but others such as "He authored the book" seem somewhat forced. It seems to be a question of feeling and style.Hopefully, thankfully, meaningful and other words are gradually gaining acceptance, other common words such as presently and momentarily are perfectly
correct, but their usage is often incorrect. "Presently"” means "soon," not "at present," and "momentarily" has the idea of "for a moment," or "briefly," not "in a moment." But I have a feeling that some of these secondary usages may be acceptable at some time."Wise" as a suffix has had a long history in English. Some words are considered legitimate by
both conservatives and liberals. "Clockwise" is one word that comes to mind. But the more modern usage in the sense of "with reference to," or "concerning" is a bane to purists, especially when used in writing. It must be admitted, however, "... wise" is often more convenient than the more proper words such as "with reference to."Finally, the so-
called "vogue" words play a big part in contemporary English. They are words or expressions that suddenly become popular and are widely used in both spoken and written English. And then, just as suddenly, most of them just fade away."Charisma, thrust, credit crunch, zap and rap" all attained a certain popularity in recent years. But they have lost
much of their glamour, and now "word polishers" have created a more recent set of terms such as "input, output, flap, camp and watershed," to note just a few.The only sure thing that can be said about vogue words is that they come and go. Very few survive the test of time.To sum up this section, I think that we could say that writers for the mass
media are constantly creating new words and phrases to catch the eye and ear of the listeners. When somethrng is new or different, it usually attracts the ordinary listeners and writers. And quite often, the newly created words express the idea more clearly and more succinctly than the traditional expressions.Unfortunately, however, purists, for the
most part, reject change. They believe it is their sacred duty to preserve the language. They spare no effort to rid the language of what they consider to be unacceptable. ConclusionSo where does that leave us who profess to be trained English teachers? Where should we stand?I think three points can be made.First, we must be careful about saying
that this or that word or phrase should not be used. When I have doubts, I usually tell the students that I would not say it that way, but I will not say it is wrong.Next, we should not insist on one correct pronunciation. There are too many variables today. If a pronunciation is accepted anywhere, we cannot reject it.And finally, we should use extra care
in correcting articles, prepositions and even verb tenses in some situations. Occasionally, what is grammatically suspect might express the speaker's real meaning more clearly.I realize, of course, we need some standards. And we should encourage our students to write and speak English that is clear, correct according to accepted standards, and
"meaningful." But we should not stifle communication and creativity by overburdening our students with too many "do's" and "don'ts." ReferencesWilliam and Mary Morris, Harper Dlctionary of Contemporary Usage, Second Edition, (Harper Perennial-A Division of Harper Collins Publishers, Inc., 1985), p. xxvi.Jack Rosenthal, "The fall of the written
word. Who cares," Asahi Evening News, (August 8, 1993).Morris, op. cit., p. xviii. 4. Bergan Evans and Cornelia Evans, A Dictionary of Contemporary American Usage, (New York: Random House Inc., 1957), pp. v-vii,Morris, op. cit., p. xvi.Ibid., pp. xix-xx.Ibid., pp. xv xviii.Ibid., pp. xx-xxv.Richard H. Stansfield, The Dartnell Advertising Managers
Handbook, (Chicago: The Dartnell Corporation, 1969), p. 368.1bid.Ibid., p. 206.Ibid., p. 355.Ibid., p. 444.Morris, op. cit., p. xxl.Ibid., p. xxviii.Rosenthal, op. cit.In addition to the titles listed, I consulted many other dictionaries and advertising manuals. But the ones noted above were the principal sources of the article. The Internet TESL Journal, Vol. II,
No. 4, April 1996 Andrea Simon-Maedalchimura Gakuen Junior College (Inuyama, Japan)KFA05374 [at] niftyserve.or.jp The following quiz appeared in the Asahi Evening News (Mon., Jan. 9, 1995): Try matching the product names in the left-hand column with the goods they represent in the right-hand column. Answers are below: 1. Clean Life, Please
A. soft drink 2. I've B. chocolate candy 3. Love-love C. coffee creamer 4. Volume Up Water D. cigarettes 5. Hope E. cleaning gloves 6. Mouth Jazz F. electric razor 7. Pocari Sweat G. condoms 8. Creap H. mouthwash 9. Meltykiss I. hairspray 10. Super Winky J. shampoo Answers: 1E, 2] 3F, 41, 5D, 6H, 7A, 8C, 9B, 10G In the same article it is noted that
Japanese employees at the advertising agencies write most of the English slogans because they know what will appeal to the Japanese consumer. A top agency president is quoted as saying that "English words are being used as a creative device rather than for their pure communication value", he continues, "What they do is put English words in a
Japanese syntax. They're thinking Japanese but speaking English" (p.4). Even after twenty years residency in Japan the above slogans still manage to provide a constant source of amusement and therefore, in some way, fulfill the intention of the advertisement -- to catch my attention. As an English language teacher, however, I can't help but be
'‘aware' of the misuse of the language on both the written and spoken level in and out of the classroom situation. The misuse of English loan-words in Japanese is another vexing problem for both the native English speaker studying Japanese and the native Japanese speaker studying English. In both cases, new pronunciation, usage and meaning must
be re-learned, mostly on a colloquial level. In this paper I would like to present more examples of the above followed by a possible pedagogical solution to enhance greater and more 'correct' English language awareness for the NNS (Non-native speaker).2. Examples At Dr. Ron Carter's Language Awareness Workshop at Temple University in Osaka
(Japan) one of the Japanese participants expressed her dismay at not being able to interpret more than two meanings for "A car for the 90's". I thought one or two was a formidable feat considering that the native speakers had trouble with three or four. Should slogans and advertisements be a part of language instruction in our EFL classrooms? Dr.
Carter referred to Guy Cook's categorization of the above as literature (with a small "L) being different from Literature (with a big "L", books, plays, etc.), and as such, a starting point for incidental language awareness. Jokes and puns as literature could also be included in the initial stages of language learning rather than being saved for the
advanced learner. The following headline appeared in The Temple Voice, the student newspaper for Temple University in Osaka. Wada Encourages TU]J students "Get your ticket!" We can understand Chris Wada's intention after reading the article, but a native speaker might have interpreted the headline in a completely different way, i.e. Mr Wada
wants the students to get out of Temple University right away because of something bad that they did! The word 'ticket' is misused again in a non-native-like fashion in the second paragraph. We can't be sure if these were the speaker's actual words or an editorial mistake, in either case, a more careful choice of words would have enhanced the
passage. In the same issue (p6), however, there is a perfectly acceptable headline: Roots and Shoots Begins to Take Root at TUJ Let's hope the editorial staff pursues a more consistent editing policy. The English language newspapers in Japan provide a good model of a better use of English idioms and puns. It seems that the lower the caliber of the
newspaper, the more frequent use of the above because, I assume, the editors believe that this is what its main reading audience, the international community in Japan, favors. To take just one example: Ponytail of woe: Boy fights for his hair in school An EFL learner would have difficulty interpreting this headline. One would have to be familiar not
only with the referential meaning of 'ponytail’ but also of the pun on the phrase 'tale of woe' which may be unfamiliar to even some native speakers. There is another play on words with the phrase 'fights for his hair' which is usually 'fights for his life'. We teachers must try to direct our students' attention also to the representational meanings of
words, providing them with variations of vocabulary usage as the occasion arises. The English language newspapers in Japan would be an excellent source of teaching materials for this purpose. As I mentioned above, the misuse of English loan-words is a problem which EFL teachers in Japan are constantly faced with, in and out of the classroom.
There is a useful dictionary to help the native English speaker living in Japan (Webb, 1990) in which loan-words are categorized as follows:compound words which do not exist in English, for example: en-suto (‘engine stop'), gattsu-poozu (‘guts pose'), gooru-in (goal in'), etc.shortened words, for example: katsu ('cutlet'), hoomu (platform'), waa-puro
(‘word processor'), etc.words whose pronunciation is very different from the pro- nunciation of the original English word, for example: biniiru (‘vinyl'), shinnaa (‘thinner'), kaabu (‘curb'), etc.words whose meaning or usage is different from the original English word, for example: manshon (‘'mansion'), saidaa (‘cider'), sutairu ('style'), charenji
(‘challenge'), etc.words derived from English words which are not common, for example, kurakushon (‘klaxon'), maikurobasu (‘'microbus), mootaa-puuru (motorpool'), etc.words derived from British English words which are not used in America, for example: bonnetto (‘bonnet' of a car), seroteepu ('sellotape'), supana ('spanner'), etc.words borrowed
from European languages other than English, for example: abekku (French 'avec'), zemi (German, 'Seminar'), koppu (Dutch 'kop'), etc. (p7-8).Webb reminds the user of this dictionary that "many words have acquired colloquial meanings which are quite different from the meanings given in dictionaries (e.g. burando , foroo, yankii, etc.)" (p8). This
latter point, I feel, provides the most headaches for the EFL teacher. Our students recognize the word as a loanword but are familiar only with its colloquial meaning and usage in Japanese. For example, the item chaamu-pointo (charm point) is commonly used among my junior college female students to refer to an attractive quality of a person's
physical makeup, for example: Kanojo no chaamu-pointo wa? Her charm point is what? (literal translation) The students most often assume that the use of the loanword in the English translation would be acceptable and are surprised to learn that this is not the case. Acceptable substitutes must then be taught to undo the damage, for example, "What
is her most attractive feature?' or '‘What do you find attractive about her?', etc. Occurrences of this misuse of loan-words are prevalent in both oral and written work in the EFL classroom. The foreigner, on the other hand, must learn the above loan- words as part of the target language( Japanese) to be able to communicate successfully. For both the
EFL student and the native English speaker learning Japanese, I feel that Webb's dictionary is a valuable tool. Let's look at one entry in detail: naisu-midoru (nice-middle) well-dressed, attractive middle-aged man Furansu ryooriten ni wa wakai onna no ko o tsureta naisumidoru ga imashita. In the French restaurant a young girl brought by a nice-
middle was there. (my literal translation) There was an attractive middle-aged man with a young woman in the French restaurant. (Webb's acceptable English translation). Students who are familiar with this word would use it in an English sentence, as in my translation above, disregarding the impossible English syntactical arrangement. By providing
many more examples of the correct adjectival function of this word, hopefully, students would come to an 'awareness' of the proper usage. In the slogans which were cited in the introduction, the English words are used in a similar indiscriminate manner and produce just an effect rather than any kind of communication, just as the agency president
said. This may be the desired outcome of the advertising company, but a nightmare for the language teacher.3. A pedagogical solution Using the suggested technique of course-book 'situations' including interactions between non-native speakers, or between non-native and native speakers (McCarthy and Carter, 1994) I would like to propose the
following as a language awareness activity: (The vocabulary items could be selected from A Handbook of Loanwords): Junko: I think Mary's charm point is her beautiful hair.Andy: Charm point? If you're referring to Mary's most attractive feature, her hair, then I certainly agree.Junko: Yes, right. She also has a very charming personality.Andy: Yes, she
does. In constructing this dialogue, I have tried to incorporate the model described by Varonis and Gass (1985) in which there is a "negotiation exchange" between interlocutors indicating a misunderstanding. The model (p151) is worth quoting here: "Our model consists of four primes: (1) a trigger (T), which stimulates or invokes incomplete
understanding on the part of the hearer; (2) an indicator(I), which is the hearer's signal that understanding has not been complete; (3) a response (R), which is the original speaker's attempt to clear up the unaccepted input (this is often referred to as a repair); and (4) a reaction to the response(RR), an optional element that signals either the hearer's
acceptance or continued difficulty with the speaker's repair. The example in 1 above, which we repeat here, illustrates all these elements. 1. NNS1: My father now is retire. --T NNS2: retire?-- I NNS1: yes. -- R NNS2: oh yeah. -- RR " Their data show how an indicator of incomplete comprehension is often expressed "by echoing a word or phrase of the
previous utterance" (p154). In my original dialogue above, the NS's difficulty with the NNS's use of charm point is indicated by echoing the loanword in question form. As a language awareness exercise for my students, I would have them first listen to the dialogue and try to pick out the misused loanword and the manner in which it was repaired by
the NS. They could then look at the transcript and, using the model mentioned above (after an explanation from the teacher), place the symbols for trigger(T), indicator(I), response(R), and reaction to response(RR) at the appropriate places, for example: Junko: I think Mary's charm point(T) is her beautiful hair.Andy: Charm point?(I) If you're referring
to her most attractive feature, her hair, then I certainly agree.Junko: Yes, right.(R) She also has a very charming personality.Andy: Yes, she does.(RR) I think the above exercise would help focus students' attention on the use/misuse of loan-words in their own speech, especially on the indications of misunderstanding or acceptance in an exchange with
a NS. The alternative, correct usage (most attractive feature) would hopefully develop their awareness of the necessity to know the many variations of a certain lexical item. This type of dialogue is a more realistic exchange than the dialogues which appear in most EFL textbooks in which there always seems to be complete understanding which is an
unrealistic occurrence. Although the native English-speaking population of Japan represents only a small percentage of the consumer market I think a bit more 'language awareness' on the part of the slogan creators would make the products more appealing to the international community. As McCarthy and Carter p115) state, it is impossible to
"separate culture from linguistic expression"; one cannot just stick English words into a Japanese context without concern for the appropriateness of the linguistic result.References Gass S, Madden C (editors) 1985 Input in Second Language Acquisition . Newbury House. McCarthy M]J, Carter R 1994 Language as Discourse: Perspectives for Language
Teaching . Longman. Webb J 1990 A Guide to Modern Japanese Loanwords . The Japan Times The Internet TESL Journal, Vol. 1, No. 2, December 1995 Internet TESL Journal A Six-Unit Course Heather HansonTrident School of Languages (Nagoya, Japan)tridentl [at] mb.nagoya.infoweb.or.jp(Subject line should be "Heather Hanson") This article is
based on a presentation that was given at TESOL Long Beach, March 28-April 1, and JALT Nagoya, November 2-5 1995.Introduction Do you think these products would sell? CATCHMAN - a radar to locate lost childrenQUICK DRY - dries wet umbrellas before entering post office, department stores, etc. SEASONAL HAIR - a tonic to encourage hair
growth for balding menPASH - just push for toothbrush and toothpaste in oneRAINBOW CAP - colorful cap for kids with retractable rain ponchoSECOND SMILE - a stylish face mask for when you get allergies Students in my Business English class dreamed up these ideas, gave the products names, slogans and descriptions, and designed radio,
television and/or magazine advertising. How can you get your students to imagine that they are entrepreneurs and be creative using business vocabulary and concepts? It's easy, whether this is your students' first exposure to business English or if you want to use this project with a group who has a business background. Course Objectives:Interact
with Authentic Materials to Learn and Apply the Business ConceptsUse Spoken/Written English in the Advertising DesignUse Spoken/Written English in the Final Mock Trade Fair, or EXPOOverview of Project:Business concepts introduced through authentic materials and modelingStudents work in groups, teacher assists them as coachStudents use
their creativity to design a new product, name it, describe it, etc.Students come up with an advertising image, slogan and advertising mediaStudents enjoy being creative and artistic as they prepare the product and advertisingAll of this is done in preparation for a mock trade fair, or EXPO, in which students show off their products to each other and
evaluate each otherBackground This project was designed for a class that is offered one time a week for 15 weeks for 90 minutes per class. This project has been successful with six groups of about twenty students each. Most students had not had any previous business English classes. The project compromises the last six lessons of the semester. The
class textbook is Meeting Objectives, a text/video series from Oxford University Press. A brief description of description of six, 90-minute lesson plans follows. Corresponding handouts can be obtained by e-mailing the author. The Lessons Class I - SELLING SOAP Students first use the video and textbook: Chapter 4, Meetings. The video shows a board
meeting discussion about the launching of a new bar of soap. A humorous debate ensues about what the name and advertising for the bar of soap should be. After the students reinforce these concepts through text activities, students make groups and imagine that they are selling another new soap. Each group is asked to do a rough sketch of their
product, and to list some other details. For example, they can decide the product name, price, colors, scents, packaging, etc. This is done in a fun, unstructured way without specific guidelines. Each group chooses a representative to show their illustration to the class. Class II - DOGGIE DIAPER USED TO INTRODUCE PROJECT In the next class, the
teacher introduces new product design, advertising and EXPO as a long-term project. Students choose their groups, and are given a Product Design Agenda by which to guide them through the stages of the project. It is useful for both teachers and students if this Agenda is used throughout the project as a record of each team's progress. Then, two
native speakers model the process for brainstorming new product ideas, and comparing the pro's and con's of appropriate advertising media. During this simulation, students act as "teachers" and evaluate the so-called "students" using a checklist. Teamwork and creativity are on the Grading Checklist, as well as whatever else you want to reinforce as
criteria. At Trident, the two teachers perform an original skit for both classes about brainstorming product ideas and finally promoting a "doggie diaper." Joining classes is possible since the two teachers are always scheduled in the same time slot. Students then return to their original classrooms and their groups to start their own brainstorming
process, spurred on by the innovative ideas which the native speakers just presented. The teacher circulates and helps when needed, and also reminds students to write notes on their Project Design Agenda.Class III - TOM HANKS LEADS THE WAY TO MORE GROUP WORK From this third meeting until the sixth meeting, the majority of class is spent
on group work with teacher supervision as needed. But how does the teacher keep the students from loosing steam? How do we keep these new business concepts fresh in their minds? Continuing to use authentic materials materials to introduce each class is the answer. An amusing four-minute segment from the film "Nothing in Common" shows an
advertising team developing a marketing proposal for an airline company. Students answer questions about advertising image, slogan, and target market, and discuss the answers as a class. As well, storyboards are used as a mock television commercial in the movie. This provides a springboard for discussion even more advertising methods with
students. At Trident, we give students the option to do radio ads, magazine ads, storyboards or videos, or ads for the school newsletter. At this point, we also introduce a Grading Criteria Checklist. To earn an A, students have to produce two types of advertising and a scale model or packaging model in a satisfactory fashion. To get a B, students
should complete two of the above, and so on. Thus, each group can opt for what grade they want based on how much work they attempt. The rest of the class is left for the students to work in groups, and for the teacher to facilitate as needed.Class IV - MAGAZINE AD MANIA AND GROUP WORK Like the previous class, authentic materials are used to
boost students' creativity and interest, and to recycle the target vocabulary. This time, many magazine ads are put around the room and students use a worksheet to answer questions about the ads which they find most interesting. Then, the class as a whole discusses the magazine ads and compares their effectiveness. Group work follows. Class V -
INTRODUCE EXPO TASK SHEET AND GROUP WORK Luckily, the students at Trident are very clear on the business concepts at this point. They are heavily into the creative process, and need no prodding to get to work in their groups. Their only requests are for more markers, construction paper, poster paper, scissors, etc. Students absorbed in the
creative process is a beautiful thing to watch, isn't it? However, the teacher does need time to go into more detail about the events planned for EXPO day. Students are asked to dress professionally. Students are encouraged to make the best presentation possible, for their teachers and for the other students. As well, the teacher tells the students that
a questionnaire, or Task Sheet, will also be used during the EXPO. This Task Sheet is used at the EXPO to encourage students to interact with each other in English to learn about each product's slogan, image, target market, etc. Class VI - EXPO DAY EXPO day has arrived! It is most effective if you can schedule for two Business English classes to join
in one room. If not, you might invite another English class and/or other teachers to give the students an audience for their exhibits. During set-up time, each group chooses an area of the room for their product's presentation display. Posters need to be put on the wall, and cassette players and videos need to be set up. We've even had students bring
table cloths and candies to entice people to visit their booths . . . real sales people, eh? Next, each group is given a few minutes to give an overview of their product and their advertising. This can be done informally, without specific criteria given by the teacher, or could be an added "oral presentation" component of teaching and grading. Natural
pride in their work comes out, as students showed their story boards, radio ads, posters, videos, etc. The whole room listens attentively, as students have a natural curiosity in each others' projects. Next, it is time to get the students to interact in English using the Task Sheet. Each student in the room is responsible for filling out his/her own sheet.
Within each group, students must take turns so that each member of the team has an opportunity to visit other exhibits and fill out the sheet, while at least one member stays at the booth to answer questions from visitors.Conclusion EXPOs at Trident have been a success with all six groups that have tried it. Students have shown innovative products,
most groups have created the number of materials to earn an A, spoken English has been used during the entirety of the EXPO, and student's Task Sheets have clearly showed their knowledge of the target vocabulary . One drawback is that during group work, students generally speak in Japanese. My students don't have the English ability to
negotiate tasks and make decisions in English. However, the students do use English to complete the Product Agenda Sheet, which should be used to take notes on every class. Just a glance at this, and the teacher can ask questions and make suggestions about the project, and get the students to respond in English. As well, students may need to
describe and request materials they need to create their advertising. So long as the teacher is helpful and encouraging, this group work time can be used for student - teacher communication in English. Good luck in preparing your students for a new product EXPO. Please e-mail if you have any comments or questions. The Internet TESL Journal, Vol.
II, No. 3, March 1996 The Internet TESL Journal Esther Uso JuanJuan Carlos Palmer Silveirapalmerj [at] mail.uji.esUniversitat Jaume I-Castello, Spain The authors of this study investigated whether summary writing instructions and second language (L.2) proficiency level account for differences in the L2 summary writing performance for two groups
of students. The 15 students in group A were instructed in the rules of summary writing and had an intermediate level of English. The 15 students in group B were not instructed in the rules of summary writing and had an advanced level of English. We carried out research based on a comparative product analysis, which focused on four aspects: the
quality of the abridgement, the summarising strategies used by the students, the extra-textual information included in the abridgements and the rhetorical structure followed. Results indicated that the fact of having clear instructions regarding what is expected from a summary helped students in group A to enhance their writing ability and perform
quite similarly to the students with an advanced English level. The ability to summarise information is an essential skill in University studies. Most students, through their academic life, have to condense information from lectures, journals, textbooks and other bibliographical sources in their disciplines in order to fulfill certain assignments in their
own field of study. As Stotesbury (1990: 3) stated, "summarising entails the reduction of a text to its essential constituents which means that students have to be able to grasp the overall structure of a text and be able to distinguish the major issues from the minor ones." The task of summarising in L2 has began to receive attention in the ESL courses
in the last few years. In fact, it is seen as a highly productive task by many ESL instructors because, as Palmer (1996: 123) pointed out, "it implies both the complete comprehension of the text to be abridged and the necessary writing ability to create a new version of the source text." Sarig (1988: 4) considered summarising tasks as "junctions where
reading and writing take place." Therefore if we teach our students how to sum up a text, and how to condense its information, we will similarly enhance their reading and writing ability. It seems reasonable to think that our ESL classes can obtain some benefits by the teaching of summarising strategies; helping our students to understand complete
sets of information allows them to develop their writing skills. This seems to create a holistic view of language use, where all other aspects will be affected by the use of production and interpretation strategies throughout the use a whole set of procedures. Summary writing, therefore, is not merely a linguistic activity, but also a communicative and
discoursive one, in which students apply the knowledge previously acquired. In the attempt to link reading comprehension and writing fluency, summarising is also a very motivating teaching task. This type of activity implies the use of diverse cognitive mechanisms, as many linguists and psychologists have commented in the past (i.e., van Dijk,
1977a, 1977b, 1979; Bracewell, 1981; Flower & Hayes, 1981; Hayes and Flower, 1983; Hidi and Anderson, 1986; Amlund, Kardash, & Kulhavy, 1986; Carey & Fowler, 1986; Eysenck & Keane, 1990). Creating a summary is also identified with the development of organizing abilities, based on the rearrangement of the information in a way that should
be both clear and appealing (Donin, Bracewell, Frederiksen, and Dillinger, 1992). Finally this type of activity also shows the full comprehension of the source text; only those who can understand the original piece of discourse will be able to create an abridgement by condensing the gist of that first text (Winograd, 1984; Stotesbury, 1990).
Nevertheless, much of the research about summarising has focused mainly on L1, taking into account both process and product (Kintsch & van Dijk, 1978: Brown and Day, 1983; Winograd, 1984); on the contrary, only a reduced number of studies have focused on L2, devoting their attention to the different ways summarising strategies can enhance
the students performance in the ESP classroom context (Stotesbury, 1990; Palmer 1997, forthcoming). Considering the literature on text summarising, there seems to be an agreement on the fact that this is a difficult task. In order to master this skill, students need to understand discourse perfectly and be able to carry out the necessary operations so
as to arrive at the gist of the information (Stotesbury 1990). Aiming at helping our students to perform better when abridging a text in an L2, as well as trying to facilitate this difficult task, we decided to carry out research based on a comparative product analysis. Bearing in mind this objective, we have observed four different aspects on the students
summaries:Quality of the summarySummarising strategies usedThe role of extra-textual informationThe rhetorical structure followed by the studentsMethod Subjects Two different groups of Spanish students were engaged in the experiment as part of their class requirement. The first group (henceforth known as group A) was made up of fifteen
Spanish first-year university students majoring in Education. Their ages ranged from 18 to 21 years. They had studied English for an average of 7 years, mainly through formal education in Spain. Previous tests confirmed that their English proficiency level could be defined as intermediate. The second group analysed (henceforth described as group B)
was made up of Spanish teachers of English, all of them working in primary schools, who were attending an advanced course in English. Their ages ranged from 25 to 40 years. All had studied English for the usual 7 years at secondary school, plus three additional years at University. All these subjects were currently teaching English at primary
schools in the Castelln area. A number of tests confirmed that all these subjects had an advanced English proficiency level. In order to corroborate their level in English, these two sets of learners with different L2 proficiency levels were asked to complete an additional placement test, which was administered at the beginning of the course. The test
consisted of 50 multiple-choice questions regarding advanced grammar and vocabulary; these were taken from a resource book on language use (Fowler and Coe, 1980). All the fifteen students in group A scored between 31 - 40 correct answers, whereas the fifteen students in group B scored between 45 - 50 correct answers.Source text The source
text was taken from a textbook on vocabulary strategies (Keen, 1985). The 570-word text on advertising, a popular topic among Spanish students, was divided into seven paragraphs, and its level of readability could be defined as intermediate, as a number of University lecturers pointed out (see Appendix A).Procedure Students read the text
individually. After finishing, they had to write a summary, which was later handed in. Only the final version was observed, though some students had already created previous drafts. They had one hour to complete the task and were not allowed to use a dictionary. As it was stated before, the main difference between both groups is the L2 proficiency
level. However, a second striking difference is that, while group A had a set of instructions that were explained by the teacher before starting the task, group B did not receive any sort of help, fulfilling this task without having received any sort of previous specific summarising training. As it is well-known summarising in L2 is a demanding task;
because of this, we chose group A (the ones with a lower L2 proficiency level) to abridge the text following a set of instructions previously handed. The instructions were taken from the list suggested by Palmer (1996), although we added some modifications, trying to simplify the task as far as possible (see Appendix B).Analysis of data In order to
analyse the thirty summaries collected, we followed these steps:First of all, we analysed the quality of the summaries following Garners (1982) seminal article. We calculated the number of main ideas presented in each summary and then, we divided them by the total number of words used. Grammar mistakes and text elaboration were
disregarded.Secondly, we paid attention to the basic summarising strategies employed by the students. We followed the taxonomy stated by Palmer (1997), who classified them into three types: copy verbatim, generalisation and combination of two main ideas.Thirdly, we observed how many subjects incorporated extra-textual information in their
abridgements.Finally, we examined if students stuck to the order of main ideas appearing in the source text or if they departed from it, by paying attention to the way they started and finished the summary as well as to its general development.The general textual structure followed in the source text was a simple one. It begins with a general



introduction which indicates that advertising is everywhere in America. In the following sections, the text author offers some pros (paragraphs 2 and 3) and cons (paragraphs 4-6) of advertising, whereas the final paragraph gives the general comment that commercials are an established part of modern life and concludes indicating that "sellers will
always try to persuade buyers to purchase products. And critics (...) will always attempt to force business to keep their messages honest and clear" (Keen, 1985: 52).Results 1. Quality of the summary The source text was divided into seven paragraphs. After a thorough analysis, a number of University lecturers decided that this text had a total of seven
main ideas which they considered should appear in an abridgement. In Table 1 we can observe how those seven main ideas have been reproduced in the students' summaries: Group A Group BTotal number of main ideas 85 99Average of main ideas per summary 5.6 6.6Total number of words 1,228 1,406Average of words per summary 81.8 93.7Level
of quality (Main ideas/words) 0.068 0.070 The data provide evidence that both groups of students understood the source text well enough to be able to summarise it, although their L2 proficiency level was quite different. In group A the average of main ideas per summary is 5.6 out of 7, presented in as few words as possible, whereas in group B, the
average of main ideas per summary is 6.6 out of 7, though these texts were considerably longer (81.8 versus 93.7 words per abridgement, respectively). Nevertheless, if we pay attention to the different length of the summaries handed by these students, their level of quality is fairly similar. As Palmer (1997) commented, the length of these
abridgement has a direct influence on the overall quality of the texts. Besides, as Garner (1982: 277) pointed out, the abridgements written by both groups of students could be defined as "middle-range efficiency summaries"; this means that most of these subjects were able to depict a high number of relevant ideas in a fairly moderate number of
words. Data also suggest that those subjects who received direct instructions on summarising performed almost as successfully as those people who, although having a higher level in English, had not received any direct training on how to abridge a text. These data seem to support the idea of the importance of teaching summarising strategies in the
EFL classroom, in an attempt to make good all those problems observed among non-native summarisers when dealing with a text in a foreign language. Let us observe which are the strategies most often used by our subjects in order to abridge a source text.2. Summarising strategies used by the students In order to cut a long story short, we would
like to point out some of the strategies used by students when facing a summarising task in a foreign language. Assuming the natural ability shown by younger students in order to omit irrelevant information, we have considered three different strategies carried out by our students when abridging a text: copy verbatim, combination of two main ideas,
or generalisation of information in a single sentence. Table 2 displays the data observed in our analysis. Group A Group BCopy verbatim 7 73Combination 17 18Generalisation 56 23 The most important difference found out in this analysis was the high proportion of information copied verbatim observed among group B students, whereas their group A
counterparts used generalisation in an equally high proportion. These results show that those students who received the set of instructions on how to draw up a good summary followed these rules and made the effort to use their own words, generalising information in order to create shorter, more concise texts, despite their lower L2 proficiency
level. On the contrary, those subjects with an advanced L2 level just copied from the source text and condensed the information. One reason for the application of the copy verbatim strategy in group B may be found in the students' lack of knowledge of what summary writing actually entails. Nevertheless, we should also pay attention to a very usual
device, fairly often related to faulty summarising ability, implied by the use of extra-textual information appearing within the abridgement3. Extra-textual information We define extra-textual information as those aspects of the general topic which did not appear in the source text, but have been included in the abridgement. In most cases they can
show some reading comprehension problems, being often used as a device to get rid of difficult information that was not fully understood by the reader. Theoretically, our higher level students will be able to use it in fewer occasions throughout the experiment, using relevant information from the original source text. Data show that just two students
enrolled in group A furnished the summary with extra-textual information. In both cases we are dealing with text misinterpretations, something which confirms that all students knew that, when summarising, they did not have to incorporate additional information to their abridgements. Additionally they were also aware that they should not use their
previous knowledge on the topic of the summary. Even considering that the use of extra textual additions is a device used by students in order to increase the length of an abridgement--probably due to the lack of understanding of some of its passages--, we should also keep in mind that it can also show an interest for offering examples in order to
complete relevant information. In those cases we can say that the use of extra-textual additions is proportionally inverse to the overall quality of the summary. Those students who tend to use extra-textual information delete basic data from the source text that should have appeared in their summaries. We should recommend our students to get rid of
extra textual additions in their abridgements (Palmer, 1997). External information could only be accepted while clarifying aspects, and it would just increase considerably the length of the text, damaging the overall quality of the summary. If students are able to comprehend and select all the relevant information from the source text there is no need
to use any kind of extra textual additions.4. Rhetorical structure How do students follow the organization of the text in their summaries? Do they stick to the source text order or do they depart from it? If we pay attention to Table 4, we observe that five students from group A did not comply with the source text order in their summaries. However, all
those students with an advanced L2 proficiency level followed the layout observed in the source text; in all these cases, students started by drafting a general introduction, followed by an explanation of the different pros and cons of advertising (the main topic of the source text), and ending their texts with either a comment or a brief conclusion. These
results show that, although the natural tendency is to follow the source text organization, five subjects in group A departed from it and changed its general structure. In three cases subjects misunderstood the source text and, because of that, they changed the source text structure. The other two cases performed very well and, without missing many
key ideas, they were capable of summarising the source text keeping the main ideas and changing its original structure.Conclusions and Pedagogical Implications The number of subjects in this study is so small that it is not possible to offer real generalisations or conclusions. However we can comment on the tendency we observed when we compared
the summaries of the two groups. The students' summaries under examination showed that both groups of students were able to get most main ideas from the source text in a moderate number of words, without including extra-textual information. Regarding the summarising strategies used by the students we observed that students in group A
despite their lower L2 proficiency level, tried hard to use their own words when writing the summary, whereas those students in group B just copied from the source text. Finally we observed a natural tendency to follow the source text order in both groups, with the only exception of two students in group A who tried to depart from the source text
order. After analysing these data, we observed two aspects. Firstly, the L2 language proficiency significantly affected the summarising task; as data suggest, there was a tendency to perform quite well in group B (the advanced group) despite their lack of knowledge of what summary writing entails. Secondly we could also observe that the fact of
having clear instructions regarding what is expected from a summary, helped group A (the ones with lower L2 proficiency) to enhance their abridging ability and perform almost as well as the students with advanced L2 proficiency. Because of these results, we suggest that it may be relevant for our students to receive direct summarising instruction,
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(1984). "Strategic Difficulties in Summarising Texts". Reading Research Quarterly, 19: 404-425. Anyone who lives in America is aware of advertising. Perusing newspapers and magazines, we see full-page ads urging us to buy clothes, autos, cigarettes, and kitchen appliances. Television and radio programs include commercials; we all have heard the
phrases "bought to you by" and "sponsored by" hundreds of times. If we drive, we see road signs or billboards proclaiming the qualities of products or the location of restaurants or motels. If we commute on a transit system, we cannot help but notice the prominent signs displayed on the buses and subways. And in our mail, along with the bills and the
letters, come shiny flyers and circulars promoting products and announcing sales. The literal meaning of "advertise" is to make us turn toward something. When we see an ad, we turn our thoughts towards the message; we notice and remember what it says. At least, that is what the advertiser wants us to do. Sellers would have enormous problems
transacting any business without advertisements. For example, if Apple or IBM or Texas Instruments introduces a new product like a personal computer, we would not know about it if these companies could not or did not advertise, so do sales. Fortunately, the consumer benefits from advertising as well. Ads permit the public to buy intelligently. By
reading the bank ads, for example, we might decide to transfer our money from our current bank to one offering better rates or more convenient hours. In addition, a traveller can save hundreds of dollars on transcontinental airfares by comparing the ads in the travel section of the newspaper. Of course, nothing is perfect. Even the strongest
proponents of advertising admit there are many problems. Some argue that commercials unnecessarily intrude into every walking minute of our lives. We simply cannot get away from the pounding, incessant messages. Because ads permeate radios and television, we find ourselves singing their silly jingles and repeating their "cute" lines. Sellers
admonish us to buy through a profusion of techniques: hard sell, soft sell, music, comedy, and appeals to all our emotions and fears. Some ads are potentially harmful. Perplexing or misleading sales pitches may lure unwary buyers into financial trouble. It is always best to remember: "caveat emptor" -let the buyer beware. Many commercials go far
beyond the mere transmitting of information when they attempt to transform our values and attitudes. Cigarettes ads, for example, often imply that smoking is a manly or sexy habit. It is neither. Because of these problems, some people have become extremely critical of commercials, especially those directed at children. As adults, we are often
sceptical of what we read or hear in advertisements. Children, because they are not as mature or experienced as we are, cannot judge how reasonable or accurate ads are. If the man on TV says chocolate-covered-sugar-coated wheat toasts are healthful and nutritious, the children may very well believe it. Many parents feel sellers take unfair
advantage of children's inability to evaluate what they see or hear. Whatever problems commercials and ads may have, they are an established part of modern life and a permanent fixture in our daily life. Sellers will always try to persuade buyers to purchase products. And critics, continually arguing the pros and cons of advertising, will always
attempt to force business to keep their messages honest and clear.Appendix B. Set of Rules List of rules that students should know in order to improve their summarising abilitySummarising means writing a shorter version of another person's work maintaining the gist of the information.Summaries should not have repeated information.We should
start by finding the main topic of the summary.Read the text thoroughly once in order to see what is the main topic. Read it again starting to underline all the important information.To select important information use planning techniques, such as underlining or mapping.Do not copy verbatim sentences from the original text. In case of doubt,
paraphrasing is always better than copying.Although the length of the summaries depends on the importance of the information appearing in the source texts, an average of 15-20 % of the total length of the source text will be advisable.You should only use examples when it is absolutely necessary.Avoid personal comments and opinions.Maintain
coherence and cohesion in your summaries.Combining clauses can help you to shorten your summaries, but it is a difficult task, and has to be carried out with great care.Only when you have understood the text completely you will be able to comprehend the different lexical, semantic, and grammar choices selected by the author. Once there, you will
be able to choose your own decisions towards the creation of your very own summary.These instructions have been adapted from Palmer (1996). The Internet TESL Journal, Vol. IV, No. 1, January 1998 br>
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