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Student Instructions Sheet

In this activity you will focus on formulating effective research questions as an essential step towards successfully completing independent research on a language topic. Effective research questions will be central to you expanding your understanding of your chosen topic and developing judgements. Your research will be presented in written form.

Your teacher will introduce you to the research process using a range of sample materials which includes analysing questions taken from students’ research projects.

You will complete work in class and for homework. Your teacher will guide you on how much time you have to prepare the task.

You will be assessed on:

· proposing research questions which expand understandings of your topic

· selecting relevant information from a range of referenced resources

· presenting well supported conclusions that develop judgements in an appropriate written format.

Task 1: Asking the right ‘Blooming’ questions 

a) Your research questions will expand your understandings of a topic. You must include questions which allow you to apply ‘higher order’ thinking skills as designated in Bloom’s Taxonomy.* These questions require judgements where you evaluate the information you have collected on your topic.

Read these question starters. They will encourage you to make judgements linked to your conclusions.

· to what extent….

· how significant or important…

· how appropriately or effectively…

Discuss other question starters that can lead to evaluative comments. You may decide to use these starters for the key questions you develop. 

* Bloom’s Taxonomy sets out six distinct levels. 

1. Knowledge : the ability to retell or recall information or data.

2. Comprehension: the ability to show an understanding of information.

3. Application : the ability to apply the knowledge in new situations.

4. Analysis: the ability to break down a whole into parts and comment on those parts.

5. Evaluation: the ability to reflect on what has been processed then judge or place values on the information.

6. Synthesis: the ability to draw together information and to develop new or improved models of understanding.

b) You can include factual research questions that are addressed by outlining relevant information about your topic. These questions must be combined with questions that allow you to make judgements, to evaluate this information. To attain achievement in this standard you will present well supported conclusions, which means you will make a number of comments and observations about the information you have collected. To attain merit, your comments will be developed as judgements. At excellence level, these judgements will be perceptive, original and sustained sufficiently across your report. 

Be aware of these different levels of analysis as you read and discuss the exemplars later in this activity.

c) Look over the research questions from four exemplars in this activity. Classify these questions in this way:

· tick F beside factual questions (ie questions addressed by outlining relevant information about the topic)

· tick E beside evaluative questions (ie questions addressed by making judgements)

Questions could require both facts and judgements.





Task 2: Using the research process 

a) What do you know already?

Imagine that you have decided to research the language of war. 

To help set the focus for your research and start constructing effective research questions, jot down 

· what you know already about this topic

· where you might look for useful resources

Work in groups on this formative activity. You will follow a similar process with your own research.

b) Looking for patterns

You have found a potentially useful resource, a George Bush speech given at the beginning of the 2003 conflict. 

Examine the expressions used to describe

· the American people

· Saddam Hussein

· the Iraqi people

President Bush Speech, March 19, 2003

My fellow citizens, at this hour, American and coalition forces are in the early stages of military operations to disarm Iraq, to free its people and to defend the world from grave danger.

On my orders, coalition forces have begun striking selected targets of military importance to undermine Saddam Hussein's ability to wage war. These are opening stages of what will be a broad and concerted campaign. More than 35 countries are giving crucial support ‑‑ from the use of naval and air bases, to help with intelligence and logistics, to the deployment of combat units. Every nation in this coalition has chosen to bear the duty and share the honor of serving in our common defense.

To all the men and‑women of the United States Armed Forces now in the Middle East, the peace of a troubled world and the hopes of an oppressed people now depend on you. That trust is well placed. 

The enemies you confront will come to know your skill and bravery, The people you liberate will witness the honorable and decent spirit of the American military. In this conflict, America faces an enemy who has no regard for conventions of war or rules of morality. Saddam Hussein has placed Iraqi troops and equipment in civilian areas, attempting to use innocent men, women and children as shields for his own military ‑‑ a final atrocity against his people.

I want Americans and all the world to know that coalition forces will make every effort to spare innocent civilians from harm. A campaign on the harsh terrain of a nation as large as California could be longer and more difficult than some predict. And helping Iraqis achieve a united, stable and free country will require our sustained commitment.

We come to Iraq with respect for its citizens, for their great civilization and for the religious faiths they practise. We have no ambition in Iraq, except to remove a threat and restore control of that country to its own people.

I know that the families of our military are praying that all those who serve will return safely and soon. Millions of Americans are praying with you for the safety of your loved ones and for the protection of the innocent. For your sacrifice, you have the gratitude and respect of the American people. And you can know that our forces will be coming home as soon as their work is done.

Our nation enters this conflict reluctantly ‑‑ yet, our purpose is sure. The people of the United States and our friends and allies will not live at the mercy of an outlaw regime that threatens the peace with weapons of mass murder. We will meet that threat now, with our Army, Air Force, Navy, Coast Guard and Marines, so that we do not have to meet it later with armies of fire fighters and police and doctors on the streets of our cities.

Now that conflict has come, the only way to limit its duration is to apply decisive force. And I assure you, this will not be a campaign of half measures, and we will accept no outcome but victory.

My fellow citizens, the dangers to our country and the world will be overcome. We will pass through this time of peril and carry on the work of peace. We will defend our freedom. We will bring freedom to others and we will prevail.

May God bless our country and all those who defend her.
[image: image2.bmp]
c) Working in groups organise this information you have found into categories. The set of terms used about the Iraqi people has been completed. 

	American People
	Saddam Hussein
	Iraqi People

	
	
	· oppressed people

	
	
	· innocent men, women and children

	
	
	· innocent civilians

	
	
	· united, stable and free

	
	
	· great civilization

	
	
	· religious faiths

	
	
	· control of that country to its own people

· the innocent


d) What do you notice about the expressions used? Can you observe any patterns? What intentions do you think Bush has in using these connotative terms?

e) Look at another group of words and phrases from the extract in context. What do they have in common? Why have they been used?

· campaign of no half measures

· broad and concerted campaign

· decisive force

· military operations

· striking selected targets

Look at this third group of words in context. What do these words have in common? Why have they been used? 

· duty, peace, hopes, trust, purpose.

List other words from the speech with similar positive connotations.

f) Using this text and your discussion as a starting point, frame some research questions that will help you expand your understandings and make judgements about this ‘language of war’ research topic. Look back at the research question starters in Task 1.  Your evaluative questions might start with “to what extent” or “how”? eg: “ To what extent is language used to influence public perceptions of war?”

g) Even though you have used just one text in this formative activity, practise making some judgements about the nature of the language used. If you were to continue with this research and include other resources, you would aim to synthesise your judgements based on information drawn from these sources.

h) What key words should you use to find answers to these questions about the language of war? Record key words on the board. Decide which words will be the most useful for searching a database like INNZ, the database in your own library, or the Internet, then try searching experimenting with your key words. eg

· semantics + war

· “linguistic features”+war

· “semantic field”+war+Bush

· “vocabulary of war”+Iraq

· “war terms”

· “lexicon of war”

· “words of war”

· writers + war
· speech + war + transcript
i) As you consider each source, you need to scan it to determine its usefulness and relevance. Scan the source by looking at the title, the home page or first paragraph looking for key words.

When you have determined if a source is potentially useful, skim read it keeping your research questions in mind. 

j) Follow the same process outlined in a) to h) for your own individual research on the topic you select. 

After working out what you know already about your topic and examining some initial resources, frame up research questions which expand your understandings. As you find new resources, keep your research questions under review as you may decide to adapt the questions to make them more effective and relevant.

Task 3: Completing your own research

a) Select a language research topic.

You must gain teacher approval for your topic before beginning research. 

You can complete research on the language of war (from task 2) or other topics shown in the exemplars, but you may not repeat any material from the exemplars used in this activity. 

You could research topics that examine aspects of New Zealand language, as the exemplars do, or develop a topic which examines another language context.

b) Before you begin your research, read the following exemplars and discuss their strengths and weaknesses. 

Note the format of the exemplars. To meet the criteria for this achievement standard, you must:

· propose research questions which expand understandings of your topic

· select relevant information from a range of referenced resources. You must show that you have selected information, not simply copied information with no attempt at selection. You could choose several ways to demonstrate this, including using data charts, written notes, or highlighted sections of printed materials. Regardless of how this information is presented, you must clearly acknowledge your sources.

· present well supported conclusions that develop judgements in a written report. Your report will be approximately 700 words long and include a bibliography.
· You may not repeat any judgements or judgements from the exemplars used in this activity.

c) You are now ready to present your conclusions in an appropriate written format. Structure and organise your information and ideas in your report to include:

· an introduction outlining the focus of your research

· a number of sections integrating conclusions and judgements linked to your key questions

· a conclusion

· a bibliography

Your report should show the accurate use and control of writing conventions.

Exemplar A:
Excellence


The Language of New Zealand’s Social Welfare System

Research Questions

1. What words and terms are used to describe the people using the welfare system? To what extent do they create a negative image?

2. What words and terms are used in association with the welfare system itself?

3. What patterns/changes can be seen from the language of the welfare system over the past 100 years? 

4. What is the general tone of language associated with the welfare system?
Data Chart:

	Date
	Source
	Research questions
	
	
	

	
	
	What words and terms are used to describe the people using the welfare system? To what extent do they create a negative image?
	What words and terms are used in association with the welfare system itself?
	What patterns/ changes can be seen from the language of the welfare system over the past 100 years?
	What is the general tone of the language associated with the welfare system?

	3/3/03
	Women and Welfare Work
	Historical refs eg: ‘poorest of the poor’
	
	Historical refs: eg ‘immoral applicants were deemed undeserving’
	

	4/3/03
	North and South Aug 1996
	
	Negative terms eg “ghettos”


	
	

	4/3/ 03
	Work and Income New Zealand
	
	Various acronyms and terms


	DSW name change
	

	10/3/03
	www.iobsletter.org .nz
	
	
	Work for dole scheme


	

	12/3/03
	Dictionary of Modern NZ Slang


	Slang definitions: eg “dob in”, “Bludger” 


	
	
	

	14/3/03
	http:www socialissues godzone net nzlpovm . htm
	“modern definition of poverty."
	
	”
	

	19/3/03
	NZ English Dictionary
	Historical refs:

‘scabs' and `ripping off the system'
	
	
	

	26/3/ 03
	Dominion 22 March 1990
	‘Dob in Welfare Cheats'
	
	
	

	26/3/ 03
	From Welfare State to Civil Society'

	
	
	‘trapped by circumstance’
	


Report - The Language of New Zealand's Social Welfare System

I choose to research the language associated with New Zealand’s social welfare system from its beginning until present day with all the various support benefits. I will look at the words/language used towards beneficiaries using the NZ welfare system from the working taxpayers’ viewpoint, the words used within the system, the pattern/changes of words associated with the system over the years and I will also look at the general tone of language used towards the welfare system. My hypothesis is that the words and terms put to welfare users from the non‑welfare users are more negative and condescending than positive. I also believe that the pattern of welfare terms and words over the years has probably remained the same, or become more negative due to media and political comment.

What words and terms are used to describe the people using the welfare system? What connotations are created?
The one word that sticks out when working taxpayers talk about people using the welfare system is `poor'. This is the state you must be in to be using the system, using the taxpayers’ money to survive. Mainly this is used in a more sympathetic and often belittling way such as `poor people', `dealing to the poor', `poorest of the poor'. This is a way workers can separate themselves from welfare users. The word `poor' describes the economic situation of a person or family. Jennifer Hand from Family Support said ‘If you are not able to participate in society you are poor, that's the modern definition of poverty.’ Phrases such as `poorest of the poor', or `the poor are always with us' are so commonly used I would consider them cliches, as many of the articles I read on welfare uses these phrases. Other highly used terms include `a single parent family dependent on the DPB'. ‘Dependent’ is the word that sticks out and is often used quite negatively. There are other stronger terms and words used when talking about welfare system users, mainly generalisations such as `solo mothers', `deserted wives', `unmarried mothers', `divorced mothers', `uneducated, unmarried and unemployed'. all of which are used as negative terms. The more negative words used in association with welfare users are `dole bludgers', `scabs' and `ripping off the system' which is all New Zealand slang, all originating from either Australia or England so are borrowed words. From my own experience with having friends or family using the benefit, and just listening to the way welfare users are talked of, words such as `bum', druggie', `scum' and `skunk' are very common. `Druggie' which means someone who is addicted to drugs has been shortened and had an `ie' added to it ‑ a strong trait of NZ language. All are extremely negative nouns, true New Zealand expressions, and harsher terms for `bludgers'. The word `dole bludger' is used the most frequently and has definitely become a NZ expression. This expression was borrowed from Australia but is now a well known expression here. The meaning of ‘bludger’ ‑taken from A Dictionary of Modern NZ Slang is ‘a person living on state benefit and regarded as a scrounging loafer.’ Other negative terms used towards welfare users are often insinuated by the media, such as articles stating ‘Dob in Welfare Cheats'. This is a very New Zealand expression and close to being an idiom.

What words and terms are used in association with the welfare system itself?

New Zealanders use acronyms extensively when talking about the welfare system and benefits offered from it. WINZ, DPB, CAB,DWI are some of the acronyms. WINZ is short for ‘Work and Income New Zealand’, DPB is short for ‘Domestic Purposes Benefit’ and CAB stands for the ‘Citizens Advice Bureau’ all of which have direct impact on New Zealand’s welfare system. The acronyms are used instead of the full meanings for ease when talking. 

The extra financial aid that can come with the DPB or other benefits is often referred to as `add‑ons' which are things like `food parcels'‑which is another word closely associated with the welfare system. When talking about the state of welfare housing from both inside and outside viewpoints there are mainly negative phrases. The housing supplied from welfare is called `state housing', which is housing owned by the Government and rented to users. The state of this housing ‑ which is often in blocks all in the same area, has been bought to media attention over the past few years, and has at times been labelled `the ghettos'. `Ghettos' is an Americanism, borrowed from what would usually be the slums, poor areas in a city or town. One reported from North and South described an area outside of Auckland as ‘a ghetto of decaying state houses and blocks of dingy flats.’ This creates a very depressing negative picture in my head. Politicians and campaigners seem to quickly jump to expressions like ‘ghettos’ or ‘below the poverty line’ when talking about suburbs, families or people who are extremely poor. This phrase is a metaphor as there is not an actual line, but it does refer to the income they earn which is below the lowest amount someone can successfully live on.

What patterns/changes can be seen from the language of the welfare system over the past 100 years? 

The social welfare system started in 1898 as an old age pension. This was not much money and was discriminating towards what was referred to as the `undeserving poor,' a euphemism for what would now be referred to as `scroungers' or `bludgers'. People who had drinking charges or any other crimes were not able to use this benefit. Women and Welfare Work 1893‑1993 stated that `drunk, dirty or immoral applicants were deemed undeserving'. Those excluded from Government support included unmarried mothers or fathers and those thought of as `morally disreputable. Next came provisions for widows, disabled minors and the blind between l911 to 1924. Those who were granted these benefits were known as `worthy poor' or `deserving poor'. The DPB was introduced in 1973 for `sole mothers' also known as `fallen women,' a snobbish belittling name for women with children who left their husbands, or whose husbands had left them. One phrase that I noticed has been mentioned when talking about the welfare users or the `poor' over all the stages of welfare (last 100 years and still used today) was `trapped by circumstance'. I think this is a euphemism as often it refers to various difficulties like unemployment, living in abusive families, bankruptcy, and crime.

The name of the system changed too. The early 90s saw the end of `The Department of Social Welfare' and was renamed into three groups, `The Ministry of Social Policy', `The Department of Child, Youth and Family Services' and the most commonly known ‘Work and Income New Zealand' better known as WINZ- an easy to say acronym. The term `The Department of Social Welfare' will soon become an obsolete as the new terms are more used. WINZ in particular is a very well known acronym and has become a NZ idiom. The splitting up and renaming the old department is aimed at ‘rebranding’ social welfare, aiming for a more positive and less intimidating image. 


What is the general tone of language associated with the welfare system?

I think the current general tone of language from an outside viewpoint on the social welfare system is negative. It is very political, since the welfare system is run by the Government and the tax payers are financially supporting those without work, for whatever reasons. Terms such as `bludgers', `ripping off the system', `uneducated, unmarried and unemployed' and other harsher terms such as `bums' or `skanks' are very negative about welfare users. I think the negative language revolving around the welfare system is highly influenced by the media, as many of my resources were from magazines or newspapers, with headlines like ‘Public Urged to Expose Bludgers’, or ‘Dob in Welfare Cheats'. which is using the slang term for someone who abuses the welfare system‑ `bludgers'. The cliches used towards those who are in financial difficulty such as `poorest of the poor', or `the poor are always with us', give a negative feel. Politicians speaking of the welfare system are often negative and also one sided, using expressions such as `welfare cheats'  and accusing them of being `thieves from the public purse,' a metaphor used to spark public action to `dob in' welfare cheats. 

The steps to change the image of welfare in recent years has had a positive effect on the language, such as the recent dividing and renaming of sections/departments in NZ Social Welfare, the work for the dole scheme, which does show you have to give something to get your money in return. This example using very straightforward language is easy to understand and sounds like a demand, so it would work for some people and not others. Using words like WINZ and other acronyms are less intimidating than stating the whole benefit, ones like IYB (Independent Youth Benefit) CDA (Child Disability Allowance) and UCB (Unsupported Child Benefit) all aimed at children or teenagers, who otherwise may not feel comfortable saying the full name. I think in years to come the Welfare System may be portrayed in a more positive light as the language will continue to change, as more terms and words with negative connotations become obsolete. 
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Exemplar B:
Excellence


The Language of the ‘Herbal Highs’ Debate


Research Questions:

1. What are some main language techniques used to describe ‘herbal highs’?

2. What effects do these techniques have on how ‘herbal highs’ are perceived
3. How do people with contrasting views use language to present their points of view?

Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	What are some main language techniques used to describe ‘herbal highs’?


	What effects do these techniques have on how ‘herbal highs’ are perceived?
	How do people with contrasting views use language to present their points of view?

	3/05/2005
	‘The Press’
	Jargon / scientific terminology – eg: "benzylpiperazine (BZP) and trifluorometiyphenylpiperazine (TFiYIPP)" or "lysergic acid diethylamide (LSD).”

Undeveloped comparisons – eg: "amphetamine-like substances" -

 see highlighted sections in article photocopies.
	
	

	6/5/2005
	‘The Press’
	Contrasting sentence lengths – eg:

‘The mainstream belief is that if it’s herbal, it can’t hurt you, right? Wrong.”
- see highlighted sections in article photocopy.
	
	

	23/5/2005
	‘Consumer’
	Hyperbole – eg: “an elevated mood with mental alertness and massive physical activity." 

Connotative language  – eg: "Blast, Shotgun, Frenzy, and Bliss.”

- see highlighted sections in article photocopies.
	
	

	23/5/2005
	‘The Press’
	Jargon – eg: “side effects of anxiety, panic attacks, racing heart rate, hallucinations, headache and vomiting.”

- see highlighted sections in article photocopy.
	
	

	26/5/2005
	‘Infusion’
	Euphemism – eg: "social tonic” - see highlighted sections in interview photocopy.
	
	

	3/06/2005, 15/06/2005
	‘Infusion’
	Hyperbole – eg: 

"futuristic research and technology" 

Connotative language – eg: "dedicated pharmacologists", "most superior formulas", "ideal social space" -  see highlighted sections in advertisement photocopies.
	
	


Report
 The Language of the ‘Herbal Highs’ Debate

Introduction

‘Herbal Highs’, or ‘party pills’, have sparked debates about many aspects of their use, ranging from support and endorsement to their legality and their safety. The debate has drawn in several groups, from medical professionals to parents and police, as well as ‘herbal highs’ supporters. I developed three research questions to examine how ‘herbal highs’ are presented in print media: What are some main language techniques used to describe ‘herbal highs’? What effects do these techniques have on how ‘herbal highs’ are perceived? How do people with contrasting views use language to present their points of view?

What are some main language techniques used to describe ‘herbal highs’?
One technique which stands out is the use of hyperbole. Examples of this technique are plentiful. The expressions used by promoters to describe the effects of the pills as "extreme euphonic pleasure" or "an elevated mood with mental alertness and massive physical activity" [from the magazine article `Party Poppers'] show how language is used freely to sell products. Both examples present the picture of a harmless but supposedly incredible experience of pleasure, good moods and energy, both mentally and physically. An advertisement in the dance music magazine `Infusion’ provides more examples of hyperbole, such as "futuristic research and technology" and "most superior formulas” used when describing the process of making the pills. The use of this technique in publications supporting ‘herbal highs’ attempts to present a similar harmless image.

It is not only supporters of ‘herbal highs’ that use language to exaggerate, as seen in  some news reporting. The expression “amphetamine-like substances" from ‘The Press’ article `Herbal Highs' Headache’ links ‘herbals’ to stronger, illegal substances without any further definition or explanation. This sort of undeveloped comparison can create the image that ‘party pill’ products are as powerful and dangerous as other illegal drugs that are generally regarded from legal and social perspectives as much ‘harder’ and more sinister.

Medical jargon and scientific terminology is also used by the news media in reporting on ‘herbal highs’. The use of medical jargon in the ‘The Press’ newspaper article, `Outrage Over Cut Price Highs': "...side effects of anxiety, panic attacks, racing heart rate, hallucinations, headache and vomiting” creates an expert feel. Terminology is used when describing chemical substances such as "benzylpiperazine (BZP) and trifluorometiyphenylpiperazine (TFiYIPP)" or "lysergic acid diethylamide (LSD)" [in ‘The Press’ article "Herbal Highs' Headache"]. As might be expected in a daily newspaper with a wide readership, as opposed to the niche marketed ‘Infusion’ magazine, the use of jargon and terminology aims to present an authoritative, informed tone. The intention could also be to strengthen a reader’s belief in the article’s main idea summed up by the sensationalised headline, ‘outrage over cut price highs’.

I found euphemisms in texts supporting the sale of ‘herbal highs,’ such as the use of the term "social tonic", from an interview [published in `Infusion' magazine] with Matt Bowden, one of the original developers of party pills. With an obvious interest in promoting the use and sale of ‘herbal highs’,  Bowden describes these pills as a "social tonic." Bowden’s euphemism plays up their acceptability, while ignoring the fact that the pills simulate the effects of much stronger drugs and are regarded by the police, the medical profession and other anti ‘herbal highs’ groups as  the cause of an increasing number of hospital emergency ward admittances. Another euphemism attempting to portray ‘herbal highs’ in a similarly social acceptable way is found in the expression "ideal social space,” appearing a few pages later in an advertisement published in `Infusion'. 


The most common example of euphemism I found is the use of the word "herbal" to imply a purely natural and healthy substance, when in fact the vast majority of its ingredients are synthetic products. This clever use of language does a good job of misleading consumers as to the risks involved with these `highs' by making them appear ‘natural’, more harmless and purely socially enhancing. Like the euphemism "herbal”, connotative language is used in naming products to present a range of particular product images. Specific ‘party pill’ names, as listed in the  article `Party Poppers', use connotative language in names such as "Blast, Shotgun, Frenzy, and Bliss." Take "bliss," a word associated with extreme pleasure, ironically being used to describe a potentially harmful chemical substance whose successful marketing apparently relies on misleading connotations. 

What effects do these techniques have on how ‘herbal highs’ are perceived?

Language techniques are being employed by those for and against ‘herbal highs’ to affect public perceptions. Reading over a range of texts on the topic can present a fairly confused view. Clever use of connotative language, like "futuristic research and technology" [from `Infusion'], suggests ‘cutting edge’, but also established and responsible scientific procedures. The party pill retail outlet name "Herbal Heaven", promotes a safe, fun and healthy image basically through the connotative euphemism "herbal.” In ‘the Press’, Emma Currie bluntly describes her frightening experiences with ‘herbal highs’: “the mainstream belief is that if it’s herbal, it can’t hurt you, right? Wrong.” The term ‘herbal’ is in such in common use that a lot of people are only aware of the subconscious healthy suggestions it carries and not the down side, which I believe affects public perceptions of ‘herbal highs.’ 

The confusion comes when a reader also finds the use of medical jargon such as "amphetamine‑like substances" in the newspaper article `Herbal Highs' Headache, implying that these pills are strong, ecstasy-like substances and therefore as dangerous as classified drugs. These contrasting views can be explained if we look at two sides of the ‘herbal highs’ debate.

How do people with contrasting views use language to present their points of view? 
Contrasting views are presented by those supporting ‘herbal highs’ and on the other hand, those opposed to their use either for ethical reasons like concerned parents or for medical reasons like emergency ward workers. These two sets of ‘for or against’ views are apparent in the initially confusing mix of language techniques.

Those who profit from the sale of such products employ a particular type of language in order to promote what is essentially a cattle parasite treatment. This safe, fun feel is created quite effectively by the use of hyperboles, euphemisms and connotative language with marketing  clearly in mind, as evident in expressions from the 'Infusion' advertisement such as "dedicated pharmacologists", "most superior formulas", "ideal social space" and "stunning physical and mental stimuli". The effectiveness of these techniques on the target market is clear from the number of ‘herbal highs’ outlets springing up to meet demand, but also in the increasing numbers of people being admitted to emergency wards unaware of the dangers of such "safe" products. Of course the negative effects are not the concern of those profiting so long as their desired product image is maintained.


‘Consumer’ magazine offers a different view in the ‘herbal highs’ debate. While supposedly presenting the issue objectively, I  feel the detailed use of medical jargon and undeveloped comparisons go some way to depicting ‘herbal highs’ in a more loaded way. Medical jargon, as found in descriptions of side effects found in the `Party Poppers’ article, like "insomnia, fever, vomiting and anxiety" or "range from mild (dehydration, heart palpitations, muscle aches, dilated pupils, teeth grinding) ...to severe (seizure, renal failure)" presents a negative view. Undeveloped comparisons present an impression that the products are far stronger than they are, by comparing them to harder drugs without mentioning the extent of their differences. An example of this is: "BZP has similar effects to MDMA (ecstasy) and metamphetamine (P)" [from the same source]. If this is true, the image presented by this comparison would be a significant cause for concern and would attract much more official attention to the issue. It is interesting to see that these supposedly `unbiased' reports are still guilty of influencing perceptions of the pills.

Conclusion

To sum up, these writings offer significantly different images of ‘herbal highs’. Some images of ‘herbal highs’ aim to diminish any negative effects of these substances while the other emphasises them. While we can see both sides of the debate, the use of language can cause confusion.  This is understandable when we realise that  the issue has been turned into a battle zone, a battle zone where not only is it very difficult to find neutral views, but also where language is one of the key weapons.
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Exemplar C:
Merit 
The Language of Wine in New Zealand


Research Questions:

1. What are the main linguistic processes that influenced the development of a wine ‘language’ in New Zealand?

2. What effects do wine terms create?

3. To what extent has New Zealand developed its own wine language?
Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	What are the main linguistic processes that have influenced the development of a wine ‘language’ in New Zealand?
	What effects do wine terms create?
	To what extent has New Zealand developed its own wine language?

	17 3 03
	http://arthuravenuebronx.com/languageofwine.htm
	Range of borrowings from French 

Eg sec

Shifts in meaning 

Eg “chewy, complex”
	
	

	17.3.03
	Taste of the Earth
	Background to wine industry in NZ

Shifts in meaning 

Eg “elegant, texture” 


	
	

	20.3.03
	Australia and New Zealand Wine Companion
	Terms and meanings showing shifts

Eg “complex”
	
	

	24.3.03
	The Wine Guide of New Zealand
	Wine descriptions using borrowings

Eg “barrique”
	
	

	25.3.03
	http://users.skynet.be/winelabelsworld
	Wine labelling and types

Eg “sauvignon blanc”
	
	

	27.3.03
	New Zealand Wine
	Wine descriptions showing shifts in meaning

Eg “bold”
	
	

	27 3.03
	Ben Glover 
	Words used by wine makers with shifts in meaning

Eg

“Strength, structure”
	
	


Report
 The Language of Wine in New Zealand
Wine making has a long and diverse history.  From its humble beginnings, it has grown into a whole culture diverse in its own traditions and language.  Around the world, this culture has spread and in doing so it has changed.  Each culture and language has contributed something into it, creating something that is wholly unique.  As New Zealand has recently developed a diverse viticulture industry, we too have our own unique way of talking about wine.  We borrow, change, manipulate and the product of this is a language of wine that New Zealand can call its own.  There are a number of different ways, that over the years, have led to the development of our unique wine language.  We have borrowed words from other languages and changed words from their original meaning and context.   Throughout the history of wine in New Zealand the language has been changing, forming what we today can call a distinctive New Zealand language of wine.

My report is structured around key questions. 1 What are the main linguistic processes that have influenced the development of a wine language in New Zealand?  2  What effects do wine terms create? [I have answered this question throughout my report]  3.  To what extent has New Zealand developed its own wine language?

Main Linguistic Processes:

Borrowings

The most obvious linguistic process is borrowing.  Borrowing is when one language takes a word from another language and incorporates it into its everyday vocabulary.  New Zealanders have borrowed a large number of words from different languages, including a number used to describe wine.  Peter Gnasher uses the word ‘barrique’ [meaning a fermentation barrel] in his Wine Guide of New Zealand but it is a word commonly used by those in the wine making industry.  This is a French word and we have borrowed several other French words associated with the process of wine making.  The words  ‘brut’ and ‘sec’ are two common examples which appear on bottles of wine made using ‘methode champenoise’   [another French borrowing]  These words are probably used for two reasons.  The first being that they give shades of meaning not adequately given by English words.  For example ‘brut’ and ‘sec’ could both be translated as dry but ‘brut’ is drier than ‘sec’ and also has connotations of naturalness.  The second reason why French words are commonly used lies in the fact that France is regarded as the home of wine making  and using their language connects the wine to the traditions and  history of  wine making in that region.  Wine makers outside of Champagne are not allowed to refer to wine as champagne but by describing it as made using the ‘methode champenoise’ wine makers are linking their product to this famous wine.  While some of these words are more commonly used by people in the wine industry some are becoming increasingly familiar to social wine drinkers.

 Shifts in meaning

Another common way that the wine industry has used to create a unique wine language is by shifting the meaning of words in common use.  In my interview with Ben Glover he used nouns like ‘depth’, ‘texture’, ‘weight’, and ‘structure’ which have all undergone this sort of shift.  ‘Texture’ is generally a word we associate with the sense of touch not taste.  In the wine industry it refers not to the taste or flavour of a wine but to its underlying ‘strength’.    A wine with good ‘texture’ will have good fruit flavour and the X factor.  ‘Depth’ today is used to describe how the wine feels in the mouth, whether it is a wine with full flavours at many levels or not.  There are several adjectives used by wine writers over the last twenty years which have also undergone a shift in meaning.  Some common examples are ‘complex’, ‘bold’, ‘elegant’ and ‘chewy’.  ‘Complex’ has changed in its meaning and its context to mean today that the wine has a great many layers of flavours while maintaining a perfect balance. ‘Chewy’ is often used to describe wines with good ‘texture’ as they are rolled across the palate. 

Words are sometimes given a new metaphorical meaning   A wine described as a ‘doughnut’ is one that has no fruit weight in the mid-palate.  Wines with a ‘forest floor’ flavour are those that have suggestions of wild berries and herbs. 

These shifts in meaning arise out of the need to describe the tastes associated with a reasonably new industry in New Zealand.  By taking familiar words and giving them an altered meaning it makes it easier for people to make comparisons and link the experience with familiar things.  While many of these words are more familiar to those in the wine industry they are becoming more common as people attend wine clubs and read specialist publications and features.  It is not uncommon to hear a lay person describe a full-bodied wine as ‘bold’  

To what extent has New Zealand developed its own wine language?

The local wine industry has not really coined new words to describe its wines.  The language of wine is largely international which is to be expected as we drink wines from all over the world and many of the people associated with the industry in this country are from overseas or have trained overseas.  However, New Zealand wines have distinctive flavours and this is reflected in the words we use to describe them, so in  one sense we have developed our own wine ‘language’.  Our wines are more ‘fruit driven’ [Glover] than European wines and we use more words associated with fruit to describe them.  Words like ‘gooseberry’ and ‘citrus’ are often linked to our famous sauvignon blanc while our reds are compared to cherries, plums and strawberries.  Other words connected with nature, like ‘grassy’, ‘tropical’ and ‘green’, are also commonly used in wine articles and publications.  These are used as a way of showing the uniqueness of our wines and also they link in with the image of New Zealand as a clean, green unpolluted country.  This increases the interest in our wines internationally. New Zealanders also find it easy to make comparisons with fruits that they are familiar with and will compare the look and taste of wine to these fruits.

Conclusion

The language of the wine industry of New Zealand has some distinctive characteristics.  It is comparatively young in this country but by borrowing from other languages, especially French, we have connected our wines with the traditions and stories of several hundred years.  Many of the words used in the wine world are common words that have undergone a shift in meaning and this give a familiarity for the lay person who does not have a knowledge of the jargon associated with wine making.  Where New Zealand does differ from European countries is in the frequent use of ‘fruity’ and ‘natural’ words.  This is caused by the difference in the flavours and by the need to make our wine distinctive on the international market.  We are becoming more sophisticated wine drinkers and our language is slowly changing to reflect this. 
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Exemplar D:
Merit 
The Language of Road Safety


Research Questions:

1. What language techniques are used? What effects do they have on motorists?

2. How does the language used reinforce the visual messages?

3. What is the overall impact  and effect of the language used in road safety campaigns?
Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	What language techniques are used? What effects do they have?
	How does the language used reinforce the visual messages?
	What is the overall impact and effect of the language used in road safety campaigns?

	6/04/2005
	‘NZ Herald’
	Connotative language  – see highlighted sections in print out [local news article].


	
	

	30/03/2005; 7/04/2005; 30/05/2005
	‘The Press’: 29 March, 5 April, 28 May
	Contrast, hyperbole, emotive language, onomatopoeia – see highlighted sections in photocopies.

[local news / national news articles; feature article].
	
	

	17 5 2005
	Harry Duynhoven. `Launch of Road safety Trust campaign' speech
	Personal pronouns –see highlighted sections in speech notes.
	
	

	31/5/2005
	Land Transport Safety Authority: advertisements 
	Imperatives, pronouns, images used – see highlighted sections. Eg: ‘Kill your speed’; ‘Kill speed’; ‘They drink, they drive, we die.”


	
	

	1/06/2005
	Christchurch Alcohol Action Project: advertisement
	Imperatives, images used – see highlighted sections. ‘Leave home without it.’
	
	

	1/04/2005 - 2/06/2005
	Land Transport Safety Authority: roadside billboards, State Highway 75
	Imperatives, language, images used – see highlighted sections of photo print outs. Eg: Slow down;’ ‘Don’t drink and drive;’ ‘Drink drive’.
	
	


Report
 The Language of Road Safety


The language of road safety is all around us in the form of roadside billboards, posters, on TV and radio, in magazines and newspapers and on the internet. The aim of this language is to make people more aware and educate them about the dangers involved in driving. I believe that many of the techniques are designed to shock people into thinking about their driving habits. I will research the language techniques used and the effects these have on road users. I will also examine how the language used reinforces the visual messages of road safety billboards and other advertising. For my last research question, I will investigate the overall impact of the language used.

What language techniques are used?

What effects do they have on motorists?

Onomatopoeia is one of the techniques used in road safety advertising. This is the use of words that sound like the action they describe. “Crash”  and “smash’ are commonly used examples. I noticed that “smash” was used instead of  a word like “accident” – eg: “His family had been devasted by the smash” [‘The Press’ 5/04/2005]. Through the use of onomatopoeia, a reader can visualise the dramatic effect of this action. The words “a fatal smash” have a much bigger impact on a reader than a fatal accident” because they describe the tragic results [“fatal”], the violent movement and the sound made [“smash”]. This creates a harsher more vivid impression in the reader’s mind.

Another language technique used is connotation, where words and phrases have an association with other messages. An example is the use of the word “black”- eg: “accident black spot…” [‘NZ Herald’ 6/04/2005]. The connotations of the word “black” are usually associated with death and evil. When used in an article, it brings to mind fatal accidents and the associated grief, funerals and mourning. The effects of that one word- “black” - creates a series of links in the reader’s mind. When they read that New Zealand was “suffering its blackest Easter on the roads for 10 years”, it brings to mind death and grief. It is used to associate speeding and reckless driving with death and destruction. The use of expressions like “black”, “blackest”, and “black spots” reinforces the ‘evils of speeding’ message that the police are also trying to get across in their safety campaigns and that I will discuss later in this report.

Hyperbole is also used. By deliberately exaggerating certain points, it makes them bigger or more important in the reader’s mind. For example, “a flood of tears”  [‘The Press’ 27/05/2005] is an exaggeration used to express the enormous impact of car accidents. “Motor mayhem” [‘The Press’ 27/05/2005] is used to describe the driving of boy racers and to give the impression that they are everywhere and cause constant major disruption. Exaggeration of some situations can make the reader feel that something is a major issue that needs to be addressed. 

Contrast is another technique used in writing about road safety. A good example is the contrast between the wedding and the funeral of a crash victim used an feature article in ‘The Press’ [28/05/2005] “her father’s dream of walking his only daughter down the aisle has been totally shattered. Instead, he had to carry her down the aisle in a coffin.” These are two scenes that most people would instantly recognise: one of joy and the other filled with grief and sadness. By using this “wedding / funeral” contrast, the writer illustrates the harsh reality of the impact of car accidents on others.  It shows the reader how quickly dreams can be changed to nightmares to reinforce the consequences of reckless driving.

Personal pronouns  are a  technique I found in a speech by MP Harry Duynhoven [www.beehive.govt.nz] about road safety: “I’m sure that like most of us, there have been times when we have approached road works and  thought, ‘oh no, more delays’ and felt frustrated…” “… but if we work hard to make roadworks safer by improving our driving behaviour, then I am sure the horrifying statistics will reduce.” By using “we”, “us” and “our” in his speech, Harry Duynhoven makes his audience feel as though they are part of his campaign. Expressions like “If  we work hard…” gives the reader a feeling of personal responsibility for the problem and makes them feel like everyone is working towards a common goal. Another example of personal pronoun use to create a different effect is from the drink-drive advertisement: “They drink, they drive, we die.” [Land Transport Safety Authority]. “They” is used to depersonalise and distance the people that drink and drive, “we” is used to give the reader the feeling that the consequence affects them and their lives. “They drink, they drive…” makes drink drivers seem like a separate, detached group that the reader does not want to belong to.

Imperatives are a commonly used technique in road safety billboards and advertisements. Examples I found included: “Slow down” and “Don’t drink and drive” [road side billboards]. Other examples included “Kill your speed” [Police campaign] and “Kill speed” [LTSA]. Imperatives grab a reader’s attention because they are bold and ‘definite.’ People are more liikely to obey a strong command that half hearted advice like “we think it might be better if you didn’t drink and drive.” Imperatives are good at persuading people to slowing down and not drinking before driving.

How does the language used reinforce the visual messages?

Newspaper articles use different techniques from roadside billboards and both have vastly different visual messages. I found that articles included facts and statistics – eg: “The highest Easter road toll since 1995 when nine people died on the country’s roads”. These facts were accompanied by  photos of car crashes and accident victims [‘The Press’ 29/03/2005]. Photos of accidents cause an instant reaction of horror in the reader. It also provides harsh evidence to back up the news article’s statistics and  reports on the dangers of reckless driving.

On the other hand, posters and billboards use simple slogans and short statements to enforce clear visual messages. The LTSA  posters use two separate photos to enforce the written message of “They drink, they drive.” By using two strictly separate scenes, the idea of drink drivers being a  detached, unpleasant group that the reader does not want to be part of is enforced. “We die” links to the background picture of ordinary, innocent people.  A range of  people have been used in this image and the reader could easily imagine themselves as one of them. This helps to reinforce that the reader should be in the “we” group, fighting against evil drink drivers.

In the ‘Kill speed’ poster, the imperative is strongly enforced by the image. A speed sign of 120 has been used, symbolising a broken speed limit. The red paint has been replaced by blood emphasising the idea of speed as a killer. The colours, symbols and language used link together to  create a shock reaction in the reader’s mind. The connotations of  the red linking to blood, emotions and danger, while the black numbers and lettering link to death and grief. The same technique is used with the ‘Drink drive’ billlboard, where heavy black lettering is used for the letters ‘d’, ‘i’ and ‘e’ in ‘drive’. The driver then reads’ drink die’ with the heavy black letters also linking to death reinforcing the consequences of drinking then driving.

The CAAP poster uses a car key  and the shadow of a cross to communicate the dangers of drink driving. The words “ leave home without it” tell people to leave their car at home if they are planning to drink which is reinforced by the words in smaller print.  The combination of  the car key and the cross together with the words “ leave home without it” could have a second meaning, that “it” is not just the key you are leaving at home but also death, which is a real possibility if you drink and drive.

What is the overall impact and effect of the language used in road safety campaigns?

Onomatopoeia, contrast and imperative are used to give the writing a harsh, unforgiving tone. Words like “smash” are used to emphasise the impact of accidents. They are particularly effective in newspaper articles to give the reader a sense of movement and ‘being there.’ By creating this effect, the reader can visualise the tragic consequences of accidents which in turn manipulates them into thinking more carefully abouut issues like speeding and drink driving.

Both contrast and imperatives are used to shock the reader and cause an immediate reaction. ‘Kill speed’ is an example of this. It is a stark statement that grabs the reader’s attention and combined with the strong image, it demands respect and obedience. It therefore manipulates the reader into slowing down ad driving carefully, the aim the road safety campaigns hope to achieve.

I found that connotation is more subtle but just as effective. While not as harsh or as vivid as other techniques, it hinted at ideas connected with speeding and drink driving. ‘Black’ and ‘blackest’ are common examples reminding the reader of the dangers and potential fatalities involved with driving. It is a clever way to subconsciously manipulate the reader’s thoughts to create a sinister feeling about speeding.

Conclusion

The language surrounding road safety is interesting because it covers a wide variety of writing, from newspaper articles about accidents to advertisements against speeding. I thought the different techniiques used for different purposes is also interesting, like onomatopoeia to make the writing sound harsh to connotations to link to other ideas. All techniques are used to manipulate the reader in some way: slowing down  and not drinking; feeling sympathy for accident victims  and anger towards reckless drivers. Most of all the language is used to make people think carefully about their actions on the road and what consequences these could have.
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Exemplar E:
Achievement


The Language of New Zealand Place Names


Research Questions:

1. What is the history behind Maori and English place names used?

2. What patterns emerge regarding place name development?

3. What linguistic processes have brought these names into our language?
Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	What is the history behind Maori and English place names used?
	What patterns emerge regarding place name development?
	What linguistic processes have brought these names into our language?

	10 3 03
	AA NZ Road Atlas
	Range of Maori and English place names: eg Motueka, Kaiteriteri; 

Trafalgar St, Nelson
	From Maori settlers

From Britain/ colonisation
	Borrowings

Historic namings

Renamings

	12.3.03
	Reed Dictionary 
	
	How names have been replaced over time.


	Corruption of pronunciations

Shortenings

	20.3.03
	http://voodoo.oz/victory/trafalgar.html



	
	Lord Nelson, Battle of Trafalgar


	

	20.3.03
	http://www.NZplacenames.co.nz



	Range of Maori and English place names: eg Rotoiti, Tahunanui, Jackson


	
	

	24.3.03
	Shell Guide to NZ
	Range of Maori and English place names: eg Waikawa, Stoke


	
	

	24.3.03
	Encyclopedia of World Events
	
	Lord Nelson, Battle of Trafalgar, James Cook


	


Report

The Language of New Zealand Place Names
Introduction

The objective for my research is to look at a sample of local names in the Nelson area to see if patterns in place name development and use emerge. I have grouped my report under two headings, early Maori and European influences and modern usages of place names.  I believe I will find a mixture of Maori borrowing and English words that have been used for historic reasons. I also believe I will find some interesting adaptations to some of the words that I have used such as shortening of Maori names, historic namings and obsolescence. I have chosen the sample of Maori and English place names because they are among well known words to the local people.

Early Maori and European influences

When the European settlers arrived in Nelson there was quite a large presence of Maori tribes. Maori had already named many places that translated into English have very logical meanings. For example our beach name Tahunanui means a large sandbank. Waikawa means “bitter water”, no doubt describing the Maori’s perception of the place. Many Maori names remained and outlived attempts by the English settlers to rename them, such as Waikawa Bay outliving its renaming as Mutton Bay.  Many European names stuck  though as the English settlers began naming many other places around Nelson after well known English people and places. Nelson was named after Admiral Lord Horatio Viscount Nelson. He led England's fleet of ships into battle against Napoleon Franco/Spanish fleet. Although Lord Nelson led England to a victory, he lost his own life when shot by an enemy marksman. This battle that he won was the Battle of Trafalgar, which is the name given to Nelson's main street. Stoke and Richmond, a suburb and township both close to Nelson city, are named after English places. 


In addition to well known historic events and people contributing to Nelson's present place names, the Nelson area has plenty of naming links to places in Great Britain. This sort of naming by early settlers followed a very similar pattern to other regions in New Zealand, where the names of places and streets showed a clear link to the settlers’ home country. Perhaps this was a way of dealing with home sickness and loneliness. At least in name only , the settlers could feel they had some sort of a link to ‘Mother England.’


There is a Dutch influence too in names in the region through the Dutch explorer, Abel Tasman. Tasman sailed into Nelson where he had a skirmish with a Maori tribe resulting in four lost men from his crew. When the English settlers arrived they named that area Tasman Bay and also a park close by is named Abel Tasman National Park. In this case, a person who has made a significant historical contribution to the area has been recognised. The naming of Jackson’s Bay follows a similar pattern, being named after Captain Jackson, an early whaling captain in the area. Captain James Cook the British explorer has also left a similar legacy in the region, with Cook Strait and Endeavour Inlet, which was named after his ship.

Modern usages of place names

New Zealanders do some very interesting things with their place names, which reflect some interesting patterns of usage. We shorten many Maori place names, especially those with repeated syllables such as Kaiteriteri to ‘Kaiteri’. Places like Motueka and Tahunanui become ‘Mot’ and ‘Tahuna’. I believe this occurs because of familiarity and a sense of ownership of these places. This could also be a reflection of a corrupted pronunciation of Motueka where the 'u' is fully pronounced as the 'o' vowel and is shortened so we say ‘Mott’. This shortening also provides a quick easy way of saying Motueka. It follows a similar and common pattern where longer Maori names in many parts of the country have been shortened. This form of verbal shorthand can be to say the name quickly. It can also be said that such shortenings or corruptions are used by lazy European speakers who cannot be bothered pronouncing the longer place names properly.

Another pattern I discovered was the use of words that have become obsolete in everyday use have remained as part of our place name development. Brook Valley (in England a brook is stream but the term is not use here) and The Wood are such names. Another usage that of the definite article 'the', again probably because of the sense of local ownership and familiarity. The Lake means Lake Rotoiti to all Nelsonians. The Brook means the Brook Valley just as The Mount in Tauranga means Mt Maunganui.

Conclusion

I have discovered that there are identifiable patterns used within the Nelson area for place name development and usage. I have found Maori place names that have been shortened for familiarity and ownership reasons. They have also been shortened because of corrupted pronunciation or even with words that have repeated syllables. The other way of shortening that we have used is by using the definite article. We have used this with both Maori place names and also English obsolete place names. I have also discovered that many English names have been given for historic reasons and to create links with their old country. The most well known names given to areas in and around Nelson come from the English Admiral, Lord Nelson who fought in the Battle of Trafalgar. There are many more Maori or English names within the Nelson region in addition to the ones mentioned in my report. It is understandable that Maori and English names have had a major influence on the naming of places in the Nelson region being either the indigenous people already living here, or the first major European settlers. 
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Exemplar F:
Achievement


The Language of the ‘Make Poverty History’ Campaign


Research Questions:

1. How does the advertising of the 1985 Live Aid concert differ in language techniques from the 2005 Live8 concert?
2. What language features are used to cause emotive reactions?
3. To what extent does the campaign make people feel as if they can make a difference?

Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	How does the advertising of the 1985 Live Aid concert differ in language techniques from the 2005 Live8 concert?
	What language features are used to cause emotive reactions?
	To what extent does the campaign make people feel as if they can make a difference?

	26/07/2005
	www.makepovertyhistory.org.nz
	"join now" and "buy a white band”


	
	

	26/07/2005
	www.makepovertyhistory.org.nz  Evening Standard article
	"Live8 txting is going gr8":


	
	

	26/07/2005
	www.makepovertyhistory.org.nz
	“Our silence is no longer an option”

	"Every single day, 30,000 children are dying as a result of extreme poverty"(
	

	27/07/2005
	‘www.galenet.gale group.com/servlet/history
	History of Live Aid - see highlighted sections in print out.


	
	

	28/07/2005
	The Times, July 11th, 23rd 1985
	"global juke‑box"

“pop concert”

	
	

	1/08/2005
	http://newssearch.bbc.uk/onthisday/hi/dates/stories/july/13
	“Don’t go to the pub tonight. Stay in and give us your money.”
	
	

	3/08/2005
	www.makepovertyhistory.org.nz
	
	
	"There are four things YOU can do right now...”

	4/08/2005
	www.adtechblog.com/archives
	
	"Our emotions drive our decision making”
	

	9/08//2005
	www.makepovertyhistory.org. Herald Sun world page
	“live8 extravaganza”


	
	


Report
 The Language of the ‘Make Poverty History’ Campaign


I researched the language used to promote "Make Poverty History", an informative campaign aimed at trying to persuade an audience to support a movement to stop poverty. My research looks at two concerts (Live Aid and Live8) each twenty years apart, and the differences in language techniques that each of the concerts’ advertising used. I found that both of the concerts used colloquialisms suitable to their era as well as neologisms influenced by technology, such as mobile phones. One of the major techniques used in both of the advertising periods was emotive language. This technique is used by both eras because it is very effective in gaining public support. I used these three questions to focus my research: "How do the language techniques of the 1985 Live Aid concert differ in from the 2005 Live8 concert?" "What language features are used to cause emotive reactions?" and "To what extent does the campaign make people feel like they can make a difference?"

How does the advertising of the 1985 Live Aid concert differ in language techniques from the 2005 Live8 concert?

Many aspects of the twin concerts are quite similar in advertising techniques. Both shows used a lot of imperatives in advertising to get people's attention to come along. For example on the Live8/Make Poverty History website (1), "If this is your first visit to the site these are the three things you should do ‑ join us now, get a white band, and click here to find out more." The purpose of this advertising technique is to add urgency to the message given, so that the audience will take action, and in this case "join now" and "buy a white band" to show your support. When comparing this advertising technique to the 1985 Live Aid concert 20 years ago, the usage of imperatives was still a prominent technique used. In a BBC news article (2) Bob Geldolf reminded viewers of the motive for the occasion "don't go to the pub tonight. Please stay in and give us your money." The usage of this imperative technique leads me to believe that it is a useful feature to gaining support towards this advertising campaign. As the statement is urgent, it captures the audience's attention making them take action. This means that more people join and support the campaign.

The two campaigns also had similarities with the emotive language used. This technique was used in both of the campaigns’ advertising to make the audience feel sympathy towards the under‑privileged poverty‑struck individuals. At the Live Aid concert in 1985, these words appeared on the screen: "With blank face and infinite care born of exhaustion, she unwraps one swollen leg and then the other from among the rags she is lying in and pushes herself up. She sways under the weight of her distended belly. It's not clear where she is going or why, but the world watches, stunned for a moment into a silence of grief and guilt. And then the tears flow, and the money" (3). This quote is using large amounts of highly emotive vocabulary to convince the audience to give money to a good cause. 

Although these two concerts do have some differences between the language techniques used in their advertising. I found when researching the Live8 concert

1= www.makepovertyhistory.org
2=BBC news article‑ http://newssearch.bbc.uk 

3= www.makepovertyhistory.org 

that in the advertising they had used a lot more colloquialisms and neologisms related to today. For example on the `Make Poverty History' official website (4) many of the words were abbreviated into "text slang" e.g. "Live8 txting is going gr8" said one heading of a newspaper article in the ‘Evening Standard’. By using neologisms and colloquialisms, it establishes a friendly relationship with the reader because the language used is more easy and informal. This also ties in with the new generation of cell phone users which weren't common back in 1985 when the Live Aid concert happened. The language used has advanced just as technology has and English has adopted the laid back abbreviated approach to words in many circumstances as shown in the above example. 


Using “text slang”  targets teenagers so that they will become a part of helping to make poverty history. When the neologisms and colloquialisms of the 2005 concert are compared to 20 years ago, there are many words used relevant to that era. For example the Live Aid concert was often referred to as a "pop concert" (5) and the event being like a "global juke‑box" (6), which are both phrases that aren't frequently used these days. Today these words are replaced with other words that are current to today's era. For example the “text slang”  in a recent article in the Herald Sun is the phrase "live8 extravaganza" (7). 


What language features are used to cause emotive reactions?

The `Make Poverty History' campaign has emotive language in their advertising to make the audience feel sympathy for those subjected to poverty. Advertising on the official `Make Poverty History' website for the recent 2005 Live8 concert shows some of the frequently used emotive language. "Every single day, 30,000 children are dying as a result of extreme poverty"(8). By using this language it is again creating a relationship with the reader, as descriptive words cause emotive feelings within people. As Max Lenderman states on his website, "Our emotions drive our decision making"(9). So by providing emotive language in the advertising for an event, along with the visual images, it is making the public sympathise and make a decision to help because they feel bad for the people who live in such extreme poverty. By helping out, the audience then feels good about themselves for having done their part for helping someone in need. This is a sneaky but effective way to capture an audience and sell or promote a product.

To what extent does the campaign make people feel as if they can make a difference?

This campaign `Make Poverty History' has many ways, such as the use of personal pronouns, which make the audience feel as if they can make a difference. The campaign advertising uses language techniques such as personal pronouns to involve the audience in an advertising ploy to get the audience on side and agreeing to their statements and ideas. In an article from the official `Make Poverty History' website, a paragraph is finished with the sentence "Our silence is no longer an option"(10). This shows how the advertiser has included everyone by using the word `our', to make them feel a part of the campaign.

4= www.makepovertyhistory.org (Evening Standard article) 

5= The Times Tuesday July 23rd 1985 issue 62191 

6= The Times, Thursday July 11th 1985 issue 62187 

7= www.makepovertyhistory.org. Herald Sun world page, Michael Warner 04 July 2005  

8= www.makepovertyhistory.org 

9= Max Lenderman, Max. www.adtechblog.com/archives 

10= www.makepovertyhistory.org
Other personal pronouns are also used in the advertising for the `Make Poverty History' campaign. "There are four things YOU can do right now..."(11) also has a personal pronoun. This also creates a relationship with the reader but is working on a different emotion. Using a second person pronoun `you' creates a more directed approach, pointing the finger "you do this!". It separates a person away from the group making it become more of an individual thing to help do their part. Gaining the audience’s attention by personally targeting them as a person eg: `you', or as a group eg: `our or we', can get an audience to take some action.

Conclusion

The "Make Poverty History" campaign uses a range of language techniques to persuade an audience to support the campaign. These subtle techniques mostly go unrealised by the public, as we are an easy audience to be influenced by their advertising. Although, in this case I believe that this is a worthy campaign to support. So go out there, purchase your white band and show your support to the "Make Poverty History" campaign!

ll= www.makepovertyhistory.org.nz 
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Exemplar G:
Not achieved
The Language of Rugby


Research Questions:

1. What rugby terms have we changed in New Zealand that the British still use?

2. How does rugby union affect our everyday language?

3. How does the media use rugby terms?
Data Chart:

	Date
	Source
	Research questions
	
	

	
	
	What rugby terms have we changed in New Zealand that the British still use?
	How does rugby union affect our everyday language?
	How does the media use rugby terms?

	25 3 03
	Rugby Weekly
	
	
	Names of NZ Super 12 teams



	27.3.03
	Reed Collins Dictionary 
	Scrum half, fly half, internationals, tests, half back, first five eighths


	
	

	1.4.3.03
	http://rugby.com.html
	
	Left field, doing the hard yards


	

	2.4.3.03
	Dominion



	
	
	Counterattacking, humbling




Report
The Language of Rugby
My research objective was to look at Rugby Union and how it has affected our language as New Zealanders. I also looked at how our rugby vocabulary has grown over the years compared with the British vocabulary, I studied articles and came across the difference in our language that is used and that of the English. New Zealanders use war terms and threatening talk unlike the British who were more relaxed and calm while taking about their successes and defeats.

What rugby terms have we changed in New Zealand that the British still use?

New Zealand is developing into more of an independent country and we are developing our own vocabulary for those words that the British gave us. Positions such as 'scrum half’ and 'fly half’ are still used in England but as New Zealanders we have developed our own words over the years. Now to us a scrum half' is a 'half back' and a 'fly half is a 'first‑five eighth.' This is a neologism we have replaced these words yet the old words are still common around the world.

Other examples of neologisms are ‘studs’ and ‘internationals’. In New Zealand 'studs' are small earrings or small metal decorations so the meaning of studs has changed and we have replaced the rugby term with the word 'sprigs’ 'Internationals' in New Zealand are competitions between different countries but to the English these are the same as our 'test matches' and are played within the country.

This just shows how quickly our language is developing and becoming more our own. We are drifting from our European back ground and our Maori culture is becoming more prominent and respected. These words are being used today and many people in New Zealand would not known some of the British terms but will be very familiar with the more recent terminology even though they are not rugby fans.

How does rugby union affect our everyday language?

Some phrases have changed from being meant as inspirational talk to being a part of our everyday English. You don't have to be a rugby head to understand what people are talking about as is used to often in our language. 'Doing the hard yards' came from rugby and is now used when we are talking about working hard, putting in the full effort.

'What times kick off?' This has developed from the start of a rugby match to now where it is meant as the start or beginning of anything from a sports game to a board meeting.

'From left field', in rugby this is meant as a kick or pass from the left hand side of the field but now we use this to describe a random action or comment that is not expected. More and more expressions and phrases are becoming a part of our everyday vocabulary and nearly every New Zealander would understand what you were talking about if you used one of these expressions.

How does the media use rugby terms?

The media uses words to create an impression and this is clear in many New Zealand articles. The way New Zealand media and British media talk about their Rugby Union games, successes and defeats is very different. New Zealand media use a very aggressive choice of vocabulary and use a lot of threatening war terms unlike the British who are more laid back and relaxed about their efforts. Words used in 2 articles that I worked with, one of which is New Zealand and one of which is English:

New Zealand
British 

Dominate
Boosted

Crushing
Beat

Defending
Brightening a day

Thrashing

Counter‑Attacking

Snaring

Humbling

The English talk about how that didn't expect to win and how it boosts their confidence and brightens their day to have had such a great game. New Zealanders talk about how they dominated the game and thrashed the opposition in an expected win against the old title holders. This violent, abusive, self confident attitude we as New Zealanders use not only in our articles but in our everyday language. This is brought into our language from the rugby scene that so many of us are so familiar with. The names of our teams are also violent intimidating names:

New Zealand team names:

· Hurricanes

· Highlanders

· Crusaders

· Blues

· Chiefs

Conclusion

Unlike other countries who use animal names and things, our language is developing and leaving our European background behind in many aspects. Rugby is a very big part of our culture and is beginning to be apart of every New Zealanders everyday life whether we like it or not. Our language is becoming more localised as the years go on. Even though aggressive language and terms is used in our articles and team names, we have a very prestigious name for rugby and our country is becoming more well known throughout the world.
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Exemplar H:
Not Achieved


The Language of Car and Real Estate Advertising


Research Questions:

1. To what extent do the advertisers exaggerate to sell a house or a car?
2. What effects do the language techniques create and what language patterns are used?

Sources:
Report
The Language of Car and Real Estate Advertising
Introduction
Advertising. It's amazing to see how people could come out with fantastic words describing things or even properties just to earn a living. The first time I looked into a Realtor book (a book that advertises for houses) I was fascinated with the way they are able to describe a piece of property making it sound as if it is so exclusive and priceless. Words can be used to describe realistically or to mislead and this is found in advertising. It is fascinating how words can be used to describe a piece of property making it so convincing that without even looking at the property people are able to get excited. For example my own mother get so excited and even makes time to look at the property even though she does not need it.

I decided to do my research on "The Language of Advertising for Real Estate and Cars". This was because of my personal encounter with advertising. The questions I decided to research on: l.) To what extent do the advertisers exaggerate to sell a house or a car? 2.) What effects do the language techniques create and what language patterns are used?

1. To what extent do the advertisers exaggerate to sell a house or a car?

Every time you open a magazine or a paper without fail you would come across advertising. Exaggeration is a common language used by the advertisers. In today’s life, more and more exaggeration is used in order to sell something just to make a huge income. It is always said that for money people are able to describe things that are so horrible, making it sound so beautiful. When I compared the advertising done for a house to the advertising for a car, it's amazing how similar it is.

Take for example this piece of advertising, which was published in the Realtor book "recipe for a happy family." Exaggeration is used to make it sound that the house has sweetness in it. How sure are you that the house is not haunted? Then comes the description of the house: "Happy living starts here in this charming easy to live in contemporary brick home. Wonderful family home of four double bedroom, two bathroom and formal lounge. Family size living and dining flow out to BBQ and entertaining area." Wow! It was amazing how even the description of the house is made to sound so perfect. "Situated in top estate where each home reflects a pride of ownership and capital growth is assured. A first offering that will sell fast ‑ don't delay". The first time I read this piece of article, the first thing that struck my eyes what the "recipe for a happy family." The use of metaphor (the transference of the name or descriptive term of one object to a different object) which was included in the exaggeration. Basically it is trying to say if you buy this house, the house will ensure you that you would have a happy family. This is really shocking but people who are eager and desperate to buy a house especially young couples would get excited by this advertising because it is giving them what they really desire. For a car, I choose the BMW 5 series advertising. It states, "Arrive smiling". The exaggeration is used to show as if the car is smiling when it arrives to its destination and also the person driving it would be driving comfortable and with style.


2. What effects do the language techniques create and what language patterns are used?
There many ways in which words are used to have an effect. These language terms, which are used in advertising, do have an effect, which creates a whole lot of difference. It is done purposely to create an atmosphere that will attract the buyer and also to entertain the reader. The most useful effects are when a word is used like a joke (pun), personification, allusion, jargon, play of words, personal pronoun, superlative, imperative, interrogative, exclamatory, slogans and many more.

Alliteration (the commencing of successive words with the same letter or syllable for effect)

There was only one example of alliteration. "Time tested ...trusted" taken from the Car Dealer magazine. The use of alliteration (the commencing of successive words with the same letter or syllable for effect) is convincing. It creates a more challenging effect and also it has the effect as if it was a car ready to accelerate.

Personification (giving human qualities to non‑human object)
When comes to personification I was surprised to find out that there are more in car adverts than house adverts.

Take for example "Brand new‑ awaiting you" which was found in the Realtor. This shows how they have used personification (giving human qualities to non‑human objects.). This makes it sound so funny and also making sound like someone is waiting for you. In the car adverts there was a lot of personification. "It's one tough competitor"; "It likes a good work out, How about you?"; "A car so intelligent that it thinks about how to use less fuel. Don't be afraid." and "People go gaga over our wee baby". As for the car adverts, personification is used to make it sound so human and it also functions like one. Not only that, it is made to sound more attractive, personal, friendly and also a servant for busy people.

Allusion (a reference to an event, story, poem... that may be held in common with the audience) For allusion I was only able to find one example, which was found in car advertising for Toyota. It shows a F 1 Racing event. This shows that Toyota have good engineering and quality.

 Jargon (vocabulary used by a special or specific group)
In advertising jargon is used both in real estate and also car advertising. Jargon is used in a unique way with words that only understood by those who have an understanding of the adverts. For example: in a car advert for Hyundai: "Boasting the choice of a 3.5 litre V6 petrol, or the all new 2.9 litre CRDi diesel engine. " This is a use of jargon on what the car has. Who would know what it means? I meant to say even when I bought a car I only wanted to know how much it cost and whether the kilometres were right. I guess the advertising was supposed to show how fancy their cars are. In the house advert I found this piece of advertising stating "John Curtain design, exquisite decor, design kitchen, 3 bdrms plus study, 3 bathroom, double glazing and under floor heating." Who is John Curtain?. By using jargon, I guess they are able to show how exclusive their house is. Jargon is used to shows that they are professional and it gives information to those who are keen and have knowledge on it.


Pun (play on words)
Humour is always used to entertain any age level. With humour people are always attracted to it no matter how realistic it sound to them they still find it amusing. In advertising puns are used to create a double meaning to words. I was only able to find a verbal example in house advertising and a visual example of a pun in a car advert. A picture of a Suzuki car with dumbbells on its roof shows it is working out. This shows two meanings. Firstly it shows that the car is strong that it can carry a heavy dumbbells and the other is that even the car can do exercise, what about lazy people? As for the house advert "Built to last... but not to keep," this has a funny effect and it has a double meaning saying that it was built to last long but never meant to keep.

I found other plays on words in car adverts. For example "petrol hedonist." The play on words which mean ‘petrol belief in pleasure’. "Evolvolution." the word “evolution” is changed to make it link with Volvo so the advertiser used the play on words and spelt evolution with Volvo.

Conclusion

In conclusion, in this research I found that the use of the language techniques are used for both car and house advertising. Many of these words are “new, good/better/best, free, full, and safe.” These are just adjectives found in advertising. As for the verbs, the most common ones are “make, get, give, have, see” but, come and many more. All this words, I was able to find it in advertising both car and houses.

Now, I am able to understand why the use of words is important in advertising for selling a house or a car. This is because advertising is done in order to attract a lot of people. Advertising is another way of making fast money. If the advertising is good many people will be really keen to read the ad and also with or without realising, they may purchase the property or car immediately. Words are used in so many ways; the main thing is the way the word is used and exaggerated. The advertisers exaggerate so much that they are able to make money in millions. It's amazing how people would use deceiving words just to make money. Even though the property or car which is being sold, looks horrible and horrifying, they can produce an awesome advertising.

.
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Assessment schedule: 3.7

Complete independent research on a language or literature topic and present conclusions in writing.

	
	Descriptor
	Example 

	Achievement
	Propose research questions that expand understandings of a topic.

Select relevant information from a range of referenced sources.

Present well-supported conclusions in an appropriate written format.
	Refer achievement exemplars E and F. 



	Merit
	Propose research questions that expand understandings of a topic.

Select relevant information from a range of referenced sources.

Present, in an appropriate written format, well-supported conclusions that include judgements that are convincing and well organised.
	Refer merit exemplars C and D.



	Excellence
	Propose research questions that expand understandings of a topic.

Select relevant information from a range of referenced sources.

Present, in an appropriate written format, well-supported conclusions that consistently develop perceptive and integrated judgements.
	Refer excellence exemplars A and B.





Potentially useful information collected, but conclusions are limited.








Conclusion is vague and unconvincing.





Referenced resources means that a written bibliography is provided. [Refer to Explanatory Note 6]








Not achieved


Presents some information and attempts to draw conclusions. 





Conclusions are not clearly presented. The conclusions drawn are not convincing.





Model the research process as a class using a shared topic. From here follow  the same process having chosen from a  selection of  topics.








What words and terms are used to describe the people using the welfare system? To what extent do they create a negative image?


What words and terms are used in association with the welfare system itself?


What patterns/changes can be seen from the language of the welfare system over the past 100 years?


What is the general tone of language associated with the welfare system?





Maybe this uses John;s material as a sample for the modelling process.





Overall, this report does not use ”an appropriate written format”:


Introduction does not state focus of research.


Body of accurate information is not presented.


Relevant conclusions are not drawn from information presented.





Writing conventions are used with sufficient accuracy.


[Third criterion.]


[Refer to Explanatory Note 11]





Referenced resources means that a written bibliography is provided. [Refer to Explanatory Note 6]




















Exemplar C: the language of wine in New Zealand








What are the main linguistic processes that influenced the development of a wine ‘language’ in New Zealand?


What effects do wine terms create?


To what extent has New Zealand developed its own wine language?





Referenced resources means that a written bibliography is provided. [Refer to Explanatory Note 6]








“An appropriate written format” includes:


 An introduction stating focus and scope of the research


A body of accurate information presented


Relevant conclusions drawn from information presented


The accurate use and control of writing conventions.


[third criterion]


[Refer to Explanatory Note 11]





Presents well supported conclusions.





Presents a judgement, but judgements are insufficiently sustained elsewhere in the report for merit.

















Exemplar A: the language of NZ’s social welfare system





Presents well supported conclusions.





Presents well supported conclusions.





Presents well supported conclusions.





Presents well supported conclusions.





Develops judgements integrating more than one source. (Judgements lack perceptiveness needed for excellence.)





Achievement


Presents well-supported conclusions.


[Third criterion]





Key questions as expressed allow the student to expand their understandings of the topic, but limit their ability to make judgements as required at merit and excellence levels.








Selects information from a range of referenced sources. [Second criterion.


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Referenced resources means that a written bibliography is provided. [Refer to Explanatory Note 6]








Develops judgements based on more than one source. (Judgements lack perceptiveness needed for excellence.)





Presents well supported conclusions. Conclusions are integrated with perceptive judgements throughout the report based on more than one source.





Information collected is not presented clearly. Conclusions are unconvincing and not linked effectively to information collected.





Forms judgements based on conclusions.





Develops judgements integrating more than one source. (Judgements lack perceptiveness needed for excellence.)





“An appropriate written format” includes:


 An introduction stating focus and scope of the research


A body of accurate information presented


Relevant conclusions drawn from information presented


The accurate use and control of writing conventions.


[third criterion]


[Refer to Explanatory Note 11]

















Presents well supported conclusions. Conclusions are integrated with perceptive judgements throughout the report based on more than one source.





Presents well supported conclusions.





Selects information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Proposes research questions which expand understandings of the topic. [First criterion.]





Proposes research questions which expand understandings of the topic. [First criterion.]





Presents well supported conclusions on a series of techniques. 





Judgements are developed under the second research question [‘How does the language used reinforce the visual messages?’] linked to several examples first discussed here.





Presents detailed information together with several conclusions. 





Presents well supported conclusions. Conclusions are integrated with perceptive judgements throughout the report based on more than one source.





Forms judgements based on conclusions.





Presents detailed information together with several conclusions. 





Presents detailed information together with several conclusions. 





Merit


Presents well supported conclusions that include judgements that are convincing and well organised.


[Third criterion.]





Does not consistently develop perceptive judgements needed for excellence.








Examples drawn from materials under key question 1.





Incomplete referencing.


 [Refer to Explanatory Note 6]





Conclusions are integrated with  several brief perceptive judgements throughout the report based on more than one source.





Excellence


Presents well-supported conclusions that consistently develop perceptive and integrated judgements.


[Third criterion.





A detailed informed report indicating a sound understanding of language terminology.





Makes many brief judgements throughout the report sufficient for excellence. Judgements are linked to a wide range of well supported conclusions. 





Synthesises judgements based on conclusions drawn from more than one source.








Examples drawn from materials under questions 1 - 3.





Selects information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]











Proposes research questions which expand understandings of the topic. [first criterion]
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F









































E





F





Exemplar E: the language of place names








What is the history behind Maori and English place names used?


What patterns emerge regarding place name development?


What linguistic processes have brought these names into our language?









































E





F





Exemplar G: the language of rugby








What rugby terms have we changed in New Zealand that the British still use?


How does rugby union affect our everyday language?


How does the media use rugby terms?





Factual questions





Evaluative


questions





Questions which reveal higher order thinking operate in this section of the taxonomy.





The expressions used to refer to each group or person are highlighted in these fonts in the text.





Selects information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Proposes research questions which expand understandings of the topic. [First criterion.]





“An appropriate written format” includes:


 An introduction stating focus and scope of the research


A body of accurate information presented


Relevant conclusions drawn from information presented


The accurate use and control of writing conventions.


[Third criterion.]


[Refer to Explanatory Note 11]





Proposes research questions which expand understandings of the topic. [First criterion.]





Merit


Presents well supported conclusions that include judgements that are convincing and well organised.


[Third criterion.]





Does not develop perceptive judgements needed for excellence.








“An appropriate written format” includes:


 An introduction stating focus and scope of the research


A body of accurate information presented


Relevant conclusions drawn from information presented


The accurate use and control of writing conventions.


[third criterion]


[Refer to Explanatory Note 11]





Develops judgements based on more than one source. (Judgements lack perceptiveness needed for excellence.)





Develops judgements integrating more than one source. (Judgements lack perceptiveness needed for excellence.)





Presents well supported conclusions that include convincing judgements.





Presents well supported conclusions that include convincing judgements.





Presents well supported conclusions that include convincing judgements.





Examples drawn from materials under question 1.





Proposes research questions which expand understandings of the topic. [First criterion.]





Examples drawn from materials under question 1.





Selects information from a range of referenced sources. [second criterion]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Proposes research questions which expand understandings of the topic. [First criterion.]





Overall, this report does not use ”an appropriate written format”:


Introduction does not state focus of research.


Body of accurate information is not presented.


Relevant conclusions are not drawn from information presented.





Writing conventions are  not used with sufficient accuracy – [mixed tenses; weak syntax].


[third criterion]


[Refer to Explanatory Note 11]





Referenced resources means that a written bibliography is provided. [Refer to Explanatory Note 6]


NB: Footnotes are not required.








Proposes research questions which expand understandings of the topic. [First criterion.]





No evidence of selecting information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Selects information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





“An appropriate written format” includes:


 An introduction stating focus and scope of the research


A body of accurate information presented


Relevant conclusions drawn from information presented


The accurate use and control of writing conventions.


[third criterion]


[Refer to Explanatory Note 11]





Selects information from a range of referenced sources. [Second criterion.]


Referenced resources means that a written bibliography is provided [follows report]. [Refer to Explanatory Note 6]





Develops conclusions about the differences in language techniques used to promote the two events, supported by examples.





Deals with language techniques separately.





Develops a judgement. Judgements are not sufficiently developed elsewhere in the report as needed for merit.





Achievement


Presents well supported conclusions.


[Third criterion.]





Does not include sufficient judgements required for merit.





Develops a conclusion about emotive words, supported by examples.











Develops a judgement, incorporating reference to emotive advertising commentary.


Judgements are not sufficiently developed elsewhere in the report as needed for merit.





Develops a conclusion about how pronoun use can involve people, supported by examples.





Deals with language techniques separately.





Incomplete referencing.


 [Refer to Explanatory Note 6]





Not achieved


Presents some limited information and attempts to draw conclusions. 





Conclusions are often generalised, superficial and not clearly presented. 





Information collected is not presented clearly. Conclusions are superficial and inadequate. 








Attempts some limited and undeveloped conclusions about exaggeration.





Information collected is presented in a fragmented way. Conclusions are superficial and inadequate. 





No attempt to link examples or commentary.





Excellence


Presents well supported conclusions that develop perceptive and integrated judgements.


[third criterion] 





Consistently develops original insightful judgements about  the language of the ‘herbal highs’ debate.





Well structured, coherent report where supporting examples are appropriately integrated.





Often synthesises judgements based on conclusions drawn from more than one example.





Develops original insightful judgements that are integrated with supporting evidence.





Develops judgements.





Conclusion synthesises and summarises judgements.  Perceptive insight included.





Presents information together with conclusions. 





Develops original insightful judgements that are integrated with supporting evidence.





Develops judgements.





Develops original insightful judgements  based on more than one source that are integrated with supporting evidence.





Develops a  brief judgement. Judgements are not sufficiently developed elsewhere in the report as needed for merit.
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