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1. Introduction 

Japanese television programs have been studied in various academic fields, and many studies have 

shed light on language use in Japanese television programs. This research investigates a popular genre 

of Japanese television programs, “variety shows.” Variety shows usually incorporate various 

entertainment contents and feature comedians or media celebrities. According to Broadcasting Ethics 

& Program Improvement Organization (BPO, 2009), variety shows have changed people’s attitudes 

toward the old order or social conventions and have had a huge influence on communication in the 

Japanese society for a long time. Thus, it is said that variety shows are one of the most important 

genres in Japanese television. Interestingly, English is increasingly used in Japanese variety shows in 

alternate ways even though English is not used frequently in daily communication in Japan. However, 

only little research has focused on the use of English in this kind of shows. This research, therefore, 

examines how and why English is used in Japanese variety television shows. 

My research focuses on telop, which is a multi-colored superimposed subtitle and often used in 

most Japanese television programs today. The term telop derives from a widely used American 

equipment “Television Opaque Projector” (O’Hagan, 2010). Nowadays, telop has drawn much 

attention from researchers of language in the media and Japanese cultural studies (cf. Maree, 2015a; 

Sakamoto, 1999; Sasamoto, 2014; Shitara, 2011, 2009). However, most of the literature has focused 

on the functions of telop itself and specifically telops in English language in Japanese television 

programs have not been examined in detail. Hence, my research aims to fill the gap.  

This research adopts multimodal analysis in sociolinguistics or sociocultural linguistics 

approach. The methods of data collection and analysis used in studies of Furukawa (2014) and Maree 

(2015a) are applied in my research. My research examines four popular Japanese variety shows (Ame-

talk, Honmadekka!? TV, Konya Kurabete Mimashita and Sekai no Hate Made Itte Q) and analyzes 

how English-language telops are used in those variety shows. I collected the television program data 

which broadcasted from September 20th to December 31st in 2019 and it amounts to 36 hours in total. 

The total number of the episodes this research examines is 25. From the data, 2026 English telops 

were extracted. Based on the data, this research analyzes English use in Japanese variety shows both 

quantitively and qualitatively.  

As the primary goal, my research will propose additions to categorical frameworks of English 

use in Japanese television programs. Since this field of research has not yet been explored very much, 

my research adopts six theoretical frameworks that are presented in previous research. Furthermore, 
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my research integrates these frameworks and builds three large classifications: (1) classification of 

telop, which is based on Kimura et al. (2000), (2) classification of code-switching, which is based on 

Gumperz (1982) and Androutsopoulos (2012), and (3) classification of social function, which is based 

on Moody and Matsumoto (2011) and Furukawa (2014). This thesis investigates the validity of the 

categorical frameworks and the classifications by categorizing and analyzing the collected English 

telops. This research studies not only whether they are applicable to my data but also whether new 

categories emerge from my data.  

Using those data and methodology, this study aims to answer the following research questions: 

1. What kind of functional roles do English telops have in Japanese variety television shows?  

2. How does the use of English signal social functions (e.g. cool and un-cool)?  
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2. Background 

In this chapter, I first present basic information and literature about Japanese television shows and 

telops. Second, studies on English use in non-native English cultures are described. Third, some 

important concepts and theories related to identity and character construction are introduced since 

these notions are useful when considering my second research question: how does the use of 

English signal social functions? Finally, I illustrate several categorical frameworks about English 

use in non-native English contexts, which are utilized for developing new frameworks.  

2.1 Japanese Television Shows and Telop 

The Japanese television industry has huge economic power. The domestic output is about 94 billion 

dollars and the number of employees is about 280,000 (Motion Picture Association, 2019: 43). 

Although various media (particularly, Internet media) has recently grown, Japanese television 

programs are often discussed in social media or among family or friends.  

Japanese television programs deal with a wide range of topics and the typology varies 

depending on TV stations or websites that show TV schedules. Furukawa (2014) consults several 

sources and categorizes Japanese television programs into five main categories: drama, sports, 

animation, music and variety. In this thesis, I focus on the last category, variety shows. Although 

the definition of variety shows is not fixed, variety shows, in general, often incorporate various 

entertainment contents (e.g. quiz, game and skits) and feature comedians. Importantly, variety 

shows can be seen as a quintessential genre in Japanese television. Kashima (2011) investigated TV 

programs that were aired during “golden time,” the part of prime time in Japan that refers to the 

three hours from 19:00 until 22:00. The study shows that, as of June 2011, more than 75% of the 

programs airing during the golden time were variety shows (Kashima, 2011). Hence, it can be said 

that variety shows are the core of Japanese TV programs.  

Recently, many linguists have paid attention to variety shows and analyzed them using 

various approaches. As an example of discourse analysis on variety shows, Ohara and Saft (2003) 

examine interactions in a segment of life coaching on a Japanese TV program and demonstrate how 

Japanese gender ideologies are expressed. Also, Furukawa and Tsuchiya (2019) analyze 

interactions in a chat show and discuss how “newlywed-ness” can emerge from conversations 

between the hosts and couples.  

In addition, language use has been observed in variety shows. Jia (2019) examines language 

use of transgender men in variety shows. The study suggests not only that transgender women 
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(referred as “Onee”) use several different first and second personal pronouns but also that they tend 

to use “sharp tongue” expressions for humor especially in variety shows. Several studies on youth 

language (cf. Kuwamoto, 2003; Senuma, 2005) claim that youth language emerges from variety 

shows. Furukawa (2014) observes English use in variety television shows. For example, a popular 

variety television show, Mechaike, has a segment called Nukiuchi tesuto [surprise test]. In the 

segment, some celebrities take an English test and their wrong answers are ridiculed (Furukawa, 

2014). According to the study, this example illustrates how English use in those programs shows 

stupidity (Furukawa, 2014). These studies provide remarkable insights into linguistic research and 

also demonstrate that Japanese variety shows offer an interesting environment for linguistic 

research. 

As a large amount of research suggests (Gerow, 2010; Hambleton, 2011; Shitara, 2011), 

another significant feature of variety shows is the heavy use of telop. Telop is multi-functional and 

typically used in Japanese television programs (see Figure 1).  

 

Figure 1. Screenshot of Honmadekka!? TV (Fuji TV, broadcasted on October 23, 2019). 

All the letters marked with a dashed line are telops. The telop A (on the upper left corner) presents 

the name of the segment. The telop B (on the upper right corner) shows the specific topic: what the 

panelists are discussing. The telop C (on the lower part) illustrates the speakers’ utterances. The 

fonts and colors can vary depending on the content, speaking tone, speaker’s character and so on. 

A 

C 

B 
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Although the term telop is widely used on a daily basis in Japan, in the academic context different 

terms can be seen; some scholars use telop and subtitles interchangeably and other scholars use 

different terminology such as Open Caption Telop (OCT) (O’Hagan, 2010). In this thesis, I adopt a 

term telop to refer to any texts on TV screens. A term subtitle can be used synonymously.  

The use of the telop increased especially in the 1990s (Gerow, 2010). According to Sakamoto 

(1999), telops started to be used so that situations would become more understandable for the 

viewers. For example, in the variety quiz show Majikaru! Zunō! Pawā!! [Magical Brain Power], 

which premiered in 1990. TV personalities sometimes murmured or overlapped. In order for 

viewers to understand who said what instantly, telop was attached to speaker’s utterances. Thus, 

telop started from, borrowing the words from Sakamoto (1999), “kindness” for viewers. However, 

today’s use of telop is different than before. That is, the relationship between telop and humor has 

been strengthened. O’Hagan (2010) claims that telop establishes “common ground with the viewer 

to share a particular comical aspect in a given situation and also dramatize the trivial to humorous 

effect” (p. 85). Maree (2015b) suggests that in variety shows humorous effect can be created by a 

combination of various audio and visual information such as sound effects, texts and image telops. 

Thus, the role of telop has been changing: from clarifying who says what to framing humor.  

Recently, telop has been investigated in various academic fields, especially in media and 

communication studies. Shitara (2011) conducted qualitative analysis on the change of telops from 

the 1960s to the 2000s. She suggests that especially in the 2000s, telop has been used for expressing 

the situation of “now” more vividly in order to make it understandable to the viewers. Maree 

(2015a) describes telop as a “heavy use of decorative punctuation and non-standard writing 

conventions” (Maree, 2015a: 175) and claims that telop highlights the role of the post-production 

team. Thus, a number of studies have shed light on the function or intention of telop.  

2.2 English Use in Non-Native English Cultures 

As described so far, many studies have focused on Japanese variety show or its use of telop. 

However, little research concentrates on the use of English telop in variety shows. In this section, I 

examine how English is used in Japan (Section 2.2.1) and in other countries (Section 2.2.2).  

2.2.1 Case of Japan 

It is widely believed that English is rarely used in Japan. Adopting the theory of the three concentric 

circles proposed by Kachru (1990), Japan is seen as a country in the expanding circle; English is 
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learned and used as a foreign language and does not have an institutional position. Therefore, 

English is hardly used in communication between native Japanese speakers.  

However, many scholars have claimed that Japanese people use English as a part of their 

language, in other words, as loanwords. Morrow (1987) argues that loanwords use is pervasive in 

Japan regardless of age, gender and educational background. He points out that there are some 

domains in which loanwords are frequently used, for instance, “advertising, sex-related magazines, 

and sports.” (p. 51). Also, Scherling (2016) demonstrates how loanwords originating from English 

are used in Japanese puns, and claims that loanwords contribute to creating humorous expressions. 

Another English form often encountered in Japan is “Decorative English,” meaning it appears 

on T-shirts, stationery, packages of products or advertising. Davies (2014) claims that such use of 

English conveys “an atmosphere of modern sophistication and glamour rather than to be formally 

accurate or to make much sense.” (p. 56). Nowadays, this usage of English is not particular to 

Japan, but rather is quite common in other East Asian countries as well (Ciubăncan, 2012).  

English use is also remarkable especially in Japanese pop-culture and media. Moody (2006) 

shows 65% of the J-pop hit songs in 2000 included English lyrics. Moody (2006) and Moody and 

Matsumoto (2011) focus on English use of a sub-genre of variety shows, so called “language 

entertainment” programs. This type of shows contains many English-related elements such as 

English interaction between TV celebrities or quizzes about English vocabulary. These examples 

show that English use is prevalent in the Japanese entertainment industry.  

Seargeant (2011) adopts a folk linguistic approach to investigate what Japanese people think 

about English language that they can encounter in their everyday lives. The result of the 

questionnaire shows that English words are used most frequently in the following five domains: (1) 

brands and advertising, (2) fashion, (3) information signs, (4) media and entertainment-related 

usage, and (5) usage related to the Internet and information technology (p. 196). Note that some 

English words have usages different from those of native English-speaking countries. For instance, 

a phrase on a Japanese men’s magazine advertising “series value up seminar” would be written as 

“a series of value-enhancing seminars” in Standard British English. This example presents the word 

‘up’ as it is often used in Japanese English as a kind of augmentative suffix, which tends to 

collocate with level, version or rank.  

Furthermore, Furukawa (2014) shows that English use can construct identity in Japanese 

television shows. For example, English use can signal “dreamlike lifestyle of the wealthy and the 

famous” (Furukawa, 2014: 192). Furukawa (2015) takes a close look at both audio information 
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(actual celebrities’ pronunciation) and telops and elucidates that stylized native-speaker English 

shows authenticity over “Japanese English”, which leads to cool identity. It is notable that English 

knowledge is attributed to appealing individuals in terms of their age or occupation; a young, good-

looking actor can be associated with high English skills more easily than an old and ugly comedian. 

Despite Furukawa (2015) concentrating on English pronunciation more than English telops, the 

focus of this study is still close to my research.  

Although it cannot be said that English is a communicative repertoire for Japanese people in 

their everyday discourse, English is not a completely unknown language for Japanese people. 

Rather, English is a somewhat familiar language they can see or hear in their everyday lives.  

2.2.2 Case of the Other Countries 

As the previous Section 2.2.1 has shown, English is used in many ways in Japan. In this section I 

consider the use of English in settings other than Japan, focusing on the commonly attested domains 

of youth language and media. 

Androutsopoulos (2003) investigates the use of English in a specific sphere, youth language 

in Germany, particularly German hip-hop. The result illustrates that mostly German hip-hop-related 

texts include code-switching between German and English. English is often inserted in the form of 

routines, vernacular English and hip-hop slang. It is notable that the use of these terms can have not 

only significant effects as expressions (e.g. emphasis or aggression) but can contribute to the 

creation of the social identity as a “real rapper.” This function of English, constructing identity, has 

been widely observed in other countries (cf. Leppänen, 2007; Otsuji & Pennycook, 2010). It is also 

discussed within the scope of “metrolingualism”, which is defined as creative linguistic practices 

across borders of culture, history and politics and describes in which people negotiate identity 

through language use (Otsuji & Pennycook, 2010).  

Spilioti (2019) focuses more on written text on the Internet and studies English-related forms 

in digital communication of Greek. More specifically, the study concentrates on trans-scripting: 

English words written in the local alphabet. The paper shows that trans-scripting represents 

stereotypically non-native like, Greek-accented English and makes humorous effects. In Japanese 

media discourse as well, trans-scripting is often used so similar examples might be also found in 

Japanese TV shows.  

The research focus of Lee (2014) is similar to that of my research and the study observes use 

of English as humor in Korean television programs. The study examines several Korean shows of 
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different genres (e.g. drama, talk show and reality show) and outlines three types of English use. 

Firstly, ‘bad English’ is associated with ageism. In particular, senior citizens are stereotypically 

depicted as “incompetent in English” in Korean entertainment. Secondly, Korean celebrities often 

discuss humorous anecdotes, telling stories caused by their English language anxiety or inability to 

speak English, using some code-switching. These anecdotes are performed as a kind of self-

deprecating humor. Lastly, a hybridization of English and Korean is sometimes used if necessary, 

for example when Korean celebrities talk with a foreigner who cannot speak Korean very well.  

Although these linguistic situations are different from Japan, the contexts that these studies 

examined are common in Japan as well. Therefore, those studies can provide striking ideas to my 

analysis.  

2.3 Identity Construction by Language Use  

In sociolinguistics, the relationship between the form of texts and the meaning or function of texts is 

of great importance. Considering such relationships is a pivotal part of my analysis. I examine a few 

key notions: indexicality, role language and character.  

2.3.1 Indexicality  

First and foremost, indexicality by Silverstein (1976) has been long seen as a prominent notion in 

the fields of pragmatics and sociolinguistics. Indexicality is “the property of sign vehicle signaling 

contextual “existence” of an entity” (Silverstein, 1976: 29). To put it simply, indexicality is a trait 

of language implying that there is a possibility that language signals not only literal meaning but 

also other implicit meaning caused by contextual factors (for further discussions, see Silverstein, 

2003). Also, Blommaert (2005) states:  

Through indexicality, every utterance tells something about the person who utters it – man, 

woman, young, old, educated, from a particular region, or belonging to a particular group, 

etc. – and about the kind of person we encounter – we make character judgements all the 

time, and labels such as ‘arrogant’, ‘serious’, ‘funny’, ‘self-conscious’, or ‘businesslike’ are 

based almost exclusively on how people communicate with us.  (Blommaert, 2005: 11)  

In other words, language use can “index” the addresser’s identity or character. Thus, indexicality 

sheds light on the social aspect of language use.  
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2.3.2 Role Language and Character 

As described in previous chapter, the theory of Silverstein (1976) indicates that language can signal 

identity. Explaining and defining identity, however, is difficult. In this section, focusing on the key 

notion of character, I examine some research on identity in Japanese communication. 

In both real conversation and fictional conversation such as in anime and manga, utterances 

often index “character” of the speaker in Japanese communication. Kinsui (2003) names the 

linguistic feature “role language” and explains it as follows: “a set of spoken language features 

(such as vocabulary, grammar and phonetic characteristics) that can be psychologically associated 

with a particular character type.” (Kinsui, 2003: 205). “Character” here indicates a wide variety of 

attributes such as age, gender, occupation, social status, appearance and personality. The use of the 

term, character in Japanese, then, is different from the English word, character.  

Sadanobu (2015) further delves into what “character” is and illustrates how it is related to 

Japanese communication. Character is a frequently used concept on a daily basis in Japanese 

society, therefore, many researchers have focused on this concept from various disciplines, starting 

from manga criticism (e.g. Ito, 2005) and spreading to philosophy (e.g. Azuma, 2003), sociology 

(e.g. Doi, 2009) and so on.  

According to Sadanobu (2015), character is “situation-based self”, which is “more than a 

style, less than personality.” (Sadanobu, 2015: 13). Summarizing his idea, style can be changed 

overtly and intentionally. For example, in an office, a worker will show different attitudes and use 

different style according to the addressees (e.g. their boss versus their subordinate). If their boss or 

subordinate sees the shift of style of the speaker, the speaker would not feel awkward. Personality, 

on the other hand, is stable and intentionally unchangeable. If personality is changed, the speaker 

appears like a different person. Character is somewhere in-between and can be created differently 

based on the situation. For example, a person can have a gloomy and dowdy character at home, but 

a rowdy character at school (Sadanobu, 2015: 14). If someone else sees the shift of character of the 

speaker, the speaker will feel awkward. Also, the character can be created both intentionally and 

unintentionally.  

To sum up, character can be considered as a sub-category of identity, or we could call it 

“situation- or location-specific identity.” In my research, the term “character” is used to refer to 

this specific concept. According to Maree (2015a), character can be marked by spoken role 

language with telop in television programs. Therefore, my research addresses if English telops can 

signal a particular character in variety shows.  
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2.3.3 Previous Studies on Identity/Character Construction in TV shows 

Many scholars have investigated identity (or character) construction through language use. This 

section presents linguistic literature that examines how identity or character is constructed in 

television shows.  

Maree (2015a) argues that the “process of translation (from audible to text) and visualisation 

(through the selection of font, color, and animation etc.) is informed by language ideologies which 

shape ideas of how an utterance should look” (Maree, 2015a: 176). This means that telop can also 

contribute to the formulation of character. The study shows, as an example, how utterances by a 

certain well-known transgendered woman are rendered into pink-font telops, meant to express 

girlish-ness. However, when her voice is not accorded to the normative femininity, a color and font 

indexing masculinity are selected. Plus, telops that are not relevant to the speaker’s utterance can 

contribute to a particular character. For example, the combination of the picture of younger, boyish 

transgender man and telops with narration strengthens the character creation of her, which makes a 

humorous effect. Thus, telop signifies language ideologies the production team of the program has 

or wishes the viewers to have. 

Hyeseon (2016) examines telop use in Korean television shows and illustrates how 

“interpretive” telop can create character, adopting a classification of telop devised by Shiota (2005). 

Interpretive telop does not express the actual utterance of speaker but the interpretation of the 

content of the program, therefore, this type of telop hugely relies on the intention of the television 

production team. According to Hyeseon (2016), this kind of telop is frequently seen in Korean 

variety shows. The study claims that this type of telop can attach special meaning to a person’s 

behaviors or facial expressions and create a particular character although the person does not say 

anything related to the character.  

As we have seen, most of research concentrates on either the function of telop itself or 

English use but little research has paid attention to “English” telop. In my research, therefore, I 

combine the findings from the studies on telop and those on English use.   

2.4 Categorical Frameworks 

In this thesis, I integrate and utilize six theoretical frameworks for my analysis because the field of 

research concerning English telops is under-explored and there does not seem to be any frameworks 

specifically for English telops in previous research. This section presents the six frameworks I 
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integrate for my analysis: Kimura et al. (2000), Gumperz (1982), Androutsopoulos (2012), 

Ciubăncan (2012), Moody and Matsumoto (2011), and Furukawa (2014). 

One of the most representative studies about telops, Kimura et al. (2000), analyzes the telop 

use in Japanese television shows, using a questionnaire. The study first asked the respondents to 

give an example of television programs that frequently use telops. Then Kimura and her colleagues 

watched the top ten programs of using telops that emerged from the result of the questionnaire and 

counted the number of telops in those programs. Finally, they developed a typology as Table 1 

shows.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



12 

 

Table 1. Classification of telop (translated and adapted from Kimura et al., 2000). 

Large classification  Medium 

classification 

Small 

classification 

Explanation 

Categorization based 

on function 

Subtitles describing 

spoken voices and 

sounds 

Speaker’s 

conversations or 

utterances 

Rendering speaker’s utterances 

directly into subtitles 

Narrator’s 

utterances 

Rendering narrator’s utterances 

directly into subtitles 

Other sounds 

(sound effects and 

nature sounds) 

Expressing sounds with letters or 

symbols 

Explanatory 

subtitles 

Situation Explaining the situation without 

speaking 

Psychological state Explaining psychological state only 

with subtitles 

Time  Explaining a lapse of time using 

numbers 

Title Showing themes or titles of a segment 

Subtitles during 

scene switch 

Conjunctions Switching scenes by using 

conjunctions or conjunctive particles 

Foreshadowing  Switching scenes, making the 

audience anticipate what happens next 

Occupying screen Subtitles occupy the whole screen 

Large classification Medium 

classification 

Explanation 

Categorization based 

on form 

Normal  There are not any distinct features 

Expanding/shrinking  Emphasizing by changing the size of the subtitles 

A kanji character  Emphasizing with a single kanji character 

Emphasized letters Emphasizing by using background colors 

Symbols  Using symbols (?→!) to assist viewer’s understanding 

Special effects Using special effect such as making letters shaking or 

glittering 

Pictures/emojis Adding pictures or emojis alongside the subtitles 

Others Forms not categorized into any of the above 

Gumperz (1982) demonstrates six conversational functions of code-switching, showing 

numerous examples of code-switching mostly between English and other European languages. 

Among them are the following: quotations, addressee specification, interjections, reiteration, 

message qualification, personalization versus objectivization. Although this classification does not 

divide the modes (written or spoken), it can be generally applied to texts using different codes. 
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Androutsopoulos (2012) focuses on ‘English on top’, that is, the usage of English additionally 

besides the matrix language. He detects three usage patterns of English use: (1) heading, (2) 

bracketing and (3) naming. Heading is referred to as “the use of English in headlines, titles, mottos, 

captions and other textual items, which head an adjacent text body and thereby announce or 

summarise that adjacent text.” (p. 7). Bracketing works to delimit the start and end of a textual unit; 

introductory or concluding chunks in emails or Internet forums are examples of this category. 

Naming includes English names of media products and institutions such as periodicals and 

websites. This classification seems to be applicable to telops.  

Ciubăncan (2012) focuses on Japanese contexts and suggests that decorative (or ornamental) 

English has two functions: “to create a certain type of mood” and “to create a specific message 

associated with a certain category of products.” (p. 143). For example, English generally conveys 

attractive, cool, stylish or modern mood in Japanese context. For this function, the grammar is not 

important, thus, the conveyed message is somewhat overt and vague. As for an example of the 

second function, a particular message, “refreshing body and mind”, is likely to be assigned to 

drinks. It can be assumed that the two functions are observed in my data as well.  

Moody and Matsumoto (2011) study a specific genre of television programs in Japan called 

language entertainment programs, which are defined as “usually humorous and typically feature 

individuals who are J-pop music artists, comedians or other celebrities” (p. 167). This genre can be 

seen as a subgenre of variety shows. Moody and Matsumoto (2011) argues that in language 

entertainment shows, English can be used to create speaker’s characteristics that are largely 

classified into four categories: competence, yuuki ‘courage’, jigyaku ‘self-effacement’ and genki 

‘enthusiasm.’ That is, high English skills are associated with competence in jobs (competence). 

Active English use depicts the speaker as a courageous person (yuuki). Making English errors is 

seen as self-effacement (jigyaku), which traditionally makes humorous effects. Enthusiasm can be 

displayed by performing in English regardless of the language skills (genki).  

Furukawa (2014), a study highly relevant and influential to my research, analyzes how 

English use contributes to identity construction in Japanese variety shows. The study concludes that 

the presence of English in television programs can be categorized into three functions: intelligence, 

social cool and social un-cool. The study shows that high proficiency of English can be associated 

with intelligence and social coolness, but English errors or overuse of nonce borrowings can be 

associated with un-coolness.  
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3. Materials and methods  

This chapter shows my data and the method of my analysis. First, Section 3.1 shows what kind of 

data this thesis uses. Second, the procedure and method of analysis is illustrated in Section 3.2. 

Finally, my hypotheses are presented.  

3.1 Data 

As the data, I used television program data. Nowadays, many platforms streaming television 

programs in Japan can be found and I collected data from these platforms. In this thesis, I focused 

on four popular variety shows: Ame-talk, Honmadekka!? TV, Konya Kurabete Mimashita [We 

Compared Tonight] and Sekai no Hate Made Itte Q [Let’s Go to the End of the World].  

All the programs above are briefly categorized into variety shows. Only Itte Q belongs to 

“travel” programs as a subgenre. The other three programs are categorized into “talk variety” 

programs as a subgenre, which mainly focuses on talk in a studio and is a prototypical category of 

variety shows. Also, in terms of the contents, Ame-talk, Konkura and Itte Q have many comic 

elements but Honmadekka!? TV focuses more on academic or informational topics. For this 

research, I used the episodes that aired from September 20th to December 31st in 2019. The basic 

information of the programs is presented in Table 2.  

Table 2. Information of the programs. 

Program name Airtime* Production company 
Premiere 

(year) 

Ame-talk 
Thursday 

23:15 – 0:15 
TV Asahi 2003 

Honmadekka!? TV 
Wednesday 

21:00 – 21:54 
Fuji TV 2009 

Konya Kurabete 

Mimashita 

Wednesday 

21:00 – 21:54 

Nippon Television 

Network System 
2012 

Sekai no Hate Made 

Itte Q 

Sunday 

19:58 – 20:54 

Nippon Television 

Network System 
2007 

* As of January 18, 2020 

I chose these four programs because all of them are airing weekly and have earned high 

viewership for a long time. First, as Table 2 shows, all of the programs have run for a long time 
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(12.3 years on average). Second, three out of the four programs (Honmadekka!? TV, Itte Q and 

Konkura) air during the golden time (from 19:00 until 22:00), which is the high viewership time 

slot in Japan. As for Ame-talk, “special shows” sometimes air. For instance, as Figure 2 presents, 

Ame-talk had two special shows in my data.  

 

Figure 2. Numbers of the shows of my data. 

It is notable that the duration of the special shows of Ame-talk is much longer than three other 

shows (see Figure 3); the total duration is 8 hours (3 hours and 5 hours respectively.) It proves how 

the program is popular. From the above, it can be said that all the programs are very popular and 

have established a significant position in the Japanese television industry.  

 

Figure 3. Duration of the shows of my data. 

I watched through these variety TV shows, which amounts to a total of 36 hours, and 

extracted 2026 English telops from these television data. When I found English telops, I took the 
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screenshots and added some notes if necessary. Based on the collected data, I examined how 

English telops are used in these programs. In terms of the contents, I briefly describe each of the 

programs below. More detailed information about each show (e.g. the contents and segment titles) 

is presented in Table A-1 in Appendix A.   

Ame-talk 

Ame-talk is a comedy talk variety show hosted by Toru Hotohara, a member of the comedy duo 

Ameagari Kesshitai. In regular shows, every episode has a focused topic. A special episode can 

have two or three topics. Normally, this show invites a couple of TV celebrities as panelists (usually 

sitting alongside with the host) and about 5–10 comedians who are familiar with the topic (usually 

sitting on the right side of the studio called hinadan). The comedians are the main speakers and talk 

about their episodes related to the focused topic. Also, recorded videos (called VTR in Japanese) are 

often inserted. 

Honmadekka!? TV  

Honmadekka!? TV is an (informational) talk variety show hosted by Akashiya Sanma, one of the 

most famous comedians in Japan. Normally, there are also some regular panelists including a 

comedy duo, Black Mayonnaise and a well-known gay TV personality, Matsuko Deluxe. In each 

episode, critics (also known as Expert team) discuss gossip or topics of conversation rumored in the 

world or consult the guests about their worries from specialists’ point of view. An episode can 

consist of one or two segments such as Honmadekka!? Jinseisōdan (life coaching) and 

Honmadekka!? Restaurant.  

Konya Kurabete Mimashita (hereafter, Konkura) 

Konkura is a talk variety show hosted by Terumoto Goto, a member of the comedy duo Football 

Hour, SHELLY, a mixed-race female TV personality and Rino Sashihara, a popular idol. Yoshimi 

Tokui, a member of the comedy duo Tutorial, is one of the hosts but has not appeared in this show 

since October 30th in 2019. As the regular format, the show invites 3–7 guests who have a certain 

thing in common and compares them from various aspects.  

Sekai no Hate Made Itte Q (hereafter, Itte Q) 

Itte Q is a travel variety show hosted by Teruyoshi Uchimura, a member of the comedy duo Utchan 

Nanchan. The (semi-)regular members of this program are more than 20 TV personalities and most 

of them are comedians. In this show, the regular members go abroad and explore unique local 

cultures. As for the structure of the program, the main part of this show is recorded videos (VTR) 
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which were shot in foreign countries and the regular members watch them in the studio. The regular 

show usually consists of two segments and there are numerous popular segments such as Chinjū 

hantā imoto wārudo tsuā [Rare animal hunter, Imoto’s world tour], Sekai no hate made ittakkiri 

[Gone to the world end] and Onsen dōkōkai [Hot spring club]. 

3.2 Procedure and Method of Analysis 

For this research, I adopted multimodal analysis in a sociolinguistics (sociocultural linguistics) 

approach, following the studies of Maree (2015a) and Furukawa (2014). Utilizing multimodal 

analysis, I comprehensively analyzed the use of English telops in the four Japanese variety 

television shows presented in Section 3.1. I watched the chosen television programs carefully, 

considering various elements (e.g. tone of utterances and contexts). 

The analysis of my research consists of three phases. First, since the number of the extracted 

English telops is huge, I made some rules in order to decide which examples were included or 

excluded. (The rules are listed below.) Second, I categorized the English words based on categorical 

frameworks that were suggested in previous studies. When there were examples which did not fit 

into either of categories, I developed new categories for them. Finally, I counted how many English 

telops were used in each category and took a closer look at some examples in the qualitative 

analysis part, considering my research questions:  

1. What kind of functional roles do English telops have in Japanese variety television 

shows? 

2. How does the use of English signal social functions (e.g. cool and un-cool)?  

It is noteworthy that there are some issues to define “English word.” Seargeant (2011) points 

out that the distinction between Japanese and English is blurred in Japanese contexts. As a 

questionnaire survey by Seargeant (2011) shows, some of the participants with defining words in 

any language in the Roman alphabet as English words, for example, brand names (e.g. Bvlgari and 

Chanel) and the name of places (e.g. Ueno). In order to make the border clear, I made rules for 

counting words:  

i. The words that are always written in English (the Roman alphabet) in common are excluded 

since the reason for the English description is obvious and the same description is widely 

used in many different programs. It cannot be assumed that this English use has special 

social functions or nuances. For example, titles/lyrics of songs, references, names of 

sponsors, Japanese celebrities’ names and group names are always described in English if 
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the original description is English. Therefore, those were not counted as English telops. 

However, impromptu songs are exceptions because the description might vary depending on 

the programs.  

ii. Some acronyms that are frequently used in TV programs were not included as English 

subtitles, for instance, VS (versus), VTR (videotape recording) and MC (master of 

ceremony). They are usually written in the Roman alphabets and frequently used 

terminology in Japanese television shows. Some of them are firmly established as Japanese 

words (see Yamashita, 2017; Toyoshima, 2002; Collaborative Reference Database, 2013). 

Also, Japanese-made English such as OL (office lady, which means “female office 

worker”), OB/OG (old boy/old girl, which means alumnus/alumna) were excluded. The 

excluded words are listed in Table B-1 in Appendix B.  

iii. Trans-scripted words (English words written in Japanese alphabets/Japanese words in the 

Roman alphabet) were counted as English words. However, the boundary between English 

words in Japanese alphabets and loanwords from English is fuzzy. Therefore, I took into 

account the situation in which the word was used. Only when the speaker talks to 

foreigner(s) or pronounces following English phonological system for some purpose, I 

counted them as English words.  

iv. Proper names of foreign brands/services written in the Roman alphabet were counted as 

English words regardless of the origin of the words. (e.g. Louis Vuitton, Chanel) 

 

Also, in order to classify the telops, I adopted several categorical frameworks that I have 

presented in Section 2.4. They are largely categorized into three types: (1) classification of telops in 

general, (2) classification of code-switching and (3) classification of social functions.  

The first type of classification is suggested by Kimura et al. (2000), which is shown in Table 

1 in Section 2.4 in Background Chapter. Since my research focuses on linguistic use rather than the 

form of telop, only “categorization based on function” was used to sort my television data. If 

necessary, however, the characteristics listed in “categorization based on form” are mentioned in 

the qualitative analysis section.  

 As the second type of classifications for code-switching, I used the typological frameworks 

by Gumperz (1982) and Androutsopoulos (2012). Gumperz (1982) suggests six categories: 

quotations, addressee specification, interjections, reiteration, message qualification, and 

personalization versus objectivization. The typology of Androutsopoulos (2012), which focuses on 

‘English on top’, is as follows: heading, bracketing and naming. 
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The third type of classifications is social function. For this categorization, I integrated the 

categorical frameworks of Ciubăncan (2012), Moody and Matsumoto (2011) and Furukawa (2014). 

In terms of the framework of Ciubăncan (2012), the study does not strictly separate the two 

functions: “to create a certain type of mood” and “to create a specific message associated with a 

certain category of products.” (p. 143). For my research, I made two categories of decorative 

English based on Ciubăncan (2012): “decorative (mood)” and “decorative (message).” Decorative 

(mood) refers to English words used in illustrations or patterns of background, while decorative 

(message) refers to more specific messages, including translation of Japanese words and English 

version of (segment) titles. Moody and Matsumoto (2011) suggest four functions: competence, 

yuuki ‘courage’, jigyaku ‘self-effacement’ and genki ‘enthusiasm.’ For this study, I named each 

label as competence, courage, self-deprecation1 and enthusiasm. The categories of Furukawa (2014) 

consist of three domains: intelligence, cool and un-cool. Since these categorical frameworks about 

social functions are closely related to contexts, I made observations on some examples in each 

category which I found in my data. 

Finally, the above classifications adopted in this thesis are presented in Figure 4. There are 

largely three types of classifications: classification of telops in general, classification of code-

switching and classification of social functions. Only the classification of telops in general has 

medium classifications (subtitles describing spoken voices and sounds, explanatory subtitles, and 

subtitles during scene switch), and these categories can be utilized in my analysis. In this research, 

mainly the categories in the rightmost column are used. 

 

 

 
1 Moody and Matsumoto (2011) use the term, ‘self-effacement.’ However, it does not match their label of Japanese 

version, jigyaku (it means “self-deprecating”). Considering the usage of the term in Moody and Matsumoto (2011), this 

thesis uses “self-deprecation” instead. 
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Figure 4. Categories used in this research. 

I formulated hypotheses as follows. 

i. According to the classification of telops, English telops that can be categorized as “subtitles 

describing spoken voices and sounds,” including speaker’s conversation or utterances, 

narrator’s utterances and other sounds, are few. However, English telops labeled as 

“explanatory subtitles,” including situation, psychological state, title and time, frequently 

appear.  

ii. Few English telops can be classified into the categories of a framework for code-switching 

in general. On the other hand, many English telops can be classified into the categories of a 

framework for English on top.  

iii. Many English telops can be categorized into decorative English use. Additionally, many of 

the other categories (e.g. cool and un-cool) can be applicable to my data. Also, new 

categories or sub-categories can be found.  
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4. Results 

In this chapter, the results are showcased by each typology: the typology of telops in general, the 

typology of code-switching and the typology of social functions. In Section 4.1 and 4.2 (for the 

typologies of telops in general and code-switching), the results of quantitative analysis are 

demonstrated. Section 4.3 about the social function typology shows the results of qualitative 

analysis. In Section 4.4, new categories are illustrated.  

4.1 Results of Categorizing Based on the Typology of Telops in General 

The result of categorization based on the typology of telops (Kimura et al., 2000) is presented in 

Figure 5. The categories which have less than five occurrences in total are not shown in this graph.  

 

Figure 5. Telops based on telop typology (based on the framework of Kimura et al. (2000)). 

As my hypothesis suggested, the number of “subtitles describing spoken voices and sounds” 

including “Speaker’s conversation or utterances” and “Narrator’s utterances” is small, especially in 

Honmadekka!? TV (7 and 1 respectively). However, Ame-talk, Konkura and Itte Q seem to use them 
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more frequently. This might be related to the content of those programs. In Ame-talk, names of 

companies, services and products and lyrics of impromptu rap songs are frequently shown as 

English telop, for instance, Dainichi (a company name), AirDrop (a service name) and Check (a 

part of lyrics). Konkura often deals with youth culture and trends, so the names of the 

apps/devices/services were frequently mentioned and were presented in English (e.g. Uber Eats, 

Photoshop and Ulike). Itte Q is, as I mentioned earlier, a travel variety show. That is, unlike three 

other shows, the main part of the show is not studio talk but recorded videos (often referred to as 

VTR) which are mainly shot abroad. Generally, in Itte Q TV personalities go to foreign countries 

and try interesting activities or explore unique cultures. Therefore, it is natural that TV personalities 

use English in the program. Overall, English telops are not necessarily used for English utterances. 

Rather, they are likely used to show proper nouns.   

Interestingly, “situation” telops are often used in all the programs. The most frequently used 

situation telop is Replay (38 times in total), which is followed by Before (16 times) and After (14 

times). Replay telops are often used in Ame-talk to highlight funniest moments in recorded videos 

called VTR (see Figure 6).   

 

Figure 6. REPLAY (from Ame-talk, TV Asahi, broadcasted on December 30, 2019). 

The telops Before and After are widely used in Japanese television shows. In my data, 

Konkura uses these telops the most. For example, an episode of Konkura repeatedly uses Before 

and After to show the pictures before and after the effect of a photo editing application is applied 

(see Figure 7).  
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Figure 7. Before and After (from Konkura, Nippon Television, broadcasted on October 30, 2019). 

These telops appear as a single word and are often used to show the scene of few seconds ago 

again or still images. English telops are preferably used to insert different images or videos 

probably because English or foreign words are eye-catching, according to Kay (1995).  

Also, the category “Not applicable” occupies large proportions in the three programs (Ame-

talk, Honmadekka!? TV and Itte Q). In other words, many telops did not fit into the typological 

framework by Kimura et al. (2000). The English telops categorized here can be used mostly for 

decorative functions. In particular, Honmadekka!? TV uses telops in this category the most and 

English use like Figure 8 was frequently observed.  

 

Figure 8. HONMADEKKA!? TV (from Honmadekka!? TV, Fuji TV, broadcasted on September 25, 

2019). 

In Figure 8, the English telop marked with a dashed line, HONMADEKKA!? TV, written on the 

partition between the picture of an expert who explains tips for restraining perspiration (on the 

right) and the supplemental picture showing how to put his idea into practice (on the left). This type 
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of telops is commonly shown in relatively small letters and they often appear in a short time, so 

they are often imperceptible. Therefore, these telops appear to be used not for conveying 

information but for decoration. 

4.2 Results of Categorizing Based on the Typology of Code-Switching 

The result of categorization based on the typology of code-switching (Gumperz, 1982 and 

Androutsopoulos, 2012) is presented in Figure 9. The categories which have less than five 

occurrences in total are not shown in this graph. 

 

Figure 9. Telops based on code-switching typology (based on frameworks by Gumperz (1982) and 

Androutsopoulos (2012)). 

As my second hypothesis claims, English telops that can be classified into Gumperz’s 

categories (1982) are very few; there are a total of 6 occurrences of “quotations”, and all the other 

categories have less than five occurrences. As I mentioned in the Background Chapter, English is 
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rarely used between native Japanese speakers in their everyday conversations. Therefore, most of 

the categories of Gumperz (1982) were not applicable to the English telops in my data.  

With regard to the categories of Androutsopoulos (2012), all three categories (heading, 

bracketing and naming) were found in my data. Heading was frequently used in Honmadekka!? TV 

and Itte Q and mostly appeared as titles of segments. For example, segment titles in Itte Q tend to 

include country names, which are normally written in English and appear with a preposition, in. As 

Figure 10 presents, the segment title is displayed with white letters in the middle of the screen. This 

follows the standard format which most of the episodes of Itte Q adopt; the first line describes the 

mission in Japanese, “kaba 1000 tō no taigun o oe!” [Find a herd of a thousand hippopotamuses!], 

and the second line shows the place in English: IN TANZANIA.   

 

Figure 10. IN TANZANIA (from Itte Q, Nippon Television, broadcasted on November 10, 2019). 

Bracketing often appeared in Ame-talk and Itte Q. For instance, Ame-talk often uses NEXT 

WEEK, which appears on the upper left corner of the screen at the end of the program and shows a 

trailer of the next episode (see Figure 11). Moreover, numerous English telops describing proper 

names (“Naming” telops) were observed in my data as well. Thus, English on top is commonly 

observed in Japanese variety shows as well. 
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Figure 11. NEXT WEEK (from Ame-talk, TV Asahi, broadcasted on October 24, 2019). 

Still, “Not applicable” telops account for a large percentage of all the programs. “Not 

applicable” telops here include all the telops which were categorized into “Not applicable” in Figure 

5. In addition, “Not applicable” telops include many explanatory subtitles. Next I demonstrate some 

examples of “Not applicable” telops.  

 

Figure 12. Daun no rizumu GOOD (from Ame-talk, TV Asahi, broadcasted on September 20, 

2019). 

The telop on the bottom left is an explanatory telop (more specifically, explaining the situation) and 

reads “daun no rizumu GOOD [the rhythm of the movement of up and down is good].” This telop is 

written using code-mixing: daun no rizumu (the rhythm of down movement) in Japanese and 

GOOD in English. The word GOOD is commonly used in Japanese communication, therefore, it 
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does not have ‘foreignness’ very much. This GOOD telop cannot be categorized into either 

category of Gumperz (1982) or Androutsopoulos (2012).  

Also, some “Not applicable” English telops appear to have usage unique to Japan, which is 

also known as ‘Japanese English.’ (cf. Stanlaw, 2004). Borrowing the definition by Suenobu 

(1990), Stanlaw (2004) describes Japanese English as “the English which internalizes a Japanese 

language system and a living system of the Japanese and which grows with Japanese culture.” (p. 

291). This means that Japanese English is an English style integrated into Japanese language and its 

local usage is established. The telop shown in Figure 13 is categorized into “Not applicable” and an 

example of Japanese English.  

 

Figure 13. Kōdoresu sutikku no juyō UP (from Ame-talk, TV Asahi, broadcasted on December 30, 

2019). 

As Seargeant (2011) points out, the use of ‘up’ as an augmentative suffix in Japanese contexts. The 

example of Figure 13 shows a similar usage of the word up in my data. The explanatory telop on the 

bottom reads “kōdoresu sutikku no juyō UP [The demand of cordless stick vacuums increases].” 

Only the last word UP is written in English and it is collocated with “juyō” [demand]. This UP 

means “increase” and the use of the English word can make expressions more casual than using the 

equivalent word in Japanese, zōka. In this way, some English words are firmly established as 

‘Japanese English’ and this kind of English telops cannot be categorized according to the code-

switching typology.  

Furthermore, in Itte Q many telops expressing speaker’s conversation or utterances were 

categorized into “Not applicable” based on the code-switching typology.  
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Figure 14. Telops of speaker’s utterances categorized as “Not applicable” (from Itte Q, Nippon 

Television, broadcasted on October 20, 2019). 

In Figure 14, there are two people: a Japanese comedian, Tetsuro Degawa, on the left and a native 

English speaker on the right. They are communicating in English although different alphabets are 

used depending on the speaker; the utterance of a native speaker in the first line is written in English 

alphabet and Degawa’s utterance is trans-scripted with Japanese alphabet in the second line. The 

bracketed third line is the translation for Degawa’s utterance. Their conversation is monolingual, 

hence these telops were not categorized based on code-switching typologies.  

4.3 Results of Categorizing Based on Frameworks of Social Functions 

This section illustrates examples of social-function categories, focusing on contexts and the form of 

telops. I showcase examples of each category which were found in my data by frameworks. Since 

categories of social functions themselves could be less clear-cut than the preceding categories in 

Section 4.1 and Section 4.2, this section puts more emphasis on observation.  

4.3.1 Framework of Ciubăncan (2012) 

As I expected, decorative English was frequently used in my data. In general, decorative English 

use in variety shows seems to be related strongly to a key notion of Seargeant (2011), 

‘addressivity.’ This term is originally borrowed from Bakhtin et al. (1986) and Seargeant (2011) 

explains, “[every utterance] is addressed to a particular person or people, and the design of the 

utterance will thus be structured with this specific audience in mind.” (Seargeant, 2011: 189). In the 

context of Japanese variety shows, almost all the telops are addressed to Japanese-reading people. 

Therefore, English telops in variety shows in general tend to work as ornamental functions. If 
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English telops are used, the telops appear to be written in relatively easy English so that Japanese-

reading viewers can understand them.   

Honmadekka!? TV used decorative English the most of the four programs, and some 

examples of this program indicate how English use in Japanese variety shows can be associated 

with addressivity. Figure 15 and Figure 16 are from an episode of Honmadekka!? TV (which aired 

on September 25, 2019).  

 

Figure 15. HONMADEKKA!? RESTAURANT (from Honmadekka!? TV, Fuji TV, broadcasted on 

September 25, 2019). 

In the bottom of the screen (Figure 15), the telop marked with a dashed line shows the segment title, 

HONMADEKKA!? RESTAURANT, written in English. This English telop appears as a part of a 

frame showing the summary of a specialist’s explanations. As Figure 15 shows, the size of the telop 

(HONMADEKKA!? RESTAURANT) is relatively small. Therefore, this telop appears to be used as a 

decorative telop.  
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Figure 16. HONMADEKKA!? JINSEISOUDAN (from Honmadekka!? TV, Fuji TV, broadcasted on 

September 25, 2019). 

In Figure 16, which was taken from the same episode, the telop for the segment title was used in a 

similar format to that in Figure 15. The telop marked with dashed line reads HONMADEKKA!? 

JINSEISOUDAN. Interestingly, JINSEISOUDAN is a Japanese word (the equivalent English word 

is ‘life coaching’), but it is trans-scripted with the Roman alphabet. It might indicate that the 

English word restaurant (used in Figure 15) is understandable for most Japanese people but life 

coaching (used in Figure 16) is not very familiar to them. In this way, English telops seem to be 

related to the viewers’ level of English to whom the telops are addressed: in this case, average 

Japanese people.  

4.3.1.1 Examples of Decorative (Mood) 

This research found 730 decorative (mood) telops in total. Decorative (mood) includes English 

telops as background patterns or as pictures. In most of the cases, English texts of Decorative 

(mood) themselves are not important for understanding the content of the program but have effects 

to create a certain type of mood. For example, telops of crime scene tape are sometimes used in 

Japanese variety shows and English words are usually written on them. In my data, Konkura often 

uses the telop of crime scene tape marked CAUTION (Figure 17) and Itte Q uses the one with 

CRIME SCENE DO NOT ENTER (Figure 18). I marked both of the crime scene tape telops with a 

dashed line.   
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Figure 17. CAUTION (from Konkura, Nippon TV, broadcasted on October 23, 2019). 

 

 

 

Figure 18. CRIME SCENE DO NOT ENTER (from Itte Q, Nippon TV, broadcasted on September 

22, 2019). 

There is a similarity between the two shows in terms of the function of the crime scene tape 

telops. In these scenes in Figure 17 and 18, both shows conduct a quiz; in Konkura, TV 

personalities guess who the secret guest is, and in Itte Q comedians try to find the murderer in an 

event called “The Killing.” Although the use of the telop in the latter example is more closely 

Crime scene tape telop 

CAUTION  

Crime scene tape telop 

 CRIME SCENE DO NOT ENTER  
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related to the content of the event, both tape telops appear when giving hints. In this way, quizzes 

(providing hints and searching for the answer) might be somewhat associated with criminal 

investigation, and crime scene tape telops are likely to be used in variety shows featuring quiz 

elements. The conclusive reason why English words were chosen here cannot be detected only from 

this data. However, taking the study of Ciubăncan (2012) into consideration, it might be because 

English looks ‘cool’ or ‘stylish’ as background patterns, in the same ways as English phrases 

written in T-shirts in Japan. Also, both of the crime scene tape telops are placed under the main 

Japanese telops and these English telops are not supposed to be read by viewers, so the English 

words on the crime scene telops seem to be insignificant for the content of programs. Hence, they 

are considered as decorative (mood).  

4.3.1.2 Examples of Decorative (Message) 

English telops categorized into decorative (message) convey more specific idea or messages. 

Compared to decorative (mood), the English telops of decorative (message) are more readable, 

using a big font or staying longer on the screen. In this research, 374 telops were categorized into 

decorative (message). In particular, Itte Q uses a lot of telops classified into this category and many 

of them appear as a literal translation from Japanese. The following example (Figure 19) was 

extracted from an episode of Itte Q (which broadcasted on November 17, 2019).  

 

Figure 19. Designer’s mansion (from Itte Q, Nippon TV, broadcasted on November 17, 2019). 

In this episode, the female comedian Ayako Imoto visits China and introduces Fujian Tulou, 

the earthen building registered as a World Heritage site. In Figure 19, the Japanese telop which 

reads “kodai no dezaināzu manshon (古代のデザイナーズマンション)” is situated in the center of the screen. 
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The English telop, which I categorized as decorative (message), is placed below it. This English 

telop is a translation from Japanese although the translation of the word “kodai no” (which is 

written in white letters, meaning “ancient”) is omitted. Interestingly, the English telop is a word-for-

word translation from Japanese so it conveys the meaning different from the original Japanese text. 

The original Japanese text “dezaināzu manshon (デザイナーズマンション)” is a loan word from English 

and consists of two words: dezaināzu [designer’s] and manshon [mansion]. Together, it means 

“designer condominium” in Japanese. The original English word mansion means a large luxurious 

house, but the Japanese loan word manshon means a condominium. However, the English word, 

Designer’s mansion (in Figure 19), signals a different thing in English-speaking countries, meaning 

“a large luxurious house owned by a designer.” Hence, in this use of English telop, English words 

do not necessarily express the same content of meaning as the original Japanese texts. In other 

words, decorative (message) telop puts more store on decorative effects of English words than the 

accuracy of English words. Again, this English decorative (message) telop as well as decorative 

(mood) appears to convey cool nuance. 

4.3.2 Framework of Moody and Matsumoto (2011)  

In my data, there were few English telops that can be categorized based on the categorical 

framework by Moody and Matsumoto (2011) and all those telops were observed only in Itte Q. Out 

of the categories (competence, courage, self-deprecation and enthusiasm), I found examples that 

can be classified into courage and self-deprecation in my data.  

Those examples were found in a popular segment of Itte Q, “Degawa Tetsuro hajimete no 

otsukai” [Tetsuro Degawa’s first errand]. In this segment, Tetsuro Degawa, a representative 

“reaction” comedian, goes abroad and tries to accomplish a mission, communicating with local 

people without an interpreter. His broken English is well-known as “Degawa English” and is often 

ridiculed. However, at the same time, his way of communication is highly evaluated because he is 

not afraid of making mistakes and tries his best to communicate with people in English. In this way, 

this segment often shows two aspects of English use: courage and self-depreciation.  

4.3.2.1 Example of Courage 

The courage example comes from the segment, “Degawa Tetsuro hajimete no otsukai” [Tetsuro 

Degawa’s first errand] in Itte Q (which aired on October 20). The mission at the time is to see a 

well-known picture painted by Andy Warhol, Campbell’s tomato soup. Degawa starts from Los 

Angeles and asks passer-by people where he can see Campbell’s tomato soup. First, he asks, “Do 
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you know tomato juice?”. However, his question was not understandable to the passer-by, so he 

adds more information, saying “Very good picture” (Figure 20). His English is always trans-

scripted with a Japanese alphabet, katakana, presumably due to his strong Japanese accent.  

Although he cannot think of the exact name of the painting, he effectively expresses what he 

is looking for with his own words and finally succeeds to draw the right name for the painting from 

a passer-by. After he gets the answer, even sound of admiration from the studio is heard. This 

example shows Degawa’s willingness to accomplish the mission using only English, therefore, it is 

categorized into the category “courage”.   

For his courage English, the blue New Cezanne font is consistently used as Figure 20 presents. This 

font is used very often at neutral situations and therefore can be considered as a sort of default font 

conveying neutral nuance. 

4.3.2.2 Example of Self-deprecation 

As Lee (2014) shows examples of self-deprecating humor in Korean television shows, self-

deprecating humor by showing English inability is also common in Japan. In this research, I found 

several examples of self-deprecation in my data. The example of self-deprecation was found in the 

same segment as the example of courage. He is asking passer-by people where he can see a well-

known picture, Campbell’s tomato soup. A passerby answered, “LACMA (the acronym for Los 

Angeles County Museum of Art).” However, Degawa could not catch what she said correctly. As the 

left picture in Figure 21 shows, Degawa asked her back, “torakkuman myūjiamu?” [truck man 

museum?]. Although Degawa’s English utterance is written in Japanese katakana in this scene as 

Figure 20. Berī guddo pikuchā (from Itte Q, Nippon TV, broadcasted on October 20, 2019). 
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well (telop A in Figure 21), the color and font of the telop are different from those of courage telop 

in Figure 20.  

 

Figure 21. Torakkuman myūjiamu (from Itte Q, Nippon TV, broadcasted on October 20, 2019). 

For telop A, the gradient orange to pink is used. In terms of the font, JTC Janken U is used. 

Together with the font and color selection, these telops convey a childish, silly or funny impression. 

Generally, the color and font are used for incorrect words or his unique expression throughout this 

segment. It highlights the wrong (often funny) utterances and frames humor.  

For humorous effects, his English utterance is sometimes repeated with a still picture of him 

or illustrations as the right image in Figure 21 shows. In this case, an illustration of “truck man 

museum” – muscular male truck drivers and their trucks are exhibited – is shown with his utterance 

in both his voice and telop (B). Also, laughter of the other TV personalities and audience in the 

studio is overlapping this image. Thus, the repetition of his unique expression with the illustration 

amplifies the humorous effect. According to the typology of Moody and Matsumoto (2011), this 

example might be considered as a typical example of self-deprecation; making English errors is 

often seen as a “face-threatening act” (p. 178) in Japanese culture and leads to humor. Moreover, 

self-deprecation can be classified into a sub-category of un-cool since according to Furukawa 

(2014) un-cool category appears to include English use as self-deprecating humor as well. 

4.3.3 Framework of Furukawa (2014) 

The categories that were suggested in Furukawa (2014) were intelligence, cool and un-cool. From 

my data, several cool and un-cool telops were found. The following sections demonstrate how these 

telops were used.  

A B 
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4.3.3.1 Examples of Cool 

In this research, I found 11 examples of this cool category. This section focuses on two cool 

examples, which are not only cool but incorporate other functions as well.  

 (1) Let’s Dance!! 

The example of this cool category is seen in an episode of Ame-talk (which aired on September 20). 

The English telop was used in one of the segments: Odoritakunai geinin [Comedians who do not 

want to dance]. In this segment, comedians who are poor at dancing try several different dances and 

the viewers can enjoy how weird their dances are. This segment often uses an English telop which 

reads “Let’s Dance!!” (on the right side of Figure 22). The telop is used just before the dance starts, 

so it works as a starting signal. However, this Let’s Dance telop has not only an explanatory 

function as a starting signal but also a function to create a person’s character.  

 

Figure 22. Dance challenge with and without DJ KOO (from Ame-talk, TV Asahi, broadcasted on 

September 20, 2019). 

In Figure 22, the comedians in both of the screenshots, wearing a white T-shirt and standing on the 

center, try the same dance with the same music. However, Let’s Dance!! telop is used only in the 

right screenshot. The difference between the two scenes is the presence of a celebrity, DJ KOO; on 

the right screenshot there is DJ KOO (marked in a dashed box) behind the comedian but on the left 

screenshot DJ KOO is absent. The telop “Let’s Dance!!” is used 6 times in total throughout this 

episode and it is used only when DJ KOO appears.  

English telop 

Let’s Dance!!   

DJ KOO 
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Figure 23. DJ KOO (from Ame-talk, TV Asahi, broadcasted on September 20, 2019). 

DJ KOO is a member of the Japanese hip-hop group TRF. He appears in this segment because 

his group’s song (Overnight sensation) is used for the dance challenge. His name is always written 

in the Roman alphabet as Figure 23 shows. Additionally, he often utters some English phrases such 

as “Come here!” or “Let’s overnight sensation!” Therefore, in addition to the explanatory function 

to signal a start of dance challenge, it can be assumed that this telop contributes to constructing DJ 

KOO’s English-speaking character.   

(2) It’s COOL!! 

In the same segment, another English telop categorized as cool was found. Figure 24 shows how it 

was used. 

 

Figure 24. It’s COOL!! (from Ame-talk, TV Asahi, broadcasted on September 20, 2019). 

In this scene (Figure 24), the two comedians, Toshifumi Fujimoto in a green hooded sweatshirt and 

Atsushi Tamura in a beige jacket, tried the same dance as the other comedians who are poor at 
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dancing did. These two comedians were able to dance very well. After they danced, people in the 

studio clapped their hands and cheered that the dance was great, and the telop on the lower left 

corner which reads It’s COOL!! appeared. This telop is neither speaker’s utterance nor narrator’s 

utterance but is used as an explanatory telop. It can be assumed that this It’s COOL!! telop 

expresses the voice of people in the studio, production team and perhaps the audience in front of 

television. In other words, borrowing an idea of Maree (2015a), this It’s COOL!! telop indexes an 

interpretation of the post-production team or language ideologies which post-production team 

imposes to the viewers. This function is typically observed in contemporary telops. In this case, 

English is preferable because English word ‘cool’ might be able to convey more coolness than 

Japanese equivalent word ‘kakkoii.’  

4.3.3.2 Examples of Un-cool 

This section demonstrates how un-coolness was indexed via English telop and why the English is 

un-cool. From the data, 9 un-cool examples were found. Since the category of un-cool is broad, two 

new sub-categories emerged from my data. Here I demonstrate those new sub-categories: pseudo 

cool and pseudo competence.    

(1) City Girl 

This example was classified into a sub-category, pseudo cool, and was extracted from an episode of 

Konkura (which aired on November 13). The woman in a pink dress in Figure 25, Eriko Watanabe, 

is a member of the female comedy duo, Asagaya Shimai. In this episode, many TV celebrities from 

Fukuoka appear, and Eriko appears as a representative of the Northern Kanto region.  

 

Figure 25. Shitī gāru / City Girl (from Konkura, Nippon Television, broadcasted on November 13, 

2019). 

“shitī gāru” telop “City Girl” telop 
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In this scene (Figure 25), she described herself as “city girl” jokingly. She first said, “shitī gāru” (a 

loanword from an English word “city girl”) in the left picture of Figure 25. The telop for this 

utterance “shitī gāru” is written in Japanese katakana. Right after she said that, she restated the 

same thing but made her pronunciation closer to the native word, city girl (on the right side). This 

English telop is used in accordance with her pronunciation. This is presumably because the native 

word, city girl, sounds more sophisticated and cooler. Considering her hometown (Utsunomiya, 

Tochigi), she is not a real “city girl” because her hometown is not a very large city compared to 

Tokyo and her character is neither sophisticated nor cool. That is, in this case, she pretends to be a 

cool city girl for a humorous effect; pretending to be cool made her in fact laughable and she was 

made fun of in the studio afterwards. Therefore, this example can be classified as un-cool. As a sub-

category of un-cool, it can be labeled as “pseudo cool” because she pretends to be cool.  

(2) Let’s enjoy basketball.  

This example was classified into a sub-category, pseudo competence, and was found in an episode 

of Ame-talk (which aired on December 30). This telop was used in one of the segments called 

“Undoushinkei warui geinin [Comedians who are uncoordinated].” In this segment, comedians who 

are poor at sports try various sports and show how they are playing them in humorous ways. This 

English telop is attached to an utterance by Koji Nishida, a member of the comedy duo, 

Waraimeshi, and he tried a basketball challenge: dribbling and shooting. His dribbling and shooting 

were clumsy but his shot was luckily successful. After that, he says in Japanese, “konoyōni kantan 

ni shūto suru koto ga dekimasu [In this way, you can make a shot easily].” Then he adds in English, 

“Let’s enjoy basketball.” (Figure 26).  

 

Figure 26. Let’s enjoy basketball. (from Ame-talk, TV Asahi, broadcasted on December 30, 2019). 
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What he says sounds like a basketball instructor or professional basketball player. However, his 

actual performance is completely opposite. In other words, by saying “Let’s enjoy basketball.”, he 

pretends to be a professional. Hence, this example can be considered as un-cool and also sub-

categorized into “pseudo competence.”  

Notably, the two examples above indicate that the telops that fall into un-cool category can be 

categorized into fake or pseudo versions of the other existing categories: cool (Furukawa, 2014) and 

competence (Moody and Matsumoto, 2011). Also, these examples show that un-cool English use is 

often deployed for creating humorous effects.  

4.4 New Categories  

In addition to the existing categories and new sub-categories that I have presented above, I found 

four new categories: hyperactive, sexy, competition and topic-related. This section shows the main 

new findings of this research.  

4.4.1 Examples of Hyperactive 

English use in Japanese TV shows can be related to stereotypical characters. My data shows that 

English is often associated with hyperactive character. In my data, 5 hyperactive examples were 

detected in total. This section presents a couple of them.   

(1)  Let’s Go Okinawa!/ Nice to meet you 

This example was taken from an episode of Konkura (which broadcasted on November 6).  

Rino Nakasone, a worldwide dancer from Okinawa, is known for being hyperactive, and she 

normally speaks with code-switching between Japanese and English. As soon as Nakasone comes 

into the studio, she screams like “Fooh!” in a hyperactive tone. Right after the screaming, as the left 

picture of Figure 27 illustrates, she says “Let’s Go Okinawa (in telop Okinawa is written in 

Japanese kanji)” and “Yeah” in a loud voice. A main host of the program, Terumoto Goto, bursts 

into laughter and shakes hands with her. Then Nakasone says, “Nice to meet you.” (the right picture 

of Figure 27), pointing at hosts of the program and supposedly the staff or the audience. After 

Nakasone says that, Terumoto Goto is puzzled with her character, saying “sugoi tenshon yanka 

[You’re so hyper!].”  
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Figure 27. Let’s Go Okinawa! / Nice to meet you (from Konkura, Nippon Television, broadcasted 

on November 6, 2019). 

After each of Nakasone’s English utterances, all the TV personalities in the studio laugh because 

her hyperactive character is funny. These Nakasone’s English phrases and the attached English 

telops appear to shape her hyperactive character. 

 (2) Ittsu a pātī intarastin [It’s a party, interesting] 

Another hyperactive example was observed in an episode of Itte Q (which aired on November 22). 

In this episode, four female comedians try aerial trekking in the United Kingdom and they struggle 

to go through the course. 

 

Figure 28. Ittsu a pātī intarastin (from Itte Q, Nippon Television, broadcasted on November 22, 

2019). 

One of them, Kazuko Kurosawa (the female comedian appearing in the center of Figure 28) tries it, 

imitating a stereotypical foreigner because, according to her, “foreigners can enjoy this kind of 

activities.” Suddenly, she starts to laugh loudly and says “ittsu a pātī intarasutin [It’s a party, 

interesting]” in hyperactive tone. This phrase which she uttered is English, but it is trans-scripted 
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with Japanese alphabet, katakana. This trans-scripting might be attributed to her pronunciation. 

Another possible reason for the trans-scripting could be that it is deployed for humorous effects, in 

the same way as the examples of trans-scripting in Spilioti (2019). As this example shows, English 

is often chosen to imitate foreigner in general in Japanese television shows. Additionally, a 

stereotypical foreigner character is frequently associated with hyperactiveness as Kurosawa 

demonstrated.  

These hyperactive examples might indicate that a particular stereotypical image is often 

caricatured by use of English in Japanese variety shows. I found three components that can be 

associated with the stereotype which is often created through English use: foreigner, English and 

hyperactiveness (see Figure 29). These three domains are closely linked to each other and the 

combination of two or all of them is performed at times when Japanese TV personalities speak 

English. As we have seen in this section, in the example of “Let’s Go Okinawa! / Nice to meet you”, 

Rino Nakasone speaks English in a very hyperactive tone. This example shows English is likely to 

be associated with hyperactiveness. Also, in the example of “It’s a party, interesting”, Kazuko 

Kurosawa imitates a (stereo)typical foreigner, using English and performing a hyperactive 

character. This means that English use is connected to both foreigner character and hyperactiveness.   

 

Figure 29. Three components of stereotypical image expressed through English use. 

This connection is related to a concept of “licensing”; borrowings from English is used in 

order to license “a behavioral or and linguistic norm that is not seen as native (or possibly even 

appropriate) in the recipient culture or language” (Peterson, 2017: 121). That is, in Japanese variety 

shows, English is used in order to index a particular type of personality (foreigner) or behavior 

(hyperactive actions). Also, if I refer to a notion of ‘character’ (Sadanobu, 2015), it can be also said 
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that English contributes to creating a particular type of character such as gaikokujin kyara (foreigner 

character) and haitenshon kyara (hyperactive character). As the examples above present, English 

can often be utilized to create such characters in Japanese variety shows.  

4.4.2 Example of Sexy 

My data shows that English can be used to convey sexy or erotic nuance in Japanese variety shows. 

This research found 4 examples of this sexy category and all the examples was found in only an 

episode of Itte Q (which aired on October 20). In this segment, a female comedian, Ayako Imoto, 

introduces a popular calendar published in Ireland, the Irish Doctor Calendar 2015, featuring many 

topless doctors and medical students. As Figure 30 demonstrates, Imoto flips through the calendar 

in order to show the pictures to the camera. Whenever she looks at the picture, she comments on it 

in an excited way.  

 

Figure 30. Ayako Imoto, showing the Irish Doctor Calendar 2015 (from Itte Q, Nippon Television, 

broadcasted on October 20, 2019). 

On one picture of the calendar, featuring a topless doctor with a background image of 

medicine (Figure 31), Imoto comments on it, saying “medicine.” Her English utterance was trans-

scripted with Japanese katakana although she pronounced it like /medɪsɪn/, following native 

pronunciation. In this scene, she does not use English as a communicative means; she speaks to a 

camera and viewers of the program. However, she might have chosen English in this scene because 

English words convey some erotic nuance. When English is chosen as a “sexy” code, the gradient 

orange to pink font is preferably used as Figure 31 shows. The gradient orange font was repeatedly 

used when Imoto showed pictures of the calendar and uttered excitedly about the erotic pages 

covered with sexy foreign doctors. 
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Figure 31. Medicine (from Itte Q, Nippon Television, broadcasted on October 20, 2019). 

To my knowledge there have not been studies on the relationship between English language 

and sexy nuance in Japanese television. Reading studies related to English loanwords or 

representation of foreign people in Japanese media might help to understand the possible 

relationship.  

First, the use of English loanwords about sex can be related to sexy English use. Morrow 

(1987) claims that many English words related to sex are taken into Japanese as loanwords. 

According to Morrow (1987), with sex related matters which are somewhat taboo, English 

loanwords tend to be used because “loanwords seem more neutral attitudinally than their Japanese 

counterparts” (p. 54). Also, Kay (1995) claims that English loanwords have “euphemistic value” (p. 

74) and are likely to be used to “express sentiments or describe situations which may be difficult to 

talk about in Japanese.” (Kay, 1995: 74). Since topics about sex are traditionally seen as taboo in 

Japanese culture, those English words often work as euphemism. Hence, English use can be 

sometimes linked to sex.  

Also, sexy English might be connected to stereotypical image about foreigner, more 

specifically white people. Prieler (2007) studies television commercials in Japan, and founds that 

white people often appear in romantic or sexual scenes in Japanese commercials. The study 

assumes that white people are depicted as “they”, that is, people different from “we” Japanese. The 

study also argues that there is not much culture of expressing love in public in Japan, while white 

people can stereotypically kiss or hug more often. Although Prieler (2007) focuses on the 

connection between race (white) and romantic/sexual situation, his findings might be related to the 

reason that English is used for sexy effects in Japanese television shows.  
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4.4.3 Example of Competition 

This Competition example was observed in an episode of Konkura (which broadcasted on 

September 29). In this segment, a Japanese male actor, Takumi Saito, and a popular K-pop idol, 

HARA, participated in a competition called “Most briefs pulled on in 30 seconds” and tried to break 

the Guinness World Record. 

 

Figure 32. English telops framing Competition (from Konkura, Nippon Television, broadcasted on 

September 25, 2019). 

It is interesting that, as Figure 32 demonstrates, both utterances by TV personalities and 

explanatory telops contribute to constructing a parody of international sports competition. One of 

the hosts, Yoshimi Tokui (appearing in Figure 32), says “rainen tokyo ni orinpikku ga yatte 

kimasu.” [Next year Olympic games will come to Tokyo.] in a serious tone. Also, the explanatory 

English telops (A and B) on Figure 32 make the scene looks like an international sports event. The 

telop A (on the lower left side) shows the world record (16 briefs in 30 seconds), the names of 

competitors and their nationalities, and the telop B (on the bottom) shows the name of the game. 

These English telops are not very important in understanding the content of the show and could be 

seen as a kind of decorative telops because the telop C (on the upper right corner) shows the same 

information in Japanese: the names of competitors, the name of competition and the world record. 

These English telops appear to form seriousness or officialness of the competition though this 

competition is absurdly strange, which leads to humor. In this way, English telops tend to be used 

A 

B 

C 



46 

 

for competitions, creating serious mood (either for humorous effects or not). This type of use was 

found in the three programs, Ame-talk, Konkura and Itte Q. Hence, it can be assumed that this type 

of English use is pervasive in Japanese variety shows in general. 

4.4.4 Examples of Topic-related 

As Morrow (1987) suggests, there are several fields where English vocabulary or English 

loanwords are likely to be used in Japan or Japanese culture. Many researchers (Morrow, 1987; 

Kay, 1995; Kowner and Daliot-Bul, 2008) agree that the use of English loanwords is pervasive in 

sports genre in the Japanese society. Also, English loanwords are commonly used in some other 

domains such as fashion (Kay, 1995; Kowner and Daliot-Bul, 2008), technology (Kowner and 

Daliot-Bul, 2008) and cosmetics (Nonaka, 2017). Furthermore, some researchers (Moody, 2006; 

Pennycook, 2003) argue that English is often used in the domain of music. Although many of the 

studies focus on English loanwords in Japan, this tendency can be observed in the use of English 

language in Japan. In this section, I demonstrate sports-related and music-related examples that 

were discovered in my data.  

(1) KICK OFF 

This sports-related example was found in a segment of Itte Q (which aired on October 20). In this 

segment, Soichi Nakaoka (on the right in Figure 33), a member of the comedy duo Lotti, has a 

“tackling showdown” with the sheep named Rambro (on the left in Figure 33), who is famous for 

being aggressive. When the game starts, the picture (Figure 33) appears and the English telop 

reading KICK OFF is situated in the center of the picture.  

 

Figure 33. KICK OFF (from Itte Q, Nippon Television, broadcasted on October 20, 2019). 
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Some elements that can be associated with rugby are deployed in this scene because tackling is 

connected to rugby. Between the words KICK and OFF, there is an illustration of a rugby ball. In 

addition, Nakaoka wears a rugby player costume. When the KICK OFF telop appears, the narrator 

says, “iza kikkuofu” [Now, kick off]. The word kikkuofu is a loanword from English (kick off) and is 

used in the rugby terminology. It is noteworthy, however, that the telop in Figure 33 is written in 

English although it is also possible to write in Japanese katakana. Perhaps it might be because 

English spelling can look cooler as a design. The telop KICK OFF could be written in English here 

in order to catch viewer’s eyes because it functions as a starting signal. Thus, English loanwords in 

sports genre are often used in Japanese television shows as well, and it is not unusual that those 

words are spelled in English, as this example shows.  

(2) LIVE 

This music-related example comes from Ame-talk (which aired on October 10). In this show, 

comedians who are really into a Japanese idol group, BiSH, talk about how attractive BiSH is. In 

this scene, a guest comedian (Futoshi Seki), who is an avid fan of BiSH, explains how BiSH is 

different from other idols and the two comedians in Figure 34 (the right one is the host and the left 

one is a panelist), who are not fans of BiSH, listen to his talk. On the bottom of this screen, 

explanatory telop shows the summary of the talk by Seki. 

 

Figure 34. LIVE tyū no shashin satsuei OK (from Ame-talk, TV Asahi, broadcasted on October 10, 

2019). 

The explanatory telop at the bottom of the screen reads, “raibu tyū no shashin satsuei ok” 

[Taking pictures is allowed in a concert]. This telop is also code-mixing: the matrix language is 



48 

 

Japanese but only LIVE and OK are written in English. OK is often spelled in the Roman alphabet 

in Japanese variety shows or Japanese communication in general because using the Roman alphabet 

can save space. In this case, the telop LIVE is classified as topic-related category, more specifically, 

music-related category. As this example shows, music-related words such as live (which means 

“concert” or “live show” in English), vocal and featuring (feat.) are often spelled in English 

although it is also possible to write those words in Japanese katakana as English loanwords. In this 

way, the use of English telops is affected by the topic: music. Note that some of the telops classified 

into topic-related category can overlap the previous category, competition. For instance, my data 

includes several examples of music competitions and sports competitions.  
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5. Discussion  

To sum up, a circle packing chart for the categories I found in my data is presented in Figure 35. 

The size of the colored circles shows the number of telops that appeared in my data; circle size 

represents the relative amount of telops in that category. Also, each circle is color-coded by 

category and sub-categories are grouped in a thin circle. 

 

Figure 35. Social functions of telops in my data. 

As Figure 35 illustrates, decorative (including mood and message) is the most frequently used type 

of telop and mood telops appeared more frequently than message telops. The frequency of the use 

of topic-related telops is also relatively high, which is followed by competition category. Courage 

category is the fifth biggest category though the only examples were found in Itte Q. Cool is the 

sixth biggest category and the examples were found in Ame-talk and Konkura. Due to the small size 
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of my data, the sub-category for cool was not detected in this research, however, there is a 

possibility that cool category includes some sub-categories. Un-cool can be an umbrella term and 

the results discovered that this category includes the three sub-categories: self-deprecation, pseudo 

cool and pseudo competence. Self-deprecation comes from Moody and Matsumoto (2011) and the 

other two categories (pseudo cool and pseudo competence) emerged from this research. Also, 

hyperactive and sexy are grouped as “stereotype” because these two categories are somehow related 

to particular stereotypes.  

Finally, a schematization of the hierarchy and the connections is presented in Figure 36. As 

Figure 36 above shows, I detected seven large categories (in white rounded rectangles) and seven 

sub-categories (in gray rounded rectangles) in my data. Plus, a dashed line rectangle and curved 

lines illustrate the connections which were indicated in my observation. 

Figure 36. Hierarchy list of social functions. 

As I mentioned in Section 4.4.4 (Examples of Topic-related), topic-related and competition 

are sometimes combined, for instance, music competition and sports competition. This study has 

regarded them as individual categories, but it is noteworthy that topic-related and competition can 

be associated with each other at times. Also, some of the topic-related or competition telops can be 

categorized into decorative as well. For example, as I presented in Section 4.4.3 (Example of 

Competition), English telops creating a parody of an official sports competition can be considered 

as ornamental. In other words, this example contains elements of all the three categories: topic-

related, competition and decorative. Even though topic-related or competition telops are not 

necessarily classified into decorative, these three categories can be somewhat related to each other. 

Moreover, as Ciubăncan (2012) suggests that decorative English use can often convey cool mood, 

this thesis also demonstrated telops of the decorative category can sometimes create cool effects. 
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Hence, decorative can be connected to cool to some extent. Overall, classifying examples of 

English telops into these categories might not always be straightforward, but these categories can 

contribute to better understanding of functions of English telops in Japanese television programs.  

In Results Chapter, I have elucidated how English telops are used in Japanese variety shows. 

The results can provide answers to my research questions. I present my research questions here 

again.   

1. What kind of functional roles do English telops have in Japanese variety television 

programs?  

2. How does the use of English signal social functions (e.g. cool and un-cool)? 

The first question is associated with the result of categorizing based on the typologies of telops 

in general (Kimura et al., 2000) and code-switching (Gumperz, 1982 & Androutsopoulos, 2012). 

From the result of categorization of the telop typology, English telops were frequently used for 

situational explanation, speaker’s utterances and titles. In terms of the typology of code-switching, 

the result shows that English telops were rarely used to describe a code-switching. Rather, English 

telops appeared to be used for headlines, starting and ending signals or proper nouns. It is also notable 

that many of the English telops in my data were not categorized into any of the categories of the 

typological frameworks. This indicates that English telops are often used as decorations.  

The answers to the second question was provided by the result of categorizing based on the 

typologies of social functions: Ciubăncan (2012), Moody and Matsumoto (2011) and Furukawa 

(2014). Several functions that were suggested in the previous studies were found in this research as 

well, for example, decorative (mood), decorative (message), courage, cool, un-cool and self-

deprecation. In terms of un-cool, new sub-categories, pseudo cool and pseudo competence, were 

developed in this research and self-deprecation (which was originally proposed in Moody and 

Matsumoto (2011)) was included as a sub-category. In addition, new social functions such as sexy, 

hyperactive, competition, topic-related were also discovered.  

This research suggests that English use in Japanese variety shows can have numerous functional 

roles and index social functions. In addition to the categories I have presented, the results also find 

that some English words are firmly established as Japanese and even have unique usage.  

Reflecting on the limitations of this research, one of the major limitations is small sample 

size. Because of limited space of this thesis, I focused on only four Japanese variety shows: 25 

episodes and 36 hours in total. In order to detect functions of English telops in Japanese variety 

shows in general, more data from different variety shows should be collected.  
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Another limitation is that some categorical frameworks were not applicable to my data. As 

Section 4.1 and 4.2 show, there were many “Not applicable” examples considering the typologies of 

telops and code-switching. As for the typological framework of telops of Kimura et al. (2000), it 

seems to be developed mainly for Japanese-language telops, so many of the English telops in my 

data, especially decorative English telops, were not suitable to this framework. In terms of the 

framework for code-switching suggested by Gumperz (1982), they did not fit well into my data 

because most of the English use in Japanese variety shows do not appear to be code-switching but 

rather Japanese English or ornamental use. For future research, typology of ‘English’ telops should 

be developed, focusing on decorative use in particular.  

Furthermore, although my research utilized categorical frameworks proposed in previous 

studies, detecting social functions of telops was mainly based on my own observation. Hence, the 

results might lack objectivity. Future research might utilize questionnaires, focus groups or 

interviews to reduce potential subjective observations. Since there has not been much research on 

English-language telops up to the present, I hope that further research will find additional examples 

and support the findings of this research. 
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6. Conclusion 

This research has two objects: (1) to investigate what kind of functional roles English telops play in 

Japanese television shows and (2) to elucidate how English telops index social functions, such as 

cool and un-cool. I demonstrated how English telops are used in Japanese variety shows, adopting 

the blended typological frameworks. In terms of the first objective, I found that the use of English 

telops is more diverse than I expected; they are used not only for explanatory telops but also for 

titles and speaker’s utterances (including proper nouns). Regarding the second objective, as Figure 

36 illustrates, this study identified seven large categories (decorative, topic-related, competition, 

cool, courage, un-cool, and stereotype) and seven sub-categories (mood, message, pseudo cool, self-

deprecation, pseudo competence, hyperactive, and sexy) in total. Although my research has focused 

on only four variety shows, the results depicted English use that can be presumably seen in 

Japanese variety shows in general.  

The main contribution of this study was developing new categories for English-language 

telops. Hyperactive, sexy, competition and topic-related newly emerged from my data. This study 

also developed new sub-categories: pseudo cool and pseudo competence. These new categories 

gloss the functions of English that have not been examined well in Japanese variety shows or in 

Japanese communication. Moreover, it is notable that this research can contribute to the 

development of various fields of research. Most importantly, this research provides new insights 

into English use not only in the Japanese society but also in other non-English speaking cultures. 

Other than that, this research can provide some examples to research on character construction and 

the relationship between language and stereotypes.   

Furthermore, this research demonstrates that focusing on English telops sheds light on a wide 

variety of English use in the Japanese society: decorative use, Japanese English, English loanwords, 

English on top and English use indexing social functions. These English uses illustrate how English 

language has been merged into Japanese communication and supplies noteworthy examples of 

English as global and local language. This research also suggests that variety shows are 

linguistically a rich sphere, so I expect further research on them can clarify roles and functions of 

language use in the society.  

One possible direction for future research might be to narrow down the scope. For example, to 

focus on English telops for decorative use or for speech of a particular group of people such as 

transgendered women could offer striking additions to further understanding of the functions of 

English in Japanese contexts. Another possible direction is to examine English telops in other non-
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English speaking countries. Telops are also widely used in television programs in some Asian 

countries, and some research shed light on the use of telops for instance in Korea (Hyeseon, 2016) 

and in Taiwan (Lin, 2018). I hope that further research would enhance our understanding of English 

use in non-English speaking cultures including Japan.   

To conclude, this thesis demonstrated how English telops are used in Japanese variety shows 

and found that English telops do have many functions. Although this research attempts to describe 

only some aspects of English use in Japanese television programs, unexplored features of English 

use in Japan were illuminated by the findings of this thesis. I hope for this study to provide stimulus 

for further linguistic research on English use in Japan.  
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Appendices   

Appendix A. Detailed Information about the Television Programs 

Table A-1 was made by using the official websites of the television shows and the webpage of Za 

Telebijon [The Television] (which presents the broadcasting schedule of all the programs on 

terrestrial broadcasting in Japan) as references. 

Table A-1. Information about the television programs this research uses. 

Title of the program Airing date  Airing 

duration 

Segment titles/contents [my own translation 

from Japanese] 

Yoru 7ji kara Ametō --ku!  

Gōruden 3jikan SP 

[From 7 p.m. Ame-taalk! 

Golden 3-hour Special] 

September 20  

 

3 hours (1) Odoritakunai geinin [Comedians who do not 

want to dance] 

(2) Chokorēto daisuki geinin [Comedians who love 

chocolate] 

(3) Kyampu tanoshī geinin [Comedians who enjoy 

camping] 

Ame-talk 

 

September 26 1 hour Tsukkomi geinin ga erabu kono tsukkomi ga sugoi! 

[Staight-man comedians choose, this straight man 

is amazing!] 

Ame-talk  October 3 1 hour Ojisan tachi ~ Season 2 [Middle-aged men ~Season 

2] 

Ame-talk  October 10  1 hour ~Kuse ga sugoi josei gurūpu~ BiSH dohamari 

geinin [~Such a unique girls group~ Comedians 

who are really into BiSH] 

Ame-talk  October 17 1 hour Rappu daisuki geinin [Comedians who love rap] 

Ame-talk  October 24 1 hour Roke ripōtā geinin [Location reporter comedians] 

Yoru 6:30 kara Ametō -------

---ku nenmatsu 5jikan SP 

[From 6:30 pm, Ameta------

----lk year-end 5-hour 

Special] 

December 30 

 

5 hours (1) Undoushinkei warui geinin [Comedians who are 

uncoordinated] 

(2) Sanma vs owarai dainana sedai [Sanma vs. the 

owarai (comedy) seventh generation] 

(3) Nenmatsu ōuridashi! Kaden geinin [Year-end 

big sale! Home appliance comedians] 

(4) Ametōku taishō [Ame-talk award] 

Honmadekka!? TV SP 

Watashi tachi okotte masu! 

Kato Ayako vs Takahashi 

Minami [We are angry! 

Ayako Kato vs. Minami 

Tanaka] 

September 25 2 hours (1) Honmadekka!? Resutoran [Honmadekka!? 

Restaurant] 

(2) Honmadekka!? Jinseisōdan “watashi tachi 

okotte imasu! Sensei ni kikitai koto” SP 

[Honmadekka!? Life coaching “We are angry! 

What we want to ask the specialists” SP] 

Honmadekka!? TV  October 16  1 hour (1) Honmadekka!? Masaka no kyōtsūten 

[Honmadekka!? Surprising common points] 
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(2) Regular talk: “Saishin! Dameotoko no 

miwakekata” [The latest! How to distinguish 

useless men] 

Honmadekka!? TV 

Ketsuekigata de jinsei wa 

kawaru!? Subete no  

Ketsuekigata wo motsu rea 

ningen tte? SP [Blood type 

changes our lives!? What is 

the rare human who has all 

the blood types? Special] 

October 23 

 

2 hours (1) Honmadekka!? Kenmin jinsei sōdan 

[Honmadekka!? Life coaching by the people of a 

prefecture] 

(2) Regular talk: ketsuekigata [blood type]   

Honmadekka!? TV November 6 1 hour Regular talk: ha no shin jōshiki [New common 

knowledge about teeth] 

Honmadekka!? TV  November 13 

 

1 hour (1) Onaji ana no honmadekka!?:  Saishin! Mijikana 

hanzai & toraburu SP [Honmadekka!? of the same 

specialty: The latest! Crime and trouble close to 

you Special] 

(2) Honmadekka!? Resutoran [Honmadekka!? 

Restaurant] 

Chō Honmadekka!? TV 

Kotoshi no ikari 

daihōshutsu! Gekioko jinsei 

sōdan & konafuki  

kansō hada wo sukue SP 

[Super Honmadekka!? TV 

Vent our anger of this year! 

Angry life coaching & save 

flaky dry skin Special]  

December 18 

 

2 hours (1) Honmadekka!? Resutoran [Honmadekka!? 

Restaurant] 

(2) Watashi tachi okottemasu! Sensei ni kikitai koto 

SP [We are angry! What we want to ask the 

specialists SP] 

Konya Kurabete Mimashita 

2-hour SP 

September 25 

 

2 hours Kanashiki joshikō sodachi no onna VS dainshikō 

sodachi no Saito kun [Unhappy women who 

graduated from girls’ school vs. Saito, who 

graduated from boys’ school]  

Konya Kurabete Mimashita  October 9  

 

1 hour Torio THE nanika to pochipochi shichau dokushin 

onna [THE trio of single women who cannot help 

browsing internet] 

Konya Kurabete Mimashita October 23 

 

1 hour Torio THE neko nashi dewa ikite ikenai onna [THE 

trio of women who cannot live without cats] 

Konya Kurabete Mimashita October 30 

 

1 hour Torio THE pochipochi ō ketteisen [THE trio of 

pochi-pochi (using smartphone) championship 

match] 

Konya Kurabete Mimashita November 6 1 hour Nazeka dokushin! A gata onna to B gata onna 

[Single for some reason! A-type women and B-type 

women] 
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Konya Kurabete Mimashita  November 13 

  

1 hour Tōkyō niwa somari takunai fukuoka no onna 

[Women from Fukuoka who do not want to be 

influenced by Tokyo] 

Sekai no Hate Made Itte Q September 22 

 

1 hour (1) Onsen dōkōkai in igirisu [Hot springs club in 

the UK] 

(2) Sekai no hate made ittakkiri in minami afurika 

[Gone to the world end in South Africa] 

Sekai no Hate Made Itte Q October 20 

 

2 hours (1) Ragubii kyōgōkoku awādo [Rugby powerhouse 

award] 

(2) Chinjū hantā imoto wārudo tsuā in kanbojia 

[Rare animal hunter, Imoto’s world tour in 

Cambodia]  

(3) Uchimura no karendā projekuro in ōsutoraria 

[Uchimura’s calendar project in Australia] 

Sekai no Hate Made Itte Q October 27 1 hour (1) Degawa joshikai in dobai [Degawa’s girls party 

in Dubai] 

(2) Rocchi Nakaoka no Qtube in amerika [Lotti 

Nakaoka’s Qtube in America] 

Sekai no Hate Made Itte Q November 10  1 hour (1) Karendā projekuto neityā kaneko in tanzania 

[Calendar project by Nature Kaneko in Tanzania] 

(2) Sekai no hate made ittakkiri in taiwan [Gone to 

the world end in Taiwan] 

Sekai no Hate Made Itte Q November 17 

 

1 hour (1) Chinjū hantā imoto wārudo tsuā in chūgoku 

[Rare animal hunter, Imoto’s world tour in China] 

(2) Onsen dōkōkai in nyūjīrando [Hot springs club 

in New Zealand] 

Sekai no Hate Made Itte Q November 24 

 

1 hour Chinjū hantā imoto wārudo tsuā in nyūjīrando 

[Rare animal hunter, Imoto’s world tour in New 

Zealand] 

The websites I looked at as references are as follows: 

Nippon Television. Konya Kurabete Mimashita. Available at: 

<https://www.ntv.co.jp/konkurabe/articles/?tag=OA%E3%81%BE%E3%81%A8%E3%82

%81> [Accessed 3 September 2020].  

Nippon Television. Sekai no Hate Made Itte Q. Available at: 

<https://www.ntv.co.jp/q/articles/?tag=OA%E3%81%BE%E3%81%A8%E3%82%81> 

[Accessed 3 September 2020].  

The television. The list of broadcast contents of Honmadekka!? TV. Available at: 

<https://thetv.jp/program/0000805820/plot/> [Accessed 3 September 2020]. 

TV Asahi. Ame-talk: Back number. Available at: <https://www.tv-

asahi.co.jp/ametalk/backnumber/?year=2019> [Accessed 3 September 2020]. 
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Appendix B. Words That Were Not Counted as English 

Table B-1. Word list of excluded terms in the analysis. 

Words Meaning 

SP special 

VS versus 

VTR videotape recording 

MC master of ceremony 

NG no good 

OA on air 

AD assistant director 

MG manager, which means agents for TV personalities 

SNS social networking service 

DM direct message 

OL office lady, which means female office worker 

OB old boy, which means alumnus 

OG old girl, which means alumna 

 

 

 


