Paraphrasing and Summarizing

Paraphrasing is a restatement of the source in your own words in about the same number of words. In the following example, notice the differences in sentence structure and word choice between the source and the paraphrase:

Source (from Propaganda by Jacques Ellul): 

The aim of modern propaganda is no longer to modify ideas, but to provoke action.  It is no longer to change adherence to a doctrine, but to make the individual cling irrationally to a process of action.

Paraphrase:
Jacques Ellul states that modern propaganda does not try any longer to change a person’s ideas or loyalties to certain principles; instead, it seeks to make individuals irrationally follow a given procedure (25).


A summary is a concise restatement (shorter than the source) that contains the main ideas of the source. When you paraphrase or summarize, avoid not only copying the actual words but also imitating the writer’s style or sentence structure. If you cannot do this and you need the material, quote it directly. 

Source (from Nineteen Eighty-Four by George Orwell):

…the subtlest practitioners of doublethink are those who invented doublethink and know that it is a vast system of mental cheating. In our society, those who have the best knowledge of what is happening are also those who are furthest from seeing the world as it is. In general, the greater the understanding, the greater the delusion: the more intelligence, the less sane. 

Summary:
In Orwell’s Nineteen Eighty-Four the inventors of doublethink are best at using their brand of “mental cheating.” In modern times, he contends, even the best-informed do not see realities; generally speaking, “the greater the understanding, the greater the delusion: the more intelligence, the less sane” (216).

Now it’s your turn. Read the following excerpt from Kalle Lasn’s Culture Jam, then write a paraphrase and summary. You’ll need a separate sheet of paper, but you can use the space below to organize your ideas.

America is no longer a country. It’s a multitrillion-dollar brand. America is  essentially no different from McDonald’s, Marlboro or General Motors. It’s an image “sold” not only to the citizens of the U.S.A., but to consumers worldwide. The American brand is associated with catchwords such as “democracy,” “opportunity” and “freedom.” But like cigarettes that are sold as symbols of vitality and youthful rebellion, the American reality is very different from its brand image. America has been subverted by corporate agendas. Its elected officials bow before corporate power as a condition of their survival in office. A collective sense of powerlessness and disillusionment has set in. A deeply felt sense of betrayal is brewing.

