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ENGLISH: EXAM 

PART 1: CLOSED BOOK 

1. The writing process 

1. Planning 

1.1 Purpose 

• Why are you writing the text & what do you hope to achieve through it? 

• Tip: make your purpose explicit 

• Make sure your goals are realistic 

1.2 Audience 

• Primary audience 

o Who do you primarily want to reach with this message? 

o Is this a homogeneous or heterogeneous audience? 

o What do you know about your target audience’s demographics? 

o What is your personal & professional relationship to your audience? 

o How much does your audience know about you and your subject? 

o How and where does your audience like to be contacted? 

• Secondary audience? 

o How do they differ from primary audience? 

o Can you target them with the same message? 

o Might people read this text by accident? A problem? 

• Profiling audience → determining how this will affect your message 

1.3 Medium 

• Options: email, memos, letters, text messages, instant messages, phone calls, voice 

messages, meetings and conference calls, web conferences and video conferences, intranet, 

internet 

• Is this the type of medium that your audience is used to or would expect? 

1.4 Style, tone and voice 

• Style = the level formality of your text 

o Some stylistic idiosyncrasies that your text might have: linking words or many 

interjections 

• Voice = the representation in language of the personality of your brand, service or company 

o Jot down some adjectives that characterise your company 

• Tone = the specific translation of your voice on one occasion, for one medium or audience 

o F.ex. Press release 

1.5 Research 

• Collect all the documentation you need before you start outlining your message 

2. Outlining and drafting 

• Define your main point: what is the key info of your text? 

• Have a brainstorming session: what extra info should you include? 
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• Limit your scope: which info is crucial? 

• Make an outline: which info where? 

3. Editing 

• Concept editing: verifies whether your message achieves the goals you set out before you 

started writing 

• Structural editing: verifies whether your text has a logical and convincing structure 

• Usage editing: focuses on typical usage mistakes 

4. Proofing 

• Spelling 

• Grammar: verb agreement 

• Punctuation 

• Typos 

• Formatting: heading styles 

• Style guide rules 

2. Common errors 

1. Resources 

1.1 Translation and monolingual dictionaries 

• Van Dale 

• DeepL, Linguee, Context Reverso, Bab.la 

1.2 Monolingual dictionaries 

• Macmillan online dictionary: frequency + usage info 

• Cambridge dictionaries online 

• Merriam-Webster dictionary 

• Ozdic: collocations 

• Howsjay: pronunciation 

1.3 Google 

• * as wildcard 

2. Written exercises 

• “Please avoid” + ! never used with initiatives 

o F.ex. Please avoid rescheduling = correct 

• Travelling 

• Economic crisis (instead of economical crisis) 

• Therefore = a logical result of a reason mentioned before 

o ≠ daarvoor (for that / to obtain this) 

• Compound modifiers are usually hyphenated 

o F.ex. A round-table discussion, well-behaved, soft-spoken 

• Exception: compound modifiers of an adverb ending in -ly modifying a past participle ending 

in -ed → always spaced 

o F.ex. Greatly contested 
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• Who = only used for people → use which 

• Comma splice: an instance of using a comma to link two independent clauses (which should 

instead be linked by a colon, semicolon, or conjunction) 

o A comma is NOT a connective device in English 

o Solutions:  

▪ Change punctuation 

▪ Add linking word 

o F.ex. Many people started selling their shares, they fell from 5% to 3% last year. 

→ Many people started selling their shares. They fell from 5% …. 

→ Many people started selling their shares, because they fell from … 

3. Editing 

1. Editing: what and why? 

• = To make a book or document ready to be published by correcting the mistakes and making 

other changes 

• Text should be adapted to its genre, audience and purpose 

• Text should be coherent and well-structured 

2. Clause combining 

• Avoid choppy writing 

2.1 Connectives 

• = Words and expressions that link clauses 

• Two types: 

o In a subclause: conjunction 

o In a main clause: conjunct 

Addition and comparison 
In addition, similarly, likewise, 
as well as, moreover, but also, 
furthermore, besides (adds the 
final, most important 
argument) 

Sequence 
First(ly), initially, second(ly), 
then, next, earlier, after this, 
following 

Contrast 
However, on the one hand, on 
the other hand, despite, 
though, although, on the 
contrary, yet, otherwise, 
rather 

Consequence 
As a result, thus, so, therefore, 
consequently, it follows that, 
eventually 

Certainty 
Obviously, certainly, plainly, of 
course, undoubtedly 

Condition 
If, unless, whether, provided 
that, depending on 

Summary 
In conclusion, in summary, 
lastly, finally, to sum up, to 
conclude, to recapitulate 

Exemplification 
For instance, for example, 
including, just as, such as, 
namely, to illustrate 

Reason 
Since, as, because (of), due to, 
owing to, the reason why 

Time 
Before, since, until, 
meanwhile, at the moment, 
when, whenever, as soon as, 
just as 

Goal 
In order to, as to, with a view 
to, for the sake of, so that 

Emphasis 
Above all, in particular, 
especially, significantly, 
indeed, notably, most of all 
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2.2 Relative clauses 

• Restrictive relative clauses: give essential identifying information about the noun (or clause) 

they follow.  

o Always without commas 

o F.ex. I only invest in funds that are considered safe. 

• Non-restrictive relative clauses: give extra, non-defining information about the preceding 

phrase.  

o Always with commas 

o F.ex. Julie Harvey, who worked as a bank manager before the fraud was uncovered, 

has been given six month to pay 2000 euros back. 

2.3 Non-finite clauses 

• = Geen vervoegd werkwoord 

• Option 1: with a present participle → -ing 

o In the middle of sentence 

o Meaning = cause / example 

o F.ex. Germany, struggling with the burdens of reunification, undertook structural 

reforms and became more competitive. 

• Option 2: with a past participle → -ed 

o At the beginning of sentence 

o Meaning = time / example 

o F.ex. Fired by her last employer, Sandra was still looking for another job in 

September. 

• Option 3: with an infinitive → to + … 

o At the end of sentence 

o Meaning = goal 

o F.ex. She went to school in the UK to improve her English 

• Quite common in more formal writing: give more info on a phrase 

• No explicit connection with the main clause → meaning relationship has to be inferred from 

context 

• No specified subject: the understood subject is the same as that of the main clause (cf. 

dangling modifiers) 

• ! Dangling non-finite clause = if the subject of a non-finite clause ≠ the same as the subject of 

the main clause 

o F.ex. Having arrived late for the meeting, a written excuse was needed 

2.4 Main clauses and subclauses 

• Subclauses = relative clauses, non-finite clauses and some clauses starting with a connective 

• Most important message → main clause 

• Background info / less important message → subclause 

• Sometimes short simple sentences are appropriate: 

o As topic sentences = first sentences of a paragraph 

o As summarisers at the end of a long explanation 

o At the end of a paragraph, to round off an argument 

o For important info that needs additional stress and rhetorical power 
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3. Order of information 

3.1 The accessibility principle 

• Known/accessible information should generally appear at the beginning of a sentence 

• Accessible info may be: 

o Given in the previous context 

o Readily inferable from the previous context 

3.2 The end focus principle 

• Important and new information, which is the focus of the sentence, should appear towards 

the end of the clause, preferably in final position 

3.3 The initial subject principle 

• In many cases sentences sound more natural and fluent when the subject is in first position 

in the clause 

• F.ex. *From the analysis the true nature of the problem became apparent. 

→ The true nature of the problem became apparent from the analysis. 

3.4 The principle of end weight 

• It is best to place shorter constituents towards the beginning of the clause and the longest 

and most complex constituents in final position 

• F.ex. *A number of strongly interrelated factors governing the distribution of wealth are 

involved here. First… 

→ What is involved here is a number of strongly interrelated factors governing the 

distribution of wealth. First…  

3.5 Summary 

• Initial position: 

o Subject 

o Information already known or easily accessible 

• Final position: 

o New, important information 

o Complex, long constituents 

4. Text structure 

• The purpose, formality, audience and medium of a text determine its lay-out and structure 

4.1 Introductions 

• Concerning first sentences, watch out with: 

o Referring more to the text itself (f.ex. this email…) than to the topic 

o Referring to the writer or moment of writing 

o Reformulating the title 

• ! Put the topic first 

4.2 Paragraphs 

• One paragraph = one topic 
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• Most important = the unity and coherence of ideas among sentences 

• Should be a sentence or group of sentences that support(s) one main idea 

• Topic sentence = first sentence to announce a paragraph’s topic 

4.3 Conclusions 

• Needs to summarise the main points and often looks forward to the future 

• No new information 

• Strong final sentence 

5. Commonly made (stylistic) mistakes 

• Make sure it is clear what pronouns and demonstratives refer to 

• Do not use a demonstrative (f.ex. these) on its own to refer to people in general 

• Do not mix tenses 

• Do not use incomplete sentences in formal writing (without a main clause) 

• Mind your collocations 

• Try to bring variation into your writing 

• Use parallelism of syntactic structures 

• Attractive writing: 

o Audience analysis 

o Structure 

o Plain language 

o Persuasive elements 

• Avoid jargon 

• Nominalisation: sometimes good to use, sometimes not → depends on the circumstances 

• Increase readability: headings, visualisations, sentence length, structure markers, topic 

sentence 

4. Writing and speaking: the basics 

1. Plain English 

• Avoids unnecessary jargon, redundant constructions and pompous turns of phrase. It flows 

logically and is structured clearly.  

1.1 Conciseness 

• Avoid redundancy 

o F.ex. A period of one week 

• Reduce phrases to words 

o Desriptive phrases can often be turned into adjectives 

▪ F.ex. *Even CEOs who are experienced … → Even experienced CEOs 

o Modifying phrases can often be replaced with adverbs 

▪ F.ex. *Sympathising with her concerns, he nodded in response … 

→ He nodded sympathetically in response to her complaint 

• Shy away from nominalised verbs 

o = nouns that are derived from verbs (f.ex examination > examine) 

o Turn the noun into a verb 

• But sometimes useful for hedging: less direct and accusatory than verb 
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1.2 Pomposity and ‘Nice Words Syndrome’ 

• Don’t use words that might alienate your audience / that you use incorrectly 

1.3 Jargon 

• = Type of language that is only used by specific people in a specific context 

• Replace them with other words 

• Or explain the term: especially when you want to use it more often in your text 

1.4 Readability 

• Plan ahead: think about a logical structure 

• Use headings 

• Illustrate your ideas 

• Pay attention to sentence length: best is to vary 

2. Unbiased language 

• Gender: use gender-neutral terms for a mixed group 

o F.ex. They instead of she/he 

• Sexuality: don’t make assumptions based on sexuality 

o F.ex. Partner instead of wives 

• Disability 

• Race, ethnicity, religion, age: only refer to it when relevant 

3. Intercultural communication 

• Always write out dates in full and specify the time zones when making an appointment 

• Avoid doubt and triple negatives 

• Avoid unusual abbreviations and technical jargon 

• Avoid idioms, figures of speech and metaphors 

• Avoid using humour, irony and sarcasm 

• Avoid overly simplified writing 

4. Storytelling 

• = the popular practice of incorporating stories and narrative techniques into corporate 

communication 

• Purposes: 

o More audience engagement 

o Make your content more believable 

• All good stories arise from conflict or a disruption of the status quo 

• Protagonist: a person / group of people / your brand, product or company / customers 

• Possibilities: 

o Successful quests 

o Underdog origin stories 

o Love stories → emotional connection 

o Ascension stories (rising) 

o Descension plot → empathy 
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PART 2: OPEN BOOK 

5. Letters and emails 

1. Structure and layout 

1.1 Business letters 

• Letterhead 

o In the middle 

o When available 

• Sender’s address (in a letter without a heading) 

o Right 

o Left = less common 

o No name above the address block: when writing on behalf of your company 

• Date 

o Right: below the sender’s address 

o Left: above the receiver’s address = less common 

o Month: written out full 

▪ F.ex. 24 October 2021 / 24th October 2021 

o In UK (if you don’t write it out full): date/month/year 

o Month with capital letter 

o No place name before the date! 

o Don’t abbreviate the month 

• Receiver’s address 

o Left 

o Name of the person and/or company 

Name of building 

Number of building and name of street 

Name of town/city and code 

Name of country (when sending abroad) 

o Name = title + initial(s)/first name + last name 

▪ F.ex. Mr J. Brown / Mr John Brown 

• NOT: Mr Brown 

o Courtesy titles 

▪ Mr: men 

▪ Mrs: married women 

▪ Miss: unmarried woman / women who did not take partner’s name 

▪ Ms: both married and unmarried women = safest option 

o If you don’t know a person’s gender → use their full name, without a title 

▪ F.ex. Spencer Thomas 

o If you don’t know the name → you can use their job title 

▪ F.ex. The Sales Manager 

o You can address your letter to a particular department of the company 

▪ F.ex. The Sales Department 

o If you know nothing about the company, person or department → you can address  

the letter to the company itself 

▪ F.ex. Clark & Co 

• Salutation 
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o Left 

o Formal: name known 

▪ Dear + courtesy title + surname 

• F.ex. Dear Mr Smith 

▪ ! (Initials of) first names are not used with courtesy titles 

• NOT: Dear Mr J. Smith / Dear Mr John Smith 

▪ Use full name without a title when unsure of their gender 

• F.ex. Dear John Smith 

o Formal: name not known 

▪ Dear Sir 

▪ Dear Madam: single or married 

▪ Dear Sir or Madam / Dear Sir/Madam: no name or gender known 

o Informal 

▪ Dear + first name 

• F.ex. Dear Eva, 

• Subject title 

o Left 

o Not always necessary 

• Body 

o Avoid subparagraphs: add blank line / continue 

o Avoid 1 sentence paragraphs 

o Opening sentence not always necessary: “I am writing to…” 

• Complimentary close 

o Left 

o Dear Sir, Sirs, Madam, Sir or Madam 

▪ Yours faithfully 

o Dear Mr/Mrs/Miss/Ms + last name 

▪ Yours sincerely 

o Dear + first name 

▪ Best wishes / Kind/Best regards 

o ! If you have used a comma after your salutation, use one after your complimentary 

close 

• Signature 

o Left 

o Add your name and if relevant, your job title 

• Enclosures 

o Left 

o Write ‘Enc.’ Or ‘Encl.’ below the signature block when there are any documents 

enclosed with the letter 

1.2 Emails 

1.2.1 To, Cc, Bcc 

• To = main recipients of your email 

• Cc = not directly involved, but should be kept in the loop 

• Bcc = without the other recipients knowing 

o F.ex. Invitation, marketing → privacy 
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1.2.2 Subject line 

• Avoid empty or vague subject lines 

• Update the subject line when the conversation topic changes 

• On average 7 words / 40 characters 

1.2.3 Salutations 

• Formal 

o Dear Sir / Madam / Sir or Madam 

o Dear Mr / Mrs (married) / Miss (unmarried) / Ms (neutral) + surname 

• Informal 

o Dear + first name 

▪ If you’re not sure: Dear Kate (if I may) 

o Hello / Hi + first name 

o First name (very direct) 

• ! Dear on its own = darling / sweetheart 

• Group: Hi all / Dear all 

1.2.4 Opening sentence 

• At the beginning of a professional contact → use a warm and friendly opening where 

possible 

o F.ex. Thanks for calling me earlier today. 

• If you are contacting someone you know well / interact with often → get straight to the main 

point 

1.2.5 Closing 

• Formal 

o Yours sincerely 

▪ With name in salutation: Dear + title + name 

o Yours faithfully 

▪ With no name in salutation: Dear + Sir/Madam 

• Informal 

o (Best/Kind) regards / (All) best wishes / Thanks (a lot) (again) / Hope this helps / All 

the best / Cheers / Bye / See you soon 

• Signing with: 

o First name: indicates it’s okay to address you with first name 

o First and last name: means you would prefer Mr/Mrs + last name 

• Signature 

o First name + last name 

o Position 

o Department/division 

o Address 

o Phone number 

o Company website 
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2. Formality and style 

2.1 Formality 

2.1.1 Tact and courtesy 

• Advance signals → prepares the reader 

o F.ex. “Unfortunately” → “I regret to” 

• The past tense = more polite 

o F.ex. “Could you?” / “I wanted to let you know” 

• Depersonalising the message by means of passive constructions 

o F.ex. “No reply has been received” 

• Questions 

o F.ex. “May we remind you of…?” 

• Politeness markers 

o F.ex. “Would you be so kind as?” 

• Adverbs like “just” and “quite” 

• !! Get back to you = correct 

o NOT: Get back at you → means taking revenge 

2.2 Readability 

• Don’t use lists in narrative and in application letters! 

• Make sure your emails are generally short 

• Use active verb forms 

• Use bulleted or numbered lists for enumerations in emails 

3. Information ordering 

• Ordered in a direct way: 

o Starting with the key idea/general principle → detailed analysis 

o = top-down approach 

o Used for neutral / good news 

▪ Bad news → elaboration → positive note 

o Professional emails: often written direct 

• Ordered in an indirect way: 

o Starting from data/details → conclusion 

o = bottom-up approach 

o Used for bad news / persuasion 

▪ Buffer → bad news → (positive note) 

• Bad news: 

o Avoid assigning blame or focusing on personal shortcomings 

o Contextualise the news 

o Explain the reasoning 

o Offer your sympathy and apology if necessary 

o End on a more positive note 

• Buffer types 

o Agreement: point where you share similar views 

o Appreciations: sincere thanks for receiving something 

o Cooperation: convey your willingness to help 
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o Fairness: explain you’ve closely examined and carefully considered the problem 

o Better news: start with the favourable part of your message 

o Praise: compliment an attribute or achievement 

o Understanding: demonstrate you understand the reader’s goals and needs 

4. Types of letters and emails 

4.1 Confirmation 

• F.ex. Payment, shipping, order 

4.2 Announcement 

• F.ex. Launching a new product 

4.3 Request 

• Generally written very directly: (bad) news → elaboration → positive note 

o Clearly formulate your request → justify your request and provide further details → 

more specific instructions 

• Be polite, specific and clear 

4.4 Reply to a request 

• If you are accepting a request 

o Adopt a direct approach 

o Clearly agree to the request → provide further details 

• If you have to deny a request 

o Adopt an indirect approach 

o Start with buffer 

o Be polite and clear 

o End on a positive note 

4.5 Reply to a complaint 

• Opportunity to improve your relationship with your client 

• If you or a partner were at fault: 

o Thank them 

o Clearly state you will grant their claim 

o Clearly set out any actions the reader must still take 

o Express sympathy and apologise if this is appropriate 

o Explain precisely how you will set matters straight 

o Try to regain the customer’s confidence by describing which you’ll take to avoid this 

in the future 

o Try to end on a more positive note 

• If the client was at fault = difficult 

o You can still honour the complaint 

▪ But make clear your decision was based on goodwill rather than company 

policy 

▪ Politely discourage the customer from repeating the mistake 

o You can decide not to grant the claim 

▪ Explain, without blaming your customer, why 
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▪ Use impersonal language 

▪ Express sympathy 

• Important: 

o Reply quickly 

o Don’t blame colleagues or business partners 

o Don’t make unrealistic promises 

4.6 Goodwill letter 

• Always try to get a name 

5. Addendum: useful phrases 

• P. 90 + 91 

6. Writing for the Web: corporate blogs 

1. Writing for the web 

• Readers scan the content 

• We read in an F-shaped pattern: most attention to the top sections of a website: most 

attention to top sections of a website 

• We lose interest extremely quickly 

1.1 Scannability 

• Use subheadings to structure your text 

• Use clear topic sentences 

• In a longer paragraph, keep the final sentence short = clear concluding 

• Try using lists or tables 

o Preface them with a good descriptive sentence 

• Use enough whitespace between paragraphs 

1.2 Readability 

• Start with a gripping opening paragraph to keep your reader from losing interest → make 

clear why this text will be useful or interesting to your reader 

• Keep your paragraphs short: never longer than 12 lines 

o For content on mobile phones: better to stay below 7 lines 

• Never make your text longer than it has to be 

• Use accessible language 

• Underscore your copy with attractive or illuminating visuals 

2. Blogs 

• Internal blogs: can be used to communicate company policy, for project management or 

employee engagement 

• External blogs: a broader range of applications 

• Blogs perceived as more credible and trustworthy than press releases 

• Blogs also try to offer customer support in a very broad sense 

• When done well, blogging can result in an online community of loyal customers that serve as 

brand ambassadors 

• Format/content: 
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o Lists 

o Food: recipes 

o Travel: interview, stories 

o “How to…” 

o Updates (f.ex. collab) 

o Fun post 

o Behind-the-scenes 

o What/why? 

2.1 Structure 

2.1.1 Headline 

• Primary purpose = to make your visitor read the next sentence 

• Use a list, negatives, engaging adjectives, ask a question, controversial title, make a promise, 

offer help in the form of tips 

• Keep it short: 6-8 words 

2.1.2 Body – length 

• 500-1000 word articles, but nothing really stands out 

• Longer blog posts seem to be more successful → higher page rank, likes and shares 

• Best to avoid short posts 

2.2 Formality and style 

• Purpose = reduce distance between the reader and writer 

• Informal language → shorter, simpler sentences 

o Contracted verb forms 

2.2.1 Rules to break 

• You don’t have to spell out numbers 

• Incomplete sentences are okay (f.ex. “Crazy, right?”) 

• Okay to start sentence with a conjunction (and, but) 

• Use jargon to establish rapport (TGIF) 

• You can use !, ? and contracted verb forms 

2.3 Types of blogs 

2.3.1 CEO blog 

• Gives a face to the company 

• Takes care of an immediacy and an authenticity of interaction 

• Regularly updates → create a feeling of proximity and trustworthiness 

2.3.2 Employee blog 

• More and more companies provide an online platform where employees can start their own 

blog or simply collect links to their employee’s blogs on their own website 

• Often a disclaimer that the opinions expressed are from individual employees and not from 

the company they work for 

• Can deal with a wide range of topics 
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• Projecting an image: that the company values the knowledge of its staff 

• Can create an online community of experts 

• Having one employee blog for a company can be very tricky 

2.3.3 Blogs by unknown authors or a communications team 

• Many companies simply publish one blog that is maintained by a communications team 

• Best to have communications staff post under their own name 

7. Press communication and public speaking 

1. Press releases 

• = a written statement to the press about events, new products, awards, sales figures 

• Easy to send out, but its reach can be minimal 

1.1 Target audience 

• Dual audience / two orientations: 

o Convincing journalists to turn your text into an article 

▪ Gatekeeper that doesn’t really want to promote your product 

o Wanting your message to get into the newspaper your way 

▪ Promotional 

• Online editors have less time to compose articles than their print colleagues → softer 

towards promotional pieces 

1.2 Structure 

1.2.1 Embargo 

• Not legally binding, but journalists respect it 

• If a press release is marked “For Immediate Release” at the top of the copy, it can be printed 

immediately 

• If there is an embargo (or lock-up in US English), add: “For Release After (date + (if necessary) 

time” or “Embargoed until (date + (if necessary) time)” 

1.2.2 Headline 

• Use as a subject line in email 

• Title should make your press release appear newsworthy to the journalist reading it 

• Statistics, lists, particular groups, controversial 

• Format: in bold, larger, first word and proper nouns capitalized, no full stop at the end 

o Sometimes double headline / subheading with extra info 

• Use present simple: makes it more lively 

• Leave out copula verbs 

o F.ex. to be 

• No articles (lidwoorden) 

1.2.3 Data and place 

• Start with the date and city in which the press release is originated 
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1.2.4 Lead 

• = first paragraph 

• Make clear to your audience why they should keep reading 

• No more than 2 or 3 sentences 

• States concisely what is happening 

• Sometimes in italics or bold 

1.2.5 Body text 

• 5 Whs: who, what, when, where, why and possibly how 

• Images only when relevant (with a caption) 

• End of press release: ### 

• Keep your paragraphs short: 5-6 sentences 

o No one-sentence paragraphs 

o Bit shorter for online media 

• Do use clear topic sentences 

• Don’t use the first person (I or we) 

• Do include some relevant quotes 

• Don’t use jargon 

1.2.6 Zooming in: quotes 

• ! Quotes are generally polished: does not necessarily correspond verbatim to the source 

material 

• Mention: name, function, company → showing how trustworthy/relevant they are 

• Verb: past simple: you’re reporting something that already happened 

o F.ex. Lucy Waters, Executive Director at Tesco said: “…” 

o Commented, said, etd. 

1.2.7 Boiler plate 

• = company information / contact details 

• Title = “About [company]” 

• Use no more than 2 paragraphs to describe your company 

• At the end, point to your website 

o If there’s a separate media page on their website, use this URL 

1.2.8 Contact information 

• Decide in advance whom they can contact and add the contact details at the end of the press 

release 

1.3 Case study 

• Hedging = using tentative language: more cautious tone 

o F.ex. may be, reported 
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2. Press statements 

2.1 Rhetorical devices  

Chiasmus  Word in one phrase are reversed in the next (a-b / b-a)  
e.g. my fellow American, ask not what your country can do for you, ask what 
you can do for your country  
 

Alliteration  Same letter 
e.g. we’ve led not by polis, but by principle, not by calculation but by 
conviction  
 

Hypophora  Raising and answering question = rhetorical question 
e.g. but what was the result of...? The annual for that year was clearly 
indicated  
 

Polysyndeton  Use of the conjunction between phrases 
→ or / and 
e.g. I wore a sweater, and a hat, and a scarf, and a pair of boots, and mittens 
  

Hyperbole Exaggeration  
e.g. this is a million times worse than all of them put together 
 

Anaphora Repetition of words at the beginning of successive sentences  
e.g. for us, they packed up their few worldly… for us, they toiled in 
sweatshops, … for us, they fought and died  
 

Metaphor  An object or action to which is not literally applicable  
e.g. yet every so often, the oath is taken amidst gathering clouds and raging 
storm  
 

Litotes  Denying the opposite  
e.g. not bad!; No small victory  
 

Paralepsis  Draw attention to something by specifically saying you will not mention it  
e.g. I will not mention the first time you betrayed us; it would be unseemly for 
me to dwell  
 

Triad  Use of threes 
e.g. our power grows through: justness of our cause, the force of our example 
and the tempting qualities of humility and restraint 
  

Asyndeton  No conjunction between phrases  
e.g. reduce, reuse, recycle; the air was thick, warm, heavy, sluggish 
 

Captatio 
benevolentiae  

The capture of goodwill / compliment audience 
e.g. if we offend, it is with our good will. That you should think, we come not 
to offend  
 

Allusion  Referring to someone / something without mentioning it explicitly 
e.g. I think therefore IBM (Descartes) 
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Homonymy  2 words sound the same/same spelling but have different meanings  
e.g. a cool choice for a hot summer  
 

Oxymoron Contradiction  
e.g. less is more 
 

Spelling pun  Joke  
e.g. there is no camparison; I think, therefore IBM 
 

Rhyme  Correspondence of sound between words or the ending of words  
e.g. see the USA with your Chevrolet; Gillette, the best a man can get 
 

Repetition  Something that has already been said or written 
e.g. spend wisely, think wisely   
 

 

2.2 Spin techniques 

• Spin = a way of presenting info the way you want it to be perceived 

• Techniques: 

o Bridging = transitioning from an answer to a subject of your choice 

o Deflection or redirection = giving only a vague or evasive reply before switching the 

focus from the question to what you want to say 

o Sandwiching = hiding bad news in between two more positive messages 

o Moving responsibility to a third party 

2.2.1 Distancing strategies 

• F.ex. allegedly, reportedly, which may have been, are said to, it seems, according to research, 

suggests 


