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Teacher Guidelines:

The following guidelines are supplied to enable teachers to carry out valid and consistent assessment using this internal assessment resource.

Context/setting:

Students will have been introduced to language issues in class. Using the sample topic ‘the language of war’ students will be taken through the assessment research process and the written report.

Students will then select and investigate their own language topic. Students will present a written report accompanied by process notes.

Conditions:

This activity requires a combination of class and homework time. Students can collect information and develop their reports in and out of class time. Teachers will need careful checkpoint procedures to ensure authenticity of student output.

Headings and examples have been suggested for aspects of the research process and reports. Students should follow these. Explanatory Note 6 requires that a written bibliography be provided.

Resource Requirements:

Access to information sources to model the research process should be given during class time. 

Possible Local Adaptation:

Where local adaptations are made, teachers and schools should ensure that they have:

· checked that the adapted assessment validly assesses the achievement standard;

· checked the copyright status of any material imported into the assessment resource;

· complied with all internal and external quality assurance requirements.
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Student Instructions Sheet

This activity requires you to select and investigate your own language topic. You will present a written report accompanied by material showing the research process.

Your teacher will introduce you to the research process using the sample topic ‘the language of war.’

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 how well you:

· propose research questions

· select relevant information from a range of referenced resources

· present information accurately, drawing conclusions.

· structure and organise your information and ideas in an effective written format.

Introduction

English is a constantly evolving and developing language, always moving and adjusting to meet the needs of its users. In this activity you will investigate an aspect of the English language which interests you and present your findings. 

You could focus your investigation on:

the ways we use language or changes within our language itself.


.

English is a living, dynamic language and we often look to the past to name the ideas of the future - hence the title of the activity, ‘you can say that again.’

Task 1: Modelling the research process: the language of war

a) What do you know already?

You need to establish what you know already about your topic before you set the focus for your research. Using the language of war to model the research process, divide the class into groups of three or four.

Look over a range of texts about war provided by your teacher.  You could use some of the texts shown in the data chart on page 6.

Based on these texts, record what you notice about the language used to write about war.

b) Looking for similarities and patterns
Working in groups, organise this information into broad categories. With some teacher input, it might be that you decide on categories like:

· positive and negative references to war

· the effects created by these references

· differences in language use in various texts.

c) What do you need to find out?
From these broad categories formulate research questions which extend from your existing information. Your questions should encourage you to research new areas and to expand your understandings about the language of war. You should develop research questions which can incorporate a wide range of sources, as your research will now move beyond the teacher provided texts to materials sourced by you. 
You should develop open ended questions, including factual and interpretative questions. It is important that you include interpretative questions, as they help you draw conclusions.

eg These research questions were developed from the categories in task 1(b):

1. What words and terms have been used in a war context and how have they affected our language use?
2. What effects do words have in war?

3. What patterns can be observed in the language of war over the last 100 years?
What key words do you need to use to find answers to these questions? 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 
Speeches + war

‘war speeches’

writers + war

Select a range of sources which could be relevant to the research topic, the language of war. 

d) Scanning
As you consider each source, you need to scan it to determine its usefulness and relevance. Scan the source by looking at the title, looking for key words (from task 1c), and looking over the home page or first paragraph.

e) Skimming and selecting / note taking

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

Select information which relates to your research questions. You could use a data chart, or note down single words, phrases or ideas which can then be expanded later into fuller notes. 


	
	
	What words and terms have been used in a war context over the last 100 years?
	What effects do words have in war?
	What patterns can be observed in the language of war over the last 100 years?

	1/5/02
	Jock Phillips, The Great Adventure, Allen and Unwin, 1988
	Reference to ‘Kiwi’ in WW1.
	
	

	3/5/02
	Reader’s Digest An Ear to the Ground Sydney 1994
	
	Media descriptions from Gulf War: Allies - ‘young knights of the skies’, Iraqis -  ‘bastards of Baghdad’
	

	6/5/02
	NATO Phonetic Alphabet www.nov.com.au
	Words that are used for different letters of the alphabet, ie; B = bravo
	
	

	6/5/02
	The Language of War Terms and Acronyms www.pbs.org
	Acronyms: eg FRV: final rendezvous 
	
	

	7/5/02
	‘Last Post for Aussie Anzac’, The Press, 4 May 2002
	References to ‘Anzac.’
	
	

	13/5/02
	‘How Bush Rates’, Time, 7 January 2002
	
	Impact of Bush’s speeches on US people.
	

	13/5/02
	George Bush: ‘Address to the Nation’, videoed from CNN 8 October 2001
	
	Examples of terms used to describe US /British and Al Qaeda.
	

	14/5/02
	Tony Blair, videoed from CNN 8 October 2001
	
	Examples of terms used to describe US /British and Al Qaeda.
	

	17/5/02
	Audio tape from English dept: WWII speeches
	
	Examples of language used by US and British leaders in WW11.
	

	20/5/02
	Gaylene Preston, War Stories our Mothers Never Told Us, documentary
	Examples of slang used by civilians in WW2 setting.
	
	


A data chart is a useful way of organising material you have selected as you prepare to write your report. You could also use a log, as shown in other exemplars in this activity.

f) Evaluating
Look back at the information you have assembled.

· have you kept to your topic?

· have you answered your research questions?

· should you adapt any research questions, given the nature of the information you have found?

· have some resources been more useful than others?

· have any issues or questions arisen from your investigation which you should mention in your report?

Task 2: Modelling the research report: the language of war

a) The language of war

Read the research report which has been developed from the research completed in task 1. It includes:

· an outline of objectives (research questions)

· judgements and conclusions based on the information in your report

· a bibliography.

A useful way of making sure that you include judgements is to use a ‘Statement, Examples and Comments’ structure for each paragraph as shown below:

Research Report: The Language of War


My research objective was to look at the language of war over the last century, from World War 1 up to the events following September 11 last year. I also wanted to find out about words and terms used in a war context and their impact on English, what effects words can have in a war, and if there are any patterns over the last 100 years in the language of war.


What words and terms have been used in a war context and how have they affected our language use?

Words from war have helped say who we are as a country. In the trenches of World War I a word like ‘Kiwi’ showed that New Zealand was getting its own identity as a nation. ‘Kiwi’ has stayed on as an affectionate slang term for ‘New Zealander’ in a wide range of contexts from sport to travel. The Press article quoted General Hamilton referring to the Australian and New Zealand soldiers sent to Gallipoli: “Before the war, who had ever heard of Anzac? Hereafter, who could forget it?’ I think that the ‘Anzac’ acronym is even more popular today and like ‘Kiwi’ gives us an identity in the world. ‘Anzac’ is used to refer to trans Tasman links for anything from rugby tests to trade involving Australia and New Zealand. The word ‘Anzac’ still suggests a strong bond between the two countries which goes well beyond the meaning of the original word, which was originally coined to name the combined forces of the two countries. Terms like ‘Kiwi’ and ‘Anzac’ carry a notion of what it means to be an Australian or New Zealander. Traditional aspects of our national character like toughness, self sufficiency, and mateship come to mind when these words are used today and go well beyond their original war time ‘label.’


The language of war functions in a practical way, often simplifying things to make it easy and quick to communicate. The phonetic alphabet is used in war so people communicating with each other understand exactly what is being said, especially when lines are fuzzy and remote. When a soldier in the field says, “Golf Papa Mike Golf”, the base knows they require a GPMG (general purpose machine gun). This phonetic alphabet, found on the website www.nov.com.au, was developed so orders can be understood by emphasising important words during intense situations. Acronyms and initials are also used to keep communication clear and brief. The website www.pbs.org has ‘The Language of War Terms and Acronyms’. An example is; “At 1800 we have FRV (final rendezvous)”. Unlike “Kiwi” and “Anzac”, these shortened expressions have stayed within the armed forces and not come into our everyday language. This shows how language for specific purposes often stays only within its original context.


What effects do words have in war?

The media uses words to create a certain impression and this is clearly illustrated in their reporting of war. A list of terms used by the British press during the 1990 Gulf War linked to each side shows positive and negative labels used by the media to describe the same actions or subjects:

For example the press referred to the two sides using these words:

US and its allies


Iraqis 

Take out



Destroy

Eliminate



Kill

Army, air force, navy

War machine

Young knights of the skies

Bastards of Baghdad

Politicians use words in the same loaded way too. In 2001 US President George Bush and British Prime Minister Tony Blair used positive and negative words about themselves and about Al Qaeda. In their 8 October speeches shown on CNN, Blair talked about “justice” to describe the US/British side, and “terror” to describe Al Qaeda. Bush described the US attacks as “carefully targeted actions” and “military missions”, a “just goal”, and “your duty.” Al Qaeda’s attacks were “terrorist strikes” and “evil plans.” Sixty years before that at the start of World War II another American, General McArthur, also used the same kind of positive words to talk about US going to war with Japan when he talked about “the American people in all their righteous might.” Setting up contrasting words like ”righteous”, “justice”, and “duty” against “evil” and “terror” linked to separate sides in a conflict demonstrates the power of language to influence attitudes.

The language of war has been used to communicate a certain impression with the public. I noticed that the words which President Bush used in his October 8 address to the nation one month after the September 11 attacks showed that he was labelling the two sides in opposite ways. Great Britain was “our staunch friend”, Al Qaeda were “barbaric criminals”. I thought that Bush wanted to create a simple picture in the minds of the American people about who was in the right. This is backed up by what I found out in the Time Magazine article ‘How Bush Rates’ which said that “Bush is doing very well, and that has a great deal to do with the surge in patriotism.” Bush is talking about going to war using words that people can understand and identify with. This is backed up from the article too which said that “when Bush talks to you, he is talking from his gut.” 


What patterns can be observed in the language of war over the last 100 years? 

In addition to my earlier comments, I found that the language was still very patriotic whether it was about war in Gallipoli in 1915 or Afghanistan in 2001. Just as Australian politician Andrew Fisher said in 1915 that Australia would stand behind England to “the last man, the last shilling,” British Prime Minister Tony Blair in his October 2001 speech talked about British troops in the same sort of patriotic way: “we take pride in their courage, their sense of duty and the esteem with which they are held throughout the world.” 


The language is often very definite and emotional. When Bush referred to US armed forces on October 8 as “US sons and daughters”, he was continuing a trend which goes back to the “Good luck to our boys” featured on the New Zealand World War 1 poster. 100 years ago people thought war was ‘The Great Adventure’ (as featured in the title of Phillips’ book) .The irony for me is that even though people now know more about the horrors of war, the same language and tactics are used  - and seem to work – in motivating people to fight.
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Task 3: Completing your own research

a) Select a language research topic. The topic must be of sufficient breadth for your own conclusions based on what you have found.

Choose a topic from the list below or develop your own. You must gain teacher approval for your topic before beginning research. 

You could choose to research language associated with a particular area or topic such as the language of sport, music, travel, war, or technology; or marketing language.

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

b) Look at task 1(a) and follow the same process modelled there.  Find one or two initial resources or pieces of information to get you going. If other students are working on the same topic you could complete task 1(a - What do you know already?) and task 1(b - Looking for similarities and patterns) together.

You should work individually from task 1(c) on. 

c) Before you begin your report, read the research reports from the student exemplars and discuss their strengths and areas where they could be improved. Note especially how judgements are included in the report in the excellence exemplar. You may not include any material from the exemplars in your report or in your notes.

d) 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 body of accurate information from which relevant conclusions are drawn linked to your research questions, together with evidence to support the points you make. 

· a conclusion

· a bibliography

Your report should show the use and control of writing conventions without intrusive errors. For excellence, the accurate use of writing conventions is required.

e) Write at least 500 words in your report. Include a bibliography. Attach to your report the notes you have taken to show the information you have selected from each text. Refer to the student exemplars for suggested appropriate formats.

Exemplar A:
Excellence
The Language of War

Refer to the: 

research Questions on page 5

data chart on page 6

bibliography on page 10

and the report and bibliography on pages 7, 8, 9


Exemplar B:
Merit 
The Language of Automotive Advertising


Research Questions:

1. What main language techniques did I find?
2. What effects do these techniques have?

3. What sorts of appeals are projected to car buyers? 
Research log:

	DATE
	KEY INFORMATION FOUND

	26 May
	Volkswagen Touran [NZ House and Garden]

Slogan: Go Configure

	3 June
	Mazda 6 [AA Directions]

Emotive words: European luxury

	3 June
	Mercedes B-Class [NZ House and Garden]

Image: Parked on planet

Rhetorical qu: How would you describe the B class?

Emotive words: new, sporty, adaptable; flexibility; active lifestyle’

	4 June
	BMW three series [NZ House and Garden]

Image: athlete

Jargon: Innovative Active Steering

Emotive words: unrivalled agility

	9 June
	Peugot 307 [NZ Listener]

Image: boot as ski jump

Slogan: so practical

	9 June
	Porsche Boxster [Metro]

Image: open road / speed

	11 June
	Subaru All Wheel Drive. [Autocar]

Jargon: Symmetrical All Wheel Drive

	11 June
	VW Passat  [NZ House and Garden] 

Jargon: climatronic



Research Report: The Language of Automotive Advertising

The area of language I chose to research concerns automotive advertising. The reason I chose this area is because I was interested to see why the techniques are effective enough to encourage people to shell out $50,000 for a rebadged Daewoo. For my research I chose to focus on the effect the language techniques have and the nature of appeal that is projected.

Visual Imagery

Visual images are an important feature in the advertising of vehicles because they are used to express the concept that the advertiser feels will be most effective in appealing to the target audience. This is shown clearly in the advertisements for the new BMW three series. The image used is the count down of an athlete to begin an event, counting to the new BMW three series. This projects an image of speed, strength and agility, appealing to a person’s want for thrill and excitement. Another strong example of visual imagery is found in advertisements for the Porsche Boxster. The image of the Porsche with its roof down speeding along the open road conjures feelings of both passion and excitement as well as appealing to the need to make a statement.

A strong use of visual imagery is also shown in advertisements for the new Mercedes B-Class. The ad features a new Mercedes parked on a far off barren planet. This gives the impression that the car is both modern and adaptable as well as elegant. It appeals to the buyer wanting to make a statement as well as to have a car that is versatile. The Peugot 307 ad features the car in the foreground with its boot being used as a ski ramp set against a picture perfect mountain range. This image makes a humorous link with the slogan ‘so practical’. The image of the car is made to seem like it can bring you closer to nature just by owning it, which could be a good selling strategy for car buyers living in the city but who crave some of the outdoors. 


Jargon

Jargon is used to explain the technical nature and features of a vehicle, appealing to what people want in a car, or to make the technology of the car seem more advanced than it actually is. A prime example of the latter is found in advertisements for Subaru All Wheel Drive. The text below the image of a car promotes the ‘Symmetrical All Wheel Drive’. This feature sounds modern and powerful, appealing to those who are looking for more than just a city going car. It also provides a feeling of safety and of technological advancement. In the advert for the BMW three series, ‘Innovative Active Steering’ is presented as a feature of the car. This provides a feeling of safety and flexibility. This appeals to a desire for a car that is both safe and adaptable. The advert for the new VW Passat talks about a ‘climatronic’ control system. This is a neologism that is used as jargon. It gives the car a feeling of technical prowess as well as a sense of innovation. It appeals to our need to feel superior, many cars have climate control, only this one has a climatronic control system, and also our need to stay ahead of the competition with ultra-modern technology.

Jargon is technical in nature and authoritarian in tone. It helps advertisers describe the physical features of the car, as well as to give the product a false sense of superiority.

Emotive Words

Emotive word use is a prominent feature in car advertisements. They are meant to express that the product will fill a void in your life, even if you are unaware that such a thing existed. In the advertisement for the new BMW three series it talks of the car having ‘unrivalled agility’. The effect produced is one of finesse and power, as well as one of safety. By buying this car these feelings will be transferred onto you. The finesse and agility no longer belong to the car, they belong to you, providing the owner with a sense of superiority over other road users. In advertisements for the new Mercedes B-class, it talks of the car having the ‘flexibility’ needed for an ‘active lifestyle’. This targets buyers who wish to lead an active life by implying that the flexibility needed for this lifestyle is only attainable by buying a one hundred thousand dollar wagon. Another prominent example of emotive words is found in ads for the new Mazda 6. It talks of ‘European luxury’ giving the implication that the car looks and feels more expensive than it actually is. The connotations surrounding the word ‘European’ are sophisticated and fashionable. An appeal is made to the need for some to feel important and wealthy, even when the degree of importance and wealth they are looking for is unattainable.  After all, it is only ‘Japanese’ not ‘European luxury’ that the buyer is actually getting.

Conclusion

The key motivation for any car advertiser is to sell a large amount of product. To do this they are ruthless, preying on the emotions of the buyers. The jargon provides the embellishment, the emotive words play on insecurities and the visual images do a mixture of both, forcing people to pay for a car when what they really need is a bicycle. 
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Exemplar C:
Achievement
The Language of Fast Food Advertising


Research Questions

1) What were the main language techniques that I found?

2) What effects did these techniques have on us?

3) Which techniques are the most effective and why?

Research log:

	DATE
	MATERIALS FOUND

	10 Aug
	www.mcdonalds.com: ’Two all beef patties, special sauce, lettuce, cheese, pickles, onions on a sesame seed bun’

	10 Aug
	www.burgerking.com: ‘Burger King, where you’re the boss!’


	10 Aug
	McDonalds outlet slogan: ‘I’m lovin’ it!’

	10 Aug
	www.mcdonalds.co nz: Sarah Ulmer promotion

	17 Aug
	Women’s Day: 

‘come into McCafé and escape the winter chill’

‘Take off your coat’
‘extensive range of flavoured coffees including the delicious cookies ‘n’ cream latte’

	23 Aug
	Subway outlet advertising:

‘Subway eat fresh’

 ‘New pork riblet is a taste sensation’

‘Toasted at no extra cost’

	23 Aug
	Burger King outlet advertising:

 it just tastes better’

‘Have it your way’


Research Report: 

The Language of Fast Food Advertising

My research objective was to analyse various fast-food advertisements and campaigns, and recognise language techniques used throughout. I then compared fast food corporations and identified similarities in language and then determined the effectiveness of the language techniques.

What were the main language techniques that I found?

After reading and analysing a varying range of fast-food advertisements, I came up with a list of all the prominent techniques used. The use of imperatives was common. They order us as readers by giving urgency to the message, speaking directly to the consumer. An example from McCafé: ‘come into McCafé and escape the winter chill.’ This sentence commands the reader to come into McCafé.

Another common technique was direct address (second person pronoun). The advertiser speaks to the reader on a more personal level, this is appealing to the consumer. ‘Take off your coat’ was also used in a McCafé advertisement.

Exclamations were commonly used as a means of emphasising the message and stressing particular sentences in a colloquial way, ‘New pork riblet is a taste sensation!’ from a Subway campaign. Another widely used technique was pre-modification, making the food sound appealing and increasing the power of the message. ‘The new boneless pork barbeque riblet sub is …’ All of the adjectives build up to make the riblet sound really appealing.

Every fast-food organisation had its slogan. It brands the product making it memorable to consumers, often incorporating colloquialism:

‘Burger King – it just tastes better’,

‘I’m lovin’ it’,

‘Subway eat fresh’.

Endorsement was used primarily by McDonalds. Using celebrities to sell products, for example Sarah Ulmer as the new face for McDonald’s ‘Deli Fresh campaign, and using Justin Timberlake to sing the company’s slogan, ‘I’m lovin’ it’.

What effects did these techniques have on us?

I found it interesting looking at the list of slogans McDonalds and Burger King have had from 1967 – 2005. Several modern day language features I have outlined in the above question were used, such as the 1975 McDonald’s slogan: ’Two all beef patties, special sauce, lettuce, cheese, pickles, onions on a sesame seed bun’ is a clear example of listing. The 1992 slogan: ‘Burger King, where you’re the boss!’ showing us the use of exclamation and direct address. The use of direct address in the Burger King slogan directs the product to the consumer relating Burger King to themselves. 

What the language techniques have in common is the effect of persuasion, using various language techniques to persuade consumers and ultimately sell their product. A slogan makes an organisation memorable and recognisable. How many people wouldn’t recognise the slogan ‘I’m lovin’ it’? Not many. Imperatives and direct address are effectively commanding and directly speaking to the consumer. Direct address forces the consumer to place themselves in the campaign’s setting/situation. Direct address makes the advertisement personable, with the use of ‘you’ as in ‘you’re the boss!’ The consumer feels part of the advertisement. Imperatives involve the consumer into the advertisement by commanding.

Which techniques are the most effective and why?

In my opinion the most effective technique is the slogan. It effortlessly makes the organisation memorable. A slogan is a clever way of getting the consumer to recognise a fast-food corporation through a catchy, often colloquial slogan. A few examples include McDonald’s ‘I’m lovin’ it’ or ‘Subway-eat fresh’. Often viewing fast-food advertisements on television, I have found slogans will have a catchy tune to increase memorability for the consumer.

Pre-modification is a highly effective technique as it forces the consumer to visualise the product. ‘Extensive range of flavoured coffees including the delicious cookies ‘n’ cream latte.’ This is a McCafe ad, the description gives a strong visualisation for the reader. I also found the direct address effective, by targeting ‘you’ as the consumer we are drawn in and begin to relate the sentence back to ourselves. ‘Take your coat off and come into McCafe to escape the winter chill’. This is directed at the consumer, an appealing setting to go into. 

Conclusion

After completing my research I have identified how many techniques are used throughout fast-food advertising. I found three clearly effective techniques: slogan, direct address and pre-modification, then analysed the effect of each. The fast-food industry is competitive therefore effective language techniques are an important part to selling the product. This became clear to me after comparing advertisements. 

Personally I believe fast food is an incredibly unhealthy choice of eating. If all it takes is a few emotive words to convince people to ‘supersize’ their combo, or a famous face to brand the new cheese burger, then what on earth is society going to become!
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Exemplar D:
Not achieved
US Influences on English


Research Questions:

1. When was there a definite establishment of Americanisms in society?

2.  Where did the American language originate?

Research log:

	DATE

	REFERENCE
	RELEVANT INFORMATION I FOUND

	17/4/02
	‘The Story of English’ 
	Some interesting influences like the war and how US brand names are part of the language:

eg: “Budweiser and Kodak”

	20/4/02
	‘Yankisms in Kiwiland’ by Robert Leek from INNZ
	A comparison of British and US words used in New Zealand: eg “lolly/sweet”

	22/4/02
	www.ourworld.compuserve ‘Anatomy of English’
	I browsed it but there was too much to read and take notes

	23/4/02
	Survey of my Year 12 class
	Asked what they thought was the origin of each word, eg: “baggage/luggage”

	23/4/02
	50s and 60s Style, Powell and Peel, 1988
	New words which came from US technology: nylon, dacron, formica.


Research report: US Influences and NZ English

To identify language features associated with the American culture and their society I will cover establishment and origins of Americanisms. There is included a quiz surveying people on their knowledge of the origins of their language.

When was there a definite establishment?

After 1945, the dominant voice in the English speaking world was no longer British but American. There was a symbolic movement of transition. For the next generation the enormous cultural and social interest of the American culture was expressed through international corporations like IBM, Exxon, Ford and Microsoft. 

American troops off duty decided to make the most of the local girls by offering cigarettes and nylons (established in 1938).

Once peace was declared the American economy was deeply involved in the European market. The phrase “black market” originated from this and became a popular term. Many new US developments meant that new words and new products came into our language, like “nylon, dacron and formica.”

Where did the American language originate?

Some Americanisms like “pin up” have precise etymology. As a result of the war a new vocabulary had evolved; “fireball, mushroom cloud, chain reaction, countdown, test site.”

“It pays to advertise” was a popular American slogan since 1914. The entire developed world was bombarded with a series of potent brand names like Budweiser and Kodak.

The popular myth of American life as the good life all looked attractive and it was associated with American products. In doing so it made the American way of life attractive – and with it the American language.

Quiz

I asked a selection of students and teachers a series of questions involving their knowledge of the origins of their language. The results:

100% knew that cookie was an American term.

65% knew that the term handbag was of British origin.

15% knew that lolly was of American origin.

90% knew that cake was an English word.

Only one person knew that principal was an American word.

The average results concluded that they had a good idea of the origins of their language.


Assessment schedule: Eng/2/8_A7 - Investigate a language or literature topic and present information in written form

	
	Descriptor
	Example 

	Achievement
	· Propose research question(s) and select relevant information from a range of referenced resources.

· Present accurate information and draw conclusions.

· Structure and organise information and ideas in an appropriate written format.


	Refer exemplar C.



	Merit
	· Propose research question(s) and select relevant information from a range of referenced resources.

· Present accurate information coherently, interpreting the information, and drawing relevant conclusions.

· Structure and organise information and ideas in an appropriate written format.


	Refer exemplar B.



	Excellence
	· Propose research question(s) and select relevant information from a range of referenced resources.

· Present accurate and detailed information coherently, interpreting the information, making qualitative judgements about it and drawing relevant conclusions with close links to the question(s).

· Structure and organise information and ideas in an appropriate and effective written format.


	Refer exemplar A.





An acceptable written bibliography has not been included.
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Quiz results not well incorporated. Limited conclusions drawn.





Statement





Information largely copied from source.








No conclusions or interpretation.





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





For example:�If you decide to look at the ways we use language you could investigate a particular context and its impact on language use. You could investigate how writers and speakers craft language and the effects they create from contexts as wide ranging as war, or travel, or sport, or music.





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





Information largely copied from source. No evidence of purposeful selection.








Conclusion is copied.





Selects some information from a range of resources (not referenced – no bibliogaphy supplied).





Overall, this research report:


Presents accurate information coherently [but not in a sufficiently detailed way as required for excellence.]


Interprets the information and draws relevant conclusions.  [Limited qualitative judgements made - insufficient for excellence.]














Structure and organise information and ideas in an appropriate and effective written format:


Introduction stating focus of research


Body of accurate information presented


Relevant conclusions drawn from information presented


Accurate use and control of writing conventions


 [third criterion]





Propose research question(s) and select relevant information from a range of referenced resources.


[first criterion]





Example followed by comment.





Example followed by comment.








Referenced resources means that a written bibliography is included in the presentation.
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Information and ideas are organised and structured in an appropriate and effective written format:


Introduction stating focus of research


Body of accurate information presented


Relevant conclusions drawn from information presented


Accurate use and control of writing conventions











Overall, this research report:


Presents accurate information 


Draws relevant conclusions. [Some limited attempt to interpret information, but insufficient for merit.]


[second criterion]








For example:�If you decide to examine changes within English, you could look at the types of change and why they have come about. You could investigate how language users borrow, lend, coin, shift and adjust language to put words to new ideas, concepts and technologies. You might look at the history of language change and its impact on our language today.

















Some interpretation presented, but level not sustained in earlier comments (needed for merit).




















Limited / unrealistic research questions proposed.





Draws conclusions.





Makes a link with previously presented information.

















Propose research question(s) and select relevant information from a range of referenced resources.


[first criterion]








Structure and organise information and ideas in an appropriate written format:


Introduction stating focus of research


Body of accurate information presented


Relevant conclusions drawn from information presented


Use and control of writing conventions without intrusive errors


[third criterion]





Presents accurate information. Limited conclusions.





Factual and interpretative question





Interpretative questions





Information is interpreted.  

















Overall, this report does not structure and organise information and ideas in 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: intrusive errors.


[third criterion]





Overall, this research report:


Presents accurate information 


Draws relevant conclusions. [Some attempt to interpret information, but insufficient for merit.]


[second criterion]








Some brief interpretation presented, but level not sustained in other comments (needed for merit).




















Propose research question(s) and select relevant information from a range of referenced resources.


[first criterion]





Looks at sources separately. Does not integrate information / conclusions from more than one source to construct new understandings. (needed for excellence: “qualitative judgements ... with close links to questions.”)








Generalised attempt made to integrate information and conclusions from more than one source. 





Information is interpreted and conclusions drawn about appeals and effects.  





Limited judgements made here, but judgements are not sustained at sufficient level throughout the report for excellence.














DATA CHART








Integrates information/ conclusions from more than one source to construct new understandings.








Integrates information/ conclusions from more than one source to construct new understandings.








Integrates information/ conclusions from more than one source to construct new understandings.





This research report:


presents accurate and detailed information coherently


interprets the information, makes qualitative judgements about the information


draws relevant conclusions with close links to the questions. 


[second criterion]


Referenced resources means that a written bibliography is included in the presentation.
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Referenced resources means that a written bibliography is included in the presentation.
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Research questions





Dates, sources





Examples drawn from materials under key questions 1 and 2.





Outline of focus of the investigation.





Information is interpreted. Qualitative judgements are made here, and throughout the report.





Information is presented, with some interpretation. Some brief qualitative judgements made at the end of the paragraph. 





Information is interpreted. Some qualitative judgements are made.





Information is interpreted. Qualitative judgements made.





Information is interpreted. Qualitative judgements made.
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