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For a long time, white eggs were popular among consumers®*, who associated
them with cleanliness, healthiness, and high standards. Then, gradually—no
one knows why exactly—the public had (1)a change of heart. In time, white

was out, brown was in. It seemed consumers thought of brown eggs as more
organic, more natural. But that still left companies with the problem of what
to do about the insides of eggs.

2)A general rule of the egg industry is that the more yellow a yolk appears,

the more it will appeal to consumers. It's a natural feeling—probably the
result of people over many many years trying to avoid bad eggs. Anyway,
when you add coloring to the chickens' food, color moves into the egg yolk, so
egg farmers can (3improve the color of their egg yolks by adding coloring to

the grain®. My job was to help this company create the perfect yellow. For
ethical® reasons, I couldn’t support the idea of adding artificial coloring to the
grain, so instead, I found a vitamin mixture that could be added to the hens’
feed that would produce yolks from light yellow to middling-yellow to the
passionate yellow, plus all the variations in between.

So the next time you sit down for a breakfast in your local diner®, and the
waiter sets two fried eggs with gorgeously yellow yolks in front of you, well, I
did it.

My point is, colors can be very powerful in connecting us emotionally to a
brand.

Color gets us excited about buying in other ways, tco. When the Heinz
company began selling its EZ Squirt Blastin' Green ketchup in 2001, customers
bought more than 10 million bottles of the stuff in its first seven months on the
market, (4)the highest sales peak in the brand’s history—all because of a simple

color change.
In a study of advertising, researchers found that colored ads hold customers’
attention for two seconds or more, whereas black-and-white images hold our

interest for less than one second—)an important difference for companies

selling products, when you consider the fact that on average, most products
have only one-twentieth of a second to call our attention before we move on.
Even though sight is not as powerful in getting us to buy as we once

believed, much of what we notice around us everyday is connected to our



eyesight. (6)Still, most of the time, we're barely aware of it. Consider a

fascinating study by a major French food manufacturer testing two different
new containers for a diet mayonnaise product aimed at female shoppers. Both
containers held exactly the same mayo and bore exactly the same label. The
only difference: the shapes of the bottles. The first was narrow around the
middle, and thicker at the top and the bottom. The second had a slender neck
that ran down into a large rounded bottom. When asked which product they
preferred, (7)every single subject—all diet-conscious females—selected the first

bottle without even having tasted the stuff @~ Why? The researchers
concluded that the subjects were associating the shape of the bottle with an
image of their own bodies. And what woman wants to look like an
overweight Buddha, particularly after she’s just spread diet mayonnaise on her
turkey and green salad sandwich?

(Adapted from buy: OLOGY by Martin Lindstrom)

# consumers: people who buy things
grain: seeds of crops such as corn, wheat, rice, etc. used for food
ethical: relating to the ideas about right and wrong

diner: small restaurant
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When I was an exchange student in Osaka many years ago, a few of us were
taken on a trip to an international center, somewhere in the city. On arrival,
the first thing one of us did was run to the library, head straight for the
largest English-to-Japanese dictionary available, and look up swear words* and
abusive phrases.

She came back very disappointed. “Look at this!” she exclaimed, while
pointing at a photocopy of a dictionary entry. (1)*It’ll take me a week to say

all that.” I looked at the translations for a certain choice phrase that would be
useful, say, (2)if you wanted to forcefully and rudely tell someone to go away.

In English, this is a brief and powerful two-word phrase. In Japanese, the
various translations of this phrase ran on for dozens of characters’. As
students who thought it was cool to swear in another language, how, we
wondered, were we going to abuse® each other in Japanese?

I delicately approached the subject of swearing with my first host family. I
asked them what I should say, if I encountered any unwanted attention on a
train. My eldest host sister proceeded to tell me what she once shouted at a
man whose hand should not have been where it was. It was definitely not
something I remember my textbooks teaching me. Nevertheless, (3] spent
most of that evening practicing the phrase with her, much to our amusement,

and my host dad's embarrassment.

My host sister warned me it was a phrase I could only use for very specific
situations. I had hoped for a more multi-purpose phrase, but then I realized

that (s)swearing, or “colorful language,” doesn’t quite work in the same way

across languages.

I was 12, when an English friend first introduced me to the world of bad
language. I picked up a lot of swear words from her, but could never quite
bring myself to use them much. In Japan, through friendly arguments with
friends and watching a strange Japanese TV program, I found that being rude
to someone in Japan is not so much about what you say, but how you say it.
In Japanese, it seems that (5)a slight twist of a verb ending or inserting a

rolling “r” sound, can make the difference between someone just leaving you

alone, or running away fearing for their own personal safety!
Sometimes however, (6)the most effective way to abuse someone, is to do it




in your own language. I discovered this the one time ¥ found myself shouting

at a suspicious man to “Back offl,” although not exactly in those words. Even
though he didn't understand English, without the help of any textbooks,
dictionaries or translations, I think the way I delivered my lines opened his
eyes to a whole new spectrum of colors in the English language.

(Adapted from “Colorful language” by Samantha Loong, Shukan ST)

i¥ swear words: bad, rude and impolite words
characters: kanji and kana

abuse: to say bad things
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