	TV Commercial Messages: An Untapped Video Resource for Teaching Content-based Classes


(A slightly edited version of this article appeared in The Language Teacher, 21(3), 13-15.)

Abstract

During recent years, there has been a great rush to jump on the video bandwagon and use this form of media in the language classroom. This paper points out that video, with its combination of visual and oral information, has an intrinsic attractiveness for students, and commercials with their 30 second barrage of language and culture are an excellent source of authentic material that are more manageable in length than sitcoms, full-feature movies, or programs. This paper then discusses that one of the most compelling reasons for using commercials is that they are the ideal source of innovative and fun classroom activities in content-based classes because they can be tied to a particular theme or chapter in a textbook. Finally, a sample lesson in marketing is outlined using previewing, language processing, consolidation, and follow-up activities to tap into the potential of the commercial medium. 

Introduction

It goes without saying that the use of video has and will continue to permeate into the language classroom. Obviously, many educators around the world find that teaching with videos enhances learning by stimulating the senses through the combination visual/audio medium. (For a more comprehensive look at the use of video in a variety of settings, see Lawrence, 1987; Skirble, 1979; Stempleski & Arcario, 1992; Stempleski & Tomalin, 1990). Still, other practitioners in the field are looking for shorter, more focused, pieces of video that are not only more manageable in length than situation comedies, full-feature movies, documentaries, or news programs, but can be used in teaching content-based courses (Stoller, 1990, 1992). TV Commercial messages are part of the answer. 

Rationale Behind Using TV Commercials Messages: Commercials are authentic. First and foremost, commercials have not been fabricated, arranged, or simplified for the consumption of the language learner, but have been created for native speakers. For students, watching video materials like commercials helps them come in touch with true-life language’"an air of reality" (Lonergan, 1983, p. 69)’demonstrating to them to what extent they can handle genuine world input. Similarly, coming in contact with authentic materials like commercials while still in the classroom engenders a stronger sense of language autonomy’the feeling that students can actually function linguistically beyond the walls of the classroom. Finally, in EFL situations, images from a foreign country that are projected right into the classroom appeal to students who may not have a chance to travel abroad in the near future, but still want a taste of a foreign culture. 

Commercials are short, focused, and thematic in content. In many cases, commercials possess some advantages over their video counterparts: (a) Attention is directed at entire encapsulated and freestanding message which can be presented, manipulated, and digested in less than one lesson; (b) students tend to stay on task longer and see a clear start and finish to the activity because of the concise aim and succinct duration of commercials; and (c) commercials can be easily tied to themes of any text to introduce, review, or wrap up lessons because they introduce one main concept, including topics ranging from sports, cars, restaurants to AIDS and environmental concerns such as global warming. This is paramount in an age of content-based teaching where the subject matter and language skills are intricately interwoven. 

Commercials contain culturally-loaded slices of modern society. Furmanovsky, well-known for his work in Japan in the area of video instruction, states that CMs, "with their 25 second barrage of language and culture are an excellent source of authentic material" (1994, p. 1). Thus, watching commercials not only opens up the flood gates to a myriad of cross-culturally topics ranging from gestures and body language, which comprises about 65% of all meaning (Mehrabian, 1972), but to more probing slice-of-life issues regarding values, behaviors and ways of thinking, social problems, stereotypes, and idiosyncrasies. Furthermore, CMs are laden with cultural-specific imagery, symbolism, and subconscious messages that often serve as vehicles for social commentary. 

Moreover, while feature films and other television programs do mirror how people live, this material often becomes dated very quickly (e.g., statistics, family roles, fashions, etc.). Yet, since the sole nature of commercials is to promote products on the forefront of change, they tend to appeal to a more contemporary audience. 

Commercials contain both visual, verbal, and written images. Obviously, video provides a sense of realism and excitement which are so attractive to students (Stempleski & Tomalin, 1990) and, as Rawley and Smith (1995) have noted, CMs have been designed to capture the attention of the viewer (something politicians know all too well). Commercials contain their messages in words and pictures which complement and support each other. Furthermore, advertisers purposefully bombard listeners with key words and slogans that are often repeated over and over to the beat of some catchy tune or jingle that stays imprinted on students' minds for days. And while speaking specifically of closed captioned television programs, some researchers suggest that the combined effect of pictures and written words on the screen simultaneously increases redundancy, providing several sources to draw conclusions or confirm what the learner has heard (Holobow, Lambert, & Sayegh, 1984; Vanderplank, 1993). 

Effective Use of Commercials in Topic-based Courses: Yet for all its merits, there has been a backlash on some fronts towards the use of video in recent years because some teachers have either abused or misused it (e.g., as a Friday afternoon respite from regular classroom activities) without actually using it. The major problem has been the tendency in the past to rely wholly on the medium to entertain without tying this input to the overall content of the class. This, in turn, has led to the decreditation or, in some extreme cases, abandonment of video because some school administrators see it as a tool by unprepared teachers to kill time during the waning minutes of class. 

Thus, to validate its application in the eyes of administration, parents, and students, and take advantage of this informative medium, teachers should ride the current tide of using video as a vehicle to teaching English in content-based classes. This kind of theme-based instruction, characterized by Stoller (1992, p. 25) as the "integration of content with language teaching objectives," emphasizes the need to provide a context where students can use the language to explore current issues and topics within the curriculum. 

The obvious benefits of such an approach include: (a) increased motivation and interest with topic- or content-based themes where students can actually see their English skills as a vehicle for real communication rather than instruction being limited to the passive learning of grammar rules; (b) enhanced preparation for those students who are learning English for specific purposes and will need this knowledge in the workplace; and (c) academic training in more advanced critical-thinking, presentation, and note-taking skills for EFL students who are preparing to enter into mainstream classes at foreign universities. 

The Model: A Lesson in Marketing: The following lesson is one way I have taken advantage of the innate characteristics of commercials to teach topic-based courses As part of the process, I have combined previewing, language processing, and consolidation activities which serve as the scaffolding for successful classroom activities. Keeping in mind the merits of commercials and the concerns of using video effectively, a sample lesson is presented here which integrates listening, speaking, writing, and presentation skills. 

What's that Product ? 

Purpose Ä To teach critical-thinking skills about marketing strategies 

Level Ä low intermediate and above 

Skills Ä listening, writing, public speaking, and drama 

Class Time Ä 3 hours over two class periods 

Preparation and Materials 
Step 1 - Previewing (15 minutes): The whole purpose of this warm-up phase is to activate students' background knowledge (content schemata) and vocabulary relevant to the task, encouraging students to anticipate what they will see and hear next and thus aiding in comprehension of the video (Helgesen, 1993; Stoller, 1992). This is particularly relevant in many EFL settings where students have studied English for several years in a very passive learning environment (e.g., teacher lectures; students listen). Yet, as Helgesen states, "listening isn't and can't be passive" (1993, p. 14), so our job must be to activate their listening along with speaking, grammar, writing, and reading skill areas. 

In this example, tell students what kind of product they will see and its name, and then have them discuss in small groups the type of market (i.e., age group, sex of consumers, socioeconomic class, etc.), other competitors promoting similar goods, the product slogan, and the main selling points and possible misconceptions that might arise from using it (i.e., Beer commercials encourage drinking and driving). The teacher then elicits these ideas from the students and writes them on the board. Another method for generating these ideas as a class is mapping, also known as clustering or webbing (Troyka, 1990, p. 31). 

Next, ask students to write down five words (or sentences using these words) they would expect to hear (e.g., Super Shoes are super comfortable or Super Shoes will help you soar over your opponents) and five images they expect to see in the commercial (e.g., a basketball player dunking the ball, a runner leaving the starting blocks in the 100-meters, or a tennis player lunging to return a shot). 

Step 2 - Language Processing (20 minutes): This is a time for students to check their assumptions and predictions about the product. As part of this process, teachers may choose to create some sort of information gap by manipulating the audience (having half of the students face away from the TV) or the equipment (turning down the sound or covering part of the screen). This creates a task where students are on the edge of their seats trying to guess what is missing. 

For example, cut out six or seven 3 x 3 inch-square holes spaced out randomly in a piece of dark construction paper the size of the TV, and secure it to the screen. Then, cover these "info-widows" with other small pieces of paper using tape, or use adhesive note paper. Next, have students listen intently to the content of the commercial, confirming whether any of the words or sentences they wrote down previously are mentioned while trying to surmise the situation. Allow students to remove several of the papers covering the info-windows depending on their level of understanding up to that point. These mini windows provide additional clues while preserving the anticipation and excitement of the exercise. Afterwards, give students a copy of the dialogue of the commercial that has been altered to serve as a spot dictation by deleting some of the words. 

Step 3 - Consolidation (10 minutes): Now that the students understand the situation and language, have them watch it again and have them discuss in small groups any language and cultural similarities/differences that may appear. Facial expressions, body contact, clothing, gestures, culture-specific paralanguage (e.g., OOPS, WOW, etc.), market differences, and humor often are good points of departure for further discussion which is one way to enhance students' critical-thinking skills. For example, students are asked to write down four examples of non-verbal communication which appear in the commercial, with any verbalizations that accompany them, and then guess the meaning of this non-verbal behavior. 

Step 4 - Going Beyond (Two class periods): This is an additional activity which actively engages students in their own commercial message production or class presentation. Whether you choose to do one or the other may depend on time or feasibility if you do not have access to a video camera. 

Have students get into groups of three and write a commercial about their own original product. (Where and when possible, students should make use of library facilities to research the history, development, production, and promotion similar products to build academic reading and writing skills, and to acquaint themselves with the language of marketing.) 

First, students should prepare a poster of the item using magazine and newspaper clippings, markers, and crayons. In their posters, they should include elements such as the price, customer service, unique features, or benefits gained from using the product. Next, students write a short script for a one-minute commercial and decide if they want to use background music to accompany them. After some practice, video their productions, including the poster somewhere within. Finally, students grade each others' commercials based on five criteria: (a) originality, (b) quality of the poster, (c) use of English, (d) persuasive arguments demonstrating knowledge of the subject, and (e) presentation skills (delivery), each judged on a five-point scale. Student evaluations make up 50% of the final grade and the teacher's evaluation comprises the other 50%. 

In Summary

While many teachers have gotten on the video bandwagon, few have yet discovered the untapped potential of commercial messages. Authentic content, short duration, and the combination of words and visual images make commercials the ideal source for innovative, fun, and most importantly, meaningful classroom activities. Furthermore, the channeling of this rich video medium into content-based classes will allow students to use their English skills for academic or special purposes. It is one way to get your students hooked on learning. 
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Using TV Commercials to Teach Listening and Critical Thinking 
by Alfred Smith and Lee Ann Rawley 
         Alfred Smith is professor of French, Linguistics and Foreign Language Education at Utah State University where he teaches language and methods courses and supervises student teachers. He is currently editor of PNCFL's (Pacific Northwest Council on Foreign Languages) journal, Hands On Language. 
         Lee Ann Rawley is Assistant Director of the Intensive English Language Institute, Utah State University where she teaches ESL courses. Recipient of the TESOL/Newbury House Award for Excellence in Teaching in 1992, she is Past Chair of the TESOL Awards Committee and currently a Ph.D. candidate at the University of Colorado in Denver. 
         The TV commercial is a powerful tool as any politician, industrialist, businessman or communications expert will attest. A well-crafted commercial is both visually and linguistically memorable, making use of clever slogans, catchy songs, and striking visual images to capture the attention of television viewers. The impact of an entertaining commercial is beyond the pedagogical powers and resources of teachers to create. However, that power can be harnessed in the English as a second language (ESL) classroom by using TV commercials to teach both listening and critical thinking skills.

Accessible Language 
         Commercials are ideal for teaching listening for several reasons. First, commercial messages are short and catchy, with key words and phrases repeated. The redundancy and brevity of commercials help make the language used accessible to second language learners. Stempleski (1992) notes that video, especially authentic television intended for native speakers, is a very dense medium. The 15 to 45-second commercial message reduces the language load to a manageable size that students can process. The ease of the VCR technology and the short format of the commercial combine to make it possible to stop at critical places for discussion or explanation, rewind for a quick review, or fast forward for checking comprehension. The teacher can easily show the end of the commercial first, for example, and ask students to supply a beginning. The teacher can also stop the tape after the introductory segments of the commercial and ask students to tell what they think will follow and predict an ending. 

Designed for an Impact 
         A second benefit of the commercial is that it is designed to have an impact. Viewers remember what they hear, sometimes even when they do not understand the message, because the visual and musical reinforcement is strong and lasting. We often hear a slogan or a tune rolling around in our heads hours after we have turned off the TV. Children rattle off commercial phrases with little or no grasp of meaning. It is not unusual to hear Americans using commercial slogans in their daily lives to size up a situation or evaluate a set of circumstances. Counselors advise students to "Be all that you can be!" (from a commercial made by the U.S. Army to recruit young soldiers). In response to such questions as "How's your old car?" people might reply, "It just keeps going and going..." (from a TV advertisement for Energizer batteries). When talking about solutions to problems, people often ask, "How do you spell relief?" ((from a commercial for the medicine Rolaids). Commercials are also surprisingly memorable: our students, after only several viewings of a commercial, often, walk into class chanting slogans. Sometimes, in the middle of class, they come up with a jingle that fits the context. 

A Source of Authentic Spoken Language 
         The use of authentic video is more and more prevalent in both second and foreign language classrooms, because it offers students opportunities to hear language intended for native speakers. The commercial is especially replete with authentic and current spoken language (Lawrence, 1987; Stempleski, 1992; Liontas, 1991; Davis, 1994). Designing instruction around commercial spots can help students bridge the gap from the often controlled, even stilted, world of "classroom language" to the outside world of native speakers. The language of commercials is often in dialog form that exposes students to slang, different language registers, reduced speech ("wanna," "gonna," "gotta"), idiomatic expressions, and suprasegmental features of intonation and stress common in the speech of native speakers. In addition, students hear different native speaker voices, accents, and dialects. 

         Commercials are also a rich source of vocabulary presented in memorable contexts not always found in textbooks: for example, "hair conditioner," "aroma," "four-wheel drive," "grab on to," "wow!" A 1993 commercial for J. C. Penney's department store provided an interesting study of the word "line" by presenting a variety of idiomatic expressions in which "line" can be used: "think along these lines," "big lines," "small lines," " top of the line," "step over the line," "line up," and "the bottom line." Commercials can introduce students to abbreviations and acronyms used by native speakers: AT&T, MCI, FTD), "Let's have subs and suds." 

Commercials Introduce Cultural Values 
         There are other ways that commercials benefit the development of listening. One is the introduction of elements of visual literacy, i.e. signs, symbols, gestures, and other non-verbal features of a message. A related benefit is the introduction of cultural values and attitudes. Television commercials provide students with a picture of the sociocultural context of the language they are studying. The products advertised on television provide clues to what is important to a society. U.S. commercials present a portrait of a society that requires headache and stomachache relief; automobiles; and products that work fast, preserve a youthful appearance, make life more convenient, and enable users to be more competitive. For example, a 1994 commercial for a telephone company shows a harried American pulling up to a drive-in bank window to request a few extra hours in his day. A 1992 commercial for Cascade dishwasher detergent opens the door to a discussion of US values related to family and children. The commercial shows a self-satisfied mother who announces that her sons help out on "dish night" by taking their turn in the kitchen. "I think children should help out round the house, don't you?" the mother asked. 

Commercials and Critical Thinking 
         For students coming to study in US colleges and universities from countries where the ideal student is the one who can faithfully memorize the words of the professor and reproduce them verbatim on an exam, the new classroom can be a baffling place. The American focus on synthesizing ideas, organizing concepts, and applying principles to new situations can seem unimportant and alien. As Althen (1988) asserts, international students accustomed to memorization often have academic difficulty in the US until they learn the intellectual expectations and analytical skills common in classrooms here. Introducing international students to critical thinking skills in the ESL class can ease their adjustment to the American educational system. 

         Cohen (1971) suggests that there are at least four different complex thinking processes: problem solving, decision making, critical thinking, and creative thinking. The definition of critical thinking we use in this paper is a composite of the thinking skills that Cohen includes in his four categories. We define critical thinking as using the basic thinking processes to (1) analyze arguments and generate insight into particular meanings and interpretations; (2) develop cohesive reasoning patterns and understand assumptions and bias underlying particular claims; (3) compare advantages and disadvantages of alternative approaches; (4) determine what additional information is required; (5) judge the most effective response and be able to justify it. 

         Presseisen (1985) asserts that a useful taxonomy must also account for metacognitive aspects of thinking skills. Metacognition is associated with a person's awareness of his or her own thinking processes. When incorporating critical thinking skills into the ESL listening course, we talk to students about the thinking skills required to complete a particular task. We want them to become aware of their thinking processes, and to know what thinking skills American professors are likely to expect of them. We agree with Presseisen (1985) that thinkers become more autonomous as they develop and refine their metacognitive abilities. 

         TV commercials provide an ideal medium for teaching ESL students critical thinking skills in the listening class. Because commercials are short and propagandistic, they are suited to task-oriented viewing requiring students to use higher-order thinking processes. Advertisers depend on steering the thinking of consumers in directions advantageous to them. For example, they encourage us to make certain associations when we see well known persons such as Michael Jordan telling us how to quench our thirst, Merlin Olsen pushing flowers, and Candice Bergen suggesting a long distance telephone company. Teachers, in turn, can use commercials in the classroom to teach students to be critical consumers who can make thoughtful judgments about the products and services they see advertised. At the same time, teachers can also take advantage of the TV commercial format to introduce critical thinking skills that can enhance the academic work of ESL students. Because commercials are short, to the point, and tell complete "stories," they are good vehicles for the introduction and practice of such critical thinking skills as sequencing, predicting, making associations, and seeing cause and effect. 

Selecting Commercials for Class Use 
         When selecting commercials for class use, it is important to view them with an eye toward several major concerns, which include the elements of language that the teacher wishes to focus on, the interests of the students, and the critical thinking skills that fit the commercial. Commercials that tell stories work well for teaching how to organize information, predict, and identify sequence. Commercials that pose a problem, offer choices, or compare two products are best suited for lessons on making associations, comparing and contrasting, drawing conclusions, evaluating, and making judgments. Commercials can be recorded off air from regular television broadcasts, but teachers need to be aware of the copyright guidelines governing their use. Non-profit educational institutions can videotape off-air, but must use the tapes within 10 school days and erase them after 45 calendar days (Stempleski, 1992; also see Richardson and Scinicariello, 1989 for a thorough discussion of the U. S. "fair use" guidelines for off-air taping). 

A Three-Stage Lesson Plan 
         The classroom activities presented below were designed for ESL students in an advanced-intermediate listening class in a university-level intensive English program. They are intended to demonstrate the types of activities that a teacher can create for using commercials to teach both listening and critical thinking skills. The TV commercials and activities described are used in the context of a thematic unit on advertising. While these activities are linked to a specific commercial, they should be viewed as a model, or frame, that can be adapted to other suitable commercials. The general format follows a three-stage plan of previewing, viewing, and postviewing activities. When actually presenting a lesson, all three stages are followed for each commercial. However, a different commercial is presented for each stage here in order to highlight a greater number of critical thinking skills. 

Stage 1: 
         Previewing Previewing activities are intended to prepare students for understanding the commercial. They are designed to activate students' schema, or background knowledge, and create interest in the viewing and postviewing activities that follow. The example presented here is based on a 1991 commercial for Dimmetapp medicine which tells a story. The commercial shows a young boy sick in bed with a cold. Family members (mother, father, grandmother, grandfather, and younger brother) gather in the doorway to his bedroom, and the worried expressions on their faces convey their concern. Some of the family members offer their advice to the boy's mother. With each piece of advice, the sick boy pulls the covers farther and farther over his head. After listening to all the advice, the boy's mother goes to the medicine chest to get the Dimmetapp medicine. In the final scene, the boy is out of bed and happily bouncing a basketball in his room. 

Critical thinking skills suited to this commercial in the previewing stage include the following: 

o Determining sequence 
o Making associations 
o Seeing cause and effect relationships 
o Drawing conclusions 
o Predicting 
o Hypothesizing and verifying 
Procedures: 
1. To start, show the commercial without sound. Tell students to use the visual aspects of the commercial to gain as much information about the product as possible. 

2. Put the following questions on a handout or an overhead transparency. In small groups or as a class, have students answer the questions orally. The critical thinking skill associated with each question/activity is noted in brackets. 

A) What kind of product is this? Do you know the name of the product? 
(B) Who are the people you see? What are their relationships? [making associations] 
(C) How do these people feel? [making associations_facial expressions and feelings] 
(D) Retell the story. What happened? [sequencing]. 
(E) How does the boy get well? [seeing cause and effect; drawing conclusions: He takes the medicine and gets well.] 
(F) The boy's grandmother, father, and little brother give his mother advice. How does the boy react to the advice? What advice do you think the grandmother gives? The father? The little brother? [predicting; hypothesizing] 
3. Now show the commercial again, this time with sound. Tell students to take notes to help them verify or disprove their predictions. [verifying a hypothesis] 

Stage 2: Viewing 
The viewing phase is intended to focus students' attention on some aspect of the commercial relevant to the lesson being conducted: the content, the vocabulary, or a cultural theme, for example. The activities for the viewing stage require students to watch the commercial with a purpose and a task. As with the previewing stage, the particular activities will vary with the commercial being used. The following example is based on a 1992 commercial for M&Ms (candy) . In the previewing stage for this commercial, students imagine that they have been hired to advertise the product. Working in groups, they sample the product and then create descriptions of the images they want to portray and their target audience. Each group then writes a script for a commercial and videotapes one another's groups performing their commercial. 

Critical thinking skills suited to this commercial in the viewing stage: 

o Making inferences 
o Generalizing and making associations 
o Seeing cause and effect 
o Comparing and contrasting 
o Selecting relevant information and ignoring irrelevant information 

Procedures: 
         In the viewing stage, students first watch the commercials they create and write down what they think the intended images and target audiences are. Next, they watch the professional commercial several times, each time with a different task to perform. First they watch in order to answer the following questions. Again, the critical thinking skills required are in brackets. 

1. Who do they want to sell this candy to? [making inferences: students infer the intended audience from the different types of people they see in the commercial: children, teenagers, adults, older people]

2. What is the image they have created? [generalizing, making associations, recognizing cause and effect: students see people dancing, smiling, and having a good time. From this they can associate and generalize that the intended image of the commercial is light-hearted and fun. They also see the cause and effect relationship between eating M & Ms and being happy_even in the rain.] 

3. What images are different from the ones the class created? [students compare and contrast the ideas generated by the class in their own commercials with those in the professional commercial.] 

         The second task students perform with the M&Ms commercial is watching and filling in the blanks in a close passage, a script of the song accompanying the commercial. This task focuses them on the vocabulary used in the commercial. In order to be successful, they have to select relevant information and ignore that which is irrelevant. 

         As they work through exercises in the viewing stage, students always have many questions about what they hear, and what they think they hear. Their questions lead to class discussions providing more listening practice and opportunities to discuss the strategies they find most helpful when listening to authentic language. They are allowed to see the commercial over and over_as many times as they request to complete the task they are working on. 

Stage 3: 
         Postviewing The postviewing stage is intended to engage students in using information from the commercials to evaluate what they have seen, check their comprehension, integrate information, and make judgments as critical consumers. By this point in the lesson, students have seen and heard the commercial many times. They have had opportunities to ask questions regarding vocabulary, pronunciation, structures, and cultural themes. 

         This last example is based on a 1992 commercial for a Mexican restaurant named "Garcia's." The commercial shows a man and a woman who appear to have come to the restaurant from work. Initially they are stiff and proper, but as they enjoy the food and drinks they become progressively more relaxed. The man removes his tie, the woman's hair becomes disheveled; by the time the check comes, they are laughing and carrying on with abandon. To the accompaniment of lively Mexican music, the narrator says, "Garcia's. A great place to unwind and have a good time. And best of all ... (the waiter places the check on the table) ... this won't spoil your fun". 

Critical thinking skills suited to this commercial in the postviewing stage: 

o Checking comprehension
o Evaluating 
o Making judgments 
o Integrating 
o Relating information to personal values 
o Making comparisons 
Procedures: 
         Students answer the following questions in writing, or orally in either a class discussion or in small groups. Critical thinking skills associated with answering are underlined. 

1. What is the advantage of going to this restaurant? 
Answering this question is a way of checking comprehension of the commercial in general. It also requires students to integrate the information they have picked up and generalize from it. For example, they have to understand that "And best of all ... your check, sir ... This won't spoil the fun" adds up to Garcia's being an inexpensive restaurant. 

2. Do you think this is an effective commercial? Explain your answer. What about the commercial attracts you? 
         What about the commercial offends you? These questions require students to make judgments, evaluate, and interate information. To answer, students must decide what commercials are intended to do, and whether liking a commercial is the same as its being effective. Students have to discuss these issues together before deciding how they want to answer. Going through this process helps them see that there is never just one answer to questions of this nature. 

3. Would this commercial be effective in your country? Explain your answer. 
         This question requires students to relate information to their own lives and values and make comparisons to the commercials in their countries. To do this, students have to think carefully about the advertising norms and values in their own countries and determine whether and how they differ from those in advertising in the USA. In the past, this comparison has led to students bringing videos of commercials from their countries to class to demonstrate the differences. 

Conclusion 
         The television commercial has much to offer ESL teachers and students. It's brevity, language redundancies, visual impact, interesting vocabulary, and cultural components combine to provide ESL students opportunities to improve their listening skills. However, for students who must leave their ESL courses and enter the American university classroom, learning to listen and comprehend is not enough. ESL teachers in higher education must help their students learn to listen with discrimination; in addition to understanding a message, students must learn to evaluate what they hear. Television commercials are also an excellent medium for introducing ESL students to the higher-order, critical thinking skills that can increase their chances for academic success in the American educational system. The sample exercises presented here can serve as a frame for designing tasks for the use of other commercials to teach both listening and critical thinking skills in the ESL classroom. 
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