uages through Ads

SANSHUSHA

Braven Smillie
Masachika Ishida
Yolko Nalkano

Naoko Ogawa




& U A=

CDTXANTIZHARDKFEL LHFHETLEIPTRILIEFE B L) LG IR ]
P EFTAZ L, HELT 2 fJO)arfrI"J MegEIcIER S N lnE kT, FEEEER
BATEA v o307 FDIRGL D20 L, /f\thXﬂi@@é”/?‘%/r\-}i@f HIZHFETFAL
T2y THERINTWET, FBL DL\”A_I TL, BHRET AU A TIE, ZORIRCE

TEY) R, 2 fJ’bﬂ*JLl@[;l&l'L@Lhi’C%’)ﬁ‘f]f‘wffdlé:tﬁ*‘f‘%f, LS
i)‘\% FHA.

DOFEIED 726 W EFHMEITIR D) T,

(U TEH] 2w TEE LAY WARM-UP.
KXOWEIHEMTE D L2, REPFEENRLDICFETFLNATWET, 0k
MicBEZ b kizky, THﬁiI%m@#ﬁMmén,$XQU—T4/7«@%ﬁ
WTEET,

(2) BEEHIZTIZY —~T 1 v D EE S MAIN POINTS.
WXOEMICRESNTOLEMIZEZ THITE, RXOWMEHFIBETEE T, I
AN BEZ v fDEREADEIREFNHIFETEL LI ITL->TVET,
(3) #HEF—7i12k b COMPREHENSION.
SHROWEIRIZ, B E LTl —7 %2 v, True-or-False, ZEF#iR, &

R—FRFENZ T FAMBEHRNICLY, WL T IENFTEET.
(4) XM 135 STRUCTURE.
IS rﬁLﬂ@IAwﬁfuﬁ WO TR B OB R 2 MO L, 5SSO
DHEZ L EHIICTRENTOET,
(5) I’]%@F&hl’c'%ﬁ'{{%%?&@“é PARAGRAPH CHECK.

Tt ) L LT, ARy E NI TELY»EF 2 v 2T DB, £o55
TS5 7ORARBEOTLE F KT BELD N5 75 7 hllAEDEL LT
WET,

6) =EWNZICIE&E7% 5 CHALLENGE CORNER.
LRI L RE A RENICSEE TR 2 —F—TF, SR ML L2y
QAT —F XN, 74X, BHO~wF 2 7EBPEINTHET,

:@%#Xh@%k@%&(,“X%Uto?olﬁw cEERMZ AL T Y, AEOBE
B 2 28 - T HBICEO LN AT RILEINTWE LN LELDLT
LI, %%:&Lﬁrm#%bzéfﬁﬁﬁﬂjfﬁ CERMELTBY T,

1996%E 1 H  fe#




CONTENTS

Unit 7 Memories of Our Teachers ——— 6
Unit 2 Nostalgia and Whiskey ————— 10
Unit 3 Security ————— 14

Unit 4 In a Foreign Land —————— 18

Umt 5 Slimming Down ——————— 22

Unit 6 Harmony vs. Plain Talk ——————— 26
Unit 7 Group Mentality ———————— 30

Unit 8 Traditional Teas ———— 34

Unit 9 Images of Education ————— 38
Unit 70 Appeals to Fears ———————— 42

Unit 77 Discovering Credit —————————— 46

Unit 72 Smoking Habits ——— 50

Unit 13 Health Food ———— 54

Unit 74 Computers and Software ————— 58
Unit 15 Personal Classified Ads ——————— 62
Unit 76 No More Gun ———— 66

Unit 17 Ads with Monkeys ————————— 72

Unit 18 Telephone Psychics ———— 74

Unit 19 Immigration —— 78

Unit 20 Japanese English ———————— 82




ur Teachers

Bonld, FEPORSFERCHL TRRMCEBRORTZERER
FH. HBDNEEDEBDORBBEZERXDTLEDH. BEREF
AUATEEENCHT D17 A—IHFREBDTNDEDTY,

farutd M £

TR

TR ey

/ WARM-UP

LSZERBAD, BEICEIELXD.
(1) EDOBEEDONWPHED L) GHIREZ T ET 2.

2 FMOEEIIHLTEDL ) GA A=V EFF->THE T,
(3) 7YERX—Yruw) &L ofii#iBmINs Tl &),




20

25

/ READING

Here’s an ad that shows how Americans and
Japanese remember their teachers.

7] Most Japanese adults have spent long hours study-
ing very hard for school exams. And they also learn to
obey their teachers in school when they are young.
After all that training, many adults in Japan feel
respect for anyone who looks like a professor.

In this ad, it seems that a European gentleman,
who looks like a professor, has written a report about
a van. It says the van is good, so maybe you should
buy it.

When teachers or professors appear in American
ads, they usually don’t have so much authority.
Instead, they tend to be narrow-minded characters
who just react to something the main character is
doing.

| But in this ad, Professor Asobiski is the main
character, and he tells you to buy the van.

ut, of course, this simple theme is not enough to
sell a van. Like Americans, many Japanese laughed at
a teacher behind his back when they were children.
Also, many have memories of eccentric teachers who
made learning fun.

That’s why the ad lets us laugh at the professor:

/MAIN POINTS
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SHRFEEVEESETH

Q2
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yh2)
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FAYBDIRETIE, —RBIIC
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Q4
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EBHBLNHAHDEE DT
FgH

his European-sounding name is actually a pun. It Q5
, T ” “ ) FYERF—EWNSEBIIEZE
means “I like to play,” or “Play-ski. ST T
© Notes ©
spend~ing [<AZD ~% LT () &7 van [-¥>) authority M##] narrow-minded [

Do, TROG] react TRIET 21 laugh at THE%9 ] behind one’s back [(A> DLZ W T,
MET) eccentric [%%, M%DH Y %] European-sounding [ F—2 v YHOBE»T 2] pun [l =

n, IThfb]




/ COMPREHENSION
T—TDRNZERNT [CEZRL, ZOBREFT VD (V) LELEKD.
(1) What do most Japanese children : to do when they are in school ?
U They learn to obey their teachers.
[l They learn to owe their teachers a lot.
Ll They learn to overreact to their teachers.
(2) Who has written a about a van ?
[J A European gentleman, who looks like a journalist, has.
(1A European gentleman, who looks like a salesman, has.
U A European gentleman, who looks like a professor, has.
(3) How are teachers or professors in American ads?
LJ They are characterized as narrow-minded persons who just react to
something the main character is doing.
U They are characterized as broad-minded persons who accept anything
critical of their work.
[J They are characterized as narrow-minded persons who are laughed at
behind their backs by their students.
(4) What does the in the ad tell you to do?
LI He tells us to make a pun.
[J He tells us to buy the van he is reporting as good.
[JHe tells us to go have fun with the van.

(50 What is the character’s actually ?
J1It is a pun.
It is fun.
[ ]It is a bun.

/STRUCTURE

BABESEIC () CESBHBEANT, XETHRSEHELLD.
(1) WoTn2dAehbSRKILATEILS LI LR,

It’s not good to ( ) ( ) a person who is in trouble.
2) ZOBRZEEFZIHBTTE N,
This decision was made ( ) ( ) ( ).

(3) 74 MIKFEFEL RGBT L.
Kate ( ) a few hours talking with her friends.
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Student : “River or state?”

CHALLENGE CORNER
FKIZHIT LN T EDIIFRICET %5 American Joke TFo VD EBDWTELA T

(1) In my third year in school I won a special award for playing hookey.

(2) Teacher: “How do you spell Mississippi?”

(3) “I heard you missed school yesterday.”
“Not a bit.”

(5,000 One-And Two Line Jokes by Leopold Fechiner,

N

Thorsons Publishing Group, 1986)
/




Unit 2

Nostalgia and Whiskey
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/ READING

Japanese and Americans place a lot of importance
on competition, being rich and being productive.

. People in Tokyo, Osaka, Chicago and New York
often seem nervous, busy and unable to relax. Millions
of Japanese and Americans struggle every day, and at
night, to earn more, travel more, learn more and
improve their social status.

L8 A side effect of all that struggling is too much
stress. In both countries, people drink to relieve the
stress, and they begin early. U. S. and Japanese teen-
agers sometimes drink until they are sick.

71l As adults, Japanese tend to accept drinking as a
normal part of life, and often forgive someone who
drinks too much. Americans believe it’s OK to drink a
little bit. But Americans who drink too much are
either shamed or treated as the victims of a disease.

5] Many liquor ads appeal to people who want to feel
calm, remember old times, and forget about work for
a while. In this ad, for example, there is no sudden
action. The lighting is soft, and there is nothing com-
plicated about the bottle and glass.

The style of pictures in this book is a symbol of
traditional lifestyles, and the slow passage of time.
That reinforces the idea that the whiskey itself is old.
Both Japanese and Americans drink for the same
reasons, so this ad is very similar to many American
liquor ads, which also tend to be nostalgic.

/MAIN POINTS
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/ COMPREHENSION
T—TZEENTERESL, TFARDOBNESRSETELLD.
Japanese and Americans place a lot of importance on being rich and being

productive.

People in big cities such as Tokyo, Osaka, Chicago and New York often seem
@ ), busy and unable to (@ ). Millions of
Japanese and Americans (® ) every day.

A side effect of all that struggling is too much (@ ). In both
countries, people.drink to (® ) the stress.

Many liquor ads appeal to people who want to feel (® )
remember old (D ), and forget about (® )
for a while. The style of pictures in the book reinforces the idea that the
whiskey itself is (® ).

Both Japanese and Americans drink for the same reasons, so this ad is
very similar to many American liquor ads, which also tend to be

(© ).

/STRUCTURE

BABCEDIDLCHBEUND I T ERBEEEL LD,

(1) BRANZEROHD [Fl] 20 n~NAREEZ BTV 5,
(on / a/in /a / place / Japanese / lot / of / importance / harmony /
group).

@) #BmZZI2UAE, REDOEEHE ZTITH LAF T UEL ) 24,
(before / wants to / take the examination / next Friday / who /
must apply / anyone).

(3) WEZEEED—"L IS/ T BnE T,
I think that (my / went / week / Milan /or / to / either / Rome / cousin /
last).
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alcoholic drinks
drinking
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