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Introduction 
 
In many parts of the world it is taken for granted that language learning 
and teaching are “a female business” (Loulidi 1990) and “real boys don’t 
do languages” (Carr & Pauwels 2006). According to the applied linguistics 
research that provides scholastic underpinnings for this gender imbalance 
(Carr & Pauwels 2006; Clark & Trafford 1995; Kobayashi 2002; Schmenk 
2004; Williams, Burden & Lanvers, 2002), the primary underlying cause 
is the ideology of language learning as a feminine domain that is deeply 
embedded in people’s sets of values and beliefs. This powerful language 
ideology endorses and idealises girls’ educational/occupational choice of 
language learning whereas boys opting for the same choices are exposed 
to criticism of their supposed femininity from peers, families and society 
(Carr and Pauwels 2006; Williams et al., 2002). The end product is the 
dominance of girls and women in foreign language classes and foreign 
language occupations (e.g., language teachers, translators, interpreters).  

Among other applied linguistics research, critical language study 
(Fairclough 2001) engages in inquiries into the relationship between 
linguistic discourses and ideological norms, and argues that discourses are 
part of a seemingly common-sense, yet highly unequal social practice that 
legitimates those in power: 
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Institutional practices which people draw upon without thinking often 
embody assumptions which directly or indirectly legitimize existing power 
relations. Practices which appear to be universal and commonsensical can 
often be shown to originate in the dominant class or the dominant bloc, and 
to have become naturalized. Where types of practice, and in many cases 
types of discourse, function in this way to sustain unequal power relations, 
I shall say they are functioning ideologically. (27)  

 
Moreover, research on magazines for women shows that media coverage 
continues to expose women to gendered ideological assumptions 
discursively, implicitly and recurrently, even though the magazines 
seemingly celebrate women’s empowerment and uphold gender equality 
(e.g., Cosmopolitan) (Duffy 2013; Kauppinen 2013; Machin and van 
Leeuwen 2003; Talbot 1988). These findings are in line with studies on 
masculine dominance (Bourdieu 2001; Bourdieu and Passeron 1996; 
Connell 2005): Even now, the world’s advanced nations continue to 
sustain women’s feminine roles despite women’s high rate of college 
enrollment (but in feminised disciplines such as education, linguistics and 
social care) and women’s high participation in the working world (but in 
feminised jobs such as primary/secondary teachers, bilingual secretaries, 
interpreters and social workers).  

To the best of my knowledge, the present study is the first of its kind to 
examine Japanese women’s magazine articles that consider the reasons for 
studying foreign language. It hopes to provide new insight into the global 
ideology of “language study as a feminine domain” by analysing Japanese 
women’s magazines targeted at women in their 20s and 30s and examining 
the quantity and quality of articles on foreign language study. It also hopes 
to contribute to scholarship through its focus on female adults who may 
have to realise that most Japanese companies institutionalise new female 
college graduates, compelling them to forgo their dreams of lifelong, 
professional and global work (Kimoto 2003; Steinberg and Nakane, 
October 2012). This gender discrimination accounts for the absence of 
female businesspeople in business magazine articles on business language 
needs such as English and Chinese (Kobayashi 2014b). In other words, 
contrary to many female students’ dreams of becoming international 
career women, businessmen are the ones who are accorded overseas 
assignments and other on-the-job opportunities to improve and use their 
foreign language skills, in spite of their history of low motivation to study 
foreign languages (Kobayashi 2002, 2013).   
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Contextual Background 

Generally speaking, women are the object of social discrimination in 
Japan, whether they ideally conform to traditional gender roles (e.g., 
quitting jobs after marriage and pregnancy) or not (e.g., trying to break the 
‘bamboo ceiling’ and working until retirement). Even college-educated 
single women who leave Japan are not immune from marginalisation, 
when they work for overseas Japanese companies as locally-hired contract 
workers where they find themselves to be “twice marginalized” both from 
the host society such as Singapore and from the Japanese male expatriates 
sent by their employers in Japan (Ben-Ari and Vanessa 2000; Thang, 
MacLachlan and Goda, 2002). Furthermore, even though English study is 
deemed the ideal educational choice for girls in Japan, Japanese female 
learners of English could make an easy target for anti-English imperialism. 
One instance is stated in Tsuda (1990), in which Japanese women going to 
English conversation schools are condemned as “English conversation 
addicts [eikaiwa chuudoku] who have a sense of superiority by sitting with 
Western men [gaijin] and developing delusions that they, English-
speaking Japanese, are more civilised than other monolingual Japanese” 
(143) [author’s translation].  

On the other hand, the business world is astutely aware that women’s 
positive attitudes toward foreign language study yields enormous benefit 
for the language industry and that it would be a huge economic loss to 
allow female students to discontinue language study as they move into the 
real world and then into a domestic housekeeping life. As such, the 
language industry spares no effort in maintaining and rekindling women’s 
willingness to invest in foreign language study even after they finish 
school and feel no pressing need for the study. One business strategy is to 
feature housewives who turn over a new leaf by becoming “English 
specialists” and, consequently, financially and psychologically independent. 
A case in point is the author of a 1996 book (revised in 2008), Onnna ha 
eigo de yomigaeru [Women can be reborn with English skills]. Yasui 
Kyoko majored in modern German history at university, worked as an 
English teacher at a public middle school in Tokyo for seven years, quit 
her job and returned to her hometown in Toyama. As reported in a 
newspaper article, “she began feeling stressed about spending her days 
stuck at home as a housewife raising their son and daughter,” started 
relearning English at age thirty-three and became a successful bilingual 
tour guide, translator and English instructor (Kan 2009). Although Yasui 
does not represent many other Japanese women, most of whom terminate 
their English study upon finishing school, the release of the 2008 revised 
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version—twelve years after the publication of the first edition—shows that 
her story has been well received by female readers who are interested in 
“being reborn with English skills” as translators or interpreters.  

Nonetheless, the number of housewives whose English skills are 
already high enough to try becoming translators or interpreters is limited. 
The language industry thus applauds another group of housewives: those 
who (might) make an effort to improve their beginner-level English well 
before their children start learning English at elementary schools so that 
they can help with their school homework (Fukui and Nomura 2011). 
Among these women, the language industry eyes a potentially large 
number of housewives who are favourably disposed towards the idea of 
taking specialised English lessons and then teaching English to small 
children at home or at elementary school part-time, between household 
duties (Okuda 2011): 
 

1. ECC Junior, a major language teaching player in Japan, airs television 
commercials nationwide, calling for “Home Teachers” who teach 
English to children at home. The prerequisites are advertised to be only 
junior high school-level English and an interest in teaching children.  

2. In collaboration with Berlitz, Benesse Holdings Inc. (Japan’s major 
education business company) also reassures applicants on its 
homepage that they need neither English certificates nor a professional 
level of English to assume teaching responsibilities.  

3. Aeon, another major language teaching player in Japan, inaugurated its 
teacher training courses nationwide, with the tuition for the once-a-
week, yearlong courses set between about 200,000 yen and 400,000 
yen [approx. US$ 2,000 to 4,000] (Okuda 2011).  

4. Another competitor, ALC also reports that an increasing number of 
housewives who want to teach a jidou eigo [elementary children’s 
English classes] at home contact them and start re-studying English 
with them, and the number of inquiries about the program has 
quadrupled over the past five years (Fukui and Nomura 2011). 

 
Here, one might wonder why many young to middle-aged Japanese 
women can afford to spend time and money on personal interests in spite 
of their socially and financially marginalised status (e.g., housewives who 
do not work outside, female clerical workers whose pay is substantially 
lower than male counterparts) (OECD 2012). One reason is that Japanese 
female clerical workers are employed in the world’s third largest 
economy. Some can save thousands of dollars over the years and quit their 
jobs to try months’-long overseas study merely for a change, with little 
sense of instrumental motive (Kobayashi 2007a). Furthermore, many stay-
at-home wives and mothers in Japan are in charge of family finances and 
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have the last word on daily spending (see “Feeling the pinch: The 
housewives of Japan are giving less spending money to their husbands” in 
the September 2012 issue of The Economist online). Finally, Japan is 
classified as “female culture” (Darling-Wolf 2006), in contrast to Western 
“couple culture” (Budgeon 2008; Chasteen 1994). In other words, 
(un)married couples spend much of their private time separately, on their 
own or with the same-sex friends on weekdays or on weekends. Overall, 
Japanese (un)married women can engage in a variety of activities on their 
own or with their female friends, in spite of Japanese society’s gender 
income disparity and housewives’ financial dependency on their husbands. 

The Study 

By collecting Japanese magazine articles intended for Japanese female 
adults with varying degrees of interest in foreign language learning, this 
study examines two specific research questions:  
 

(1) What types of foreign language study purposes are constructed in 
magazine articles targeted at Japanese female adults? 

(2) What types of supportive evidence do those magazine articles present 
as a good reason for studying foreign languages? 

 
Japan’s major database, Web OYA-bunko, is employed in this study for 
the purpose of electronically identifying articles that focus on language 
study topics for women. Web OYA-bunko covers approximately 1,200 
kinds of magazines published in Japan since 1988, with about 3.2 million 
article indexes in the year 2010, including the Japanese version of foreign-
based magazines (e.g., Newsweek). The data search aimed to compile a list 
of articles published by the end of December 2012, whose titles, subtitles 
and texts included “women” and “foreign languages”/“language study.” 
The process was followed by careful readings of the compiled articles to 
check the relevance of the articles to the present study and categorise them 
into the group of articles targeted at female readers. The study excludes 
articles about female celebrities’ foreign language study experience, 
interviews with deans at women’s colleges about their English/foreign 
language education and language product/school advertisements (also 
excluded are articles on returnee students’ foreign language skills that are 
retrieved because “returnees” is written with the kanji character “woman” 
included). As a result, eighty-eight articles are identified as intended for 
female readers who are interested in learning foreign languages. The texts 
that contain keywords were put into Excel, and then into text analysis 
software (SPSS Text Analytics for Surveys) in order to examine the 
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research questions. The original Japanese texts shown in the subsequent 
section are all translated into English by the author.  

Findings  

Research Question One: What types of foreign language study 
purposes are constructed in magazine articles targeted at 
Japanese female adults? 
 
Eighty-eight articles intended for female adult current/prospective 
language learners were further divided into two main groups by different 
study purposes: foreign language study either for career advancement (n = 
37) or for personal enrichment (n = 28). The other twenty-three articles 
tend, for the most part, to elude articulating the purpose of studying 
English, and thus are excluded from numerical analyses. The first group of 
thirty-seven articles—about women’s career mobility through foreign 
language learning—predominantly focuses on English skills, whereas the 
second group of twenty-eight articles—featuring women’s self-enrichment 
through foreign language learning—is more linguistically diverse, with 
more than one language often mentioned in each article. The details are 
shown in the upper row of Table 8-1.  

Japanese female adults who associate foreign language study with a 
better life are likely to relate to these sixty-five articles that endorse 
language study for career opportunities or self-enrichment. The disparity 
between the first group of thirty-seven articles and the second group of 
twenty-eight articles is that while the first category is outcome-focused 
and intended for women who seek practical, tangible outcomes from their 
investment in foreign language study (e.g., higher TOEIC scores, better 
jobs), the second is process-oriented and intended for those who wish to 
enjoy the process of learning foreign languages as an intellectually 
stimulating hobby. It should be noted here that applied linguistics studies 
scrutinise a belief pervasive around the world that English skills/scores 
increase one’s chances for securing stable, high-paying, white-collar 
positions or further promotions (Jeon 2012; Kobayashi 2007b; Kubota 
2011). Counter to this worldwide assumption, one’s career mobility is 
found to be conditioned by degrees of access to membership of ruling 
elites, which depends on his/her class, family income, educational 
background, gender and ethnicity (e.g. Lamb 2009; Ramanathan 2005).  
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 Articles on Language 
Learning For Career 
Opportunities (N = 37) 

Articles on Language 
Learning For Self-
Enrichment (N = 28) 

Types of 
languages 
mentioned in 
articles 

English (32) 
Chinese (6) 
“Foreign languages” (3) 
Korean (2) 
 

English (11) 
“Foreign languages” (8) 
Chinese (5), Korean (5) 
Italian (3), Spanish (2) 
French, Thai, Vietnamese, 
Filipino (1)  

Contents and 
target readers  

Content intended for a 
broad range of women who 
are advised to learn from 
elite professional women’s 
successful stories (15) 
Content intended for a 
broad range of women who 
are encouraged to learn 
from other women (e.g., 
housewives) who now 
work as language 
specialists (15) 
Content intended for full-
time working women who 
need career advancement 
and are encouraged to aim 
for higher TOEIC scores 
(7) 

Content intended for 
women who wish to 
present themselves as more 
intellectually attractive 
women by, for example, 
investing in foreign 
language learning (17) 
Content intended for fun-
seeking women who are 
encouraged to have fun (re-
)learning foreign languages 
(11) 
 

 
Table 8-1: Language Learning Articles for Japanese Female Adults 
 
Note: The articles that employ the term “foreign languages” are not specific about 
which language women are encouraged to study. TOEIC or Test of English for 
International Communication is developed, administered and assessed by 
Educational Testing Service (ETS) in the US as a test that “directly measures the 
ability of nonnative speakers of English to listen and read in English in the global 
workplace,” according to its official homepage. TOEIC has become widely 
recognised in Japan and many other non-English-speaking nations, as well-known 
global corporations (e.g., South Korea’s Samsung, Japan’s Nissan) started 
adopting TOEIC scores as a tool or reference for recruitment, promotion or global 
job assignments.  
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These two categories of articles are grouped into smaller subcategories, 
depending on whether the articles are likely to be read by either working 
women or housewives, or by either women who wish to present an 
attractive female image to the public or those who want to take up a new, 
fulfilling hobby. Among the first category of thirty-seven articles that 
associate language skills with career mobility, fifteen introduce stories of 
English-competent elite women with a “spectacular career” by articulating 
that such elite women do not necessarily live in another world and that 
those “professional women” are in fact “on the rise” in Japan:  
 

AERA (April 1, 2004: 34-37): Professional women hone English skills on 
the job. Such women are on the rise. To further their highly successful 
careers competing in the global market, they hone and polish their essential 
English skills through daily work. It’s not easy but it’s not impossible. Let 
us introduce five first-line women’s stories of “career and English.”   

 
The second group of fifteen articles is targeted at women who do not 
necessarily need to work full-time but want something fulfilling in the 
“second-stage” of their life. The articles encourage these potential readers 
to emulate those who used to be like them but successfully turned over a 
new leaf by becoming pre-school English teachers, tourist guides or 
language specialists. Similar to Ms. Yasui Kyoko reviewed earlier, Ms. 
Aoyama, cited below, majored in English literature at college, lived as a 
housewife for years, re-studied English on her own and then transformed 
herself into a professional interpreter. Ms. Aoyama is known as 
“Charisma” [Karisuma] among housewives who admire her: 
 

AERA (March 14, 2011: 22-24): Let’s change your life with “housewife 
English,” a tool to turn yourself into someone you want to be. Ms. Aoyama 
Shizuko gives us eight tips for your continuous learning.  

 
The third group of seven articles is intended for working women who seek 
practical information about cost-effective business language so that they 
can achieve job change and internal promotion. These articles provide 
outcome-oriented contents such as which foreign language would be the 
most advantageous to learn, practical ways to earn higher TOEIC scores 
and whether study abroad is worthy of investment:   
 

Nikkei WOMAN (September 2011: 109-119): You can keep studying 
without fear of failing if you begin re-studying English with us now! A 
good reason for aiming for higher TOEIC scores is, your societal value and 
English ability keep on rising! Do you want to miss a chance for promotion 
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or job change just because your English is not good? Start studying right 
now to score more than 800 points and you won’t regret it.  

 
Next, among the second category of twenty-eight articles that associates 
language study with self-enrichment, eleven articles encourage female 
adults to become more attractive than they currently are, or than other 
women are, by taking up new hobbies or beginning lessons at private 
schools. Some keywords are jibun migaki [self-refinement] and joshiryoku 
[women’s power]. The examples recommended in the articles are, in 
addition to language learning, yoga, dance, cooking and activities that the 
articles deem popular for women: 
 

an an (January 15, 2006: 56-57): Women’s power goes UP, with foreign 
language lessons, total body hair removal and other self-improvement 
strategies. How much do we need to boost our women’s power?   
 
Ozplus (September 2011: 42-43): Women’s power goes up with a new 
routine, at lunch break. Spend a few minutes every day on foreign 
language study: English, French, Korean . . . Get your hands on a language 
you’ve always wanted to learn. 

 
Contrasting the eleven articles above that suggest both trying something 
new and surpassing other women, the last group of seventeen articles 
invites women to enjoy learning foreign languages for their own pleasure. 
Some keywords are tanoshii [fun] and suki [I’m loving it]:  
 

ChouChou (March 10, 2003: 100-101): Lots of fun! You can find your 
“cup of tea.” Let’s start an exciting lesson, shall we? We really want to 
master a foreign language! English, Chinese, Italian, etc. 
 
Nikkei WOMAN (September 2012: 42-43): Women learning a second 
foreign language are on the rise! Chinese, Korean, etc. Let’s get your 
hands on the language of a country you’re interested in, shall we? The best 
part is, you can study a second foreign language as a hobby, simply 
because you like the country’s culture! Let’s get in touch with the fun of 
learning “another foreign language” by listening to the voices of those who 
are actually learning!   

 
The categorisation above shows that magazine articles construct five types 
of foreign language study purposes, depending on their target readership: 
(1) a broad range of female adults who are willing to hear English-
competent elite women’s success stories; (2) housewives who consider 
teaching English to small children in their spare time; (3) younger working 
women who aim for higher TOEIC scores and better jobs; (4) working 
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women and housewives who wish to present a smart-woman image to 
other women; and (5) working women and housewives who want to 
revitalise their monotonous life with a new hobby.  
 
Research Question Two: What types of supportive evidence do 
magazine articles targeted at Japanese female adults present as 
a good reason for studying foreign languages? 
 
First, many articles introduce non-anonymous women in their 30s and 40s 
who endorse foreign language learning as a crucial component of their 
professional or personal success. For example, the two-page article cited 
above (Nikkei WOMAN, September 2012: 42-43) introduces readers to two 
Japanese female learners of, respectively, Korean and Chinese. The 
magazine devotes an entire page to each woman, detailing how they came 
to start learning the languages, overcame difficulties and enjoyed using the 
acquired skills in their private life. The descriptions are replete with the 
two working women’s tanoshii [fun] stories that are augmented by their 
authentic personal information (ID photos, full name, age, occupation, 
etc.) and memorable pictures taken with their friends in Korea/China/ 
Taiwan.  

Second, the articles that endorse female adults’ foreign language study 
cite, as their supportive evidence, commercial data on the popularity of 
foreign language learning among women of the same generation. A 
frequently cited data source is an annual survey conducted by Recruit 
Holdings Co., Ltd. since 2004 and entitled, Keiko to manabu: Ninki okeiko 
rankingu [Exercise and study: A popular ranking for lessons]. The survey 
is conducted with 20-34 year-old working men and women who reside 
across Japan and can afford to invest time and money in private lessons. It 
should be noted here that the survey title has a double, gender-specific 
meaning: “Keiko” phonetically means both a female name and “lesson,” 
while “Manabu” indicates both a male name and “study.” Furthermore, the 
addition of “o” in front of “keiko” (lessons)—okeiko—implies that the 
lesson takers are small girls or women in a private sphere who learn to be 
ideal Japanese women, i.e., housewives adept at homemaking, flower 
arrangement, kimono dressing, tea ceremony and other traditional skills. 
Below is a list of popular lessons female and male respondents indicate 
they would like to try in the future. The results for male respondents are 
shown for a comparative reference:  
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Men  2012 Women  2012 2011 2010 2009 
English 1 English 1 1 1 1 
Bookkeeping 2 Home-made 

cooking 
2 2 2 2 

Financial 
planner 

3 Yoga/Pilates 3 3 3 3 

Word/Excel 4 Sweets making 4 4 5 4 
Tax 
accountant 

5 Bread making 5 4 6 

Social 
insurance 
labor 
consultant 

6 Kimono dressing 6 9 7 7 

Administrative 
scrivener  

7 Fineness exercise 7 6 6 5 

Chinese  10 (Chinese not ranked) 
(Korean not ranked) Korean language 17 13 32 57 
French  26 French  22 24 31 43 
(Italian not ranked) Italian 28 27 29 15 
 
Table 8-2: Lessons that Female and Male Respondents Would Like to 
Try  
 
Note: The data are downloaded from:  
http://www.recruit-lifestyle.co.jp/news/2013/02/22/20130225_keikotomanabu.pdf 
 
 
These ranking results dovetail with women’s magazine articles in which 
the readers are encouraged to rejuvenate themselves mentally or physically 
by engaging in “women’s study” such as language lessons and cooking. 
Showcased below is one of the most well-known monthly magazines for 
single women in their 20s and 30s (launched in 1977):  

 
More (April 2011: 240-243) HAPPY off-time with new encounters and 
new hobbies! I will change myself by starting “women’s study!” Korean 
language lessons, bouldering [a kind of rock climbing], bread-making, 
yoga, vegetable sommelier, photography courses, calligraphy, etc.   
 

Worthy of note is the increased popularity of Korean language study 
among women, as shown in Table 8-2. The 2011 article above and other 
women’s magazine articles also specifically reference Korean language 
study for Japanese female readers. This was in the wake of the Korean pop 
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culture boom, which was launched as South Korea’s “nation-branding” 
(Huang 2011) and soared in 2004 in Japan. The “Korean wave” continued 
its momentum until 2012 in Japan, which is also evidenced by the 
intensive publications of academic papers and media coverage during that 
period (Creighton 2009; Faiola 2006; Hirata 2008; Lee 2010; Takeda 
2011). 

Discussion 

The study has thus far identified and analysed a total of eighty-eight 
foreign language study articles that are intended for female employees and 
housewives. Its objective is to explore two research questions, identified 
earlier and rearticulated here: (1) What types of foreign language study 
purposes are constructed in magazine articles targeted at Japanese female 
adults? (2) What types of supportive evidence do magazine articles 
targeted at Japanese female adults present as a good reason for their 
studying foreign languages?  

An analysis of these eighty-eight women-specific articles on foreign 
language study suggests that these articles identify various purposes for 
language study. Some articles position foreign language study as being 
synonymous with ideal Japanese female adults’ practices such as cooking 
skills. Other articles are specifically targeted at working women, with a 
stronger, pressing message that a lower level of English could have dire 
consequences for their career opportunities. Nonetheless, many of the 
magazine articles are united in their positioning of foreign language study 
as a way for women to pursue ideal women’s career or lifestyle choices 
(see the upper row of Table 8-1). As supportive evidence, the articles cite 
interviews with non-anonymous female learners of foreign languages (see 
the lower row of Table 8-1) or commercial data on the popularity of 
foreign languages among women who can afford to invest in self-
enrichment lessons (see Table 8-2).  

Overall, the articles endorse foreign language study for women-
specific purposes by strategically enlightening the readers with stories of, 
or commercial data on, real women who are thriving more than ever, 
thanks to their foreign language study process or outcome. A collection of 
these happy women represented in text is what Fairclough (2001) calls an 
“ideal reader,” with whom the readers are invited to “negotiate a 
relationship” (41) and transform themselves accordingly. In other words, 
provided with detailed accounts of successful role models, female readers 
are induced to learn something from real-life subjects that appear to be 
ideal to them.  
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The Japanese women’s magazine articles’ feminisation of foreign 
language study might not be surprising for those who are cognisant that 
the Japanese business world constrains working women’s promotion to 
managerial positions and that no data exist on gender-equal, foreign 
language capital both for working men and women. Without such gender-
equal data and yet with an urge to make profits, Japanese women’s 
magazine articles are produced in such a way that seemingly serves the 
interests of women yet continues to render women subservient in male-
dominant Japanese society. 

On the one hand, taking a long-term view, it is doubtful if this 
conservative approach to promoting language study among women will 
flourish beyond another decade. Indeed, if and when many female readers 
start detecting the discourse’s unstated mission of making their 
marginality implicit, that awareness could evolve into women’s resistance 
against the ideal subjects proposed by the magazines. Duffy (2013) argues, 
for example, that fashion magazines’ recent trend of stressing their female 
readers’ “real” beauty can be construed as the publishers’ response to “an 
increasingly savvy, reflexive consumer” (151). Furthermore, critical 
language study acknowledges that discourse receivers have “apparently 
paradoxical properties of being socially determined, and yet capable of 
individual creativity; obligated to act discoursally in preconstituted subject 
positions, yet capable of creatively transforming discourse conventions” 
(Fairclough 2001: 140).  

On the other hand, many studies continue to remind us that ideological 
assumptions discursively but powerfully orientate young people to certain 
sociocultural roles that are conditioned by gender, race, ethnicity, class, 
family background, nationality and other social determinants (Bourdieu 
2001; Bourdieu and Passeron 1996; Fairclough 2001; Kauppinen 2013; 
van Dijk 2000). The large number of journals and books that are 
publishing these studies is indicative of the profoundness of gendered 
ideology and power relations. Moreover, what compounds the matter is 
the reality that however critical, researchers based in postsecondary 
education are also part of such ideological reproduction. Billing (2003) 
argues: “University teachers not only operate within a system of 
inequality, but they also have key responsibilities for administering and 
thereby reproducing inequalities. Critical and non-critical teachers share in 
these responsibilities” (43).  

Applied linguists affiliated with language programs that are commonly 
popular with female students are not immune from this paradox. In such a 
context, applied linguists are institutionalised in the reproduction of not 
only gender divisions in society but also a seemingly impartial concept of 
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language capital, i.e., the causal nexus between language skills and success 
in life, so as to increase student enrollment and employment rate.  

For example, the Department of English Language and Culture of one 
private women’s college in Japan places a full-colour, full-page ad on 
Japan’s national broadcaster’s most popular Radio English Conversation 
Program textbooks more than once a year, with clichéd pictures of female 
student(s) paired with a white male English teacher (Kobayashi 2014a), 
and a familiar promotional statement in Japanese, “Women armed with 
English can wing their way beyond borders!” This department’s English 
homepage provides no supportive data when it claims, in Japanese, to 
“give students the English skills they will need after graduation” and to 
“provide solid English ability that will help students achieve their goals 
after graduation.” Such data cannot be provided because they are virtually 
non-existent in the male-dominated business world of Japan (Kobayashi 
2013, 2014b; OECD 2012; Steinberg and Nakane October 2012). And this 
reality is ignored by English departments in Japanese colleges that wish to 
survive the intensifying competition among academic institutions.  

The question that arises here is, what are future directions for 
university-based researchers on gender and discourses? As this book title 
underlines, shifting visions is vital for our further contributions to 
overcoming the power relations between gender and ideology that pervade 
our everyday life, including our academic workplace. Here, “shifting 
visions” does not mean that applied linguists look beyond locale and 
pursue critical language studies outside campus. Rather, our mission is to 
be critical of the layers of implicit interconnections in society: between the 
academic world and the outside world, language major students and 
women’s magazines, English scores and gender disparity, etc. The present 
study hopes to be part of language and gender scholars’ impetus for 
shifting visions.  
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