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Abstract

This paper introduces Spanish alike commercial terminologies to second 

languages classroom. Considering the emerging Spanish-speaking environment, we 

are confident there are new rooms for innovative teaching development. Thus, this 

study constitutes itself as an experiment to identify appropriate teaching strategies for 

the Taiwanese students.  

Therefore, we adopt and adapt adequate teaching strategies, taking into account 

the advantage in exploring the rich cultural contents behind the brand names and 

commercial advertisements themselves.  

To better accomplish our mission, as well as to assist our students to organize 
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their learning process with more efficiency, we also avail ourselves of the "concept 

maps", as an efficient tool to develop learning strategies. Toward these purposes, 

collective class exercises and survey have been conducted in order to enhance 

learning efficacy, and to guide students in a more effective acquisition of this useful 

yet passionate Spanish language. 
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~

Amo

 Te amo  Te quiero Amo

amor  amar

Amor  (Cosas de amor) Soy culpable por 

amor. si amarte es sufrir (El amor en los tiempo 

del cólera) Amor Amor amor 

platónico  “El amor mira con unos anteojos que hacen parecer 

oro al cobre, a la pobreza riqueza y a las legañas perlas”

Hola ( ! ) Amigo ( )
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60 44 104  

58% 42% 1

15 59 13 12 5 104 

71% 13% 16% 1

3.50 

12 50 27 11 4 104 

60% 26% 14% 1
3.53 

17 70 9 5 3 104 

84% 8% 8% 1
4.02 

17 66 12 7 2 104 

80% 11% 9% 1

3.86 

11 58 17 11 7 104 

66% 17% 17% 1

3.53 

12 61 20 4 7 104 

70% 19% 11% 1
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12 50 27 11 4 104 

60% 26% 14% 1
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17 66 12 7 2 104 

80% 11% 9% 1
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12 61 20 4 7 104 

70% 19% 11% 1
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