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A Study on the Application of Linguistic Memetics in
English Writing Teaching for TEM-4

LIU Hong-jian
(School of English Language and Literature, Xi’an Fanyi University, Xi’an 710105, China)

Abstract: Linguistic memetics reveals the systematic thinking of language imitation, reproduction, transmission, development

and evolution, and provides a new path for language teaching, especially foreign language teaching. This research firstly

discusses the two kinds of transmission mechanism of linguistic meme genotype and linguistic meme phenotype within the

theoretical framework of linguistic memetics. Secondly, it analyzes the relationship between the four life cycles of assimilation,

retention, expression, transmission and English writing, and discusses the practicality of linguistic memetics in English writing

teaching for English major students, which can provide enlightenments for the exploration and reform of English writing

teaching for English major students.
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eign language, I think it is still true: talent is less
important than hard work. > [ i 7% VE 308 &5 <K
SyMEIE R 2] SMB I E K R 1577 Travelling a-
broad is a character—building experience for young
people. A person who travels a lot is usually inde-
pendent, tolerant and resilient. Because of the dif-
ferent customs and beliefs between the foreign cul-
ture and the home culture, one needs to adapt
quickly to the local culture. “Do in Rome as the
Romans do. "3 B 3C 32 B FR ik H = e A0 A3, AE
IGE A NI A8 THIE TR A & BEMR AT IRIE.
FATEIETE L DR Ze b S A 21510
R 22 LR 44 5 VE T AR DR o o 3 S AR PR P A 7 DR M
L BB S EE Sl s A =
JeBt, mT LU BB MENES IR SAERCR .

(Z)IHEREEREEEREREIESER:AX
FRAS5EXFH

T DR [ S ) 1 ] SCSAB G S 5 A [m]
T 5 15 S AR A 15 5 8 2Ch A 7% 3 14 LA 1
G5 RN (S B ARAE  H 2 LA e i i 1Y)
T AT . TEAERE B b DL —FognyiE 5 e
HEAT AR 3 R R TE S TR 2 B S AR AT O B R

RIS, 7RG L MR G EH b, & i
il AR ds T ) SCIR) R oA ] ) /) Aok A AR [ 1Y
1 S B AR VR h 22 8 iz FT [m) SC i) o i ) S ) =X
AT LA SCE AR Sl B A A S AT SR SRR T
R B IR AT 7 X — 18 F A face, en-
counter, be bombarded by, be confronted by,
IKOHEEE R AT PLAE ] - grand, splendid, mag-
nificent, marvelous, PAAJFZ54) R, DLoeis Ll
Va9 b AR SCR B A SCIR R 2 88 T
VORI, T S A MG M L SRR AT P . 7EH W
TR S VR b B A =R LR
e Z R RS M A ) R B Bl W E I S
22 A A BT IR i A L PR B S R AR R
FEAE ERMGHAICIZ . A T HER LA D
MG A] DAfd A : A. Recently, the problem/issue/
phenomenon of youngsters in rural area dropping
out has aroused people’s concern. B. Along with
the advance of the society, more and more prob-
lems are brought to our attention, one of which is
the issue of the youngsters in rural area dropping
out. C. As society develops, people are attaching
more and more importance to the phenomenon of
youngsters in rural area dropping out. XF{ESCH
ST RS E A In a word. /in summary/all
in all/ to sum up/in conclusion/in a nutshell. B.
Taking all these factors into consideration, we nat-
C. Taking
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come to the conclusion that... D. Therefore, we
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students hire cleaners? Students’ views on this issue

urally come to the conclusion that. ..

vary from one to another. Some students maintain that
it is reasonable to hire cleaners for laundry and dorm
cleaning while others hold that hiring cleaners does
harm to the college students. In my point of view, al-
though there is some convenience of hiring cleaners,
the losses far outweigh the benefits,
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Advertisements are a powerful tool, which
products and services are imprinted into viewer’
smind(5] A{E#). From my perspective, the neg-
ative effect of advertisements can not be ignored
€73 PUNON

The first negative effect of advertisements is

misleading the audience. More often than not,

sales talk in advertisements is equivocal-++ The sec-
ond negative effect of advertisements is encoura-
ging excessive consumption+*+ Therefore, consum-
ers are consuming the concepts associated with the
products rather than the products themselves G&IE
BUNSOR

In conclusion, advertisements can mislead us
into over—spending on some fanatical imaginations
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