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How this book is organised

Chapter 1 The world in pictures

Duration: 3 weeks
Culminating task: Response to stimulus test

This chapter continues the learning routines and skills development from
Cambridge Essential English for Queensland Units 1¢-2. It draws on concepts
from Unit 1 and Unit 2 and introduces vocabulary that underpins Unit 3.
The content focuses on reading visual images, including skills for critical
interpretation and explanation.

The culminating task is formative. It is designed to elicit information about
students’ current learning and extend the learning by offering an approach
to interpreting visual images in the Common Internal Assessment that

will be set by the Queensland Curriculum and Assessment Authority. The
suggested task is not intended to contribute to students’ results for Essential

English.

Chapter 2 Speaking with a purpose

Duration: 9 weeks
Assessment: Spoken — podcast

This chapter introduces students to representations of issues that have local
and global impact.

It includes a range of nonfiction texts across modes including Textile
Mountain, Consumed and the podcasts Little Green Pod and Not Stupid. The
additional online resources focus on the docuseries War on Waste.

Students explore a range of persuasive techniques used to represent issues,
including food insecurity in Australia and the environmental cost of
consumer choices.

The culminating task challenges students to create a podcast about local or
global issues that are important to them.

Chapter 3 Living in a material world

Duration: 8 weeks
Assessment: Response to stimulus test

This chapter models an approach to preparing students for the Common
Internal Assessment set by the QCAA.

It reviews the concepts introduced in Chapters 1 and 2, with activities
based on representations of identity, representations of concepts, and
representations of place. Examples are drawn from a range of persuasive
texts. The activities explicitly model the writing style and structure required
for the assessment.

° How this book is organised
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Chapter 4 Reinventing representations
Duration: 10 weeks
Assessment: Video essay

This chapter explores the inspiration behind a range of popular culture texts,
including tattoos, graphic novels, reality television shows and on-demand
series. It shows students how creativity rests on cultural histories, and that
the globalisation of entertainment draws together a rich range of older
stories and symbols to create popular texts.

It includes extracts from case study texts, including the graphic novel and
television series American Born Chinese, and Lord of the Flies and the reality
TV shows it has inspired.

The culminating task requires students to create a video essay explaining
how a character is represented in a modern transformation of an old story.

Chapter 5 Bouncing around Australia

Duration: 8 weeks
Assessment: Extended response (written) — imaginative recount

This chapter allows students to explore and respond to a range of Australian
popular culture texts and aspects of texts, including identity, place, concept
and events. Students select and use ideas and information to create
representations and position readers to accept a perspective. This chapter
also provides an opportunity for students to study a complete text.

The culminating task invites students to recount different perspectives of
an event. Throughout the chapter, there are examples of how aspects of
Australian popular culture texts can be used as springboards for written
responses.

How this book is organised @
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Introduction

Listening and speaking, reading and viewing, designing and writing are the
ways we interact with others at school and in the complex and changing
world of the twenty-first century. In Essential English, we learn how texts
shape the world around us and how we can understand, challenge and
change the way representations are constructed.

Within each chapter you will find teacher notes offering alternative ideas
for texts, tasks, and approaches to adapting the materials. These are
intended to help make this textbook dynamic in response to your
classroom needs.

In addition, an extensive Teacher Notes document is available for
download from Cambridge GO. This document offers an overview [E
of some pedagogical approaches that underpin the selection and

design of materials in this book. The introduction to Cambridge Essential
English for Queensland Units 1&2 (2nd ed.) contains detailed examples of
the foundational reading approaches outlined in Routines and strategies
(pp. Vii-xx).

What is a text?

When we talk about texts in this book, we don’t just mean SMS messages
to friends. A text is any communication where people make choices about
language to serve a social purpose. In the Australian Curriculum, the
Essential English Applied Senior Syllabus describes texts as follows:

Texts provide the means for communication. They can be written, spoken,
visual, multimodal, and in print or digital/online forms. Multimodal

texts combine language with other means of communication such as
visual images, soundtrack or spoken words, as in film or digital media.
Texts include all forms of augmentative and alternative communication;
for example, gesture, signing, real objects, photographs, pictographs,
pictograms and Braille.

SOURCE: Australian Curriculum v.9 2022 © Australian Curriculum,
Assessment and Reporting Authority

More simply, a text is anything that can be read for meaning. We even read
people - just think about what you can tell from someone’s body language
or outfit.

@ Introduction
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Routines and strategies for success

in Essential English

Routines are important in learning because they give you procedures to

follow as you encounter new and more complex tasks. Scan (flick through)
this textbook and note the routines and strategies below, so you're starting
with a sense of how the whole textbook works.

Mastering these routines will set you up for success in Essential English and
will help you to tackle new texts in tertiary study and the workplace.

Routine

What

How

Why

Frayer model

Many key words
are presentedina
graphic organiser
like this. It’s called
a Frayer model
because it was
designed by
Dorothy Frayer at
the University of
Wisconsin in 1969.

Complete the
model by adding
the definitions,
examples,
characteristics,
non-examples or
pictures indicated
in each quadrant.

Actively
constructing the
meaning of the
word builds your
understanding
and helps you
remember it.

PEEL
approach

e

The PEEL
approach to
paragraphing

is taught

and revised
throughout this
book. It is a way
of structuring
paragraphs that
can be helpful
for organising

You will either:

analyse the

paragraph by

identifying its

parts (PEEL it)
OR

write a
paragraph
using the PEEL
structure and
the language

If you can master
a well-structured
paragraph,

you can write
arange of

texts, including
effective
explanations,
which are
important for
your success in

reading of the text
to answer.

Text-dependent
questions

were formally
developed to help
you read

thoughts and Essential English.
features you
responses.
have learned.
Text- These are Check your Itis important to
dependent guestions that understanding of be able to
questions depend on your important or tricky | read accurately

terms. Read the
text and answer
the questions
or complete the
activities.

and critically.
Text-dependent
questions

can support
you to make
connections

ISBN 978-1-009-30978-3
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engaging with
the text at three
levels:

Level 1: Literal
Level 2: Inferential

Level 3: Critical.

statements for
each of the three
levels. Then, read
the text. Next, mark
the statements in
the guide with True/
False.

Finally, highlight
the evidence
and discuss your

Routine What How Why
Text- complex texts Discuss your with other texts
dependent closely. They responses with and to create
questions ask you to look peers and your texts of your
cont. at what the text teacher. own.

says, how it

works, what it

means and what

you might need to

do next.
Three-Level The Three-Level First, read the Done properly,
Guide Guide is about guide, which has Three-Level

Guides develop
strong reading
skills. You pay
attention to what
the words say,
what the words
mean and how
the meanings
connect to other
things you know.

the assessment. It
is the last section
of each chapter,

instructions
provided by your
teacher.

responses.
Spotlight on A table that Annotate the Identifying these
Language helps you text features. elements means
clearly identify Structure will be you have clear
text structure in the left column evidence for your
- and language and language explanations. This
// features. features on the type of table can
right. Highlight the | be usedin your
example in the text. | own notes too,
not just the texts
here.
Putting it all This tells you what | Do it! Take care Like any course,
together you need to do for | to follow the Essential English

has a syllabus.
The syllabus says
you must show

except Chapter 3. what you have
learned. Fair
enough.
° Introduction
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What’s the problem with PEEL?

‘Life’s not a paragraph.’

SOURCE: E. E. Cummings, 1926

There’s nothing wrong with PEEL, really. On the one hand, it’s a decent
basic structure for writing a paragraph when you want to inform, explain,
analyse or argue in a straightforward way. If you have a point to make or
an answer to a question and you want your reader to understand it, PEEL
can help. That’s why it’s taught widely in Australian schools and why we
offer it to you in this book. On the other hand, PEEL is limiting and not very
much fun (Gibbons, 2019). It doesn’t tell you how to write the sentences
or arrange the detailed information in your paragraph. And it is useless
for writing stories. Further, even when they are explaining, writers in

the real world often don’t use it because it doesn’t suit the style of their
publication. This means it’s important that you have your own clear idea
of the purpose of your paragraph. Take this paragraph, for instance. It is
almost a PEEL structure but there’s no ‘L’; it was more interesting for us to
end it this way ®).

What else can help you with your writing?

‘Paragraphs, like life itself, are much more complex than TEEL can convey.’

SOURCE: McKnight, 2021

While it is true that PEEL is a useful shared structure for you and your
teacher, and it can help you with your assessment in this subject, here are
some things to remember as you become a better writer through Senior:
PEEL is ‘a handy tool for high-pressure, time-limited environments’
(McKnight, 2021). It isn’t always how people write in the real world.
Look for examples of real-world writing that doesn’t follow the PEEL
structure. This section is one.
You won’t ever be assessed on PEEL; you’re assessed on whether you
communicate effectively with your audience.
Experiment and play. Write for the fun of it. Break the rules. Write a
terrible story. Write a paragraph that doesn’t begin with the point.
Worry less about the structure and more about the detail.

Introduction °
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Definitions

Words in bold purple text
The first time an important word appears in the main sections of a chapter it
will be in bold, purple text. This includes key terms from the syllabus; you

can find a full list of key terminology with comprehensive definitions in the
QCAA Essential English Syllabus.

It’s a good idea to keep a digital or written record of these words and their
meanings — a glossary. You can add your definitions, your notes, or the
downloadable PDF Glossex available from Cambridge GO.

When you're building your glossary, you're building your vocabulary. A bigger
vocabulary improves your reading comprehension and your communication.

Cognitive verbs

You will see that sometimes questions or tasks in the book have words
in bold, blue text. For example, you might have a question asking you to
‘analyse and compare’

These are cognitive verbs or thinking processes. Cognitive verbs direct your
reading to what a task is asking you to do and how you can complete it well.

Read questions and instructions carefully and identify the cognitive verbs.
You can find their meanings on the QCAA website.

Concepts in Essential English

Representations, beliefs, values, attitudes, ideas, perspectives and cultural
assumptions are building blocks for the knowledge application you'll do
in every unit. These terms can be difficult to understand because they’re
abstract nouns. They are academic ideas in the study of English rather than
concrete objects in the world that you can see or touch.

The following table includes a technical definition for each term as well as a
definition in everyday language.

@ Introduction
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Key concept

Definition

Everyday language

Representation

Textual constructions

that give shape to ways of
thinking about or acting in
the world; texts re-present
concepts, identities, times
and places, underpinned by
the cultural assumptions,
attitudes, beliefs, values

or world view of the writer,
shaper, speaker/signer or
designer (and of the reader,
viewer or listener).

A representation is not the
thing itself; it is a depiction
of a thing (or person or
idea) that is constructed

by people when they
communicate with each
other (a re-presentation).
We represent experiences
in different ways depending
on the purpose and
audience. For example, you
might represent a situation
like being late to work one
way to your manager and
another way to your friends.

Perspective

A way of thinking about
or viewing something,
especially one that

is influenced by your
experiences, beliefs and
values.

The way someone perceives
texts, ideas, events.

Belief

That which is believed,;

an accepted opinion;
conviction of the truth or
reality of a thing; a tenet or
tenets.

What we think is true.

Values

Characteristics, qualities,
philosophical and emotional
stances - for example,
moral principles or
standards, often shared with
others in a cultural group.

What'’s important (to me or
you or us).

Attitude

An internalised way of
thinking about a situation,
idea, character or social
group; a position, a
disposition or manner with
regard to a person or thing.

How beliefs and values

are expressed in words

or behaviour regarding
emotions, judgements
about people and the value
of things.

ISBN 978-1-009-30978-3
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Key concept Definition Everyday language

Cultural Ideas, beliefs or attitudes Beliefs, values and attitudes

assumptions® | about such things as that are commonly held.
gender, religion, ethnicity, Because they are shared by
youth, age, disability, a social group, people who
sexuality, social class and belong to that group see
work that are taken for them as ‘natural’ or correct

granted as being part of the | and may not be critical of
fabric of the social practices | them.

of a particular culture;
cultural assumptions
underpin texts and can be
used to position audiences.

Teacher notes

*Cultural assumptions are included in the syllabus definition of

representations. We include the concept of cultural assumptions because it

remains important underpinning knowledge that helps make sense of how:
stereotypes and bias fit into the context-text model of language in
English (see the online Teacher Notes and pedagogical approaches)
opinions and ideas, which connect to beliefs, values and attitudes (p. 21)
how different people come to have different attitudes to issues.

We introduced this diagram in Units 1&2 as a way to think about what
influences shape beliefs and values, attitudes and cultural assumptions. You
may want to review this with your students.

Time Cultural influences Place

CULTURAL
ASSUMPTIONS

Opinions and ideas about gender,
youth, sexuality, race, class, ethnicity,
religion...

Events People

BELIEFS
VALUES

Facts Personalinfluences  Experiences

@ Introduction
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UNIT 3

Language that influences

Unit description
In Unit 3, students explore community,

local and/or global issues and ideas
presented in a range of texts that
invite an audience to take up positions.
Building on Units 1 and 2, students
apply their understanding about how
perspectives, ideas, attitudes and values
are represented in texts to influence
audiences. They explore how issues
are represented in a range of texts
and develop their own point of view '
about these issues. Students synthesise
information to respond to and create a ' ‘
range of texts, considering their intended
purpose, their representation of ideas

: and issues, and audience responses.
In responding to texts, students have
opportunities to discuss and listen to
differing perspectives, compare, draw

conclusions and influence audiences

for a range of purposes. Students also
| develop their skills in using appropriate
vocabulary and accurate spelling, ?
punctuation and grammar to enable ‘
effective communication.

Students respond to a variety of texts
that invite audiences to take up positions,
by constructing texts of their own.

The unit is made up of two topics:

» Creating and shaping perspectives on
community, local and global issues in
texts

= Responding to texts that seek to
influence audiences.
SOURCE: Essential English 2025 v1.2

Applied Senior Syllabus © Queensland
Curriculum & Assessment Authority
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Chapter1
The world in pictures

This chapter presents some of the most powerful techniques used to influence people, through
the study of visual images in advertising and social media. When you understand how
perspectives, ideas, attitudes and values are represented in texts that influence audiences
to take up positions, you can develop a critical approach to what you believe in and value. This
is important to do because your beliefs and values affect what you say, who you choose to
associate with, what you buy, who you vote for — actually, everything you decide on. The work
you do in this unit will prepare you to explore issues and ideas in texts in Chapters 2 and 3.

The chapter includes a practice task for the Common Internal Assessment (CIA), so you can
feel confident about interpreting and explaining representations in visual and multimodal
texts.

You will learn and develop the skills to:

« explore arange of issues and ideas related to marketing and social media that are helpful
for interpreting texts and seeing how they invite audiences to take up positions

« explain how features of visual texts, including the layout of different kinds of information,
can impact audiences by controlling the path of their reading

e Unit 3 Language thatinfluences
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interpret how figurative language and other features like icons and emojis create perspectives
identify opinions, ideas, beliefs, values and attitudes that might have shaped
representations in visual texts

take an active role in the reading process by considering alternative meanings and offering
your own opinions

examine how data about you can be presented, collected and manipulated in social media
compare how representations are constructed in two different marketing campaigns.

Teacher notes

The activities in this chapter are an introduction to Unit 3: Language that
influences. They have been designed to revise and extend on key vocabulary and
focus on skill development, especially for interpreting visual images. The related
contexts of marketing and social media provide reasons to build critical literacy
skills. The sections have been designed so each can be completed in sequence or
stand alone. You should feel free to select and combine sections, depending on
your students’ needs and how much time you want to spend on formative work.
For example, you could just do the section on reading pathways (which is referred
to again in Chapter 3) and then skip straight to the culminating task, to evaluate
how well your students were able to apply that concept and whether it will be
worth including in your CIA preparation. You could even begin with the formative
assessment, evaluate how your students respond, then cycle back to a section or
sections to help meet the needs of the students in your class.

‘Putting it all together’ is intended as formative for the CIA. We’ve presented a
complete possible assessment, including responding to written text, because your
students have been continually building their written response skills and you may
want to gather evidence of their progress on the whole. However, you could decide
only to focus on the visual images.

Word play

Play with these words. Change their forms, morph them into new words, add
prefixes or suffixes, and find words with similar spelling patterns. The first one has
been done for you.

market marketing merchant merchandise  marketer
image

influence

persuade

represent

Chapter1 The world in pictures °
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Sentence combining

Vincent Namatjira is an award-winning artist known for his humorous and witty
portraits that ask the audience to look at the world differently.

Organise, reword and combine the following sentences about Namatjira in a way
that makes sense to you.

Art allows people to show the world as they see it.

He is an artist known for his portraits.

His portraits are often based on press photographs.

He paints people who have had an influence on him and Australia.

Press photographs position audiences to perceive a subject in a particular way.
Caricature is a style that exaggerates certain features or characteristics.

His art often shows powerful people in unfamiliar situations.

You can look up Vincent Namatjira’s work through the National Gallery of Australia
audio tours and website. Some of his portraits have sparked discussions around
representations. For a summary, read The Conversation article ‘Can you control your
image?’ at https://cambridge.edu.au/redirect/11167.

FIGURE 1.1Vincent Namatjira at the Museum of Contemporary Art, standing in front of his
15-metre mural P.P.F. (Past-Present-Future)
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1.1 Marketing basics: How influence works

Marketing is about selling a product or service. It is about appealing to the
real and imagined needs of people. We need attention. Love. Acceptance.
Escape. Safety. Self-worth.

So, marketing isn’t just about selling a physical product such as cars, shoes
and drinks, it’s about convincing people to choose one brand over other -
often very similar — brands. You know, the important decisions, like: Do you
drink Pepsi or Coca Cola? Do you drive a Ford Mustang Mach-E or a Tesla?
Traditional marketing via advertisements has long been accompanied by
things like sporting sponsorships and other activities that help build a brand
by influencing how potential consumers see the product.

In the market-driven world of social media, we are also surrounded by
‘influencers’ Influencers are typically people who aim to convince us that
particular choices are normal or desirable. They market products and
services, and they simultaneously build the value of their own brand; that
is, they try to monetise their online identity. Some influencers, who can
charge thousands of dollars for creating favourable content about a product,
are part of our everyday life. It’s important to be aware of patterns in these
texts created by influencers, the ideas that are being presented, and what
they are trying to convince us to do.

Activity 1.1

An appeal in advertising is a persuasive strategy that stimulates the
potential customer's desire to buy a product. Four of the most powerful
appeals used in advertising campaigns are listed below. Create a table
with four columns, using these appeals as the headings. Flip through
some magazines, browse the internet or watch a show and find a real-life
example of each type of appeal.

Advertising appeals
Associating the product with a powerful emotion
Suggesting an inadequacy in the buyer that the product could fix
Associating the product with the buyer’s desire for a particular
lifestyle or identity
Associating the product with the buyer’s group identity and need to
belong.
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Activity 1.1 Continued

These appeals overlap because they are all connected with emotions.
1 Find an advertisement that fits in each category. And yes, an

influencer’s post about a travel destination counts as an advertisement.

Association
with a powerful
emotion

Buyer’s
inadequacy
will be fixed

Association Association
with desire for | with group

a lifestyle or identity and
identity need to belong

Australia Zoo:
Steve Irwin tribute

» v
RS

- —
This is an
emotional
appeal because
it features baby
animals and
injured animals.
Steve Irwin was an
iconic Aussie who
campaigned for

the protection of
Australian wildlife.

2 Inasmall group, share the advertisements you found. Explain the appeals.
3 As aclass, create a digital or real class gallery. Select one advertisement

that seems to work across all categories and one that doesn’t seem to
fit well in any. What real or imagined needs are these advertisements
targeting? Identify the alternative appeals they used.
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1.2 Readingin the visual mode

Messages aren’t only communicated via written words. Texts in the media
are commonly multimodal, meaning they combine one or more of words,
sounds, and images. To make meaning from multimodal texts, we interpret
the elements (what's there) and composition (how it's arranged) of visual
images. This is a key skill for critical literacy, especially when we engage with
texts in advertisements and social media. Controlling the language of visual
and multimodal texts means you can create influential multimodal texts of
your own, which you will do in Chapter 2.

Reading pathways

Generally, English speakers will create and read written texts by working
from left to right. Visual texts work differently. The typical reading path
might be left-to-right. However, it may also be top-to-bottom, or centre-to-
margins, or a combination of the three. By making choices in the elements
and composition of an image, the author can control where our meaning-
making begins and ends.

The concept of a reading pathway applies to a single image, a composite
image with various graphic and/or textual elements, or a narrative visual
text that contains a series of images, like a comic strip or a graphic novel.
The reader is positioned or influenced by the choices the author makes to
control where the reading path leads.

Our reading pathway in visual and multimodal texts affects the meaning and
value we attribute to particular elements in a visual text. Knowing how this
works is important for noticing how we are being positioned, especially in
persuasive texts like advertising.

Chapter1 The world in pictures a
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Did you know?

The language you are most comfortable reading and writing can
affect how you interpret images too. If you are used to starting on
the right of the page, or reading vertically, you will tend to use the
same pattern when interpreting a picture.

Some languages, including Arabic, Hebrew and Urdu, are read
and written from right-to-left. Many East Asian languages, such
as Vietnamese, Japanese and Cantonese, are traditionally written
and read in vertical columns.

Ancient Greek texts are examples of boustrophedon (‘like the ox’)
writing. This means the first line is left-to-right, then the next line
continues right-to-left (with the letters also backwards) - like an
ox ploughing a field or a groundskeeper mowing the footy pitch.

Boustrophedon

“turn like an ox (while ploughing)”

—— | cft-to-Right
Right-to-Left e 115 |-0t-1rpid
Left-to-Right

Right-to-Left we=mits |-0F-1rpid

| cft-to-Right

= Right-to-Left 1t -01-fripismm

In the following material, we have worked with ideas from Reading Images:
The Grammar of Visual Design (Kress and Van Leeuwen: 2020). We
recommend this text as a more comprehensive toolkit for analysing images.

Left-to-right reading path

The left-hand side of a visual text is associated
with what is familiar or ‘given, while the right-
hand side is seen as new or ‘demanded’. A very
simple example from an assessment task sheet
is that there will be a cell labelled NAME on the
left side of the page, and you'll fill in the new

information, your name, on the right.

You'll often see this layout used in magazine spreads where the article or
interview is on the left page and the images are on the right. The images tend
to be advertising clothing and accessories, so they're the new information.
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Top-down reading path

In visual design, the top is associated
with the ‘ideal’ or general. What is placed
underneath is associated with the ‘real’,
specific, or practical. For example, in

an assessment task sheet, you'll often
have the genre and topic at the top; for
example, persuasive Speaking at the
United Nations. Further down will be the
more specific information.

This is a common technique for controlling your attention in advertising
too, where the promised ideal is in the upper section of the text, so you give
it your attention first, and the actual product is placed below.

A top-down reading path is typically how online storefronts are organised.
Whatever you're buying, from beds to boardies, the page will begin with an
appealing visual that constructs an idealised, positive representation of the
brand. You have to scroll down to see the products you can buy to fulfil that
appeal.

Centre-margin reading path

In this third common arrangement, the reading path radiates out from the
central idea in the middle of the image. The creator of the text is demanding
that we pay attention to the centre of the text first. The outer elements

are all connected by their associations with the central idea. This type

of organisation is common in internet imagery, including memes, and
advertisements.

Centre-margin arrangements are useful for visualising how ideas are
connected. When you create a mind-map or concept-map, you've utilised a
centre-margin reading path.

Chapter1 The world in pictures °

ISBN 978-1-009-30978-3 Rumble et al. © Cambridge University Press & Assessment 2025
Photocopying is restricted under law and this material must not be transferred to another party.



For this activity, you’ll be using your understanding of reading pathways to
explain how a website associates products with ideas.
1 Go to the website for R. M. Williams, an Australian company

selling leather boots, accessories and clothing

(https://cambridge.edu.au/redirect/11168). Discuss your initial

impressions of the site with a partner or in a small group. Some

guestions that might help you start this discussion:

a What draws your attention first?

b Canyou identify a clear reading path from first to next, etc? Is it one
of the common reading paths on pp. 7-9? Where does your attention
finally rest?

¢ Discuss the effects of your attention being controlled by the
creator: What did the author want you to focus on as being
important? Did you all read the text in the same way? How might
noticing reading pathways make you more critical of the author’s
intentions? Use the language of left-to-right, top-down, centre-
margin. Challenge yourselves to also use the terms ideal and real,
given and new.

d What is the purpose of the text? How well did the authors achieve
this purpose?

2 Now let’s think about elements of this text in a different way. Take

a screenshot of the site. Whatever appears first on your screen will

do. Paste it to an online notebook or print and stick a hard copy on a

whiteboard or a piece of paper.

Circle each element or object in the image. You can call these signifiers,
if you want to be fancy. Then make annotations where you identify the
ideas or the concepts they make you think of.

Waves crashing against the rocks.

Makes me think of the power of
nature and the wilderness.

These boots can take on all kinds
of terrain.

3 As aclass, discuss how the visual text is positioning you to view the
R. M. Williams brand. What emotional, inadequacy, or identity appeals
are they making? Refer to the visual elements you have circled, the
connotations you identified, and how reading pathways direct your

attention.
e
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Activity 1.2 Continued

Connotation

Connotations are ideas we associate with words. They are implied
but not directly stated, and in marketing they are used to shape the
viewer’s impression of the product. For example, connotations of the
word ‘summer’ include holidays and sunshine.

A connotation is not the literal meaning of the word; that’s
denotation. Summer denotes the warmest season of the year.
Denotative meanings

do not include the ‘7’

evaluations people may
connect with a term

— what judgements
about people,

emotional responses,

or appreciations of the
worth or quality of things
are implied in the way the
term has come to be used.

You’ve now unpacked a visual marketing text that uses different reading
pathways.

4 To complete this activity, use the outline below and your i { ;
own knowledge of paragraph structure to explain how
representations of R M. Williams’ products are constructed on
their website. Refer to at least two visual elements (language features)

of the image. You may also choose to talk about the layout of the website
(text structures).

The multimodal text at the top of the R. M. Williams site represents

J

as Itincludes written text saying

whichmeans______, Bydrawing our attentionto_____|

the visual textemphasises . Theuseof ____ has

connotationsof ____ . Additionally,the_____ connects
withtheideaof ___  The R. M. Williams advertising

appeals to our desire for/ftobe . Itimplies that if you take the

actionof___ then
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Key terms for explaining visual texts

from the person, place or
thing the image is shot.

Key term Definition Think about ...
Camera The angle the image is taken | Angles - low, high, tilted
angles from and how close or far etc.

Distance - close-up,
medium shot, long shot etc.

Composition

The placement of the
elements relative to each
other and how this creates
meaning.

Background, foreground,
position in the frame,
relationship to other
elements and the viewer

(or sometimes animals) in
visual texts. If the subject is
gazing directly at the viewer,
itis a demand and a kind

of direct address. If they

are gazing elsewhere, the
gaze is a vector to direct a
reading path.

Focalisation | How the author positions Are you higher than
. the viewer to see the (looking down on) or lower

(audience . L .

point-of- subjects and actionin an than (looking up to) the

view) image. The choices made participants or actionin the
around ‘who sees’ and what | text? How does this affect
position the audience takes | power relations? How does
up in relation to the people, | this change what you can
places or thingsin animage. | see?

Framing The dividing lines or spaces | The stronger the framing,
that create connection or the more disconnected
disconnection between each itemis from the other.
elementslln |mag.es or PowerPoint and Google
between imagesina oy

. Slides’ templates make use
sequence. Connections .
of frames. So do panelsin
are created through shared . . ,
s comics, anime and graphic
qualities, such as colour, or
novels.
frame breaks.
Gaze The line-of-sight of people | Is anyone looking directly at

the viewer or are all gazes
directed elsewhere? Follow
the gaze of those in the
image. Does it lead to an
object, person or beyond
the frame?

@ Unit 3 Language that influences

ISBN 978-1-009-30978-3

Rumble et al.

© Cambridge University Press & Assessment 2025

Photocopying is restricted under law and this material must not be transferred to another party.




Key term Definition Think about ...

Vectors Indicate connections within Find the lines that you can
the text. Vectors are created | easily identify in the image.
by .eleme.znts that form an Where do your eyes end
oblique line. These can be L

raphic elements like arrows up and what was pointing
grap , at that element? Which
or the tails of speech bubbles. | |. . .
. o lines guide your reading
[t can also be ‘imagined’ lines
e o pathway?
from pointing fingers or a
strong gaze.
Salience What element is made What do you notice first?
he vi ’
to attr.act the V|ewer§ How has the creator drawn
attention? A human figure, . .
, attention to this element
direct gaze, cultural symbols . .
o . - placement, relative size,
or other significant objects
i . ) contrast, colour?
will attract our attention first.

Typography | The visual elements of text | Emphasises and guides
including type, style and size | the audiences to words or
of font(s). phrases

Language features and text structures

The syllabus and the CIA refer to language features and text structures.
These shape and support meaning-making in texts. Authors select language
features and text structures to create certain meanings and effects.

Language features in visual and multimodal texts include any written
elements as well as elements such as framing, camera angles, and colour. If
there are people in the image, look for body language and facial expressions.

Text structures are the ways in which information is organised and ideas are
expressed. This includes organisation, sequencing, layout and placement of
elements.

Annotating an image, as in Activity 1.2, is one way of deconstructing the
elements of a visual text (including language features and text structures) and
interpreting their meaning. This should give you pretty good information to
use but you might still struggle to put your ideas together to make a cohesive
response. To really nail this kind of interpretation, follow these three steps:

STEP 1: Describe the reading path. This is a great way to begin because
you're looking at the whole and also noticing how the author might be
positioning you.

STEP 2: Annotate the important elements (salient features) of the visual
text with your notes about possible connotations, so you have information
you can refer to about people, places, events and ideas.

STEP 3: Complete an observation and inference chart.
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You've already practised Step 1 and Step 2. Let's look more closely at how to
tackle an observation and inference chart.

Observation and inference chart

The observation and inference chart has three rows:

1 Make notes on your observations. This is what you can literally
see in the text. What is represented? What is represented can be
concrete like an object, place, person or product. A representation
can also be abstract like an idea, concept, identity or time. What
language features can you identify? What text structures are used to
hold the text together and guide our reading path?

2 Next, think about what the things you’ve observed might
signify, connote or mean.

3 Then, write 1-2 sentences or a series of dot points summarising
your interpretation. To your impression of the main idea, add
what opinions you can identify. Ask yourself: What does this text
mean when | put all this information together?

Don’t panic! We've done one for you, so you can see how it works. Read and
discuss the completed activity that follows, then work through the second
inference chart with your peers. To practise on your own, use this technique
on images in this chapter or other visual texts collected from outside of the
classroom.

Task: Explain how the language features (visual elements) and text structures
(composition and/or organisation) within this image communicate ideas and
information.

Context: A poster on a metropolitan transit system (bus and train routes).

As you complete this activity, think about what the poster is advertising and how
you know this, even without words.
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What can you see? What does it say?

Representation(s) -
What is represented?

A young person
dancing and
wearing a blue
earbud.

Three tropical
birds with open
wings

A cityscape

A flower and
leaves

Elements that shape meaning in this text

Observation - language
features

Medium-close-up shot
of the person draws
reader attention first
The person’s body
language is: eyes shut, a
slight smile (expression);
gesture is hands raised.
They are wearing a
yellow jacket, white top
and blue earbud.
Colours are bright:
pastel and bold - lots of
contrast

The cityscape is dull in
comparison but reflects
the yellow of the jacket
Bright colours - blue
background; pink flower;
macaws; yellow jacket

Observation - text
structures

Elements are layered
- the big flower in
the background
frames the personin
the centre and the
cityscape

The city at the
bottom is relatively
small

Empty space at
margins

Birds create a vector
pointing to the
person and then
beyond the frame

Inferences - language
features

The woman is moving to
the music in her earbuds

Inferences - text
structures

Ideal-real placement:
the small cityscape

= and enjoying herself - at the bottom
3 she’s in her own world. denotes real life and
f, The bright colours, everything else is the
E flowers and tropical escape - placing the
_g birds are associated with earbuds at the very
= holidays - escape. centre as the source
'é of the escape
The birds create a
sense of movement
that supports the
idea that the figure is
dancing.
_E Main ideas and opinions about the representation(s):
% This image portrays the perspective that music and dancing are liberating and
S | allow people to take a break from the realities of everyday life. Our attention is
(@]

drawn to the earbud, which suggests the product can help you do that.
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A trick for explaining

If you flip a completed observation and inference chart on its head,
you have the makings of an excellent explanation in a basic P+E+E
form, which can be written as a complete paragraph or in dot
points. The conclusion becomes your Point (or Topic), then you can
connect the sets of observations and inferences to make a series
of supporting sentences (E+E). You might need to experiment

with the order — combine sentences, rearrange clauses (parts of

a sentence), include text connectives. You will need to edit your
writing.

Activity 1.3

1 Read the paragraph in the yellow box below.

2 Insmall groups or as a class, identify the evidence (language features
and text structures) and the conjunctions the writer has used to
connect the information together. Discuss what makes this an effective
paragraph and those elements you can use in your own writing.

You will find useful vocabulary in the table ‘Key terms for explaining visual
texts’ on pp. 12-13.

This composite image shows that music lets people take a break from
everyday life. The salient element that the reader’s eye is drawn to first is
a woman in a medium close-up shot. She is in the centre of the image in
front of a pink flower and above a city. Her eyes are closed, she is smiling,
and her hands are raised like she is dancing. Three tropical birds fly across
the top half of the image towards the right and overlap the woman and the
flower. The elements are strongly connected through the layering. Birds
and foliage are part of the natural world, connoting the idea of freedom.
Additionally, the vectors created by the birds’ flightpaths continue beyond
the empty margins and out of frame. The bright colours, including the
turquoise background and the woman's yellow jacket, imply freedom and
happiness, suggesting a tropical holiday. In contrast, suggesting city is

the smallest element and it is near the bottom of the image. This relates it
to the practical and everyday. The poster communicates the idea that the
woman is enjoying the music she is dancing to and is imagining freedom
from the city.
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j Activity 1.4

In this example, we have focused on concrete representations. The
image also constructs abstract representations of youth, urban life,
music and nature. Try using the evidence we’ve collected for you in the
Observation and Inference chart on pp. 14-15 to draw a conclusion and
identify an opinion about one or more of these abstract representations.

2 The context of this image was ‘A poster on a metropolitan transit
system’. There is no written text, but what product or service could this
poster be advertising? How do you know?

3 Insmall groups, decide on a product name and create a written element
for this image, such as a caption, slogan or advertising blurb. Discuss
and select the placement of the written text for this advertisement.

The process we propose here is pretty comprehensive. Whatever the
approach you use, you will need to identify language features and
text structures and explain how these elements work to construct a
representation and influence an audience.

Activity 1.5

Task: Explain how the text positions the audience to view education. Refer
to at least two language features (visual elements) and text structures
(composition) in your response.

Context: A leaflet from a local college promoting business, marketing and
accounting courses.

STEP 1: Describe the reading path for this visual text.
STEP 2: Identify the salient features of the text and their connotations.

STEP 3: In pairs or small groups, complete an observation and inference
chart for this visual text.

_—
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Activity 1.5 Continued

Representation(s) - | Elements that shape meaningin

‘i; & | What is represented? | this text

(1]
3 9. Observation - Observation - text
S 'é language features | structures
c
S 3 . .
- )
& 2
==

Inferences - Inferences - text

)
'; language features | structures
o O
s E
=
5 Main ideas and opinions about the representation(s):
E
(8]
=
o
(&]

Conclusion = What does it mean when we put it all together?

Use your completed observation and inference chart to
write your response as a structured paragraph. %

Language features: icons and emojis
Icons and emojis are symbols.

Icons are used in computing as a graphic representation of a program, option,
or other piece of information. Often these are based on real-world objects. For
example, the ‘save’ icon in programs like MS Word is a graphic representation
of a floppy disk, which is what computer files used to be saved on.

Anicon can also be a famous person or thing that represents a particular
opinion, or a set of beliefs or values. Dolly Parton is an icon of generosity.
Bluey is an icon of wholesome Australian identity.

Emojis, from the Japanese words for ‘picture’ and ‘character), can stand in
for words, communicate ideas and shape the attitude or mood of a message.
Different communities attach different meanings to emojis and these
meanings change over time, often very quickly.

Before emojis were coded into personal devices as small images,
punctuation was used to communicate emotion and sometimes still is :)
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Symbolism

Symbols represent or identify ideas or qualities.

A symbol can be an image, mark, sign or word that
stands for something else, usually an abstract idea.

The image on the right contains a well-known
symbol. Do you recognise it? What is it a symbol of ?

Context: This poster was displayed in an
international airport as part of a marketing
campaign for a mobile phone plan.

1 From the poster's location and the featured
icons, what services would you expect to
be included in the phone plan?

2 What does the author of the image think
travellers value? Explain by referring to at
least two of the icons and other elements
within the image. A concept map or
observation and inference chart will be useful here.

3 Sometimes people interpret the same symbol differently. In the top right
corner of the image is the icon for a battery. It is red and appears to have
four bars in the outline.

In small groups, read the explanations below about what this symbol

represents in the context of this image. Decide which explanation makes

the most sense and justify your choice. You might refer to other elements
in the image, key terms for visual texts (pp. 12-13) and your own knowledge.

a Ared battery icon indicates that battery power is low and needs
recharging. A common belief about travelling is that it helps people to
metaphorically recharge their batteries. The figure is throwing their
hands up in despair because emails and other tasks are draining their
batteries. An opinion in this poster is that people should turn their
phones off when they go on holiday.

b The battery symbolisin the top right-hand corner like it is on your phone.
It helps frame the image to make it feel like you are looking through your
phone screen. The vector created by the road points beyond the image
and draws the viewer’s eye to the other icons. This represents the phone
plan as helping the traveller use apps on their phone to explore.

¢ The barsin the battery symbol are nearly full. The figure is looking
towards the road. The attitude of the figure is that they are ready to
explore down the road because their apps and data are ready to go.
This shows the audience of airport travellers what they will need to be
prepared on their journey.

d The battery symbol, the heart symbol and the map pin are the same colour.
Red is the colour of passion. You can charge your heart ready for travel.
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1.3 Images and influence: How images
shape our opinions

This image is from an advertisement for running shoes. You are looking
at the shoes, right? No? What are you looking at then?

Sometimes the product isn’t the most important part of the
advertisement. This is because the ad is selling a look and a
lifestyle, not just shoes.

Which appeal is this advertisement using? A desire to belong
| is very powerful. While not many people think that buying
expensive shoes is the key to looking toned and fabulous on
the beach, the identity and experience they are connected
with make the shoes an important piece of the puzzle.

Activity 1.7

What opinions might you have about the people in the image? Describe
who you imagine they are and what their life is like. Refer to the visual
elements that shaped these opinions, like the setting or body language.

We form opinions about and even categorise people based on our own
experiences and the associations evoked by powerful images and language.
These messages are repeated in our culture via advertisements and in films,
literature, social media and everyday conversations. When they are widely
held in a community, opinions can become stereotypes and cultural
assumptions. Cultural assumptions are particular opinions, ideas, attitudes,
beliefs and values that are seen as being 'the norm' in a society.

Influences, attitudes, values and beliefs

What do you recall about Time il e Place
these key terms from
previous units? Can you
put them into your own
words?

CULTURAL
ASSUMPTIONS

Opinions and ideas about gender,
youth, sexuality, race, class, ethnicity,
religion...

Events People

How do attitudes,

values and beliefs shape
opinions and ideas about
the world?

eV N

Facts Personal influences Experiences
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Opinions about what is ‘normal, ‘good’ or ‘beautiful are used by influencers
to sell us products — for example, running makes these people happy. This

is an opinion, not a fact, although you could certainly argue that running
activates endorphins and contributes to happiness. Or find research showing
that people who regularly visit the beach are happier than people who don't.
That’s why facts and opinions can be tricky to separate.

Activity 1.8

1 Fact or opinion? Categorise these statements:

Australians drink more wine than beer.

Beer goes with barbecues.

Engagement rings should be given by men, to women.

Exercise is good for your health.

People with a tan are healthier.

Sexual attraction is diverse — not everyone finds the same
things attractive.

Shoes should be worn when running on the beach.

You can travel easily to New Zealand.

2 Ingroups, discuss the opinions you’ve identified. Why might these
opinions be promoted by advertisers? Are there any potentially
negative consequences if some opinions became widely-held cultural
assumptions or stereotypes?

It is important to consider the impact of idealised representations in media
on people who can't live up to the images which — let’s be honest — is most
of us. If we aren’t super-fit, with flawless skin and hanging out beachside, do
we feel unattractive or unsuccessful?

It’s easy to scoft at this question; we all think we aren’t that gullible. However,
there are lots of studies that show people are subconsciously influenced by
what they see in the media. Locate and read some of these articles from The
Conversation website. You can check out the ‘recommended’ section at the
end of each article for further information on this topic.

« ‘Why it’s so important for kids to see diverse TV and movie characters)
Dr Julie Dobrow, Assoc. Prof. Calvin Gidney and Prof. Jennifer Burton
(2018), https://cambridge.edu.au/redirect/11169

« ““This image has been digitally altered”: disclaimer labels are meant to
protect viewers’ body image, but do they work?), Prof. Marika Tiggemann
(2021), https://cambridge.edu.au/redirect/11170

Chapter1 The world in pictures a
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« ‘How ‘misogyny influencers’ cater to young men’s anxieties’, Dr Emily
Setty (2023), https://cambridge.edu.au/redirect/11171

« ‘Australian media’s Instagram posts on Gaza war have an anti-Palestine
bias — that has real-world consequences) Dr Susan Carland (2024),
https://cambridge.edu.au/redirect/11172

« ‘Teens see social media algorithms as accurate reflections
of themselves, study finds, Dr Nora McDonald (2024),
https://cambridge.edu.au/redirect/11173

It is becoming more common to see advertisements and marketing campaigns
using models and images that are more representative of Australian diversity
and include a range of ages, body shapes and physical features.

Go online to view the most recent ‘lucky you’re with AAMI’ advertisements
for AAMI Insurance. Then answer these questions.
1 Make a list of the social groups you can identify in the advertisement
for AAMI.
2 Explain the mood of the advertisement. Refer to the music, pace and
events depicted.
3 Decide which of the following appeals this advertisement uses to encourage
people to consider buying insurance with AAMI over another company:
Associating the product with a powerful emotion
Suggesting a need the buyer may have which the product could meet
Associating the product with the buyer’s desire for a particular
lifestyle or identity
Associating the product with the buyer’s group identity and need to
belong.
Identify a different appeal if you believe there is one.

4 You can find advertisements featuring ‘lucky you’re with AAMI’ from the
1990s on YouTube. Watch one and discuss in small groups or with your
class what differences you notice about the people, places and events
shown in the advertisement then and now.

5 Using evidence from the advertisement(s) you watched, write
a paragraph or series of detailed dot points to either:

a Explain how one of the advertisements persuades people
to buy insurance with AAMI.
OR

b Explain differences in the representation of social groups between a
vintage advertisement and a more recent one.

@ Unit 3 Language that influences
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Questions to help you reveal ideas, beliefs, values, attitudes and
opinions in advertising include:
What times, places, individuals or ideas are represented?
What symbols do you recognise? What do they mean?
What social groups are represented?
Who is included or excluded? Who is powerful and not
powerful?
What beliefs about such things as gender, youth, disability or
sexuality are taken for granted?
What beliefs about such things as gender, youth, disability or
sexuality are promoted or celebrated? What opinions might
different people have about what’s represented?
What perspective on happiness, romance, heroism or success
have been created?
What appeals are used?
What do the images make you think and feel? What attitudes
are portrayed in what people seem to say, do, think, and feel in
these images?
What beliefs and values could have inspired these
representations?

Chapter1 The world in pictures @
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1.4 Therole of the reader: Invited readings,
resistant readings and stereotypes

Reading is interpreting the meaning of the text. Some interpretations are
‘invited’ — the messages are aligned with the intention of the text’s creator.
Sometimes we, the audience, ‘resist’ the
messages — we make a resistant reading.

We also negotiate meaning when we accept
some messages and resist others.

Here’s an example:

I see an advertisement for beer that shows
a group of men in a pub looking very
happy. I recognise that the invited reading
is that beer = fun. I make a resistant
reading because of experiences where beer
= violence. A resistant reading is made
when we associate different connotations
with the image or idea than the creator
intended.

First, consider what is meant by ‘invited
reading’ by completing the Frayer model.

Definition A picture to help
The interpretation intended by the you remember
advertiser and suggested by the

text — the most obvious interpretation.

Invited

Examples reading Non-examples

« HOKA shoes will help you run faster.| - Beer tastes like cat pee.

In the following activities, make up your mind to what extent you accept the
invited reading or make a resistant reading.

@ Unit 3 Language thatinfluences
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Activity 1.10

Go online and watch two vintage advertisements for Carlton Mid Beer, a

campaign first released in 2013 that's continued for over a decade. One

features ‘adjoining rooms’ and another is ‘poolside’.

1 Describe each advertisement either in dot-point form, short comic strip
or a 25-word sentence (with correct punctuation).

2 Complete a Venn diagram to identify what characters, settings, events,
themes or ideas are similar or different between the two advertisements
and discuss these with your classmates.

The invited reading is constructed, in part, by the humour of the

advertisements. The viewer is expected to find the men’s ingenuity funny,

either because we don’t expect them to be so well-organised or because

they have tricked their partners.

3 Choose the correct words from the square brackets to complete the
invited reading of the Carlton campaigns.

The invited reading is that Carlton beer is a great drink to enjoy

with [mates/wives]. It is a [blokey/sophisticated] drink that fits with
activities like going to [restaurants/bars]. It is part of a lifestyle where
men want to [enjoy/escape] the company of [friends/families]. This
beer is for [men/women] who are [teenagers/middle aged/elderly],
are [straight/queer| and live [alone/with partners].

Of course, not everyone will find the advertisement funny or be convinced that
they should go and buy a Carlton beer. Invited readings rely on stereotypes and
cultural assumptions — the idea that your experiences will be similar to mine.
When we share cultural assumptions, we will have, or at least understand,
similar perspectives, ideas, attitudes and values. However, Australia is one

of the most culturally diverse countries in the world. The variety of different
cultural influences means we all read advertisements differently.

Chapter1 The world in pictures @
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Activity 1.11

Carltonresistant reading

The opposite of the invited reading is a resistant reading.
1 Complete the Frayer model

Definition Picture

Ajustifiable interpretation of the text
that contradicts the invited reading.
The resistant reading is often a negative
interpretation of the text.

Resistant

reading

Examples Non-examples

« Men who drink Carlton lie to get what - Carlton beer is good to share
they want. with friends.

2 Categorise the following statements into invited readings and resistant
readings of the Carlton advertisements.
Remember that the resistant reading must be justified by evidence in
the advertisements. Discuss your choices with your classmates.
- Beeris adrink for men.
- Carlton beer is a good drink to share with friends.
- Men who drink Carlton beers don'’t like spending time with women.
- Men need to drink beer to spend time with their friends.
- Women are no fun to hang out with.
- You have to exclude people to be able to enjoy drinking beer.
- Busy men need a break from their lives.
- Immature people drink beer.

The Carlton advertisements, like many other advertisements, use
stereotypes about men and women. Stereotypes are powerful in advertising
because they appeal to peoples’ desire to belong to group identity and
experience a lifestyle that they choose.

Stereotypes work by categorising individuals. Many people find stereotypes
funny, even when they know they aren’t true. Studies in psychology,
however, have shown that repeated exposure to stereotypes alters our
behaviour and can have a harmful influence on how we perceive ourselves
and how we treat others.

@ Unit 3 Language that influences

ISBN 978-1-009-30978-3 Rumble et al. © Cambridge University Press & Assessment 2025
Photocopying is restricted under law and this material must not be transferred to another party.



Activity 1.12

1 In pairs or small groups, share three stereotypes you have noticed in
television shows, advertising or on social media.

2 The table below lists known effects of stereotyping in the left-hand
column. Complete the middle- and right-hand columns with examples
of beliefs that may be influenced by the stereotypes of men and women
portrayed in Carlton beer advertisements. Some examples have been
completed for you.

Effects of Beliefs about men Beliefs about
stereotyping women
You notice behaviours | A group of men having
that confirm your fun together confirms
stereotypical beliefs your belief that men
and ignore any neglect their families
behaviours that for their friends. You
contradict it. don’t notice family

groups having fun

together.
You accept Believing a stereotype
stereotypes as that women are stupid
‘normal’ and influences behaviour.
unconsciously You might ignore
change your women and exclude
behaviour towards them from your
particular groups or social activities and
communities. conversations.
The subjects of the Men assume that they | Women believe that
stereotype are treated | are ... they are ...
differently by, and
excluded from, other
groups. This affects
how they think about
themselves.

Chapter1 The world in pictures a
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1.5 Issuesin advertising: Perception

The extract in this activity is in the style of an academic paper, and deals
with advertising, social media and effects on self-perception. Psychologists
have found that the images we see in advertising and other forms of media

can influence how we see ourselves and the world around us.

Activity 1.13

1 Before you read the extract, complete this anticipation guide. An
anticipation guide is a series of opinions. It's a good way to test
whether you have been influenced by the text, if you refer back to your
completed guide after your close reading. Discuss your responses
with your classmates. Repeat the exercise after reading, to see if your
thinking has changed.

Before reading Respond to this statement

True False Media images can change the way we
perceive ourselves.

True False The ways bodies are represented in media
can cause harm.

True False People shouldn’t blame their personal
problems on other people, organisations
or social media.

True False As long as it’s legal, advertisers can sell
their product in any way they choose.

True False Social media shouldn’t be regulated by
governments or schools.

True False It is useful to compare your achievements
to those of people who look like you.

True False It is worth spending money to look good
on social media.

@ Unit 3 Language that influences
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Activity 1.13 Continued

2 While you read, complete a Spotlight on Language by
identifying and highlighting the features listed in the
language features. These indicate the formal, academic

N g

register of the text. The first one has been done for you.

(SNS) can increase a sense of connection
and community, especially during
catastrophic global events. However, it
can also lead to a ‘comparison culture’
that may have significant negative
consequences for physical, financial and
mental wellbeing.

Dissatisfaction with body image can lead to
unhealthy behaviours around nutrition and
exercise. Neuroscience studies found that
repeated exposure to images of slender,
artificially perfected bodies led to people
perceiving healthy bodies as ‘fat’; their
brain’s visual perception changed*2.
Similarly, a 2021 U.S. study that found
frequent comparison between self and
people followed on SNS could increase body
dissatisfaction®. Research shows teens and
young adults to be particularly vulnerable®.

Financial costs can also be significant.

A 2021 study conducted by Harvard
University and funded by Dove found the
‘combined financial and well-being costs of
severe body dissatisfaction in the US was
estimated to be $305 billion in 2019.

Pressure to buy into trends and maintain an
image may lead to overspending.

Geri Levin, Social Media Manager at Mind,
a UK mental health charity, said: ‘The
danger with social media is that we think
the content we see is real life, when in fact
it’s usually a highly edited snapshot of an
unrealistic and unachievable reality.®

Academic article Language features
What the research says: advertising,

social media and altered perceptions

The use of Social Networking Sites Acronyms

Large nominal groups,
especially at the beginning
of sentences; communicate
detailed information focused
on concepts instead of
actions

Attribution of information
to researchers or studies

Modal words that reduce
or increase the certainty of
conclusions (e.g. consider,
could, are)

Quantifiers that suggest
the significance of the
conclusions (e.g. significant,
few, many, some)

Text connectives or
conjunctions to link different
findings (e.g. similarly)

Quotations from experts to
appeal to authority

Short sentences for clarity

Complex sentences to
communicate cause and
effect

Academic references to
appeal to authority.

R
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Activity 1.13 Continued

Academic article Language features

‘Influencer culture’ alters the perception
of ‘normal’ lifestyle. Users may have a
particular perception of an aspirational
influencer that is very difficult to attain

in reality. Despite SNS guidelines,
influencers do not always indicate if a

post contains image manipulation or
unverified claims, or if it is advertising -
such as gifted or sponsored content.
When a person’s reality does not align
with the seemingly perfect lives projected
by SNS, this can create a negative self-
perception, trigger perfectionism and lead
to feelings of anxiety and frustration’. SNS
users may try to maintain the appearance
of a perfect life to the detriment of their
physical, mental and financial wellbeing.

Researchers suggest reducing time on
social media, muting sources of negative
comparison and investing in real-world
experiences to build connections? 37,
Though support like the eSafety
Commission goes some way to provide
practical, evidence-based advice on these
topics, further investment in mental health
supports and education are systemic
changes that would reduce harm.

3 Complete the following observation and inference
chart for this text. Remember the following steps:
First, identify three significant facts from the

article.

Then, write what these observations

suggest about the impact of advertising

and social media on people’s self-

perception.

In the conclusion, summarise the main ideas in the
article.

@ Unit 3 Language that influences
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Activity 1.13 Continued

Representation(s) - | Elements that shape meaningin

S & What is represented? | this text
>
) . .
o §| - Influencers Observation - Observation - text
=
g-"i . language features | structures

o . . .
= S - Complex - Academic article
o
= sentences .
< < : .

Inferences - Inferences - text

language features | structures

- Shows reasoning | - Authoritative
- howideasare |-
connected .

Main ideas and opinions about the representation(s):

Conclusion | What does it mean?

Conclusion = What does it mean when we put it all together?

Sources

'Brooks KR, Mond JM, Stevenson RJ, Stephen ID. (2016). ‘Body Image Distortion and
Exposure to Extreme Body Types: Contingent Adaptation and Cross Adaptation for
Self and Other’. Frontiers in Neuroscience. doi: 10.3389/fnins.2016.00334. 2Harriger

JA, Evans A, Thompson JK, Tylka TL. (2022). ‘The dangers of the rabbit hole: Reflections
on social media as a portal into a distorted world of edited bodies and eating disorder
risk and the role of algorithms’. Body Image. doi: 10.1016/j.bodyim.2022.03.007 3

Jiotsa B, Naccache B, Duval M, Rocher B, Grall-Bronnec M. (2021). ‘Social Media Use
and Body Image Disorders: Association between Frequency of Comparing One’s Own
Physical Appearance to That of People Being Followed on Social Media and Body
Dissatisfaction and Drive for Thinness’. Int J Environ Res Public Health. doi: 10.3390/
ijerph18062880. “Bowman A. ‘Social media’s effects on the teen brain’. (2023).
https://cambridge.edu.au/redirect/11174 °Bryn Austin S, Slaughter-Acey JC. ‘The Real
Cost of Beauty Ideals Report: study conducted by Dove, in collaboration with Deloitte
Access Economics, and researchers from the Strategic Training Initiative for the
Prevention of Eating Disorders: A Public Health Incubator (STRIPED) at the Harvard T.
H. Chan School of Public Health’. (2022). https://cambridge.edu.au/redirect/11175 ¢King
T. ‘Looking good, feeling ... not so good: the impact of advertising and social media on
body image’. (2021). https://cambridge.edu.au/redirect/11176 "Vogt C, A. Young. (2021).
‘Under Pressure: Are the Stresses of Social Media Too Much for Teens and Young

Adults?’. https://cambridge.edu.au/redirect/11177
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Extension task 1.1

Your evaluation of the ethics of an advertisement or text will depend in

part on your own attitudes and beliefs.

1 Sort the following words into those expressing positive evaluations and
negative evaluations:

admirable, affirming, alarming, appalling, appealing, clever,
damaging, degrading, entertaining, exploitative, fair, honest,
immoral, insightful, insulting, manipulative, misleading, motivating,
outdated, pleasing, positive, reprehensible, revolutionary, stupid,
unacceptable, worrying

2 Select arecent advertising campaign for a well-known international
brand. Use the evaluative words to write a paragraph for a blog, either:

expressing admiration for the ingenious way a product has been
advertised

OR
expressing concern about the damaging or manipulative way a
product has been advertised.

You may want to refer to blogs such as Collective Shout or Mumbrella for

examples and opinions.

Questions Effective openings

What is your purpose in this blog? Enough is enough!

What are the connotations of the ad? | If you think nobody in

What is your opinion about these advertising has a heart, think
connotations? again.

Who is the intended audience of the A big shout out to ___ for their
advertisement and how might they latest campaign.

respond to these connotations? Our fight against __ continues.
What, in your opinion, should the The latest ad for __should be
advertiser or the reader do in .

response?

@ Unit 3 Language that influences

ISBN 978-1-009-30978-3 Rumble et al. © Cambridge University Press & Assessment 2025
Photocopying is restricted under law and this material must not be transferred to another party.



1.6 Issues in advertising: Social media and
the algorithm

Companies conduct market research to identify the target market for the
product and decide what the advertisement campaign should focus on.
This research is increasingly conducted online via data collection on social
media. The collection, sale and use of information obtained from social
media accounts is a significant global issue.

All social media platforms review data about you — what you like, where
you check in, who you tag, how much time you spend online — and then
show you content that the algorithm identifies as likely to appeal to you.
An algorithm is a set of rules for a machine or computer to do a certain
thing. Social media algorithms are closely guarded secrets that use machine-
learning to work out what will keep you engaged.

Activity 1.14

The article on the next page is an opinion piece about how

personal data is used by social media to promote content and

increase advertising revenue.

1 Read the statements in the Three-Level Guide below and
then carefully read the text.

2 For each statement, decide whether the author would say it is true or
false. On your worksheet, highlight the evidence that supports your claim.

3 Discuss your responses with your classmates. Were there any
statements where you disagreed?

Text: True | False

Social media collects information about how much
you watch content.

The social media algorithm is most likely to suggest
neutral content.

People are more likely to engage with a post that
makes them angry.

Level 1: Literal

Even if you ignore targeted advertisements, they
are still a valuable marketing technique because if
enough people see it then someone will buy from it.

Social media is effective for connecting with people
who experience the same things as you.

Level 2: Inferential

Chapter1 The world in pictures @
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Activity 1.14 Continued

Text:

True |False

social media influence.

Level 3: Critical

Boys and young men are especially vulnerable to

The art of showing you what you want to see

By Gillian Paul

You've probably heard of ‘the
algorithm’, but did you know
how closely this is related to data
collection and marketing?

Bear with me here.

When you sign up to social media,
part of the terms and conditions
are to do with the collection of
data about you. The way social
media companies make most of
their money is through advertising.
The data they collect allows them
to target advertisements to your
interests, making advertisement
space on their platform more
valuable. To keep a consistent
number of users viewing these
adverts, social media platforms
need users to stay engaged with
the content. To create active
engagement, an algorithm (or
realistically, several) analyses data
about what users click on, how long
they watch something, who or what
they engage with, and then shows
them more of the same. The more
effective the algorithm is at using
your data to keep your attention,
the more companies can charge for
advertising content.

@ Unit 3 Language that influences
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Algorithms control what we see
online.

Most social media companies keep
their algorithms a closely guarded
secret.

We like content we agree with. Only
amplifying posts that we agree with
perpetuates biases; we don't see
content that challenges or expands
our understanding of the world. We
also tend to be more engaged with
things that elicit strong emotions,
like anger or fear or disgust.

The more users interact with this
kind of content, the more the
algorithm promotes it. Constantly
consuming the same bitesize pieces
of content can create a distorted view
of reality. This can spill into attitudes
and behaviours in the real world.

Principal investigator Dr Kaitlyn
Regehr (UCL Information Studies)
said: ‘Algorithmic processes on
TikTok and other social media sites
target people’s vulnerabilities -
such as loneliness or feelings of loss
of control - and gamify harmful
content. As young people micro
dose on topics like self-harm, or
extremism, to them, it feels like
entertainment’.
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Activity 1.14 Continued

Anger, jealousy and fear are
also strong emotions.

Demand for engagement can
amplify harmful biases or
inaccurate claims, especially those
that are deliberately inflammatory.

Recent studies from University
College London (UCL), University of
Kent and the Association of School
and College Leaders (ASCL), and
from Dublin City University (DCU)
show that social media algorithms
do amplify extreme content. Both
studies created ‘sock-puppet’ social
media accounts to research the
types of content shown.

The DCU study found that ‘TikTok's
and YouTube Shorts' algorithms
promote toxic content to boys
and young men. As the study
progressed, each account was
recommended an increasing
amount of manosphere content,
with the majority of messages
promoting rigid and harmful
masculine norms, misogyny, and
spurious advice on mental health
and wealth accumulation’.

The volume of conspiracy theories
and extremist content was
particularly concerning. This content
tapped into anger and fear to
manipulate users into investing time
and money in influencer products.

So, what can we do to beat the
algorithm?

Try diversifying your social media
content. Experiment with following

ISBN 978-1-009-30978-3 Rumble et al.

neutral accounts, like funny animals
or calming landscapes. How does
this change your ‘For You' page?

More importantly, how does this
change how you feel?

Take a break. You have the power to
set limits on your social media use.
Ask a friend or trusted adult to keep
you accountable. If you need to, log
off, clear cookies or delete accounts
entirely and ‘reset’ the data.
Empower yourself by understanding
how the algorithm is designed to
manipulate you.

If you see something that makes
you angry, check who is saying it
and what the aim of the post is.
Are they selling something to fix
the problem they've just told you
about? What else have they posted?
Does the comment section pass the
vibe check? Confirm what is being
said with another (reliable) source.
A site like Snopes can be helpful
because it traces and decodes what
parts of a story are accurate.

Remember, social media has the
potential to make our world a more
positively connected place. By
being aware of the data collection,
marketing and algorithm cycle, you
can take control of what you see
and break out of the echo chamber.

For more about these studies see:

UCL 'Social media algorithms amplify
misogynistic content to teens' and

DCU Anti-Bullying Centre
https://cambridge.edu.au/redirect/11178

Chapter1 The world in pictures @
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Activity 1.14 Continued

4 Issues around social media and data are constantly changing. After you have
completed the Three-Level Guide, think about what might have changed
from when this piece was written. Share your own experiences, find more
recent articles about the topic (see Boolean operators, p. 70 to help define
your search), identify and discuss updates with your peers and teacher.

Please talk to a trusted adult if you have any concerns.
You can find more information about interactions online at
https://cambridge.edu.au/redirect/11247.

Extension task 1.2

Compare the advertisements on your social media feed with those that
friends or older relatives receive on their social media feeds. What do the
marketers think you desire?

Discuss with your classmates the ways symbols and stereotypes are used
in this type of targeted advertising.

@ Unit 3 Language that influences
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1.7 Real-life reading: Comparing brands

In this section, you will see that companies choose to market their similar
products in very different ways. While you are investigating the advertisement
campaigns for rival brands, consider what message they want audiences to
take away from their advertisements, and what issues the representations raise.

Activity 1.15

1 Insmall groups, choose one Nike, one Under Armour and one Adidas (or
other sporting brand) advertisement that use professional or aspiring
athletes in the campaign. You can view the latest advertisements
on the companies’ official YouTube channels or search for ‘athlete
advertisement campaign’.

Assign advertisements to group members to watch.

2 Summarise each advertisement you watched in 25 words or less.

3 Read the list of features below. For each advertisement, record the
letters for each feature that appears. You might have to watch several
times to catch them all.

Individual exercising

Group or team exercising together

Female voiceover

Male voiceover

View of full body in action

Focus on individual body part(s) or feature(s)

Defiant or aggressive stance and/or facial expression

Muscles visible

Sweat visible

Eye contact with the viewer (direct gaze)

Brand shoes visible

Brand clothes visible

m Natural or outside environment

— X" T SKQ 0 20 T 9O
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Activity 1.15 Continued

Urban or inside environment

Minimal text/explanation of the product

Detailed text/explanation of the product

Metaphor for the athlete’s sporting performance

Musical backing

Hashtag or connection to social media

Brand slogan.

4 Use a Venn diagram, and the letters you recorded, to identify whether a
feature appears in one, two or all three advertisements.

What features do the advertisements have in common? Were any features

in only one of the advertisements?

+~ » = 0 T O S

Advertisement no.1

Advertisement no.3 Advertisement no.2

5 Individually, select 1-2 features in the centre of the Venn
diagram and write a paragraph or a series of dot points %
explaining what opinions, ideas and perspectives about
athletes are created by these advertisements.

Extension task 1.3

Fragrance companies, car manufacturers and fast-food restaurants must
appeal to their target audience and differentiate themselves from the
competition.

Using a Venn diagram, compare the advertisements for two brands selling
similar products. Identify similarities and differences and explain how these
advertisements portray the brand.

@ Unit 3 Language that influences
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1.8 Putting it all together

Throughout this chapter we have looked at how marketing
influences audiences. The visual and written texts have used text structures and
language features to represent products and brands in a variety of ways.

This task is a practice for the Common Internal Assessment.

Response to stimulus

In this task, you will identify and explain representations and how they are
constructed through opinion, language features and text structures.

Task

Respond to opinions and/or ideas in these advertising texts related to sport
and exercise.

Suggested conditions: Students should have access to a copy of the QCAA
document ‘Language features and text structures Essential English’ and
blank copies of our Observation and Inference Chart (below).

Representation(s) - | Elements that shape meaningin
What is represented? | this text

. Observation - Observation - text
language features | structures

What can you see?
What does it say?

Inferences - Inferences - text
language features | structures

What does it
mean?

Main ideas and opinions about the representation(s):

Conclusion

ISBN 978-1-009-30978-3
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Visual stimulus 1

Explain how the images in this advertisement for a sportswear brand constructs
two representations of the impact of exercise. In your response, explain how an
opinion, a language feature and a text structure contribute to each representation.

Visual stimulus 2

How does this social media post position audiences to regard youth sports?

Support your response in parts a, b, c and d.

a Explain two representations of youth sports.

b Explain two opinions about youth sports.

¢ Explain how two language features have been used to portray youth
sports.

d Explain how two text structures have been used to portray youth sports.

@tassiedevilsfc The girls in our U13s team are gearing up for another big
season, and they’re faster and tougher than ever. If you’ve got a young girl
in your life looking to level up her fitness and confidence, then we’ve got a
squad of little devils waiting for her to join. @ Shoot us a DM for more info
about our upcoming trials! #playlikeagirl

Written stimulus

Explain how this blog post from a fitness influencer’s social media site
constructs two representations of the effect of exercise. In your response,
explain how an opinion, a language feature and a text structure contribute to
each representation.

@ Unit 3 Language that influences
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No pain, no gain.

The more exercise we do, the better. Right?
Turns out, not always.

Now, don't get it twisted, I'm not saying exercise is bad.

It's great for building strength and stamina. Studies prove it can help our
mental health. Exercising with others in a team or group is a great social
activity (and is often a free or low-cost outing).

There are so many benefits to balanced exercise!

What I am saying is that there is a limit when exercise can become
unhealthy. When we neglect rest, refuelling and rehydration, we can
cause some serious issues.

It can be hard not to compare ourselves to others. We're surrounded by
images of bodies in peak physical condition. We're told how attractive
they are. Film stars and action heroes share their insane routines.
Influencers track the gains. They make it look easy!

What isn't shown is the cost or the consequences.

Most of us don't have access to personal trainers and a full home gym.
Most of us don't have our own chef. Most of us won't get a superhero
payout for our time.

There are very few people talking about how their bodies are damaged
after long periods of extreme exercise. Over-exercising can lead to
feeling faint or vomiting. If this happens regularly after your exercise
routine, or you have recurring injuries, it's time to check in with a
professional. Even in the short-term, overtraining or overreaching can
lead to fatigue, irritability and mood swings. That's not fun for anyone!

What ['ve learned from my own journey with exercise is that exercise is
like ice cream. There's a sweet spot that makes me feel great. Too much
and [ feel awful.

So go out! Put your runners on! Set a new personal best!

Just remember to check in with how you're feeling - enjoy
yourself, keep some balance and listen to your body.

Chapter1 The world in pictures °
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CHAPTER?Z
Speaking with purpose

As citizens, we encounter a range of texts that deal with local and global issues. Social media,
news outlets, films and other media texts all influence us to respond to issues in certain
ways. By selecting content, language features and text structures, the creators of these
texts invite us to align our attitudes and values with theirs. This is called positioning. Your
job is to understand how positioning works and become a powerful critical reader who can
challenge and champion perspectives. Together, we will explore the complex issues of food
insecurity and fast fashion. Then you will use what you have learned to create and present a
podcast on this or another issue that matters to you.

You will develop the skills and understanding to:

explore how different perspectives, ideas, attitudes and values are represented

critically read and appraise information about an issue

develop your own logical point of view when you have synthesised (pulled apart in order
to put back together) ideas and information

examine the patterns and conventions in persuasive and reflective podcasts

create a podcast of your own that uses those patterns and conventions to position an
audience in relation to the issue

make use of opinions and/ or ideas, beliefs, values and attitudes in the shaping of your representation.

@ Unit 3 Language that influences
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Teacher notes

This chapter has lots of material. You won’t want to do all of it, so scan the materials
and select what issues, texts and activities work for your context. The issue of

food security is introduced first. Then fast fashion has been selected as an
engaging focus for students to relate to or empathise with. You could work closely
with students on food security and gradually release responsibility to students as
you work through fast fashion. Or you might just focus on one issue or text.

We have also assembled a range of resources and activities, included in an additional
online section focused on the ABC docuseries War on Waste, which we invite you

to explore. War on Waste may be a particularly current and interesting alternative

text study, especially if you would like to take this assessment in a more imaginative
direction. There are also some great materials on rhetorical techniques for
persuading an audience. When you’re deciding how to approach the assessment for
this topic, consider the interests and the technical and interpersonal capabilities your
students are bringing to the task. This is a terrific opportunity to offer some choice in
whether students work alone, with a partner or in a larger group. You can also invite
them to stick closely with our topics or explore their own interests.

Word play

Build new words from the words in the first column. Change their forms, morph
them into new words, add prefixes or suffixes, and find words with similar spelling
patterns. The first one has been done for you.

commune community communicate communal uncommon
local

global

relate

active

Sentence combining

Rearrange, combine, add adverbs and adjectives to these
short sentences to make a more interesting passage about
the Australian charity organisation, Foodbank.

Foodbank operates across Australia.
a‘u:rﬁ‘ F!f\f

Foodbank believes everyone should have access to good . CoNATIONS
quality food. DROP OFF

AREA -

Foodbank runs a School Breakfast Program in over 300
Queensland schools.

Foodbank plays a role in reducing Australia’s food waste
problem.

Foodbank provides essential supplies during disaster relief efforts.

Chapter 2 Speaking with a purpose @
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2.1 How to explore anissue

An issue is an important topic or problem that causes debate or
discussion. My shoelace coming undone isn’t an issue. Nobody will think
about it or talk about it. But
access to high-quality mental
healthcare is an issue. People
discuss it with their friends,
worry about it, and study it.
Issues can be local, affecting

Definition in your own words Visual

e only a few people; for example,
Examples Non-examples Jiierin a neighbourhood park.
Or they can be global, like
climate change, which means
their effects are felt around the

world.

Complete a Frayer model like
the one above to consolidate your understanding of this key term.

Activity 2.1

1 Think about an issue you have heard about or experienced recently, like
the cost of living or climate change or workplace discrimination. How
many people does it affect? Is it a local, national or global issue? Do
people have different views about how serious it is? What suggestions
have been made to resolve or alleviate the issue?

2 Create anissues map for your class using sticky notes or a digital
whiteboard. Record a range of issues you know and/or care about (one
per note). Sort them into ‘global’ and ‘local’. Some issues will be both.

Global Local

To find examples of issues, visit the websites of reputable organisations
like the Australian Human Rights Commission or the United Nations,

or local and national news websites. You can also look at reports like
Australian Youth Barometer and Mission Australia Youth Survey to find out
what other young Australians think.

@ Unit 3 Language that influences
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You can represent the possible effects of an issue visually by thinking of
ripples expanding across a body of water when an object is dropped into
it. In the smallest circle, consider the effects on the individual (this might
be you). In each Tipple), consider the larger communities you're a part of -
friends, school, suburb, city or town, Queensland, Australia, the world.

Here is an example of a ripple diagram representing the effects of online data
security breaches.

Issue: data security breaches

Global

Personal data is sold to
criminal networks and used
to commit fraud

Australia

Resources are diverted to
replacing identity documents

Local community

Local stores lose money
because of fraudulent
transactions

Individual

Credit rating is
damaged due to
identity theft

Did you know?

The Australian Competition and Consumer Commission (ACCC) is
an independent Commonwealth statutory authority. They educate
businesses and consumers about their rights and obligations
under consumer guarantees. You automatically receive these
consumer guarantees when you buy goods and services. This
includes privacy safeguards to ensure your data is protected.

In recent years, the ACCC has investigated alleged breaches of
the Customer Data Right (CDR) rules. ACCC issued substantial
financial penalties to companies not following CDR guidelines.

If you’re affected by an issue where a business has done something
they shouldn’t, such as making false or misleading claims, you can
report this to the ACCC. The ACCC can investigate and enforce hefty
fines if a business is found to be engaging in unlawful practices.

You can find more information at:
https://cambridge.edu.au/redirect/11183

Chapter 2 Speaking with a purpose @
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Activity 2.2

Why is it important to clearly identify an issue and its effects? Well, before
you can fix a problem, you must identify there is one. One of the reasons
that food insecurity and textile waste (both of which we look at later in the
chapter) are current issues in Australia is that government policies have not
successfully addressed the harm they cause. Drawing attention to difficult
issues and measuring their effects, and the impacts of possible solutions,
is important for creating lasting change.
1 Select oneissue you’ve heard about or seen in the media.
Complete a ripple diagram, like the one on p. 45, considering %
how the issue might affect different communities.

2 Explain your chosen issue and its effects on individual, local and global
communities. Use an extended PEEL paragraph. You can use the outline

below.
Text Topic: How does the issue of | Language features
structure | affectindividuals
(PEEL) and the wider community?
Point Theissueof____ canhave | Use synonyms and
significant negative effects such | varied noun groups/
as and phr.ases to referl to
the issue, e.g. climate
E+E Forindividuals, ______means | change; irregular weather
(individual) they will ) patterns.
E+E(local) |In_____ communities, Include adjectives to
his f make noun groups more
this issue affects precise.
It means that .
. Use prepositional
Furthermore, this may .
. " phrases that indicate
influence other communities . .
where the effect is, e.g. in
by . rural communities.
E+E (global) |Onaglobalscale,_______isa
problem because
Link back to | Like manyissues,_____ has | Adverbial conjunctions
the topic far-reaching consequences connect sentences in
and we must your paragraph.
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Focus on grammar: Adverbial conjunction

An adverbial conjunction (or conjunctive adverb) is an adverb or adverbial
phrase that indicates a connection between two independent clauses. You use
them after a full-stop (a period or semi-colon) and follow them with a comma.
For example, this sentence begins with one.

Like regular conjunctions (and, but), they are used for addition, cause/effect,
clarification, consequence, contrast and emphasis. Add examples to each
category as you read through the texts in this chapter.

Addition Cause/Effect|Clarification|Comparison|Contrast |Emphasis

Furthermore,|Therefore, For example, |Similarly, However, |Certainly,
Also, Accordingly, |[Notably, Likewise, Instead, Undoubtedly,
Moreover, |Consequently,|Clearly, Equally, Alternatively,|Indeed,

Chapter 2 Speaking with a purpose Q
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2.2 Exploring anissue: Food insecurity

To develop informed perspectives and take decisive action, you need to
clearly define the issue, identify reliable evidence and understand some
of the causes, effects and potential solutions. While you are informing
yourself and developing your perspectives about issues, pay attention to
how the texts you encounter are positioning you to respond. Also, consider
perspectives that are different from your own. When you care deeply about
an issue, you will want to persuade people to share your perspective and

take action.

A serious issue facing many Australians is food insecurity. This is when
someone does not have reliable access to a sufficient quantity of affordable,
nutritious, culturally appropriate food. Experiencing food insecurity
negatively impacts the physical, mental and social health of adults and
children. Having adequate food is a basic human right. Therefore, any threat
to food security matters.

In this section, you will consider the issue of food insecurity and how
representations of the issue have been created in different texts.

What’s the issue?

Before we identify causes and effects of food insecurity, we should
understand the elements that contribute to food security. The text below
is from ‘Understanding food insecurity in Australia, a Child Family
Community Australia report based on information from the World Health
Organization (WHO).

Components of food security

The Food and Agriculture Organization of the United Nations (2006) and
the World Health Organization (2011) describe food security as having four
dimensions, seen here.

@ Unit 3 Language that influences
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1 Food availability

The reliable supply of appropriate quality food from domestic production
or importation, including:

o location of food outlets

. availability of food within stores
. price, quality and variety of available food
2 Food access
The economic and physical capacity to acquire foods that are safe,
culturally appropriate and nutritious, including:
« the capacity to buy and transport food
« mobility to shop for food.
3 Food use

The physical, social and human resources to transform food into
adequate and safe meals, including:

« the knowledge and skills to decide what food to purchase, how to
prepare and consume it, and how to allocate it within a household

. home storage, preparation and cooking facilities
. time available to shop, prepare and cook food
. the use of non-food inputs that are important for wellbeing, such as
clean water, hygiene and sanitation, and healthcare.
4 Food stability and sustainability

The consistent supply of food and the capability to account for risks such
as natural disasters, price flux and conflict, including:

. economic stability
« household resilience

. insurance measures against natural diseases and crop failures.

SOURCE: Mitchell Bowden (2020) ‘Understanding food insecurity in Australia’
(CFCA Paper No.55) pp. 4-6 (https://cambridge.edu.au/redirect/11248)

An Ishikawa or fishbone diagram is a graphic organiser that shows the
causes of a particular effect. The process of creating an Ishikawa diagram
pushes you to consider many potential causes of a problem, not just

the obvious ones. A thorough Ishikawa diagram looks like fish bones
because each branch (primary cause) can have a number of sub-branches
(secondary causes).

Chapter 2 Speaking with a purpose @
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Activity 2.3 Continued

To help you make your diagram, try repeating the question: ‘Why?’

Q: Why do we have a problem with food insecurity?

A: Because some people can’t access healthy food.

Q: Why can’t some people access healthy food?

A: Because it isn’t available in the stores they can get to.
Q: Why isn’t is available in the stores they can get to?

1 Using the text on the previous page, and your own knowledge, add the
components of food insecurity to your fishbone diagram.
You can find a template online or draw it. Begin with the information in
this one below and add to it as you work through this section.
Cause Effect

( ) )
\ \ Shops too far
No fruit and

No transport
\ veg in shops
/ insecurity
{ ) ( ) l

Activity 2.4

Use the Three-Level Guide to understand the perspectives in the article on

the next page.

1 First, scan for and circle the specialised vocabulary in the text.
Use context clues (the words around this vocabulary) and your own
knowledge to come up with synonyms or your own definition for the
following words and phrases. Check your definitions and synonyms with
your peers before using a dictionary or search engine.

Food

alleviating . grassroots - persistent
attributed organisations - resilient
burden - legislation - viable

gigeconomy . perceptions

@ Unit 3 Language that influences
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Activity 2.4 Continued

2 Use the statements in the Three-Level Guide to focus your
careful reading of the article below. For each statement:
- decide whether the author would say it is True or False (not
your opinion)
- highlight the evidence in the text that supports your answer
- discuss your responses with your classmates, especially Level 3
statements.

Text: True | False

The gig economy and changing government
support have increased people’s income.

% g 75% of food insecure households had someone in
> .
@ &5 | paid work.
3.7 million households experienced moderate-to
severe-level food insecurity.
.. ® | Families prioritise eating over other budget
ST | items.
2o — ) N ;
o .,d:_) Higher food prices are justified by increased

costs for producers.

The government should create a public service
campaign to increase awareness about the
issue.

Level 3
Critical

Food insecurity: A personal problem?

Growing numbers of Australians Food insecurity is most often
are reported to be ‘food insecure’, attributed to financial hardship.
with limited or uncertain access
to nutritious food. When we think
about who experiences food

If we believe this to be an individual
problem, we can write it off as

someone needing to work harder

insecurity, the stories we see and
and earn more money.

hear influence our perceptions.
However, household income can

O istent strand is that food
ne persistent strand is that foo be affected by things outside

insecurity is down to poor personal o
Y P P individual control. In fact, over

choices and priorities. From these half of food insecure households

stories, we might assume that ) _
g had someone in paid work. Zero-

1 h b th
PERIPE G R BEae e ey hours contracts, the gig economy

are ‘too lazy’ to prepare nutritious
v and changing government

1 't trying hard h
SR B SR T R St support can all negatively affect

to solve their problems.
P income. And once in a cycle of

But is this accurate? Or does a focus  food insecurity, poor nutrition

on the individual miss the bigger can lead to problems with mental
picture? and physical health, which in turn
e
Chapter 2 Speaking with a purpose Q
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Activity 2.4 Continued

contribute to missing work or poor
performance.

Household spending can be even
more unpredictable. Significant
increases in fuel, housing and
energy costs all mean less money
for the necessities, even before
accounting for higher food prices,
particularly fresh food.

Rising food prices

Increasing food prices are a significant
burden for household budgets.

Dr Rachel Carey and Dr Maureen
Murphy, University of Melbourne,
note that: 'Food prices have been
rising since 2020 due to multiple
shocks to the global food system’
such as supply-chain issues and
extreme weather events. They call
on the Australian government

to ensure food security for all
Australians ‘with a focus on
promoting a food system that's
healthy, sustainable, equitable and
resilient’, ‘from farm to fork'’
(https://cambridge.edu.au/
redirect/11184).

The price rises have been so
significant that the Australian
Competition and Consumer
Commission (ACCC) is investigating
supermarkets’ pricing strategies.
Increasing profits for large
corporations may come at the cost
of food accessibility for consumers.

Other factors

Complex living arrangements can
add to the uncertainty. Many people
struggle to find secure, affordable

housing and moving house is not
always a viable option. Households
with dependent children must
consider childcare arrangements
and costs. Many family
circumstances can make it difficult
to budget or plan meals effectively.
Rather than people who ‘can’t be
bothered’ to eat right, some families
must prioritise eating at all.

The accessibility and cost of travel
as well as food availability are

also problematic. While driving is
expensive, a trip to buy groceries
without a car can cost even more
time and money. In your local
area, how easy is it to use public
transport? Would it be easy to move
around the local stores if you had
a mobility issue? This is assuming
that the local store can stock fresh
produce in the first place.

Vi N 7 A A

It is estimated that as many as one in
four Aussie families are experiencing
some kind of food insecurity.

The 2023 Foodbank Hunger

Report identified that 3.7 million
households experienced moderate-
to severe-level food insecurity. It
also reported a growing number of
people experiencing food insecurity
for the first time.

@ Unit 3 Language that influences
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Activity 2.4 Continued

Blaming individuals for any one-dimensional narrative of
experiencing food insecurity ignores  laziness and individual fault. People
the role of the government in living under-resourced lives are
alleviating many of the root causes doing the best they can. It is time
such as inadequate social support for stories, and solutions, that focus
and housing protections. It places on the bigger picture.

burden on charities and grassroots
organisations and contributes to
shame around food insecurity. Food
insecurity is a national issue and
requires national policy changes.

The huge numbers and diverse

experiences of Aussies experiencing
food insecurity totally undermine

Presenting evidence

Facts and evidence are an important part of investigating and representing
any issue. The data that is chosen and how it is presented influence audience
perception. In the previous article, quotes from experts (Dr Carey and Dr
Murphy, University of Melbourne) and data from the Foodbank Hunger
Report are used as supporting evidence.

As more people source information from social media, infographics are a
popular way to present evidence.

Infographic
This word is a portmanteau of information + graphic.

An infographic is useful for representing data in an accessible and
visually appealing way. It can be effective for making complex
research easier to understand. You are likely to come across
infographics on social media as well as on posters and reports.

Like all texts, infographics are constructed by selecting information
and combining text structures and language features. The reader

is positioned by what information the author chooses to include (or
leave out) as well as the choices the author makes to control the
reading path (see Chapter 1, pp. 7-9). The layout, sizing, colours and
accompanying text, including captions, influence the way we interpret
the information.

While infographics are an effective way to quickly share
information with a public audience, limited space means creators
are selective. Data can be misrepresented when nuance is lost or
the information is taken out of context.

Chapter 2 Speaking with a purpose @
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The 2023 Foodbank Hunger Report presents evidence from its findings
by combining graphic representations and text in a logical order. Most
pages follow a similar structure or sequence. This predictable layout
directs our reading path (see pp. 7-9). A logical reading path supports
reading comprehension because our attention is not split between
noticing the structure and interpreting the information:

« Heading with the main conclusion drawn from the data

« Subheading with additional information or explanation

« Title for the graphic

« Graphic with high-contrast colours

« Afooter in smaller font with source question and base dataset.

Depending on the type of graphic, pages may contain:

« Quotation(s) from survey participants with basic details (sex, age,
location, employment)

« Arrows identifying significant changes from the previous year (YAGO =
year ago)

« Akey orlegend explaining colours and other details.

Attention and cognitive load
Our minds can only process so much information at once.

Working memory is how we hold information in our minds while we
process it. It has a limited capacity.

The amount of working memory resources used as we learn is
called cognitive load.

For example, when we attempt to solve a puzzle, we use our
working memory to understand the problem, process information
and solve the problem. Distractions and other information also
take up our working memory.

In Units 1and 2, we thought of this as a bookshelf. You can also
think of this as a backpack. It is harder to carry lots of things all at
once. Too much, and we become overloaded.

When we have processed the information, it can be transferred
from our working memory to our long-term memory. It becomes
knowledge!

@ Unit 3 Language that influences

ISBN 978-1-009-30978-3 Rumble et al. © Cambridge University Press & Assessment 2025
Photocopying is restricted under law and this material must not be transferred to another party.



Reading visual data, like an infographic, is an important skill to practise.

Level of food security in AU
2022m 2023

100%
80% v
67% 6a% v
60% 55% 5oy
A
40% 33% 36% |
1
! 21% 23%
20% ! 2% 12% 2% 13%
o% | || H
Total Food Total Food Highly Food Marginally Food Moderately Food Severely Food
Secure Insecure Secure Secure Insecure Insecure

Notice how your attention is drawn first to the blue box outline (a salient
feature), then via the path (vector) created by the blue downwards arrow
to the 52% purple bar, and to the label ‘Highly Food Secure’. A reading path
from left-to-right will help you make sense of the labels and bars in the
graph. Your eye will probably then be drawn to the heading in larger blue
font at the top of the infographic.

Without that blue box to establish your first reading position, you probably
would have begun with the heading ‘Level of food security in AU’ on the top left.
We're not sure why, but most people won’t come back to the blue and green
information at the very top until after they ‘read’ the figure. How did you read it?

1 Interpret the information in this visual. Answer the following questions:
a What do the different bar colours mean?

b What is the effect of the line separating the first two sets of bars from
the rest?

¢ Why do you think the author has chosen to draw your attention to the
‘Highly Food Secure’ columns first?

d What conclusion did researchers draw from this data?

2 The reportincludes personal stories from survey responses. In one
example, a woman talked of how she had moved to the ACT for a better-
paying job, but found her savings dwindling. Then she had a run of bad
luck when her share-house group fell apart, she couldn't find cheaper
accommodation that would let her keep her dog, and her car was stolen.
Although she generally managed to stay afloat, there were times when
after paying bills she hadn't allowed for, she didn't have enough money
for food until her next pay day. She tried, but couldn't seem to get ahead.

Does this woman's story change how you interpret the information in the
graph? How?

Chapter 2 Speaking with a purpose @
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In this activity, you will consider how the language used to report evidence
in news stories can position readers. This data has been invented for this
activity so please don’t quote us.

As part of a survey investigating loneliness and disconnection, 100 people
were asked to respond by selecting a response on a 5-point Likert scale to
the statement: ‘| feel part of a community’.

1 2 3 4 5
| feel | sometimes |l usually feel |Ifeel | absolutely
excluded feel connected welcomed belong in my
from this connected with this in my community
community | with this community | community

community

Different news sources used different headlines to share this information.
Using graduated language is one way that journalists and editors persuade
(or position) their readers.

1 As you read each statement below, highlight words and phrases that
graduate (or scale up the force of) meaning. An example has been done
for you.

2 For each headline, individually decide whether you are being positioned
to believe people felt like they were part of a community.

Source | Headline: More/less part
of acommunity
A Local population in shock as new survey reveals
that 8 out of 10 people are uncertain
about their connection with a community.
B Sadly, only 15% of those surveyed felt like they
absolutely belonged to a community.
(] A recent survey showed as many as half of
respondents did not feel welcomed into a
community.
D Despite reports of increasing loneliness,
over 90% of people surveyed felt part of a
community in some way.
E In a new survey, just one third of people said
they feel welcomed into a community.

@ Unit 3 Language that influences
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Activity 2.6 Continued

Now look at the raw data.
3 The number of people out of 100 who agreed with each statement is
shown in the third row of the table.

Look at the numbers of people for each statement - the raw data. Are
you surprised? In small groups, or as a class, share your thoughts about
how the information was represented by each headline.

1 2 3 4 5
| feel | sometimes | lusually feel |Ifeel | absolutely
excluded feel connected connected belong in my
from this connected with this with my community
community | with this community community

community
5 people 22 people 25 people 33 people 15 people

Perspectives on food banks as a solution

Food banks are one response to food insecurity. They are run by charities
and other non-profit organisations and supply stocks of food, generally
basic provisions and non-perishable items, free of charge to people

in need.

As well as providing food, organisations like Foodbank, OzHarvest and
Second Bite partner with supermarkets and food businesses by taking their
unsold or potentially wasted fresh produce. This redirects and reduces food
waste, which would otherwise go to landfill.

In Australia, the organisations running food banks, as well as the federal
and state governments, have recorded an increase in their use over recent
years. However, there are
varied perspectives about
the viability of food banks as
a solution to food insecurity.
Some commentators want
the focus to be shifted to

the government’s role in
maintaining food security.
The following texts use
language features and
text structures to position
readers to accept different
perspectives in relation to
food banks as a solution

to food insecurity.

Chapter 2 Speaking with a purpose Q
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1 Read the following article about the Foodbank organisation
as a local response to the national issue of food insecurity.
Highlight the persuasive language features identified in
the Spotlight on Language and identify any other language
features you recognise.

Article Language features

Banking on community Positioning the reader

Imagine coming home from work and having to to align with the writer:

choose whether to feed yourself or your children. | * information fron

For many Australians, this is a daily reality. reliable sources so
you trust the writer

inclusive pronouns
that invite you to be
part of the team: us,
we, our, your.

Thankfully, charities are partnering with local Evaluation: words

communities to bravely step into the gap. and phrases that
express emotion, make

judgements about
people, or communicate
the worth or value of
things.

The 2023 Foodbank Hunger Report shows food
insecurity has increased and households with
children are more likely to experience severe
food insecurity.

As Australia’s largest food relief organisation,
Foodbank’s mission is for everyone experiencing
food insecurity to have access to nutritious
meals. As well as co-ordinating food distribution
from local warehouses, the charity provides
empowering nutrition-education programs and | Graduating resources
fights food waste. that scale meaning up

, . , and down:
Foodbank is run entirely on the generosity of

local communities. Local communities like
yours. Whether it is a bag of pantry staples or
monetary donations from large corporations, it
all helps meet a real need. Annually, around 11
million kilos of food and groceries are donated,
which improves the lives of over 180000
Queenslanders while they get back on their feet.

quantifiers because
numbers tell us how
many

adverbs and
adjectives that
describe the extent
or importance, e.g. a

real need
Those of us with more time can provide . figurative language,
hands-on support. From driving, to packing, to in this case, idiom.

administration, volunteers are an integral part of
these amazing Foodbank programs.

Together, small actions within the local
community make a big difference.

You can find out more at the Foodbank website.

@ Unit 3 Language that influences
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Activity 2.7 Continued

2 A key text structure in persuasive writing is the call to action. The call
to action is a prompt aimed at eliciting an immediate response from
the audience, directing them to take a particular action. Taking these
language clues into consideration, what do you think was the purpose
of the article? What does the writer want the reader to do after they’ve
read it?

Beliefs, values, attitudes
Authors position their audiences to accept beliefs, values and attitudes
through textual choices.

Beliefs are ideas we hold to be true. Beliefs may or may not be based on
evidence. We believe certain things to be true because of our experiences.

Values are underlying principles or stances that people feel are important- for
example, equity, or the importance of rigorous scientific inquiry, or religious
freedom. They are often shared between people of the same social group.

Beliefs and values are closely related concepts. They are influenced by
experiences and can change over time.

Attitudes are expressed by our words and our behaviour, and they’re
evident to ourselves in the way we think and feel. They are the ways we
approach or respond to people and events. For example, we might join a
protest or only shop second-hand. Our attitudes can include emotional
and intellectual responses: shock, scorn, empathy, concern, commitment.
Authors reveal their attitudes through their choice of language features
and text structures that indicate connotations, make judgements about
people and evaluate the worth or quality of things (art, policy, etc.).

Time Place

Cultural influences
Events \ / People

CULTURAL ASSUMPTIONS
Opinions and ideas about
gender, youth, sexuality, race, class,
ethnicity, religion...

ATTITUDES

PN P
. S .

K . Y " LY
ithink 1 feel
AY ’ . ’

BELIEFS
; VALUES ;

Facts Personal influences Experiences
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In small groups, discuss the beliefs, values and attitudes in the article
‘Banking on community’. Share your ideas with the class and complete
the table by including the author's beliefs, values and attitudes AND your
beliefs, values and attitudes.

Beliefs (what they think is true or | Values (what's important)
right)

Author: Food insecurity is a
significant issue in Australia.
They value fairness.

Attitudes (responding to people, texts, events)

What does the author want the audience to think and feel about food
insecurity after reading this article?

@ Unit 3 Language that influences
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Activity 2.9

The author of the next article represents food banks as ‘successful failures’.
As well as this oxymoron, the writer effectively uses other language features
to position their readers. You will be responding to questions after you’ve read

the article.

Oxymoron

An oxymoron is a phrase of two or more words that have opposite
meanings. Actually, the word ‘oxymoron’ is an oxymoron itself — oxy is
Greek for ‘sharp’ and moron is Greek for ‘dull’.

Read a copy of the article and make notes as you go.

To keep your focus as you're reading:

- underline the main ideas

- circle unfamiliar or unusual words or phrases
- highlight three ideas and annotate them in the margin by saying what

they mean, in your own words.

Hunger in the lucky country
The non-profit organisation
Foodbank released its report
Fighting Hunger in Australia this
month. It reported that around
15% of Australians experienced

food insecurity - an extraordinary

figure given up to 40% of edible,
but cosmetically imperfect, food

is discarded before it reaches

the market. The survey revealed
that 3.6 million Australians have
experienced food insecurity at least
once in the last 12 months. Three in
five of those people experience food
insecurity at least once a month.

Not-so-lucky country for some

The problem lies with Australia’s
political economy, where food is
arather than a right.
Under these conditions, it is the
market, rather than government,
that determines access to food.

Low growth in wages and cuts to
welfare payments mean hunger

ISBN 978-1-009-30978-3 Rumble et al.

touches many. Food is one of the few
flexible items in a household budget.

People who are economically
marginalised find themselves
increasingly distanced from access
to nutritious food. With a shortfall
in government responses, the non-

profit sector has stepped in, patching
together a food-security safety net.

‘Highly visible successful failures’

Australia’s welfare system relies
heavily on charity and markets,
rather than the government,

to respond to the needs of
economically marginalised people.
This is evident in the collaborations

—_—
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Activity 2.9 Continued

between food banks and
supermarkets to redirect food waste
to disadvantaged people.

Despite their rapid expansion,
food banks are unable to meet the
demand produced by stagnating
wages, rising costs of living and a
shrinking welfare state. They have
been called ‘highly visible successful
failures’. As well as stepping into
the state’s shoes to provide a
minimal social security safety net,
they offer very useful services to
food manufacturers and retailers.

Food donors can receive significant
tax deductions for all produce
donated to food banks. Food
donors also save considerable sums
in disposal charges as food banks
divert millions of tonnes of waste
from landfill. And, perhaps most
significantly, donors can enhance
their social licence to operate as
good corporate citizens and receive
cheap publicity into the bargain.

Band-aids, not solutions

In Australia, the federal welfare
agency, Centrelink, offers limited
relief for the food insecure, such
as one-off crisis payments to
recipients of benefits. However,

increases in the cost of food, energy
and housing prices have not been
matched by any increases in welfare
payments.

Australia professes to be committed
to the principle of universal human
rights. Dignified access to good

food is a fundamental component of
the human right to adequate food.
Feeding people food waste directly
undermines this right.

There is no quick fix to this, but in
the first instance the government
needs to take responsibility for
poverty and food security as a matter
of urgency. No one could argue it is
acceptable to have 730000 children
living below the poverty line.

Government support urgently needs
to come into line with the cost of
living if we are to recognise food as a
right and eliminate first world hunger.

SOURCE: Adapted from Richards, C., ‘Hunger in the lucky country — charities
step in where government fails’, The Conversation, 18 January 2018; and
Rose, N. and Booth, S, ‘Successful failures’ — the problem with food banks’,

The Conversation, 12 November 2017

1 What do the authors mean when they use the oxymoron ‘successful

failures’?

2 Food banks are described as ‘band-aids, not solutions’. Explain the

meaning of this metaphor.

@ Unit 3 Language that influences
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Activity 2.9 Continued

3 What is the authors’ perspective on the topic of charities as a solution to
food insecurity? What do they think needs to change?

In the title ‘Hunger in the lucky country’, the authors are referring to
Australia when they say ‘the lucky country’.

Have you heard this phrase before? What does it imply about Australia?
In small groups or as a class, discuss and share whether this phrase
represents your own experiences in Australia. Do you agree or disagree
with the authors that Australia is ‘not-so-lucky for some’?

Extension task 2.1

The phrase ‘Australia is a lucky country’ comes from a book called The Lucky
Country (1964). However, the author, Donald Horne, was disappointed that
the phrase was taken out of context and misapplied. In your opinion, do any
aspects of the full quotation could still apply today?

a b

‘Australia is a lucky country run mainly by second rate people who share
its luck. It lives on other people’s ideas, and, although its ordinary people
are adaptable, most of its leaders (in all fields) so lack curiosity about the
events that surround them that they are often taken by surprise.’

j Activity 2.10

In small groups, discuss your responses to the perspectives on
foodbanks as a solution to food insecurity in the articles ‘Banking on
community’ (p. 58) and ‘Hunger in the lucky country’ (p. 61). What
underpinning values, beliefs and attitudes did you identify? Do your own
opinions align with what's here or do you take a different view?

2 Use the following table to organise your thoughts about the arguments
for and against food banks as a solution to food insecurity. Two
examples have been provided for you.

For Against

An immediate source of relief for | - Loss of dignity for people already
hunger due to food insecurity struggling because they’re
relying on charity or food waste

3 Decide which side of the argument has more, or stronger, points in its favour
and present these to your classmates. Consider the opposing points and
suggest some counter-arguments of your own.

Chapter 2 Speaking with a purpose @
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Activity 2.11

The power of a fishbone diagram is that it breaks the problem down far

enough that potential solutions can be easier to see.

1 Inyour groups, return to your diagrams (Activity 2.3, pp. 49-50) and
propose a solution for one of the causes of food insecurity in Australia.
Keep in mind that complicated issues will likely have a variety of
solutions working together, so solving a small part is fine.

2 Present your ideas to others in your class and convince them your idea
is a workable proposal. Explain how your solution addresses a cause of
food insecurity and use some of the techniques found in this section to
position your audience to support your solution.

Once you start understanding the causes and effects of an issue like
food insecurity, you will find that there are other interconnected issues
and systems. One example is the links between the issue of food waste
and food insecurity. The podcast What Happens Next? investigates these
connections in the episode ‘Can We Take a Bite Out of Food Insecurity’

(https://cambridge.edu.au/redirect/11185).

Activity 2.12

As a class, create a concept map of issues connected to food insecurity.
You could use a process similar to the opening activity for this chapter
on page 44.

You may also notice connections between issues and your own interests.
For example, if you enjoy playing footy, you might connect food insecurity
with reasons people are prevented from participating in sports. Keep notes
on these because they’ll be useful later.

@ Unit 3 Language that influences
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2.3 Exploring anissue: The fashion chain

The issues caused by the production and disposal of fast fashion are
represented in a variety of texts, including documentaries and podcasts.
These texts aim to inform audiences and influence them to change what
they think is true and important, then respond by adjusting their attitude —
what they think and feel, and what they do and say about the issue. These
texts, and the actions of the people who create and respond to them, have
contributed to successful changes within the fashion supply chain. They
have influenced public opinion and, in some cases, this has led to legislative
changes. The best of these texts engage audiences, identify the issue and its
effects, and offer practical solutions.

Let’s begin an investigation of this issue with your place in the fashion
supply chain. The clothes you wear are a type of text. For example, school or
work uniforms identify you as belonging to a specific community of people.
Clothes are a way you can express your values, beliefs and identity without
saying a word.

Activity 2.13

1 Read the following statements and decide how strongly you agree
or disagree with each. Explain your reasoning for your opinion in a
sentence or two in the ‘Explanations’ column.

SA =Strongly Agree  A=Agree D =Disagree SD =Strongly Disagree

Statement, claim, opinion | SA A D SD Explanations

Price is the most
important factor when
buying new clothing.

| don’t think about where
my clothes come from or
how they were made.

People should buy
second-hand clothes
whenever possible.

I’d buy something cheap
and wear it once, rather
than re-wear an outfit.

When | throw clothes away,
| know where they go.

Everyone should be able
to wear what they want,

wherever they want.
—_—>
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Activity 2.13 Continued

SA =Strongly Agree  A=Agree D =Disagree SD =Strongly Disagree

Statement, claim, opinion | SA A D SD Explanations

There should be a limit on
how much clothing people
can buy a year.

| would work any job |
could to support my
family.

Everyone on Earth has
an equal right to an equal
share of its resources.

2 Insmall groups or as a class, share and discuss some of your responses.
Be prepared to share your reasons or personal experiences behind your
opinion.

People have different experiences and understandings on issues,
especially if they’re learning about it for the first time. Be respectful and
actively listen to what others have to say.

3 Consider your own values and beliefs about clothing. Here are some
questions to spark your ideas:

What are your opinions about clothing hauls and wear-it-once culture?
What do you value about a favourite piece of clothing? Does it make
you look or feel good? Is it connected to a special person or event?
What do you look for in a new item of clothing?

Do you have strong beliefs related to what you wear? Do you follow
cultural customs or religious guidelines in your choice of outfits?

Do you check that the companies you buy from align with your values

and beliefs?
Clothing hauls Buying new clothes Fashiontrends
Belief | believe people who

buy huge clothing
hauls are wasting
their money and
won’t wear most of it.

Value The most important
thing is having a new
outfit for every event

to prove | can afford it. |
don’t want people to see
me in the same thing
twice on social media.

@ Unit 3 Language that influences
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Activity 2.13 Continued

Clothing hauls Buying new clothes Fashion trends

Attitude | | unfollow
influencers who
share hauls on social
media.

Opinion

At the end of this section, you could review your responses and discuss
how your thinking has changed (or not).

Where wear-it-once begins

Fashion retailers now produce more items, more quickly and for lower costs
than ever before. The demand for cheap and fashionable clothing has increased
exponentially. From 2000 to 2014 alone, clothing production doubled.
Developments in synthetic materials, manufacturing and distribution mean it
is now possible for a style to go from the runway to the consumer in a matter
of days. While in previous decades, clothing would typically cost more but last
longer, many people now see fashion clothing as a consumable to be discarded
after wearing. This has been called ‘wear-it-once’ culture.

Activity 2.14

1 Find a copy of a world map and plot where the favourite items in your
wardrobe were made.

2 Compare the map of your wardrobe with your classmates’ maps.
Discuss any patterns you notice.

Africa

South
America

Oceania

Antarctica
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This quick and cheap business model has hidden costs. In the global supply
chain, production is often outsourced to countries with a lower cost of
production, including very low wages. These countries often have limited
worker protections, which further reduces production costs but increases
the risk of injury and exploitation of workers.

One of the events that drew attention to this was the Rana Plaza tragedy.

The Rana Plaza tragedy was the worst ever industrial accident in the garment
industry and it was entirely preventable. In April 2013, over 1000 people were
killed and thousands more injured in Dhaka, Bangladesh, when a commercial
building in Rana Plaza collapsed. Management of a garment factory in the
building had been warned about large structural cracks the day before. Other
businesses had evacuated, but factory workers were forced to return or told they
would lose their jobs. At least 29 global brands were identified as having recent
or current orders with garment factories in the building, including Australian

Critical reading: Fact-checking

It is important to check the facts presented in documentaries and other
nonfiction texts, because they often represent only a single perspective

on the issue at one time. Things change over time, so you should find the
most up-to-date information when forming your opinion. When you are
persuading people to act on an issue, you need trustworthy evidence to
show them the scope of the issue and how they can make a difference.
Comparing data across time is one way to show this.

The True Cost (2015)

Film director Andrew Morgan heard about Rana Plaza and in 2015 created
a documentary film, The True Cost, to raise awareness of the issues in the
garment industry. The documentary investigated some of the impacts of the
fast fashion industry on people and the environment. The True Cost contains
mini-narratives and interviews with garment workers, factory owners,
designers, environmentalists, academics and politicians. This important
documentary is now a decade old, so it's worth looking at what's changed.

@ Unit 3 Language thatinfluences
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Activity 2.15

In the following table, there are five facts from The True Cost (2015). Are
they still true today?

1 Use key words from each fact as your search term (see the hints
in ‘Effective searching’ p. 70). Summarise your research into three
informative dot points.

2 Check the trustworthiness of your sources by looking at the date
of publication, site title and publisher, and checking the URL. Sites
ending in .org or .gov are often more reliable because their sources are
checkable and they are accountable to communities and legislative
requirements. Al-generated summaries are often unreliable due to
missing or misinterpreted information. These summaries may be marked
as Al-generated and found at the top of the results listed. It is good
practice to confirm your findings with a second source.

Facts in The True Cost (2015) Current Trustworthiness

Use key words from each fact as your findings Who produced it

search terms. Summarise and when?
:c/vhatyou find Can it be
romyourown | o ed?
research on the
topic.

The fashion industry is the world’s
second largest polluter.

The first is the oil industry.

Around 80 billion pieces of clothing
are bought worldwide each year.

This is up 400% from two decades ago.

One in six people works in the global
fashion industry.

Most of these garment workers are
women earning less than $3 per day.

Only 10% of the clothes people donate
to charity or thrift stores get sold.

The rest end up in landfill or markets
in the Global South, where they are
bought by the bale and kill the local
textiles industry. Clothing in landfill
can take decades or even centuries to
decompose.

Chapter 2 Speaking with a purpose @
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Effective searching

To search efficiently and effectively, carefully select key terms.
The table below provides some tips for using Boolean operators
that will help you refine your online searches.

Using Boolean operators

Example search

Search for an exact phrase using
speech or quotation marks “”

H

“there are a hundred cities’

Use AND or & to ensure two
different words appear in the
same results

fashion AND waste

clothing & pollution

Exclude using a hyphen -

You can also use NOT to exclude
words

popular advertisement
campaign -diamonds

cotton dress NOT polyester

Use OR to search for alternative
phrasing

cookies with chocolate OR
raisins

An asterisk * is a kind of

Climate act*

wildcard, useful for including
related words with different
prefixes and suffixes, or if you're
unsure of spelling

Implementing change

Successful change: Safety

As a result of local and international campaigns, there have been some
positive changes to the safety regulations in the garment production
industry in Bangladesh.

In 2013, the Accord on Fire and Building Safety was created. It is one of the
most extensive pieces of legislation covering building safety. In 2023, the
International Accord was extended to the garment industry in Pakistan.
Visit the re/make and Clean Clothes campaign sites for further information
about the importance and impact of this Accord and to see which brands
have signed up.

Find out more at: Clean Clothes Campaign, re/make, and Human Rights Watch

Fashion Revolution

Fashion Revolution is a not-for-profit organisation founded after the Rana
Plaza disaster. As well as raising awareness, it aims to empower people to
make positive cultural, industry and policy change. Fashion Revolution
has produced a wide range of texts including award-winning short films,
podcasts, magazines, reports, various live events, and even a garden. Since
April 2014, the organisation has run an annual campaign called Fashion

@ Unit 3 Language that influences
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Revolution Week. Fashion Revolution effectively uses online media and
visually striking texts. You can find out more by exploring the Fashion
Revolution website and social media channels.

Fashion Revolution connects audiences across social media with the call-
and-response hashtags #whomademyclothes and #imadeyourclothes. The
campaign has expanded to include fabric and fibres in the supply chain.
Customers and makers are invited to share their selfies with respective signs
and some are selected for the organisation’s social media pages.

Activity 2.16

These images are similar to texts produced for the Fashion Revolution
campaign ‘Who Made My Clothes?’. You might decide to use the images
from the website instead.

STEP 1: In pairs or small groups, describe the reading path for each image.

STEP 2: In pairs or small groups, identify and annotate the salient elements
in each of the images below. Consider text structures (layout) and language
features (like colour or camera angles). Focus particularly on gaze (where
the people are looking), gesture (body language, including what they are
holding), and facial expression.

STEP 3: Complete an observation and inference chart to gather and
organise your evidence.

Individually, practise your writing skills by responding, in paragraphs or
detailed dot points, to the following tasks:

1 Explain how the first image positions audiences to view workers in the
garment industry. Refer to at least two elements within the image,
including the caption.

2 How does the second image portray workers in the garment industry?
Identify at least one language feature and text structure.

Returning to your groups or class, discuss the following:

3 What different perspectives about clothing production could be
represented in these texts? How do you know?

Workers in a garment factory make pieces for A worker prepares for the day at a

an international fast fashion company. small independent fashion store.
—_—
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Activity 2.16 Continued

4 |f you have access (and with your teacher’s permission), scroll through
Fashion Revolution’s Instagram page. Can you tell when campaigns
change? Discuss what elements show these changes and any cohesive
features in the grid layout of the Instagram page.

Extension task 2.2

1 Find a copy online of this year’s Fashion Transparency Index or Ethical
Fashion Guide and identify Australian clothing brands.

2 Compare the results of what Australian companies were awarded this
year with their results in the previous year. Have they improved?

3 In groups, choose a company that you buy clothes from that has not
been scored highly in your chosen report. On the company website,
find out what their policies are around fair wages for garment workers
and others in the supply chain. If you cannot easily find this information,
contact the company to find out more. You can find a template for this
on the Fashion Revolution website.

Successful change: Consumer opinion

10 years on from Rana Plaza, polling by Oxfam Australia (conducted

by YouGov) of 1,023 Australian clothes buyers has shown that an
overwhelming 9 in 10 (88%) of respondents believe it is essential to consider
the safety of garment workers when purchasing clothing, highlighting the
impact the Rana Plaza tragedy has had on consumers' beliefs (conditions
for garment factory workers are not always safe), values (everyone has the
right to be safe from harm in their work) and attitudes (purchasing habits).

SOURCE: https://cambridge.edu.au/redirect/11249

End of the line: Where does fashion waste go?
Consumers are more aware than ever where their clothes are made and
who makes them. There is also a growing awareness of the harm caused by
fashion waste, not only in the garment-making process, but when we are
finished with our clothes. Consumers want to know where their clothing
ends up.

e Unit 3 Language that influences
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What do Australians have to do with fashion waste?

- Australians spent nearly $35 billion on fashion and apparel in
2022 (Australia Post eCommerce Industry Report 2023)
Australians are the second highest consumer of textiles per
person in the world, after the US, but the average Aussie
only wears 40% of their clothes (CleanUp fast fashion survey
https://cambridge.edu.au/redirect/11186)

Only 7% of textiles waste is recycled, mostly overseas. The
remaining 93% is sent to landfill (Australian Fashion Council,
Department of Agriculture, Water and the Environment)

The Australian textile industry is hoping to divert 60% of clothing
from landfill by 2027 (ABC, Tanya Plibersek).
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2.4 Representing fast fashion in
documentaries

A documentary presents a particular perspective on an issue — often the

human side to a story. They show real-life impacts and educate audiences in
an entertaining way.

Textile Mountain (2020)

Textile Mountain is a documentary that investigates the issue of fashion
waste. It follows people at each part of the fashion waste chain, from families
living next to a ‘textile mountain’ and local clean-up campaigns, to designers
and innovative upcycling initiatives.

Textile Mountain was released in 2020 as a short film and website that is
freely available to view and screen for all audiences. It is credited to Fellipe
Lopes, Caitriona Rogerson and Lindi Campbell Clause who worked with
people affected by fashion waste across Europe and Kenya.

The website contains additional information and imagery that will aid your
understanding of the documentary. You can view the gallery and resources
at textilemountainfilm.com.

€ 3 C % textiemountainfim.conr a %

TEXTILE MOUNTAIN

The Hidden Burden of our Fashion Waste

[ R

Europeans throw away 2 million tonnes of textiles each year. Every second, the equivalent
of one garbage truck of textiles is landfilled or burned.

Many of us donate our unwanted clothes to charity shops and clothing collection banks - but
do we really know what happens to them then?

Globally, 70% of our donated clothing is baled and sold to textile merchants who ship them
overseas for resale in Sub-Saharan Africa.

Textile Mountain exposes the social and environmental cost of the second-hand clothing trade,
tracing the path of our unwanted garments from recycling bins in Europe to landfills and
waterways in the Global South.

Shot in Kenya, Ireland and Belgium, this film calls on us to re-imagine the way the way we
design, wear and reuse our clothes - so that our fashion waste no longer becomes another
country’s burden.

SOURCE: textilemountainfilm.com
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j Activity 2.17

Before watching Textile Mountain, predict what information you will find
in the documentary. What text structures and language features do
you expect the documentary film maker will use? Create a list of these
predictions in a shared class space.

2 Watch Textile Mountain all the way through. How accurate were your
predictions?

3 Inpairs, list what you learned from the documentary and anything you
were surprised by.

Predictions After watching Things | learned

Activity 2.18

Textile Mountain is a persuasive text. It effectively uses language features and
text structures to position its audience in relation to the issue of fashion waste.

Juxtaposition

This is a technique where
contrasting words, ideas or
images are placed next to
each other to heighten their
impact. This is an effective
resource for positioning
viewers because it draws
attention to differences.

1 Textile Mountain opens (and finishes) with classical music playing over
images of European cities and shoppers with the people living on and
around the ‘textile mountains’ of Dandora, just outside Nairobi. Explain how
this juxtaposition positions the audience to view the issue of fashion waste.

2 Textile Mountain begins in a place where waste clothing ends up, then
finishes with manufacturers and designers. Why do you think the
creators structured it this way? Do you think this is an effective way to
structure a text about an issue?

3 Discuss why the creators chose to use music instead of a narrator as
a cohesive device so the audience can follow along. Consider whose
voices the audience hears the most, and why that might be important.

In The True Cost, the narrator provided cohesion across the text.

Chapter 2 Speaking with a purpose e
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Extension task 2.3

Larry Dwayne is a community leader in Kibera. He leads a clean-up crew
called ‘Slum Going Green’. Could organising a local clean-up crew be a
viable solution to waste in your area?

Find out whether there are any initiatives like this in your community.
Consider how a local clean-up crew (or an alternate activity) could be
organised, its benefits, and any risks. Explain to your class how this could
be an effective scheme for your school or local community.

Activity 2.19

Using a fishbone diagram, record the primary causes of harm to people
in countries who receive textile waste. You may be able to identify sub-
causes (contributors to a primary cause) too.

Cause Effect

Pollution

textilesin
water supply

microplastics
— air pollution Harm to
\ people
in countries

receiving
textile waste

when burned

More fast fashion documentaries: Fast Fashion: Dumped in the
Desert (2022)

Fast Fashion: Dumped in the Desert is a documentary investigating another
place where waste clothes end up. The clothing dump in Atacama Desert,
Chile is so big that it can be seen from space. And it is still growing. You

can find this documentary, and others about global issues, on the DW
Documentary YouTube channel (https://cambridge.edu.au/redirect/11187).

War on Waste (2017, 2018, 2023)
An Australian text, War on Waste, has been influential in inspiring local and
[} global change. This docuseries, led by presenter Craig Reucassel, draws
attention to the volume of waste Australians produce and where that waste
ends up. Each episode focuses on a different aspect of the waste issue — food
waste, plastic waste, fashion waste — and offers audiences practical advice to
instigate positive change. In the digital version of this textbook explore how
the docuseries effectively uses rhetorical techniques, structure, representations
and register to persuade people to engage with positive change.

Of course, fashion waste is not the only issue that affects Australians. Programmes
like Four Corners and channels like SBS and ABC are great places to start looking
athow a broad range of issues are represented in documentary form.
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2.5 Representing fast fashion in books

As well as documentaries and articles, there are longer written texts about
the fashion supply chain and our role as buyers of clothes. There are books
that focus on how we can buy better, like The Conscious Closet, Stitched Up
and Wear No Evil, or how we got here, like Wardrobe Crisis, Unravelled, and
To Die For: Is Fashion Wearing Out the World? The longer format allows
writers to investigate issues in more depth, from the roots of a problem to
proposals for solutions. The authors often recount autobiographical stories

of their own experiences along the way.

Consumed (2021)

Aja Barber is a writer, stylist and consultant. Her book, Consumed, looks at a
broad range of issues related to the fashion industry and how consumers can
change the system.

Introduction

Welcome to Consumed. This is a book about stuff (particularly
apparel), and why we need less of it, and what information you
need in order to climb out of this mess.

The book is divided into two sections:

Part one is everything you need to know, but maybe didn’t (I
mean, | didn’t know either until a short while ago) about how we
got here, and why this problem is historical and endemic and
tied down to oppression along the way. It will get heavy, but we
will hear from the people who need to be heard.

In Part two | address you - hi, consumer of stuff! It isn’t your
fault that over-consumption has become a part of our culture.
The likelihood is that you do it, just like | did, because you’ve
been taught to. Who else is going to change this system other
than you and me?

Chapter 2 Speaking with a purpose a
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Activity 2.20

Titles are important. A good title tells a potential reader what the book will

be about and often what perspective/s will be represented in it. Ideally, the

title will attract attention, appealing to the potential reader to pick it up and

consider the cover. Let’s think about the title Consumed.

1 In pairs or small groups, compile a list of synonyms for ‘consumed’.

2 Now, arrange or number from least forceful to most forceful. For
example, ‘eaten’ is less forceful than ‘demolished’.

3 As a group, share your most forceful and least forceful synonym with the
class.

4 Explain to a partner why you think Consumed is an effective title (or not)
for a book about ‘stuff’ and ‘why we need less of it’.

Activity 2.21

Book covers attract potential readers and represent the ideas and opinions
in the book in a concise way.

AJA BARBER

‘The book
is a blueprint
for anyone who
wants to do better.’

Q’E

‘Consumed takes us through the hidecusly complex
topic of fashion and sustainability, from its kaotty
colonial roots to what everyday people can do to
uproot those systems, today.

YASSMIN ABDEL-MAGIED

CONSUMED

has deep roots in colonialism still
evident in today’s wealth inequality.

THE NEED FOR
COLLECTIVE CHANGE:

COLONIALISM,
CLIMATE CHANGE
& CONSUMERISM

It vill examine and unpack the reasons |
why you can’t stop consuming and ask
U .  power to account,
¢ ching you how to be
3 citizen not a consumer.

e o —

PR e ——

15

Normally, when we do a careful image analysis, we look at reading
pathways (Step 1) and annotate salient features (Step 2). Write out those
steps, or complete them mentally for this multimodal text.

Individually, or in small groups, complete Step 3, an observation and
inference chart for Consumed and explain the features of the cover and the
main idea of the text.

—
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Activity 2.21 Continued

Observation - Observation - Observation -
< features composition other
§ The invited reading path | Layout, including .
S and relevant features like | relative size and .
€ colours, size, and font positioning of the .
e . elements
©
: [ ] [ ]
=
@ « | Inferences (assumptions or conclusions about the meaning or
S & | effect):
o O
© £
£
c
.2
& The main ideas of this text are ...
©
& This text communicates the idea that ...
(&

Activity 2.22

At the beginning of Consumed, Barber includes a section titled
‘My letter to the Fast Fashion CEOs’.

1 Highlight examples of language features. One has been done
for you. Some have been identified so you can locate the evidence.
You will be able to find more language features that we’ve missed.

My letter to the Fast Fashion CEOs Language features

Hello there, My Dudes?, Informal word choice
Aja Barber here.

I’m one of many of us with platforms, telling
my following and anyone that will listen to NOT Typography (style,
support your brands and your businesses anymore | type, size of font)
and to seek alternative options (if they can). | hope
you read this book and | hope you know that | have
no plans of stopping until something changes.

Or | die. But the women in my family tend to live
long, healthy lives so | might just be here for a
while. That is, unless climate emergency kills us all
(enjoy your underground bunkers, dudes).

Humour

E——
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Activity 2.22 Continued

My letter to the Fast Fashion CEOs Language features

[ wanted to let you know that, upon publication of Rhetorical questions
this book, | will have donated $10000 of my own
hard-earned money to both garment worker unions
and organizations at the end of YOUR supply chain.
| am not a billionaire (but most of you are). | am

not even a millionaire (but most of you are). ’'m an
individual who put way too much of my money into
your pockets for far too long, when it should have
been in the garment worker’s pocket ALL ALONG.

But back to you. Every single day, you have plenty
of opportunities to do the right thing. And the

Hyperbole
power with which to do it. And you choose not to. P

You could pay more money for your clothing at
the factory, agreeing on an absolute minimum for
certain items at cost, which would eliminate the
race to the bottom globally.

You could give your money directly to garment
worker unions and stop union busting.

You could clean up the waterways that your
clothing factories are spewing waste into at an

accelerating rate. Use of punctuation

You could simply choose to make less stuff and for effect
stop pushing consumers to buy more of it through
manipulative and expensive marketing (and
perhaps consider, if you didn’t spend those seven-
or eight-figure sums on pushing products, where
that money could go - yes, you guessed it, to the
people who created your products in the first place).

Of course, all of this looks like smaller profit margins
for you, but let me tell you it looks like a better and
more sustainable world for everyone else.

We all know this planet has far too much stuff, and | Repetition
that’s a problem you've created — one which is
harming the people, the climate and the planet.

Every year, month, day and even hour that you
choose not to do these things, you are WILLINGLY
turning away from the problem you have created
and profited almightily from. Some of you have so
much money that you could give away 90 per cent
of it and never run out of money in your lifetime.

—
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Activity 2.22 Continued

My letter to the Fast Fashion CEOs Language features

So that’s what | challenge you to do. Use YOUR Sentence fragments
money to clean up YOUR mess. Use your
enormous fortunes to make this system better
for everyone. Step away from this slash-and-burn
cycle. Stop with the ‘cute’ recycling bins in store,
which your market research has taught you only
incentivizes consumers to buy more.

Cut it out with the sustainable lines which
account for less than 1 per cent of your business.
Reform your ENTIRE business from top to Direct address
bottom. From how you treat people at the
bottom right through to the growth targets you
set yourself. Think about other growth targets,
like O per cent carbon emissions. First person
to use their own money to do this wins, and I'll
stay off your back (until you do something else
crappy). The days of hand-over-fist profit over
humanity are over. It’s kind of a bad look.

| still believe you might have a smidgen of
humanity left in you, behind those piles of money
you are so keen to grow, with no real purpose
other than capitalist ambition. So, prove it.
Because here’s the thing: you can’t buy integrity.

Juxtaposition

Yours,

Aja Barber

(*It’s safe to address you as ‘dudes’ because 95 per cent
of you are men - according to The Route to the Top 2018
report by Heidrick & Struggles — which is frankly a problem,
but that’s for another book.)

2 What was the purpose of Aja Barber’s letter? Consider who it is addressed

to and who the reader is likely to be. In your discussion, refer to:

a what subject matter is represented

b what emotions, judgements about people, and evaluations of the
worth or quality of things is communicated

¢ what additional persuasive features might be used that position the
reader to accept the writer’s perspective over another possible one

d how the text is structured or ‘stuck together’ (made cohesive).

When put together, the features and structures you've just discussed are
referred to as register. Sometimes people say register when they mean the
degree of formality.

Register is explained in more detail in the online Teacher Notes.
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Activity 2.23

Read the following excerpt from Consumed. It explains where

some waste clothes end up by focusing on the clothing ED
market in Accra, the capital city of Ghana. When you have

finished, you will answer the text-dependent questions that follow the

text extract. Annotate the text with concise (clear, brief) notes to help you
answer these questions.

Where do your clothes go when you're tired of them? Once you bag them
up and give them to charity? Well, about 10-20 per cent of the clothing

donated gets sold. A few charities are doing really good work with trying Donated clothes
todnitigate the large amount of fast fashion they receive, but for the most often end up
part ... very few are selling every piece they receive. Instead, it gets sorted overseas, not
and sometimes it goes to a different charity, but very often the clothing — | donated locally

which doesn't make the cut gets turned into a bale and shipped to various

locations in the Global South. But we are going to focus on Accra, Ghana,

because Accra is home to Kantamanto Market, which is probably the world’s
largest second-hand market. So, what does this market look like?

Kantamanto is a thriving hub, and probably one of the most buzzing places
on Earth. Both vendors and customers arrive sometimes before the crack of
dawn. The big day for the market is Thursday (VERY early in the morning)
when a hundred importers - mainly from Europe, the US and Canada, but
even Asia, especially Korea and China - unload containers to sell their
bales to retailers. The atmosphere becomes frenetic, with kayayei (porters
who are women) zipping up and down the market with bales upon bales of
clothes which will soon be opened and ready for the sell. Each bale is about
60 x 90cm (2 x 3ft) in size, wrapped and tied with plastic string. These
distributors are selling the clothes in bulk packages to local vendors, who
in turn sell it to their customers. It's on Wednesdays and Saturdays that the
retail begins, with 30000 traders laying out the purchased goods that are
sellable (not all bales are created equal, and it's a total gamble as to what
will be discovered in each bale before it's bought and opened).

Due to the gambling nature of bale buying, there’'s a lot of debt for sellers of
Kantamanto. ‘Less than 20 per cent of the retailers in Kantamanto make an
actual net profit on the average bale, and retailers of women's clothes are
even less likely to make a profit,” says Liz Ricketts, from The OR Foundation,
which works with the market.

But why is it so hard to make a profit? The answer: fast fashion.

The quality of clothing has declined, and although the early buyers who
generally start trawling the markets at 5:30 a.m. can get branded goods,
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Activity 2.23 Continued

the rest of the clothing is mostly low-quality fast fashion. The bale-buying
business is a gigantic risk because the traders are dealing in rapidly
depreciating assets. Some strike it lucky and get a bale full of high-quality
goods that can be sold on at a good price ... but that's a very small number.
For all the sellers, however, it's a risk they're willing to take, because the

options outside of the market are currently few.

This is where a lot of those purchases we probably didn't need end up, and
it is these people who have to sift through your bad decision-making to try
and find a way of making a living out of the abundance of low-value stuff
you packed off to the charity shop.

‘The pace of the market mirrors the pace of fast fashion production

and retail in the Global North,” Liz explains. ‘Kantamanto retailers are
“restocking” new styles twice a week. This also means that any garments
that cannot be sold typically leave the market as waste only 1-2 weeks after
being unloaded in Kantamanto. This is especially mind-boggling when you
consider the long and winding path (and carbon footprint) these garments
take to get to Kantamanto.’

The things that we think we're giving away and being ‘do gooders’ by doing
so are simply becoming someone else’s problem. We really need to weigh
the impact of an action or system over the intention. Intention doesn't
matter when there’s harm being done.

SOURCE: Barber, A., Consumed: The Need for Collective Change: Colonialism,
Climate Change, and Consumerism, Brazen, 2021, pp. 59-62

Answer the following text-dependent questions.

What does the text say?

a Where is Kantamanto Market? How does clothing end up there?

b Most sellers in the market don’t make a profit. What reasons are given
for this?

How does the text work?

¢ This excerpt contains a description of Kantamanto on market
days. What words does Barber use to describe the atmosphere of
Kantamanto on market day?

d Find examples of Barber directly addressing the reader.

What does the text mean?

e Why are places like Kantamanto, Dandora and the Atacama Desert
important in the discussion about where our waste textiles end up?

f What does Barber want the reader to believe and value after reading
this excerpt?

Chapter 2 Speaking with a purpose @
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Activity 2.23 Continued

What does the text inspire you to do?

g The last paragraph of this excerpt uses the pronoun ‘we’ and says we
need to ‘weigh the impact of an action or system over the intention’.
In groups, identify other actions by individuals or systems that have
good intentions but are likely to have negative effects or little positive
impact. For example, the Australian plastic bag recycling scheme
collapsed (you can learn about this in War on Waste, 2023).

Kantamanto fire

In January 2025, a fire devastated the Kantamanto Market. The
OR Foundation has committed US $1 million to emergency relief
efforts, including a community-led clean-up effort and immediate
assistance to those injured by the fire. The Revival, a local
business, and Upcycle It Ghana, a local non-profit, have shared
videos of the devastation and its heartbreaking aftermath.

A Vogue Business article, ‘What the Kantamanto Market fire means
for sustainable fashion’ (January 2025), raises important questions
about who pays for the fashion industry's waste.

Find out how Kantamanto Market is rebuilding through the OR
Foundation website.

The final chapter of Consumed is called ‘I Believe in You' In this chapter,
Barber focuses on the value of the individual and the power of the collective.
She encourages readers to think about their own worth in terms of their
positive actions, rather than how much or what ‘stuff’ they own.

Your worth isn't the value of fashionable garments you wear or own, but
the care with which you treat yourself (and others, and the planet) and
the things you already have. Stop wanting more when you have enough.
Because let me say it so that the world can hear: YOU ARE ENOUGH.
WHAT YOU WEAR DOESN'T DEFINE YOU. WHAT YOU DO DOES.

Collectively, when we raise our voices, we can create change for
ourselves and we can demand change for the planet and the other
humans who inhabit it.

SOURCE: Barber, A., Consumed: The Need for Collective Change:
Colonialism, Climate Change, and Consumerism, Brazen, 2021, pp. 269-270

Barber gives examples of actions she has taken to align with how she acts
with her values and beliefs, even when that has been difficult or led to
financial costs. This links back to her letter to CEOs, from the beginning of
the book, where she says: “You can’t buy integrity’
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So go ahead and put that back on the rack.

Remove it from your shopper basket.

You don’t need it because you’re good as you are.

SOURCE: Barber, A., Consumed: The Need for Collective Change: Colonialism,
Climate Change, and Consumerism, Brazen, 2021, p. 282

Did you notice that, although the attitude towards the clothing manufacturers
in Consumed was definitely negative, and the ironic humorous tone was clear,

there were few direct examples of words and phrases that indicated emotions?
Writers of persuasive texts select vocabulary carefully — words that carry bias.

In your culminating task for this chapter, your language choices will also

position your audience to accept your perspective about an issue.

Activity 2.24

We have looked at a few excerpts from Consumed. In groups, or as a class,

return to these excerpts, or a copy of the book, find examples of words and

phrases and complete this evaluative language table. Note that evidence
can be direct or indirect. When the evidence is indirect, you make an
inference using the information in the text.

Emotion

Judgements
about people

Appreciation of
quality or value of
things and ideas

enjoy (direct)

not a billionaire
(indirect)

Negative | Positive

wealth
inequality

meaning

Words and phrases that graduate or scale up the force of

hideously complex topic (adverb)

one of the most buzzing places on Earth (words that intensify)

When they create persuasive texts, writers and speakers establish an attitude
by selecting and graduating meaning in words that communicate emotions,
judgements about people, and the quality of things. They also engage with —
even manipulate — their audiences in a variety of other ways. Some of these
are classic rhetorical devices (ethos, logos, pathos), which are covered in the

additional digital material on

ISBN 978-1-009-30978-3
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To get an audience onside, and discourage them from thinking about
the idea or issue in other ways, the following tools of bias are used in
coordination with the language of attitude:
« Attribution or sourcing, that is, projecting — quoting or reporting
different voices, points of view and perspectives

. modality (e.g. indicating degrees of possibility, usuality or obligation)

« bare assertions that is, claims that are not supported by facts, e.g.
without fast fashion, the retail industry would fall apart.

« rhetorical questions, asked for persuasive effect rather than to
encourage dialogue.

. imperatives (e.g. commands or directives)

« disclaiming (deny, counter)

« proclaiming (concur, pronounce, endorse).

SOURCE: J.R. Martin and P.R.R. White, 2005, The Language of Evaluation

We've included three examples of these from the Letter to CEOs at the
beginning of Consumed (reprinted on pp. 79-81). From the other excerpts, find
atleast one other example of a technique that you could use in your own writing.

Example 1:

Aja Barber uses a command to close off dialogue: ‘Stop wanting more
when you have enough Find another example.

Example 2:

Aja Barber uses modality to indicate what the company directors could
possibly do: “You could clean up the waterways that your clothing factories
are spewing waste into at an accelerating rate. Find another example.

Example 3:

Aja Barber uses the conjunction ‘but’ to counter (or disclaim) her
initial claim when she says, ‘Of course, all of this looks like smaller
profit margins for you, but let me tell you it looks like a better and more
sustainable world for everyone else. Find another example of where a
conjunction controls the developing thinking of the reader.

Activity 2.25

Using the excerpts we studied and your interpretive work above, summarise
the beliefs, values, attitudes and ideas related to the issue of fast fashion in
Consumed.

Beliefs (what they think is true | Values (what's important)
or right)

Attitudes (how they respond to people, texts, events)
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Aja Barber’s letter places the responsibility and the solutions in the hands
of the global producers of fast fashion. Local and personal changes are
important too, when the issue is so big.

Activity 2.26

Here is a selection of suggestions that may help individuals to change their
habits.

It would be helpful to have this list printed or on a digital platform where

you can easily change the order.

1 Arrange the list from what would be the least amount of effort to the
most amount of effort for you. Record the order by writing them down,
taking a picture or screenshot.

Auditing your wardrobe

Removing anything you haven’t worn for 12 months or that no
longer fits

Keeping a note recording your purchases and the cost. Add it up at
the end of every month.

Working out cost-per-wear for your clothes through an app or
spreadsheet

Organising a wardrobe swap with friends

Checking brand sustainability policies before you buy, then only
buying brands with a clear sustainability and fair labour policy
Dropping off clean, wearable clothes at an op shop or other charity
Committing to #30wears

Mending your clothes

Unfollowing influencers who promote ultra-fast-fashion or make you
feel like you need to buy more clothes

Buying clothing with only natural or recycled fibres

Shopping at op shops, consignment and other second-hand stores
before buying new.

—_—>
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Activity 2.26 Continued

2 With a partner or in small groups, re-organise the list from what you

think would be the least impactful change, to the most impactful change
in reducing clothing waste. This may mean changing your list. Discuss
your choices in your group and explain your reasoning. You can ask for
class or teacher opinions if you’re stuck! When you’re finished, compare
your list to another group’s choices. Explain the reasons for your
choices.

Finally, choose one of the suggestions — or adapt one, or

create your own - that you think is the best choice for %
changing your clothing habits. Write a PEEL paragraph or

detailed dot points explaining the reasons for your choice,

how easy it will be to make the change and how it could reduce clothing
waste.

Activity 2.27

1 We have explored how issues have a negative ripple effect from the

individual to the rest of the world. Solutions can also have a ripple
effect — a positive one. To see how that works, identify a change an
individual (maybe you?) could make and add examples of the impacts
of that change if it was adopted in each concentric circle. Use the ripple
diagram on the worksheet.

This issue is complicated. Textile Mountain, Consumed and other texts on
the issue mention that selling clothing from the bales is the only form of
income for many families. In the Atacama Desert in Chile, it may be the only
way Venezuelan refugees can access clothing or income. In many of these
areas, the traditional textile manufacturing industries collapsed with the
arrival of cheap imports.

2 Itisimportant to consider the consequences of change. As a group,

mind-map what kind of changes might be effective in improving the
clothing industry from production to disposal.

Unit 3 Language that influences
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2.6 Representing fast fashion in a podcast

A podcast is a digital audio program (sometimes with video) related
to a specific theme. It is usually conversational in style, making use of
attitudinal resources that support informality and encourage candour.
A podcast can be structured as a solo, scripted R
shIc;w, where the host explains and reﬂectspon 3 "/
a topic. Podcasts can also involve more than
one person. This may be as a formal interview,
with the host asking guests questions about a
particular topic, or it may be more relaxed, with
informal reactions and discussion.

Technical elements of podcasts include the use
of music and other sounds to add interest and
demarcate sections within the episode.

Do you listen to podcasts? Which ones? Why? Do they tend
to be monologues, where just one person speaks? Or do you
prefer conversations between two or more people?

Activity 2.28

The ABC podcast Little Green Pod #20, ‘Fighting Fast Fashion’,

is available at https://cambridge.edu.au/redirect/11188. You can find a [E

transcript in the online version of the textbook.

1 Listen to the entire podcast. This first-time round, just enjoy listening.

2 Insmall groups or as a class, identify the perspective about fast fashion
represented in this podcast and what audience would be most likely to
listen to it. Considering these questions
will help you:

a What ideas are represented in this
podcast?

b What personal opinions do the hosts
and guests share?

¢ What supporting evidence and facts
are included?

d Are anyideas, evidence or perspectives
minimised?

e What bias can you identify?

Organising ideas and opinions in a podcast

Podcasts are popular texts for sharing opinions. Hosts keep listeners
engaged by balancing new voices and novel ideas with a structure that is
easy for listeners to follow. Structure is key to a successful podcast. In this
section, we’ll consider ways to structure podcasts and sequence information.
You'll be able to use the ideas here to structure your own podcast episode.

Chapter 2 Speaking with a purpose @
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One way of thinking about structure for any extended text is to break down
the introduction, body, and conclusion of a text into stages and smaller phases.
The kind of podcast we’re presenting here is most like a discussion, where
alternative views are considered (though there is often considerable bias in
how they re presented) and the author lands on a final perspective.

Discussions can be very persuasive because they provide the appearance
of objectivity, though in reality the opinions of the text’s creators are often
predetermined.

The table below outlines the structure and sequence of a podcast, with
some examples of what that might look (or sound) like. You can add further
examples as you listen to various podcasts.

Structure and sequence

Structure | Sequence | For example:
details

Hook An anecdote (personal story)
Rhetorical question(s)

A call to action

Host and Explain who they are. Explain what experience or

c
._g guest(s) expertise qualifies them to talk about this topic.
1)
= Topic: What are you talking about today? This should be a
g issue and | brief summary with the most relevant and
= effects up-to-date information.
It identifies the particular aspect of an issue being
discussed.
A 25-word sentence can be a useful summarising
tool.
Potential Share a potential solution for the audience and how it
solution would positively affect people. Has anyone tried this
solution? What was the outcome?
Potential Identify any problems with the solution e.g. cost or
problem accessibility. If this podcast is in a casual format,
this may lead to further discussion.
>
E Interlude | Interesting facts, additional advice or details, where

(optional) | to find out more. In a commercial podcast, this may
be an ad break.

Potential Further discussion about the previously suggested
solution solution or another option for resolving the issue.

Potential Potential problems with the suggested solutions or
problem the issue.
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Structure | Sequence | For example:
details
Summary | Recount what has been discussed in the podcast -
the issue, effects, and potential solutions.
= Solution | Share the solution that is most effective, or will be
-% most realistic for the audience to enact.
S
T,':’ Link to Reiterate the call to action, answer the rhetorical
8 hook question, finish the anecdote. This provides
cohesion.
Outro Thank the audience for listening and anyone who
helped create the podcast.

Structuring the body of the podcast as potential solutions and problems
works well with a fishbone diagram (p. 49), which clearly identifies
primary and secondary contributing causes to an issue. For a short
podcast, you might only tackle solutions for one of these contributing

causes.

You could use a SWOT model to plan your discussion of solutions in the

body of the podcast.

Strengths, Weaknesses, Opportunities, Threats (SWOT)
The SWOT model helps you
consider the successes and

improvements for different
solutions. Using this model

can help you consider

different perspectives on

the solution.

This example of a SWOT
diagram is from the extra

-

»;

Proposal: replace single-use plastic
with soy-sauce powder

digital material on War on Waste. It is a proposal to reduce single
use plastics by changing soy sauce fish packets to dissolvable

powder in gelatine.

Successes

Improvements

Internal (the
solution itself)

Strengths:

Leaves no waste
Same taste

Weaknesses:

New manufacturing
methods needed
for mass production

External
(responses to
the solution)

Opportunities:

Changing other
sauce packaging

Threats:

Gelatine often not
vegan

ISBN 978-1-009-30978-3
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Activity 2.29

Listen to the Little Green Pod episode ‘Fighting Fast Fashion’ again. This time, be

prepared to pause at the end of each section so you can take notes as you go.

1 The sections have been identified in the table below. For each section,
identify more examples of language features like repetition or sounds,
and text structures and organisation.

Structure Language features and text structures

Introduction | Hook: anecdote starting with ‘Confession time’

Body Question for expert: ‘Hey Melinda, what is fast
fashion anyway?’

Repetition: “10 minutes! Every 10 minutes sends 6
tonnes to landfill"’

Conclusion

Closing music and outro

2 How does the ‘Fighting Fast Fashion’ episode alert the audience to a
change in topic or speaker?

3 Share your examples of language features and text structures in groups.
Then, discuss the beliefs, values and attitudes represented in the
podcast. Summarise these in either a PEEL paragraph or as a series of
detailed dot points that explain in the table below.

Beliefs (what they thinkis true | Values (what's important)
or right)

Attitudes (how they respond to people, texts, events)

4 Complete a SWOT model for one of the proposals offered in the episode,
or something you think would work instead.

Proposal:
Successes Improvements
Internal (the solution | Strengths: Weaknesses:
itself)
External (responses | Opportunities: Threats:
to the solution)
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Activity 2.30

Not Stupid, and the bonus episodes Extra Stupid, is a podcast

where friends and hosts Julia Baird and Jez Fernandez chat about
the news and current events. They unpack the stories that matter and
try to find the hope in the news.

This podcast is conversational and draws on genuine discussions and

personal experiences.

1 Listen to the episode from Extra Stupid, ‘$40 Party Pants’, at
https://cambridge.edu.au/redirect/11189. You can find a transcript
of the episode in the online version of this textbook.

2 The sections have been outlined in the table below. Identify examples of
language features and text structures.

Structure Sequence details Language features
and text structures

Introduction | Hook
Context
Topic

Body Main concerns

Personal experiences and
anecdotes

Connections to current
events

Discussion about issues and
solutions

Conclusion Final thoughts and anecdotes

Closing music

3 Share your findings in groups. Then, discuss the beliefs,
values and attitudes represented in this episode. Summarise i ! ;
these in either a PEEL paragraph or as a series of detailed dot
points that explain in the table below.

Beliefs (what they thinkis true | Values (what's important)
or right)

Attitudes (how they respond to people, texts, events)
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Another way to think about the structure of a podcast (or even a written article
about an issue) is as a diamond shape. This structure moves from personal
experience (specific, small), to local communities, to the global community
(broader, more general contexts) and then back to the personal and specific.
Using a ripple diagram can be a helpful way to prepare this structure.

This example of a diamond diagram uses the ABC News Daily episode, ‘Fast
fashion and the plastics you're inhaling), as an example of what this structure
might look like. This multimodal text is in an interview format where the
host, Sam Hawley, asks Craig Reucassel about his experiences with War on
Waste and how he feels knowing he has plastic microfibres inside him. Craig
also discusses his experiences with War on Waste, which is the focus of the
digital-only section of this chapter.

Personal

Craig’s response to
discovering he has
microplastics inside him.

Community connections

What Australians might assume and look out for. Eating
well to avoid microplastics from food chain. The prevalence
of microfibres in Australia.

Global issue

60% of clothing made from plastic. Potential solutions at different points
in the fashion supply chain (maker to consumer).

Community connections

What can Australians do and the
Australian studies looking into effects.

Personal

Craig reflects on what he thinks
will change and what might
happen if nothing
changes.

Reflective text: Solo podcast

A reflective text is one in which you make sense of how experiences and
concepts relate to yourself and your community. Sharing how an issue affected
you and what you plan to do with your new knowledge is one way of creating
an engaging solo podcast. Long-running solo podcasts like Clotheshorse or
George the Poet talk to their audience about a mixture of personal experiences
and topics of interest. Both podcasts also make use of personal websites and
social media to extend the conversation and engage directly with the audience.

The 4Rs of reflection, used by several Australian universities to encourage
students’ reflective thinking, is a useful framework for thinking through and
organising your ideas and connecting them with your own experiences. You
might not answer every question here. You might have additional questions
that fit in these sections. Practise using these questions to reflect on your
experiences learning about an issue in this chapter.

@ Unit 3 Language that influences
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The 4Rs of reflection

Reporting and What is the issue, who is affected and where?

TEEREILIE Why is it relevant for my audience?
What is my opinion and/or what questions do | have?
How do | feel about this issue and its effects?
Relating Why is this important to me?

Connect to your | How does this connect to my experiences or
own life and community?

communities Have | seen this before?

What do | already know about this?

What can | do with my skills and knowledge?

Reasoning What are the significant factors causing or contributing

i ?
TSI to the issuct

contributing Why are these factors important for understanding the
factors issue?

What do the experts say and what data is available?
What other perspectives are there on the issue?

How has our understanding of the issue changed?

Reconstructing | How has my understanding of this issue changed?

Reframe the What solutions might solve this issue, or aspects of it?

i an . . .
sl Are there any potential problems or alternative options?
propose

solutions What changes or actions will | take to alleviate this issue?

ADAPTED FROM: Ryan, M., ‘A Model for Reflection in the Pedagogic Field of
Higher Education’, Teaching Reflective Learning in Higher Education, Springer
Cham, 2015 (https://cambridge.edu.au/redirect/11251)

Extension task 2.4

Find and listen to another podcast episode about the fashion industry.
Identify the issue, format, and any text structures or language features that
you think are particularly effective. Make notes on the solutions suggested
and where to get more information.

Some suggestions to help you get started:
Clotheshorse
Critical Fashion Studies
How to Save a Planet
The Wardrobe Crisis
What Happens Next?
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How successful was Little Green Pod in recruiting you in the fight against fast
fashion? Are you hungry for change after reading Consumed?

Activity 2.31

Refer back to Activity 2.13 (p. 65) Have your initial opinions changed? Which
text, if any, was the most persuasive?

These texts have inspired grassroots, local movements that have had national
or global effects. Through their representations of issues, the creators
influence what their audiences believe and value, and what attitudes may be
evident in what people think and feel, say and do.

Issues that affect you

This section takes you through a process that you can use to prepare for the
assessment task.

Choose an issue: waste, fast fashion, or some other issue that matters to you.
Use the research materials and methods presented in this chapter and apply
them to information that is interesting and relevant to you, in consultation
with your teacher.

Start by clearly identifying and defining the issue. Many of the issues here
are large and interconnected so, for your assessment task, focus on one
element or smaller aspect. For example, rather than trying to explain all the
negative effects of the fashion supply chain, you might look specifically at
the effects connected to social media ‘haul’ videos.

Activity 2.32

1 Write down the beliefs, values and attitudes you already have about
the issue. Consider who has influenced you and where you get your
information from.

2 Select arange of texts from this chapter or elsewhere that have drawn
attention to the issue.

3 Complete the appropriate graphic organisers to support your listening,
viewing or reading.
a A KWL chart before and during viewing.
b Afishbone diagram to consider cause and effect.
¢ Aripple diagram to break down the effect.

4 What solutions have been proposed in these texts? Would any of these
work for your local community?

5 The 4R model on p. 97 can help you think more deeply about the issue, or
aspect of an issue that you’ve chosen and connect it to your experiences.
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Ways to help your community

For your assessment task, whether your class does a podcast or some other
genre, you will show your own knowledge and express your opinion about
an issue in a persuasive, reflective or imaginative response. You will share
possible solutions to the issue you are addressing and persuade people to
adopt these solutions.

This is where a concept map is useful for generating ideas for solutions.

A concept map connects related ideas and can keep expanding outwards
as you make new connections. Generally, you move outwards from more
general ways you could address current issues and then move onto specific
changes people could enact.

An example of a concept map has been started below. It focuses on changing
consumer behaviour to reduce food waste.

Organising the
fridge - firstin,
first out

Eating
leftovers

Taking a list
when you go food
shopping (and
sticking toit)

Knowing how to
store food
correctly

Activity 2.33

1 Create a concept map of changes needed to address the issue you have
identified. There are already existing organisations and campaigns for
many issues.

2 Once you have decided on potential changes, you should think about
how your solution could work in your local community. A ripple diagram
may help your thinking here.

3 Create a SWOT analysis to identify what your local community might see
as strengths, weaknesses, opportunities and threats in the changes you
are proposing.

After you have completed a deep dive into an issue and its impacts,
proposed and considered possible solutions, you're ready to communicate
your ideas and opinions to others.
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2.7 Putting it all together

Context:

Your class has been selected by the ABC to create a podcast series
addressing issues that are important to young Australians. Your podcast
could be single issue like Little Green Pod or multiple issues like Not Stupid.
Give your podcast a name. Individually, you will create an episode to explain
an issue, offer potential solutions and persuade people to take action.

Task:

Create a persuasive episode for your podcast to raise awareness of a
current community, local or global issue. Suggest a community response or
individual action that can make positive change.

Carefully select and sequence subject matter on your chosen topic, using the
patterns and conventions of a podcast to influence your audience. Select
text structures and language features that will support your perspective.

You may support your response with audio, visual and digital media as
appropriate.

Purpose: Persuade your audience to take local action on a global issue.
Genre: Podcast

Audience: Young Australians

Structure and sequencing:

« Introduce yourself and explain what first interested you in the issue.

« Define the issue and its major causes.

« Explain how this issue affects individuals and your local or national
community.

« Summarise current responses, including any campaigns and their effects.

« Outline your proposal, including the specific causes it would address.

« Explain how this proposal would positively benefit the community.

« Give an example of how you, or others, have already made the positive
change you're proposing.

« Reiterate the action you want people to take and how it will have a
positive impact.

« Return to what first interested you in the issue.

@ Unit 3 Language that influences
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Variations:

Solo podcasts:

« Areflective response exploring the host’s personal experiences with
an issue, and their reactions to different perspectives. The host shares
the actions they ve taken, the expected benefits of these changes on a
personal and community level and their hopes for future outcomes.

« Animaginative response to the topic through a short story exploring
what could happen if nothing is done about the issue. The host offers an
alternative ending with an action that listeners can take.

Partner or small group podcasts:

. Engage in a scripted conversation as a host and guest(s), explaining what
an issue means for them and what actions people can take to reduce
harm caused by this issue on a personal or community level. There is the
opportunity for the host and guest(s) to take on the role of the expert in
different aspects of the issue.

« As co-hosts, reflect on shared and different experiences with aspects of
an issue. Co-hosts might consider how cultural influences shape their
experiences. Each host has an opportunity to propose different solutions
and consider their effectiveness.

« Try out the style of a more formal interview with an expert. This is an
opportunity for the podcast host to be the expert being interviewed, with
a teacher or peer as the interviewer.

Alternative mode options:

« Individually, or as a small group, produce a short video that will be part
of a documentary exploring how an issue affects young Australians and
the actions they are taking.

« Asan expert, present a potential solution to the local council. Explain the
elements of the issue that the solution would resolve and any foreseeable
problems.

« Create a digibook or other hyperlinked text that explains a cause and
effect of an issue relevant to the community. Identify and explain
potential solutions already in place in the local community and how
people can be involved with these.
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Chapter 3
Living in a material world

This chapter is designed to help you to achieve your best results in the Common Internal
Assessment (CIA); that is, the assessment that all students studying Essential English in
Queensland will complete. First, you will review key vocabulary and skills. Then, we use
diamonds as an integrating device for exploring how texts in a range of genres can represent
an identity, place, event or concept related to diamonds. You will be able to see how a
perspective about selected issues, companies and people connected with diamonds

have been created. In this chapter, we will say that perspectives are created in a text when

it includes particular opinions and ideas, and makes use of selected language features

and text structures. If you can see how this is working, you will be able to explain how

the audience is being positioned by written and visual texts. To enhance your skills for
interpreting how texts communicate information and shape meaning, you could also return
to Chapter 1 and try some of the activities there. There is no ‘Putting it all together’ section
in this chapter because you will do the CIA.

@ Unit 3 Language that influences
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In this chapter you will revise the skills needed to:

explain representations of identities, places, events and concepts

explain the ways opinions, ideas, attitudes, values and/or beliefs related to issues
connected with diamonds influence how representations are shaped and how they position
audiences

write clear explanations in paragraph or dot point form that show how the audience is being
positioned.

SOURCE: Essential English 2025 v1.2 Applied Senior Syllabus © Queensland Curriculum &
Assessment Authority

Teacher notes

We don’t have a crystal ball; the CIA could focus on any issue (or identity, place, event
or concept). We selected ‘diamonds’ to suggest a way through the unit topic that’s
engaging and could provide the basis for learning activities that could be adapted for
whatever is the focus for the year. By following this model, we demonstrate how you
might take whatever the CIA subject is and present it as a story for your students, so
your teaching and learning sequence can have some meaning for students beyond
the test. When you know what the actual focus will be, you could mix and match skills
development work from Chapter 1 of this book, and from Units 1& 2, Chapters 1and

6, depending on the needs of your students. Instead of a ‘Putting it all together’ task
at the end of the chapter, we have included CIA practice questions throughout. We
have used multimodal texts here because they're more authentic. We've included
visual-only texts in Chapter 1, if that's something you'd like to practise. While these
activities represent a reasonable interpretation of the syllabus specifications for

that assessment instrument, they are not the only way to construct questions for
this CIA. Please do review the latest Essential English syllabus document and the
actual CIA materials when they come. You will want to make sure that your advice

to students is carefully aligned with whatever the current wording is in those
documents.

Word play

Play with these words. Change their forms, morph them into new words, add
prefixes or suffixes, and find words with similar spelling patterns.

behaviour behaviourist
perspective spectator
representation representative
value evaluator

belief believer
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Sentence combining

Organise, combine and edit these sentences so they are structured as an
explanation. You will find tables of conjunctions and text connectives on p. 106.
Use some of the conjunctions and connectives to write your explanation.

Frauke Bolten moved to Kununurra, WA, in 1981.

- She had no idea of the turbulent future ahead.
Kununurra was a dusty frontier town in unforgiving terrain.

- Frauke started selling jewellery from her back porch.
She opened Kimberley Fine Diamonds as a business in 1991.

- The nearby Argyle Diamond Mine unearthed more rare pink diamonds in the
1990s.

- Frauke pioneered a diamond empire.
Kimberley Fine Diamonds in Kununurra now has one of the world’s largest
collections of Argyle pink diamonds.

Adapted from: A Diamond in the Dust (2018) and ‘Frauke’s Story’
(https://cambridge.edu.au/redirect/11191).
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3.1 What’s the deal with the CIA?

The CIA sounds mysterious and interesting. In reality, it’s a pretty
straightforward test of how well you have learned to interpret and
explain meaning in two different kinds (modes) of texts. It exists as a
checking mechanism, to ensure that the school judgements about student
achievement are consistent with syllabus expectations. Fair enough.

Preparing for the CIA is useful beyond the test. The work you do in this

unit topic, and in all of Essential English, challenges you to be a critical
reader who can see how you are being positioned by texts in the media

and popular culture. A critical reader can interpret texts, identify facts and
opinions, and distinguish objectivity from bias. A critical reader can see how
text structures and language features are shaping representations and make
up their own mind about the subject at hand.

It can be challenging to apply the terminology used in Essential English to
evidence you select to use in your explanations. You and your teacher might
worry about being consistent and getting it ‘right’ The most important thing
is that you and your teacher agree because abstract terminology like ‘beliefs’
and ‘ideas’ can be slippery. In this opening section, were going to be as clear
as we can about key terms. Your job is to practise using them when you talk
and write to explain your interpretation of each text.

First things first

You may have noticed that verb explain appears a lot in this list of skills
at the start of this chapter. That’s because it is the key skill you need to
demonstrate when you are completing assessment. So, the first thing you
need to do is to remind yourself what it means to explain.

Complete a Frayer model like the one below to consolidate your
understanding of this key term.

QCAA definition: Characteristics

make an idea or situation plain or
clear by describing it in more detail or
revealing relevant facts; give an
account; provide additional

information
Source: QCAA Glossary of cognitive verbs
(January 2018)
Explain
Examples Visual
L] L]
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Throughout this chapter you will find é

activities labelled ‘Practice question’ with this icon:

When you see the icon, answer the practice questions in complete
sentences, or in detailed dot point form. This will help you to practise
explaining representations in texts.

Being successful in the CIA means showing you know that representations
are constructed. Whether or not the construction is deliberate in the way it
invites the reader to take on a particular meaning, it is nonetheless made of
opinions and ideas, language features and text structures. Your task is to
explain how the texts are constructed.

In keeping with the idea that media texts are constructed by authors, some
variation on ‘explain how” is the most common stem in CIA questions or
tasks. Here's what it might look like:

Explain how a text constructs one (or more) representations of
identity, place, event, concept.

How does the text position/persuade/invite audiences to regard/see/
view an identity, place, event and/or concept?

This bigger question could be broken down into parts like:
- Explain a representation of the identity, place, event, concept

- Explain an opinion/point of view/perspective about identity, place,
event, concept

- Explain how language features have been used to portray/
represent/shape perspectives about identity, place, event, concept

- Explain how text structures have been used to portray/represent/
shape perspectives about identity, place, event, concept.

Although these are the most likely ways you
will be asked to respond in the CIA, it is also
possible that:
« identity could refer to a real individual, a
character or a social group
« places and events might be combined and
be local and very relatable
(a city council proposal) or broader (climate

change)
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Language features and text structures in explanations

Language features and text structures shape and support meaning-making in
texts to suit different purposes and audiences.

Language features include sentence structure, vocabulary, figurative
language, literary devices and complementary features. In visual and

multimodal texts, visual language elements, such as framing, camera angles
and body language (pp. 12-13) are considered to be language features.

Text structures are the ways in which information is organised in the text.
This includes sequencing, layout and other generic patterns.

Activity 3.1

1 Askyour teacher for a list of the language features and text structures
you will find useful for practising and completing the CIA.

2 Return to the list of key terms for explaining visual texts in Chapter 1.
Which ones are language features and which ones are text structures?

When we write explanations, we use particular text structures and language
features to make our texts coherent, so our readers can make sense of what
we're saying.

A neat trick for cohesive text structure in explanations is to make deliberate
decisions about how you begin (theme) and end (rheme) sentences. When
you do this, you control the reading path of the reader so they do stay
focused on the important information. The reader doesn’t need to work so
hard to figure out what pronouns like ‘it}, ‘they’ and ‘these’ are referring to.

There are two common ways of controlling text structure in explanation,
whether you are writing in whole paragraphs or detailed dot point form.

1 Repeat the same idea in theme (first) position in the next sentence.

— De Beers is the world’s leading diamond company.
— De Beers produces, markets and sells the precious gem.

2 Repeat the idea at the end of a sentence and the beginning of the next
one, so the rheme of one sentence becomes the theme of the next. The
following three sentences use both techniques.

- In 1938, after the Great Depression and with war looming in Europe,
sales of diamonds fell again. In response to this problem, De Beers and
N. W. Ayer, a leading advertising agency in the US, launched a marketing
campaign. This campaign was designed to change the public perception
of diamonds by associating them with glamour and romance.
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Conjunctions and connectives

These are language features that help make texts cohesive.

Conjunctions: Linking ideas within sentences

Coordinating
conjunction

Correlative
conjunction

Subordinating
conjunction

Conjunctive
adverbs

Purpose | Linking two Describing equally | Expanding Connecting two
equally important parts or further independent ideas in
important parts | of an idea, using describing the one sentence - often
of anidea pairs of words main idea to show a relationship

Example | His leadership | Heisboth smart | They should She avoided
is weak and and humble. succeed stressful situations;
misguided. because consequently, she

they are so rarely achieved her
determined. goals.

Word a__ both/and as how _ _r

list: fill in o__ notonly/butalso |be e conseq_ _ _ tly

the gaps.

Add your | but either/or since similarly

own y t n.__ r/ alth__ gh therefore

examples nor
nor unless furthermore

whether/orn_t provided (use a semi-colon to
i« join sentences with

these)

Connectives: Linking ideas between sentences

Sequence Cause-effect— Compare- Addition
result contrast
Example | Some routes are | A new school The new play The school offers
experiencing has changed the |areas have courses to cater
disruptions demographics encouraged for students’
due to high of the area. As a healthy activity. | ambitions. The school
winds. Before |result, there are | Similarly, also encourages
travelling, check | opportunities ‘walk to school’ | school-based
the Qantas for ambitious programs apprenticeships.
website and developers. are a positive
app. incentive.
Word meanwhile consequently similarly also
list: fillin | secondly as aresult in contrast additionally
the gaps. |bef e this is why alternat. ~ _lyjm
Add your | after be e even so furthermore
own n__t thus alth. _ _ h
examples
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Be test savvy. You'll be tempted to just fill in the blanks when we offer
a scaffold. For at least some of them, write out the whole response.
You'll remember it better when it comes to assessment.

Terms for critical literacy

We've learned about critical literacy terms. They help us understand how
authors might create particular representations and how readers might
choose to interpret them. Here are the terms again, with their most basic
definitions:

Beliefs are what we think is true. Values are what we think is important. Our
beliefs and values are influenced by our experiences, including what we
read and view, and who we interact with. They change over time. Attitudes
are evident to others in how we speak and act, and to ourselves in how we
think and feel. In the CIA, attitude can be identified in the language features
and text structures that communicate emotions, judgements about people,
and our evaluations of the worth or quality of things. Although you will not
need to use this term in your assessment response, cultural assumptions are
evident in the opinions people or groups express (attitudes) about issues
and ideas like gender or youth. They are the source of bias in texts.

These ideas are represented in the diagram below.

Time Place

Cultural influences
Events \ / People

\ CULTURAL ASSUMPTIONS

Opinions and ideas about
gender, youth, sexuality, race, class,

ethnicity, religion...

BELIEFS

VALUES

4 N\

Facts Personal influences Experiences
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1 Individually or in small groups, consider your opinions and discuss how
these are influenced by your values and beliefs.

2 Think about how you express these values and beliefs in your attitudes
(behaviours and words, thoughts and feelings, in response to events,
people, places and things).

3 Insmall groups, use the prompts below to start your thinking. Extend
your discussion by considering other events, people, places and things
that are more relevant to you.

Remember to be respectful in how you listen to and speak about the

opinions of others.

Education Individuality | Wealth

Belief | believe education canlook || believe .. | believe ...
different for different people.
Education helps us engage
with the world around us.

Value | value my education and | value ... | value ...
learning.

Attitude | enjoy learning: | like to
exchange ideas with othersin
conversation. | am friendlier
when I’'m talking with people

Opinion Everyone deserves an
education.
What next?

Now that we've looked at terminology, we're going to practise using it in
ClA-style tasks.

The CIA could focus on any issue and any identity, place, event or
concept. The focus topic might be a combination of these; for example,
stress at school in the twenty-first century. For the remainder of this
chapter, we have chosen a topic - diamonds - and will be presenting
you with a series of practice CIA questions relating to it. Even though
a diamond is a thing, diamonds are connected with a wide variety of
potential identities, places, events, concepts and issues.
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3.2 Marketing diamonds

In any survey of the most influential marketing campaigns of all time, the
marketing of diamonds comes out near the top. People have lots of ideas
and opinions about diamonds — who wears them, how they are mined, what

they mean.

1 Identify the symbols in the text below. Use dot points to explain ideas
associated with diamonds in this image.

{,
2 What connotations do you associate with ‘diamonds’?

See p. 11 (Chapter 1) for a refresher on connotations.

3 Compare your answers with your peers. Did you all have the same
associations, or were there a range? What ideas or words were most
commonly linked with diamonds? You could share this as a mindmap.
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The word ‘expensive’ might have featured in your notes and the reason for
this is marketing. Really, a diamond is just a polished rock, and many other
gemstones are rarer, like Black Opal and Alexandrite.

De Beers is the world’s leading diamond company. De Beers produces,
markets and sells the precious gem. From its mining operations to its
innovative marketing campaigns, De Beers is highly influential in the
perception of diamonds.

Before the De Beers diamond advertising
campaign of 1938, rubies and sapphires
were the most popular gems for
engagement rings, and a ring was not

an expectation. The campaign shaped a
representation of marriage that included a
diamond as a symbol of love.

The story of De Beers began in 1888,
when shrewd investors in South African
diamond mines realised that the large
number of diamonds in the market was
causing the price to fall. The investors
could control the supply of diamonds
by merging under a single powerful
company. This company was called De
Beers Consolidated Mines Ltd. Limiting the supply of an item generally
creates higher demand and higher prices, similar to how brand drops or
limited editions control demand in other markets.

.

In 1938, after the Great Depression and with war looking likely in Europe,
sales of diamonds fell again. In response to this problem, De Beers and N. W.
' Ayer, aleading advertising agency in the
US, launched a marketing campaign.
This campaign was designed to change
the public perception of diamonds by
associating them with glamour and
romance. De Beers” diamond rings
were photographed on the hands of
fashionable women. Newspaper stories
focused on the size and expense of
diamonds when influential men proposed
to their stylish sweethearts. Beautiful
paintings, like Charles Rain’s Lovers
Light, were used in advertisements for

Audrey Hepburn plays Princess Ann in diamonds. Diamonds were featured in
the iconic 1953 film, Roman Holiday. In this
romantic comedy, Hepburn stars as a bored
princess who rebels by sneaking out of the
palace and going to see Rome. How do we
know this image is of a princess?
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It has been almost 90 years since the original De Beers campaign to promote
diamonds. The way we engage with ads and brands has changed drastically
but many of the principles are the same.

Product placement is a powerful marketing strategy where a product is
teatured in films, TV shows and stories about influential people.

Activity 3.4

1 Asaclass, list film, music, events and other media that use product
placement. Some examples to get you started are:
Coca-Colain Stranger Things
Etch-a-Sketch in Toy Story
every second thing on reality television, like KFC as a prize in Survivor.

2 Indot points, or a paragraph, explain what the text wants the audience

to think about the product. Use the following steps:

a Identify the product

b Identify the setting (where the product is placed) or who uses the
product

¢ Identify concepts and ideas associated with the product

d Explain how the text communicates ideas and information about the
product.

Here's an example paragraph explaining the product placement for Rolex
(the product) in Formula One (the setting):

One of the sponsors of the Formula 1 (F1) motor race, the Australian
Grand Prix, is the luxury watch company, Rolex. Rolex is ‘the Official
Timepiece of Formula 1. The Rolex logo appears on-screen during F1
races and is used to time laps. Rolex watches are worn by prestigious
drivers. The Rolex brand is connected to the engineering excellence,
precision and excitement associated with F1. The product placement
of Rolex in an F1race communicates that Rolex products are highly
regarded by experts and worn by winners.

e
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Activity 3.4 Continued

3 Sometimes it can help to think about the effect changes would have on
your interpretation. Experiment with a product placement that would
drastically change the associations with a product.

For example: If Rolex sponsored The Wiggles, how would that change
audience perceptions about Rolex watches?

Placing the product in a different place or setting can be an effective
marketing strategy. Stanley Drinkware successfully transformed the brand
from being seen as a practical item for outdoorsmen and tradies in the
2010s to a must-have accessory for influencers in the 2020s.

We're going to practise using terms from the assessment objectives that you
might encounter and need to use in your CIA.

Practice CIA 3.1

Context: The following comment thread is from a post on a
local news site, after a gala (a fancy party) at the local museum.
There was a formal dress code and some guests wore jewellery
from the exhibition.

1 One opinion shared in this thread is diamonds are beautiful. Identify two
more representations of diamonds.

However, the comments don't only represent diamonds. Identify two more
representations of an event and an identity.

2 What opinion, view or perspective about each representation can you
see?

3 Select and explain how a representation has been created. Refer to a
text structure and language feature in your explanation.
a diamonds
b galaattendees
¢ the galaevent.

For example:

When Mo uses a question to direct the readers’ attention to the
pictures, and then uses evaluative language to describe the gems
as ‘beautiful’ and ‘stunning’, we are positioned to see diamonds as
exceptional.

4 Guy and Kim have different opinions from the others. Their beliefs and
values about the issue of poverty influence the choices they make in their
comments. Explain their opinion (judgement) about the gala attendees.

5 Who do you agree with and why? Or do you have an entirely different
opinion? In your answer, refer to any beliefs, values, or attitudes you
have that might influence your response. You may want to refer to the
diagram and explanation on p. 108.

—
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Practice CIA 3.1 Continued

[Mo, Fashion Student] Have you seen the pictures from the City Gala
last night? ['ve never seen so many beautiful gems! It really made the
whole evening so glamorous. It definitely would not have been the
same if attendees didn't have those stunning jewels. I think it really
shows how beautiful diamonds are. ?

[Guy, Economics Student]| I thought it was so tone-deaf to have
all those rich people wearing so many diamonds. The money they
spent showing off could have been used to help people struggling
to afford food. Some things are more important than showing off
how much money you have! Q
[Kim, Student] I agree with Guy. Rich people are so out of
touch! It would be better to sell the diamonds and give the
money to charity.
[Guy, Economics Student]| I'm not sure what is so special
about these rocks. I think it's all marketing. You can grow

E

the same things in a lab now.

[Jas, Curator] Some people criticised the attendees’ accessories,
but most of the jewellery was on loan from the museum. If the
diamonds were sold, we might never have a chance to see them
publicly - they'd be locked away in private collections. The museum
uses the money from this event to curate future exhibits.

[Esme, Tailor] I'm glad they used pieces from the museum. Those old
diamonds still look great today - they really are forever! It is better

to use what has already been created rather than make new stuff. [
think it is a good example of how things should be looked after.

[Sal, Artist] Who says everyone was rich? Many of the people
attending work for charities or are from local arts companies.
Just because someone is wearing diamonds doesn’t make them a

millionaire! ‘=

[Geb, Writer] I think it's amazing that people can wear the same
diamonds as icons like Elizabeth Taylor. It was like watching history
come to life. Imagine the stories those diamonds could tell! oo
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Extension task 3.1

Another famous example of diamonds featuring in a media
text is the song ‘Diamonds Are a Girl’s Best Friend’ from the
film Gentlemen Prefer Blondes (1953).
1 Search online to:

a read the lyrics for this song

b watch the film clip.

2 ldentify and explain:
a The significance of diamonds in the song.
b How men and women are represented.

You may need to do some additional investigation to understand
the beliefs, values, and attitudes about gender in 1950s America.

In 1947, copywriter Frances Gerety came up with the iconic slogan that changed
the industry: ‘A Diamond is Forever’ This striking phrase was so influential that a
James Bond novel was titled Diamonds are Forever (1956).In 1999, ‘A Diamond
is Forever’ was named “The Slogan of the Century’ by Advertising Age. Through
effective marketing strategies, diamonds became a symbol of everlasting love.

Context: an early advertisement for diamonds

‘A girl's joy, flowering like a rose,

is radiant and full in the lovely miracle of love awakening.

And for her a star, blazing bright in her dreams,

will recall this moment always.

Her engagement diamond, fair spark of eternity,

reflects the light of her happiness in changeless splendour,
and treasures his tender message of love until the end of time.’

Split the class into two. One side will use ‘diamonds’ and one side will

use ‘love’ to fill in the first blank for each sentence. Then groups have to
complete the sentence using evidence from the advertisement text above.
In pairs, peer review your responses.

Task:

Explain how a perspective on has been created. Refer to
an opinion or idea, and a language feature and a text structure in your
response. To make it easier, you can use the dot point structure below.

The perspective on diamonds represented in is that

The idea of connotes )

One language feature that positions the reader to agree with this
perspective is which has the effect of

One text structure that contributes to this meaning is ,
which
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Even if you have never bought a diamond, you have most likely made
purchases motivated by a product’s symbolic significance. For example, if you
have bought someone flowers, a card or chocolates for a special occasion, you
have given a product that has been made into a symbol by marketers.

Extension task 3.2

In groups, discuss and investigate the following:
Chocolate is to Valentine’s Day what diamonds are to marriage
proposals. How did chocolate become a symbol of love and romance?
What are the potential problems or ethical issues when marketers
influence us to buy products for our most significant celebrations? What
harm could it do?

Practice CIA 3.3

Context: This article is printed in a high-end fashion magazine.

Task:

Explain how the article constructs two representations of an
identity, place, event and/or concept.

This text is a little longer, so you’ll need a process for interpreting it.
STEP 1: Read the whole text, with your task in mind.

STEP 2: Highlight and annotate the important elements, focusing on what
information communicates the representation/s, any opinions or ideas you
can identify, and the language features or text structures that are working

hard to make the meaning.

STEP 3: Use your highlights and annotations to complete an observation
and inference chart.

Elements that shape meaning in this text

@ Observation - Observation - text
.g language features structures
=)
g L ] L]
s Representation(s) —
2% What is
® represented?
=;
o
> L]
c
©
O .
=S
©
< 3
]
B —
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Practice CIA 3.3 Continued

= Inferences — Inferences — text
g language features | structures
lt [ ] L]

[/}

o

o

°

)

©

£

=

g Main ideas and opinions about the representation(s):
7]

3

o

c

o

(&)

Haute couture: a conservation of artistry or a waste of resources?
You might be familiar with ultra- set the trends? Well, you'll find
fast fashion, fast fashion and those in haute couture.

luxury fashion, but do you know

Haute couture, the epitome of fashion
about the next step up?

refinement, is an art like no other.
Fashion can be seen as a way to
show off your wealth to the rest of
the world. You might think it's just
a status symbol, like diamonds and

There are only 14 designers who
are labelled ‘haute couture” (French
for 'high sewing’). The shows are
like theatre! As well as the streets

sportscars.

. of Paris, designers showcase their
[ see fashion as an expression of designs at extravagant museums and
individuality. And the pieces that exquisite locations around the world.
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Practice CIA 3.3 Continued

Did you know the term ‘haute
couture' is a legal term in France?
This prestigious label comes with
very strict criteria. Designers must:

. create made-to-order apparel for
private clients

. have an atelier (workshop) in
Paris that employs at least 20
full-time staff and at least 20
full-time technical people

. present twice a year at Paris
Couture Week (January and July)

. have at least 25 original designs
in each collection.

3\

\A\

For many buyers, it is an
investment, a piece of wearable
art. They take tens of thousands of
hours and are at the forefront of
luxury. These clothing pieces are
truly one-of-a-kind.

In fact, haute couture often comes
with an expectation, or even a
legal obligation, for exclusivity
(look at the Giambattista Valli
controversies!).

And like any masterpiece, it comes
with a significant cost, often over
$100000 per item. When price is

not an object, there is no limit to
creativity.

[ totally understand that this may
seem a ridiculous amount of money
to spend on a dress. However, |
think of these as being like having
a Leonardo da Vinci in your living
room. There are definitely more
affordable ways to access the art

of fashion.

And, if we don't have people to
support it, will we lose the art of
clothing making? Is having the most
fashionable on-trend item a want or
a need? Are we entitled to it?

Haute couture can be a way to
reflect on what should be the true
cost of fashion.

Consider countries known for their
fine tailoring and how the influx
of cheap clothing means the loss
of skills in garment and textile
making. For example, India and
Ghana are both known for their
exquisite textiles and craftspeople.
More people are looking to these
countries to access fine art they
can wear and to support artisans.

[ also think haute couture can

make us reflect on how to think of
clothing as art in our life. If we are
willing to invest time in the making
of things, we use less resources per
item. Even if it takes longer to get to
us, high-quality things last longer.

If we're living in a material world,
it's time to invest in the highest
quality material we can.

What are your thoughts?
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3.3 Other facets of the diamond industry

The diamond industry has been implicated in the trade of ‘blood diamonds’
— gems mined in unsafe conditions or in conflict zones — and in destructive
mining practices that have had harmful effects on the environment. You may
have seen the film Blood Diamond (2006), but more reliable and current

-(I:—ggthtl)iﬁlennd sources of information on blood diamonds are the Human Rights Watch,
your jewellery Amnesty International and the UN websites.
(00:45)

° Practice CIA 3.4

Context: This is a paid placement in a fashion magazine.

Task:

How does the advertisement position audiences to regard the
diamond industry?

a explain a representation of an identity, place, event or concept in this text

b explain a point of view about the identity, place, event or concept

¢ explain how language features have been used to shape perspectives
about the identity, place, event or concept

d explain how text structures have been used to shape perspectives about
the identity, place, event or concept.

DO YOU KNOW WHERE YOUR DIAMOND CAME FROM?
TRANSPARENT POLICIES IN THE DIAMOND INDUSTRY ARE IN YOUR HANDS.

To control or position public perspectives or opinions on their identity

in the wake of negative revelations about the industry, diamond suppliers
have made commitments to positively affect the local communities and
environments around mining areas. De Beers highlights their commitments
to improvement in the ‘Sustainability and Ethics’ section of its website.
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Go to the ‘Sustainability and Ethics’ section of the De Beers website, or the
site for another luxury brand.

Don’t click on anything there yet!

This is a mainly visual text and there is a great deal to see. In your class, you
might want to divide into groups to consider particular sections.

We will be looking at the whole webpage as a text. You will identify,
consider and explain how elements of this page work together to shape
meaning. As you’ve seen with other websites, this page follows a top-down
reading path (see p. 9, Chapter 1)

STEP 1: Individually, scroll down to the end of the page so you have a clear
idea of the elements of the text. Your purpose is to identify reading paths
and structural elements.

STEP 2: In small groups, identify the salient or important elements,
focusing on what information communicates the representation/s. Also
identify any opinions or ideas you can identify, and the language features
or text structures.

You might choose to record this information by:

using a shared digital notebook

allocating a scribe to write down ideas

writing on a large piece of paper

adding ideas to a whiteboard.
STEP 3: Use your annotations and ideas to complete an observation and
inference chart that will help you explain how this section of the website
represents the De Beers Group and positions the audience to think about
their sustainability and ethics policies.

Elements that shape meaning in this text
‘§ < Observation - Observation -
® .
g & | Representation(s) - language features text structures
] .
S 5 |Whatis represented? |, .
c 0
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]
c ©
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0
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Activity 3.5 Continued

Main ideas and opinions about the representation(s):

In the Sustainability and Ethics section of their website, De Beers
has positioned the audience to accept that

Lucara Diamond is another diamond mining company. The company worked

with Eco-Age, a marketing agency specialising in eco-responsible strategy,

to showcase the positive impact diamond mining can have on communities.

1 Watch the short film Fashionscapes: The Diamonds of Botswana. You can
find the film on YouTube and the EcoAge website.

2 How does this short film represent Lucara’s mining operations in
Botswana? Identify language choices and text structures to help you
explain how this representation is constructed.

Conclusion

The short film Fashionscapes: The Diamonds of Botswana, represents
Lucaraasa __  influence in Botswana. Language choices suchas  and
____have connotations of . This emphasises Lucana’s . The visual
language featuresof  and  portray the mining operationsas .
The short film is sequenced or structured so the audience sees events
from the point of view of _ . At each stage, _ effects are highlighted.
Overall, the film represents Lucara as ___ that values .

Extension task 3.3

Hone your critical reading skills by considering what information about
diamond mining has been left out of the website and short film.

Discuss any potential ethical implications of a ‘green’ (environmentally
responsible) company working with the diamond industry. You may have
to find out more information about the environmental impacts of existing
diamond mines.
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Practice CIA 3.5

Context: This news article appears in an online geography magazine.

Task:

Explain how this article constructs a representation of an
identity, place, event, or concept.

Botswana’s rich future

In August 2024, Botswana's President, Mokgweetsi Masisi, held the largest
diamond found in more than a century. It weighs approximately half a
kilogram, 2492-carats, and is the biggest diamond found since the Cullinan
Diamond was unearthed in South Africa, 1905.

PICTURED: President Masisi inspects the record-setting diamond.
Botswana is located in southern Africa, neighbouring South Africa,
Namibia and Zimbabwe. This small African nation is rich in scenery,
culture, history and natural resources.

Did you know?

« Diamonds are around 80% of Botswana's exports
« Diamond production is about 30% of Botswana's GDP

. Diamond mines are the largest private sector employers in Botswana

« The 20 pula note features the Oropa mine.

We hear so much about the negative effects of mining. And a lot of it is
true! But Botswana shows different possibilities and opportunities in the
mining industry.

Botswana is known for its forward-looking and community-focused
approach to diamond mining. The government partners with De Beers
and other companies to ensure profits are invested back into Botswana's
community and environment.

—_—
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Practice CIA 3.5 Continued

The Botswana government understands that diamonds are a limited
resource and that the country will need to transition to a diversified
economy in the future. They invest in skilled jobs, education and
technology - especially technology reducing negative effects on the
environment. For example, the 2024 diamond was located using X-ray
technology designed to find large, high-value diamonds, a sign of the great
success this forward-looking approach has brought to Botswana.

PICTURED: Botswana's diamond industry is known for its investment in
sustainable futures.

Though the history of diamond mining is fraught with environmental and
humanitarian disasters, Botswana shows a more positive partnership is
possible.

Botswana's success speaks to the changing values in diamond mining —
from taking diamonds out of the Earth at all costs to reinvesting in people
and environment.

Investing in tomorrow means a rich future for Botswana.

No scaffolding for this one. You've got this!

By 2010, technology had refined the process of lab-grown diamonds to
produce high-quality gems that were comparable to natural diamonds.
These lab-grown gems are available for a much lower price because they
don’t take millions of years to create. The rising sales of lab-grown diamonds
meant fewer people were buying natural diamonds.

De Beers launched the “Where it Begins’ campaign to promote natural
diamonds. Starring actor Lupito Nyong’o, the aim of this campaign was to tell:

“The story of discovery and the magical transformation of nature’s rare
treasures from their raw form into magnificent jewellery’

Part of modern marketing is ensuring that the people associated with the
product — influencers, celebrities, employees — align with the values and
culture of the brand. You might remember this from Unit 1, Chapter 3.
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3.4 Adeeperdiveinto language features

Lupita Nyong’o is the first ever De Beers Global Ambassador. On the De
Beers website, she is described as:

The ultimate muse, Academy Award-winning
actor Lupita Nyong'o possesses rare magnetism
and exceptional talent. Epitomising the power
of boundless possibilities, she is a force for

positive change, sharing our values and

commitment to creating a better future for

wE
vV / 4

It is interesting how powerfully positive the nominal groups (groups of

people and the planet.

words that represent or describe things) are and how the verb groups do the

work of aligning the company’s identity with the actor’s.

Nominal groups Conjunctions | Verb groups
The ultimate muse, Academy Award- possesses
winning actor Lupita Nyong’o
rare magnetism and
exceptional talent

epitomising

the power of boundless possibilities.

She is

a force for positive change, sharing

our values and (sharing)

(our) commitment to creating a better
future for people and the planet.

1 What words in the nominal groups could also be used in a description of
diamonds?

2 Inyour own words, explain what De Beers is trying to achieve by using
Nyong’o as a brand ambassador. What do they want us to say or do,
think or feel?

3 Let’s get critical. As well as being an eloquent communicator and

international award-winning actor, Nyong’o is known for her philanthropic
and humanitarian work. The mining of diamonds has a fraught and bloody

history. The advertising of diamonds has been accused of reinforcing

unreasonable expectations about spending and unfair gender roles. If we

were being very critical, what might you say about De Beers’ reasons for
choosing Nyong’o as the brand's Global Ambassador?

ISBN 978-1-009-30978-3 Rumble et al.
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Many brands choose ‘Brand Ambassadors’ or ‘Friends of the Brand’ who
promote products to consumers. These ambassadors are chosen because
they represent the brand’s values.

1 As agroup, decide on another person you would like to see represent
a global brand. This could be an actor, political figure, or social media
influencer. It could be you! What brand and/or product would you like to
be associated with?

2 Give an ‘elevator pitch’ — a 30-60 second presentation — to persuade
your peers the person you selected would be an effective ambassador
for your chosen brand. You will need to shape a representation of the
selected person in relation to the brand. You can use this scaffold to
help write your pitch:

The ultimate , possesses qualities

of and . Epitomising the power

of , sheis/he is/they are a force for tis
clear that shares the brand’s values and commitment
to . Appointing them as brand ambassador for

will help us represent the brand as

Practice CIA 3.6

The text juxtaposes or contrasts two sets of values represented by a list
of behaviours or actions the person might do (we might refer to these as
expressions of their attitudes). To explain how each representation has
been constructed, refer to opinions or ideas behind the actions, and what
characteristics of the image reinforce the main idea of the poster.

Context: This poster is displayed in a local community centre.

How does the advertisement invite audiences to view finding
their value?

a Explain a representation of an idea, place, event or concept

b Explain a perspective about the idea, place, event or concept

¢ Explain how language features have been used to represent the idea,
place, event or concept

d Explain how text structures have been used to portray the idea, place,
event or concept.

@ Unit 3 Language that influences
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Practice CIA 3.6 Continued

How do you find your value

- Helping at least one
person per day

- Complimenting people

« Checking in with a friend |
haven’t heard from for a
while

- Cooking something for
my coworkers

Now that you’ve studied the image, think about it a little bit more. Could
this be one person? Could one person display both attitudes for some of
the behaviours?

In 2023 DeBeers relaunched their ‘Diamonds are Forever’ campaign.

Al Cook, CEO of De Beers Group, said: ‘Natural diamonds have
remained icons of love for centuries. And De Beers advertising
has remained iconic over the decades. We're proud to build on this
tradition by reviving and refreshing one of our most successful
campaigns. By investing ahead of the holiday season, we aim to
support the industry, drive consumer demand and underline our
confidence in the future of the diamond dream.’

Extension task 3.4

To what extent do you agree or disagree with Al Cook’s representation of
diamonds? Are natural diamonds icons of love? What alternatives can you
think of? You might consider symbols of love in different cultures or other
representations of love that you’ve seen.

Chapter 3 materialworld 125
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Explain how the De Beers marketing campaign successfully
shapes a representation of diamonds. You can use the following

PEEL paragraph to help you.

Point The 1938 De Beers marketing campaign is one of
the most in history. When the value of
diamonds was because ,

E+E (Evidence + | the De Beers campaign managed to turn them into

Explanation) symbols of . One of the ways they did
this was to . This portrayed diamonds
as . In texts such as ,

E+E (Evidence + | diamonds were represented as through

Explanation) language features including . Another
strategy was to . The audience were
positioned to see diamonds as . This

Link raised the perceived value of diamonds.

Or you could represent the same information in dot point form.

Your critical reading skills will set you up for success in the CIA and in life.
Review your learning so far, including the key terms we've introduced along
the way. Consult with your teacher about the best approach to writing your
explanations. Share practice responses with your peers, to make sure you're
being clear. The more you rehearse, the more you remember, the better

you get. Good luck! Sometimes it can help to think about the effect changes
would have on your interpretation. Experiment with a product placement that
would drastically change the associations with a product.

@ Unit 3 Language that influences
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UNIT 4
Representations
and popular culture texts

S

Unit description

In Unit 4, students explore how the

text structures, language features and
language of contemporary popular
culture texts shape meaning. They revisit
and build on learning from Units 1, 2 and
3 about how the relationship between
context, purpose and audience creates
meaning, and they independently apply
comprehension strategies when engaging
with texts. Students respond to and
engage with a variety of texts, including
Australian texts, and create texts of
their own. In responding to popular
contemporary texts, students consider
how perspectives are represented, they
explore values inherent within these
texts and examine connections between
audience, purpose and context. They
reflect on a range of popular culture texts
and develop their own interpretations.
Students also develop their skills in using
appropriate vocabulary and accurate
spelling, punctuation and grammar to
enable effective communication.

The unit is made up of two topics:

= Responding to popular culture texts

= Creating representations of Australian
identities, places, events and/or
concepts.

SOURCE: Essential English 2025 v1.2

Applied Senior Syllabus © Queensland
Curriculum & Assessment Authority
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Chapter 4
Reinventing representations

This chapter is all about how popular culture reflects and shapes our perspectives of the
world. You will develop skills to construct and communicate your points of view about
representations in popular culture texts. You will explore a range of popular culture texts
and see how the content we engage with has been inspired by cultural contexts, including
traditional stories and emerging trends. The heart of popular culture is creativity that rests on
rich cultural histories — symbolism and stories — and the intention of conveying meaning and
perspective to an audience.

You will learn and develop skills to:

interpret visual images, including symbolism

explain how new texts have found inspiration in older ideas and stories

identify a range of representations and explain how they have been constructed in different
genres

consider different points of view and how representations are constructed

understand the influence of non-scripted or ‘reality’ television on popular culture
construct a multimodal text that explains your perspective about the way an old idea has
been used to create a twenty-first century popular culture text.

@ Unit4 Representations and popular culture texts
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Teacher notes

We love this unit! There are so many ways to make it engaging for students. We’ve
created a tour of popular culture text types that are more and less familiar. The
collection provides an excellent opportunity to invite students to help you decide
whether to take a deep dive into text types, like body art, or work across them all.

Word play

Play with these words. Change their forms, morph them into new words, add
prefixes or suffixes, and find words with similar spelling patterns.

popular popularise popularly unpopular population
expect

symbol

ethics

adapt

Sentence combining

Combine these short, simple sentences to make more interesting ones. Be bold!
Add words and phrases to extend the idea. Swap words around.

Popular culture influences what people say.

Popular culture influences what people do.

Popular culture influences what people think.

Popular culture can inspire us.

Popular culture can include literature.

Popular culture can include clothing.

Popular culture can include social media.

Popular culture changes over time.

Popular culture is a way to express ourselves.

Chapter 4 Reinventing representations @
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4 1 Whatis popular culture?

You participate in popular culture every day through the choices that
you make. What you choose to wear, read, watch, listen to and say are all
influenced by pop culture. It really is everywhere!

Activity 4.1

Here is a formal definition of popular culture:

artefacts, art, media and entertainment that reflect the dominant or
prevailing traditions and culture of a society

Here is a less formal definition of popular culture:

cultural experiences, like art and music, enjoyed by the majority of
members of various groups within the community

1 Draw on your own knowledge to decide whether the following images
count as popular culture. Use the definitions to explain your choice. The
first one has been done for you.

a Theimage on the left is someone engaging with popular culture
by looking at magazines in a store. On the right is the cover of this
textbook. Magazines belong to popular culture, while the textbook is
used for educational purposes.
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Activity 4.1 Continued

b Now you try. Are these images popular culture?

|‘\l|‘1‘

ll\'W Il (L l‘
M——-—"

2 On a series of sticky notes, write down as many examples of popular
culture you can think of. Sort them into categories in a concept map.
Organise them by mode (e.g. written, spoken, sung, played), medium
(e.g. screen, body, canvas) and genre (e.g. reality television, indie music).

T

<« Genre —»

Mode  —»
4|_> ¢
<« Medium Sung
! v
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4.2 Tattoos: Getting symbolism

The alteration or decoration of the body is one of the most ancient sources
of human expression. Body art, or body decoration, has been practised in
every culture throughout human history.

An example of this is mehndi, or henna, which
has been used in South Asia for over 5000
years. It is believed to bring good luck and
fortune, especially in weddings, festivals and
other celebrations. As well as being beautiful,
the patterns are deeply symbolic and each
element has a different meaning. The peacock
design in the image on the left symbolises
beauty, grace and love.

In recent years there has been a resurgence
of the art of ta moko (Maori customary

tattoo) in Aotearoa New Zealand, with many
young Maori eager to reclaim the practice

as a way of decolonising and re-indigenising
their bodies. While the practice had nearly
disappeared by the 1970s, you can now see
moko kanohi (facial tattoo worn by men) and
moko kauae (chin tattoo worn by women) on
politicians, newsreaders, sportspeople and
throughout the Maori population. Ta moko
is an expression of genealogy and history

and if you know how to ‘read’ a moko you

can tell where someone is from and who

Roimata Taimana, Maorisinger/  their iwi (tribe) is. Each tattoo is so specific to the
songwriter and artist, wears

moko kanohi that shows he is a
descendant of the iwi (tribe) of Waitangi in 1840, some chiefs drew their moko in

Ngapuhi place of a signature.

1 Conduct a short investigation into the purposes and categories of body art

in indigenous cultures. Use the table on p. 133 to organise your findings.
You are looking for examples of traditional practices, so try searching
‘traditional culture body art’, or use Boolean operators (p. 70) to keep your
search specific.

person wearing it that when signing the Treaty of

The Australian Museum curated the Body Art exhibition, which explored
different ways people modify, change, decorate and adorn their bodies. The
website is a good place to start exploring the history of body art: https://
cambridge.edu.au/redirect/11192

@ Unit4 Representations and popular culture texts
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Activity 4.2 Continued

a The categories of body art are listed in the left-hand column in the table
in b). Find one example for each category.

b To help you think about the purpose of body art, there is a list of
motivations, or reasons, underneath the table.

Category Example Culture and Purpose
practice time

Body Foot binding Originally Beauty

modification Eastern

Reflects social
China, 900s structure (only for
high-class women)

Body painting

Tattooing

Cicatrisation

(scarring)

Piercing

Hair and
hairstyles

Other purposes for creating body art in traditional cultures include:
a rite of passage
to reflect social
structure - for
example, group
identification,
genealogy or status
rebellion
camouflage
artistic expression
other cultural
significance, such
as being part of a
celebration.

Why am | doing this?

When you are deciding what motivates people to participate

in body art, you are recognising something about the beliefs,
values and attitudes of different cultures. You are beginning to
understand symbolism and ritual as ideas and practices that have
a meaning beyond what we can immediately see. To the people
involved, they represent something important about identity.

Chapter 4 Reinventing representations @
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Extension task 4.1

Traditional forms of body art can be a source of
discrimination, especially when their meanings and
history are misunderstood or actively suppressed.
One way of valuing cultural practices is by ensuring
their protection under the law. The CROWN Act by

e . Dove and the CROWN
The CROWN Coalition is a group of businesses and Seliran o S el

nonprofit organisations aiming to protect people Discrimination (01:47)
from discrimination because of their hairstyles. The

organisation has conducted surveys to identify the prevalence of race-
based discrimination in the workplace and public schools in the United
States of America. Scan the QR code to see a short video.

Visit the CROWN Act website and read the summaries, infographics or full
information from their latest research study. Discuss what surprised you
(or not) about the study findings.

Though the CROWN Coalition focus on hair discrimination in the USA, the
way people choose to wear their hair has also been an issue in Australia.
Review your school’s dress code and explain how it considers the needs of
different groups, including cultural and religious practices.

Tattoos as popular culture

Tattoos are one of the most popular and visible forms of permanent body
art.

We use the word ‘tattoo’ in English to mean a permanent mark, picture,
pattern or word created by ink placed under the surface of the skin. This
word originated from the Tahitian, Marquesan and Samoan words, ‘tatau
‘tatu’ and ‘tatatau’ Tattoos are still an important rite of passage in Maori,
Samoan, Tongan, Fijian and other Pacific Islander cultures.

In some cultural contexts, tattoos have been associated with disreputable
sailors and criminals who had been marked for their crimes. Until quite
recently, in many Western cultures tattoos were seen as a ‘poor life choice’
and people were advised not to have any tattoos. In some countries,

the criminal associations of tattoos mean they are still perceived as
inappropriate and people with tattoos may not be allowed to participate in
some activities or spaces.

In Australia, people are generally accepting of this artform. It is estimated
that between 25-30% of Australians have tattoos.

@ Unit4 Representations and popular culture texts
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Tattoos may have fluctuated in popularity, but they have stuck around in
popular culture for thousands of years. That’s what makes them such an
interesting way to consider symbolism and how representations in popular
culture shape societal responses.

Did you know?

Tattoos have existed as a cultural practice for millennia.
Otzi the Iceman, who was buried on the Austrian-Italian border
around 5300 years ago, had over 60 tattoos across his bodly.
Ancient Egyptians represented tattoos in their artwork,
including figurines from over 5000 years ago.
Mummies found in China’s Taklamakan Desert were tattooed
3000 years ago.
2000-year-old tattoo needles were found in Southwestern US.
A Sudanese woman buried around 1300 years ago is tattooed
with the symbol of the Biblical Archangel Michael.

Our opinions about cultural practices like tattooing are influenced by what
we see in popular culture. Think about the last show, music video, or social
media clip you saw featuring a character with tattoos. What social or cultural
groups did they belong to? Were they represented positively?

Activity 4.3

Opinions are personal and shaped by experiences that may or may not be

based on evidence. Facts are objective and they can be backed up with

evidence.

1 For each of the statements in the table below, decide whether they are
fact or opinion.

2 Discuss your choices. Were there any statements that were tricky to
categorise? Which opinions do you agree or disagree with?

STATEMENT FACT OPINION

Tattoos are created by inserting inks under
the top layers of skin.

People who get tattoos will regret it.

Tattoos look worse as people get older.

Traditional tattoos should only be used by
the people who belong to that culture.

Tattoos have been part of cultures for
thousands of years.

People should research their tattooist and
design carefully.

Having a tattoo can make your life difficult.

Most tattoo designs have symbolic meaning.

Chapter 4 Reinventing representations @
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Activity 4.4

1 Scan the following article for the following terms before you read it
carefully. As a class, check you understand these terms.

botanical
commoditisation
gatekeep
heritage
steadfast
stigmatisation

g iconography

- 0 QO 0 T O

2 Now read the article carefully. Your purpose is to understand attitudes
about tattoos and Grace Neutral and Heleena Mistry’s role in presenting
tattooing and other forms of body art as something that should be

accepted and celebrated.

A wave of change through the tattoo industry

By Camryn Rose

Many women tattoo artists have
spoken about how difficult it was
to get started. Thankfully, a new
generation of artists are creating
studios that welcome everyone.
Grace Neutral and Heleena Mistry
are two of these artists.

As an artist, subject and student

of all forms of body modification

and tattooing, Grace Neutral has
dedicated her career to exploring

the ways our physical selves can be

a canvas for expressing our identity.
She hosted the Viceland documentary
Needles and Pins (2018), which you
can find on YouTube.

Neutral’'s own body is a canvas for the
expression of her ideas and desires.
There are things that make her happy
- a juice box, the character Totoro -
and more subtle images hinting at
her femininity and the light and dark
in her life. There are also beautiful,
intricate patterns. Neutral says she

is drawn to symmetry and geometry,
inspired by nature. Though she enjoys

the calmer side of life now, she says
she used to be a party animal in her
younger years.

‘People get tattooed for many
different reasons: to heal or to
rebel; for confidence, love or grief
- but it's always an expression

of control. Of your body, of how
you see yourself and how you're
seen, in a world where it's hard

to control anything.’

(Guardian, November, 2022)

Heleena Mistry is an accomplished
British-Asian tattoo artist whose
work draws from Indian artistic
traditions. She is influenced by
India’s rich and colourful history

of creativity, especially folk art

and Mughal miniature paintings.
These bold and beautiful designs
incorporate strong Mughal profiles,
Hindu iconography, and familiar
floral patterns. Mistry says she
uses her art to reconnect with her
culture. The inspiration for Mistry's
tattoos is an Indian botanical
garden. She even has matching fish

@ Unit4 Representations and popular culture texts
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Activity 4.4 Continued

on her forearms, pictured in a pond
with her frog. What better way to
make timeless pieces than being
inspired by paintings that have
been around for centuries?

Mistry defied critics who said her art
was too ‘ethnic’ or ‘culture oriented’
and expected her to conform to
Eurocentric norms. Mistry has also
spoken out against the stigmatisation
of tattoos in various South Asian
communities, especially comments
about how future husbands and
in-laws won't like them. She has
tattooed Indian-inspired pieces

on non-South-Asian clients. These
are not just cool designs, but have
symbolic history. Mistry says it is 'a
privilege to be able to combine my
heritage and tattooing'.

Mistry is very aware of the balance
of cultural appreciation versus
appropriation and commoditisation.
Appropriation and commoditisation
are when a small part of a cultural
practice is taken out of context

by people who don't understand
the symbolism or culture it's from,
especially when it is then used to
sell other things. Genuine interest
and understanding, as well as
listening and acting on what is said
by people from the culture, is a way
of showing appreciation.

Neutral and Mistry are very open
about their difficulties in the tattoo
industry. Neutral is glad that the
internet has given more people
access to information about tattoos.
She remembers when she was an
apprentice and more established
artists used to gatekeep techniques
and learning experiences. When

ISBN 978-1-009-30978-3 Rumble et al.

Mistry started, she says T just
didn't fit into the industry, there
wasn't anybody else like me." It

took three hard years of steadfast
determination for her to become an
apprentice in a tattoo studio.

These difficulties are partly related
to a lack of representation and
understanding - you can't be what
you can't see. Depictions in films
and media have shaped stereotypes
about how people view those with
tattoos and who should be doing
the tattooing.

Reputable tattoo artists, like Neutral
and Mistry, teach clients about
looking after their tattoos so the
intricate designs last a lifetime.
Some artists warn clients about
going for on-trend designs and fads,
especially in highly visible places.
There's a more relaxed attitude in
younger generations towards tattoos.
Equally, however, laser removal
clinics have reported increased
business in the last decade.

Neutral and Mistry are passionate
about creating welcoming spaces

for different communities. They are
dedicated to creating studios that
make tattooing a positive experience
because they agree that it should

be the norm to go into any studio
anywhere and feel comfortable. All
aspects of tattooing should reflect
the world we actually live in.

You can find interviews with both
artists as part of Stories & Ink Artist
Series on YouTube and the Stories

& Ink website. You can also check
out Heleena Mistry's interview with
Kajal Magazine.

E——
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Activity 4.4 Continued

Stories & Ink: Artist
Series: Heleena Mistry
(02:57)

Stories & Ink: Artist
Series: Grace Neutral
(03:41)

Scan the QR codes to see interviews with both artists as part of Stories &
Ink: Artist Series.

3 Your next step is to locate important information and apply it to your
purpose.

4 Find the evidence from the left column of the table. Sometimes you will
have to reread around the evidence to help you decide what it means.

EVIDENCE MEANING
Find and highlight the phrase in the | What does this tell you about
text Neutral’s, Mistry’s and others’

attitudes to tattoos?

our physical selves can be a canvas
for expressing our identity

| just didn’t fit into the industry,
there wasn’t anybody else like me

it’s always an expression of
control. Of your body, of how you
see yourself and how you’re seen,
in a world where it’s hard to control

anything
_—>
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