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Peter Smagorinsky

Fast food' has been big business in the United
States for the past fifteen years. Chains such as
McDonald’s that specialize in mass produced
hamburgers and french fries>® have been so
successful that dozens of corporations with simi-
lar marketing practices can be found in almost
every town in the country. Because these estab-
lishments cook from standard formulae, the food
can be produced heaply and quickly; thus they
attract many customers who wish to dine out,3
yet cannot afford the money or time required to
eat in a privately owned restaurant. Within each
chain there is unwavering uniformity to the
portions and taste of the food: a Big Mac? in
Tucumcari, New Mexico, is exactly the same as a
Big Mac in Bangor, Maine.

Burgers® and fries are not the only fare in
which the chains specialize; it is not uncommon
to pass in a two mile stretch of road fast food
restaurants offering pizza,® fish and chips,’
doughnuts, roast beef sandwiches, chicken, steak,
hot dogs, and tacos.® Once inside the restaurant,
the customer usually succumbs to the temptation
of the obligatory soft drink, and often fills out
his order with such items as french fries and a hot
fruit pie. The nutritional value of the food is
questionable, though most of the chains try to
give the image of selling a wholesome product.

Making no pretenses about their product’s
nutritive quality are the manufacturers of the
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most recent addition to the fast food group,
fresh baked goods. Unlike their competitors, who
cluster together along major thoroughfares like
so many antique dealers, hoping that the ag-
gregate will attract more customers, the bakeries
are located in that recent phenomenon, the
suburban shopping mall.?

The malls themselves are a response to what
was perceived a decade ago as the death of the
cities. Many city-based businesses found that
their once attractive locations had become run-
down,!?
patronize them because they feared that the
neighborhoods were unsafe, or at least unsightly.
There was thus a migration of these businesses to
the cleaner, safer suburbs, where many city
residents had relocated because the city had
become dirty and dangerous, and seemed an
undesirable place in which to raise children.
Suburbanschools were decidedly superior to the
understaffed, old city schools, and this con-
sideration alone convinced many concerned par-
ents to flee to the quieter suburbs.

There was, therefore, a strong clientele!?
awaiting the businesses when they moved out.
The logical plan was to operate out of a shopping
center, a place where many merchants con-
gregate to sell their wares. The rationale for this
set-up’ 2 is that a person need only make one trip
to attend to his shopping needs; the additional

and that customers were reluctant to
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hope of the entrepreneurs is that customers who
might not otherwise patronize their businesses
will be attracted to a store with an interesting
display in the front window, and drop in and
make a purchase that he had not intended to
make. In this way, all businesses help one
another, for they all serve to attract customers to
the shopping center.

A mall is simply one huge building that houses
all of the stores in a shopping center. Most of the
entrances are on the inside of the mall, so that in
winter a shopper may casually browse with no
regard for the elements.!® This is especially
important in northern cities such as Buffalo and
Minneapolis, where the bitter cold might other-
wise discourage the prospective shopper.

Scores of different types of stores are in each
mall, making them perhaps ten times the size of
the old fashioned shopping center. Indeed, there
are often several rivals representing each type,
where the shopping centers have only one of
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Janglish * I8 7 < 1) AREE <1>

English as taught and used in Japn is often too
formal. What is idiomatic usage in English speak-
ing countries is often regarded as wrong in Japan.
At best it is shunned. This series of articles is an
attempt to acquaint people with modern English
usage. It is based on American usage but includes
many points which are used in almost all English
dialects.

The main source used for verification is
LOOK IT UP: A DESKBOOK OF AMERICAN
SPELLING AND STYLE by Rudolf Flesch. Mr.
Flesch is a well-known critic of native-speaking
abilities to read and write. Perhaps his best-
known work is WHY JOHNNY CAN’'T READ.

One thing to keep in mind as you go through
the short articles in this series is that LOOK |T
UP deals with idiomatic English for writing. So
the English you see in these articles is English or
You to use in writing as well as speaking.

* * *

Which sentence would YOU choose?
Id live in a palace if | was a king.

Id live in a palace if | were a king.

Gregory Stricherz

Many people in Japan think that in a contrary
to fact statement ““were’’ is the only gramatically
correct usage. But in fact “was’’ is more com-
mon. It is an idiom that goes back to 1684 and
has been frequently used by good writers. John
Bunyan used it in PILGRIM’S PROGRESS: “as
if | was awake.” Graham Greene recently used it
in THE HUMAN FACTOR (1978): “if | was a
traitor like you.”

“were’’ is formal usage and naturally used less.
There is one set phrase, though, where ““were”” is
commonly used. Almost all native speakers
would say “if | were you.”
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everything. The immediate competition is good
for the consumer, for he can compare prices and
choose the best bargain. The whole set-up is
extremely attractive to customers; everyone
benefits, then, for the customers have readily
available a number of stores from which to
choose, and the merchants are in a location that
attracts a lot of potential buyers.

While strolling about, many mall patrons like
to have something upon which to much. To
accommodate them are a plethora of alter-
natives: ice cream parlors, cheese shops, nut and
candy emporia,'*® restaurants (some equipped
with bar), an occasional fast food place, and, just
recently, the aforementioned fast food bakeries.
The smell of fresh cookies and doughnuts
wafting through the mall air is hard to miss, and
many peripatetics'® readily submit to the
temptation to stop. Awaiting them are cookies,
doughnuts and pastries; some places are be-
ginning to offer lemonade or soft drinks for
those who want something with which to wash
down their treats. The goodies'® are baked just
prior to being served; one is ensured, then, of
having a warm, chewy, delicious snack. The fare
is standard; oatmeal and raisin, chocolate chip,
peanut butter, and sugar cookies are offered,
with occasional variations.

Such businesses have several things going in
their favor.' 7 To begin with, they do not need to
advertise, since the smell of the cookies is enough
to attract patrons. Further, they can operate out
of'® a very small area, for customers line up in
the mall area itself, make their purchases, and eat
while cruising around. This factor greatly reduces
rent costs. Another bonus is that the operation is
simple, since standard recipes are used; mixing,
baking, weighing and selling are the only con-
cerns of the merchant. Thus, the fast food
bakeries have the advantages of being in a high
volume traffic area, and of using a streamlined
operation with few overhead costs.!® The
evidence for their success is that the better chains
are making $200,000 a year, in spite of an
average sale of less than a dollar.

It appears, then, that a new fixture has moved
into the fast food market. Only the demise?° of
the malls could threaten them, and that seems
doubtful. Though the cities have been making a
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comeback recently in business circles, the malls
still flourish; should they persist, fast food
cookies will continue to tempt the suburban
shopper.

BEOEABMDILNT Y F)b FOIEAR
(BEREBEXTZ FFILFIR)

TnEI LR, W O2rnFRLEEFEsTw
5, FTHE—IC, BEETILENE W, tvuinid
7 v X —DEVIEBER5XOF30I2+4Th 2,
BT, 205 IEF IS LB CELCcE 2,
&%Q%,%u%—wm&#umkf‘ﬁN%§E
W, BEELBELDNLAENEIPLTH B, I
iof‘ﬁﬁmﬁﬁﬂ#kquéaga~ﬂmﬂ
ﬁﬁ.“%ﬁ%ﬁ&‘t”né nE 7 HIERER
ErtohTwsnt, #AALT, BT, i
A ERTEBEIEREZEZ TwNIFL LT
B THLEIINET, 2T —=Ab 1 et
AN =i, ABYDOLZOHIRICH B & v Fll & x,
BREBRFHZ )20 b4 WEERI LR EITED L
WHREND B, FORPOFERE LT, 5 (W
> TWwadFz—ri, xnFTEFH»1 FALUTTC
HBICL2r2bbT, FIZ20H FLLECTW S,

CHDEJIET7F—R} - 7—FOHHFCLML
BERENAVAATELL) THE, ZTHIEE—
NAFUI & B2, BN HRL L BN

5@
\
E#FH

HhEN, TDLEI)LRAARLEZ) THbH, #ih
L BRIRIIBEGEIR-> TETWED, E—NIFF 7
LT3, E—AELIL2 5B, 77—
7 Ry =— ) "/**.’i?lﬁﬁ%ﬁ#@@%éﬁ?gluﬁ
F372%595,

GE> 1. fast food FHEEFATT CIcHEZRAT,
VLEREWRFLRMNANTESZ LD, FHHIFE) A take-

out food (£ ¥ 1) 2 T3 takeaway food)& % carryout
food &3, LN D, 3togo ELWHIDT, &
Z|2to-go food £ T 5, fast food 5 5, H ol —iF
Ho THLREMAOEERND Z X % junk food LA T
w3, 2. french fries 75 2AEBTFEF+, L »
L Offi¥]) 77 4., French fried potatoes ?BEHR
T, potato chips & LI (¥ 2. 3. dine out A&+
5, VAF 7 TASE% T %, eatout 245, 4.

Big Mac bt 7 =57, McDonald’s T5E->T\ 3
KD R—F— D%, 5. burger /~— #—

hamburger ¥i?##5. cheeseburger, whaleburger,

beefburger, chickenburger >3 k 5 % %fE¥f Dbur-
ger *H» %, 6. pizza [pi:tse] E w7, EH (s
1) . #NL %555 )54 pizzeria TH %, 7. fish and

chipp BHNHBDT7FAICKT VF v 72ENBbE
Lo, BKIEA X ) ARETH 2.3H T 1Lid fried fish

fillets and French fried potatoes TH 5. 8=
tacos ZIZ ARLIZAANDBITFEI LA Lssy

(tortilla). » % > 2#}¥. 9. shopping mall =£-—
v () . BYWEE. AKod 5 7o 4+ — FEES

favor FFicEwT, Fl&ici-T 18. operate
out of... - TEXT 2, --Icfl-> THEZ T 5. 19.
overhead costs [, #i2 %, 20. demise [dim4iz ]

Zmall &b v, DL D IEminimall & i, BE
HfT & T, Bekr»r o A RKFr eclbn, ER
FEIENTWBZ EH %\, 10. rundown FEILR T,
WEEL 72, £ibLk, 2Fi1Z5 L & o7, 11. clien.
tele EH%E. £4A0YIC clients X customers *# 2§, K
T [klaiontél], # T [kh:a:ntéil] * #EF. 12. set-up
fH#l &, #MALT, #%fii. set up (=establish) » %3
t. 13. elements &, KEKE KA., &, HAR
DHEREFR L F 2 b 72 the four elements (PUK) ,

2% 0 "#s, %k, A, &k, »5E=Twv3, 14. emporia
5, emporium D #EE N, emporiums 1§52, B
JEIZiE W ARINEE®2 242 &A%, 15, peripatet-
icss3ZMa A, AEKIZ, TVAFTFLAIHEELLHS
BFLbEHRZLIEDLL, HEFROAN (22T
AFTVARDA) 283, ST, bELKIFEI
HWwTw3, 16. goodies B L Wi, 53 F5 %, L
IFLIREFR X+ 74 %27, 17. going in their

M, W, 3CRE

68

LR, IRAER
?f@xf—v;
l\-35 L

Sﬁz.&
T
Co&
(BRER %

BREELED 13
Hizowe, B
AR LD A LA
+. FERusito 7
Flpa - B
ZHHE-bIZ AR
I BEER EOF

e

(FERIL

IR FHEHGEE &
P JEEHRR AR -
DD DD
2L, —FH-
« FOKHT A -
KR F% 2
1,200 7 —RA D3

B ) B U
T
W
| eul;




