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			Persuasive Techniques in Advertising

1. Bandwagon
Uses the argument that a person should believe or do something because “everybody else” does. Consumers buy the product because they want to fit in. Consumers assume that if others buy it, the product must be good.

2. Testimonial
Uses a celebrity or famous person to endorse a product
Consumers transfer admiration or respect for the celebrity to the product.

3. Emotional Appeals
Make viewers feel certain emotions, such as excitement sadness, or fear
Audience transfers that feeling to the product.

4. Glittering Generalities
Words that are positive and appealing but too vague to have any real meaning, like “pure and natural.”

5. Snob appeal
The opposite of the bandwagon technique, snob appeal makes the case that using the product means the consumer is better/smarter/richer than everyone else.

6. Repetition
A product’s name or catchphrase is repeated over and over, with the goal of having it stick in the viewer or listener’s mind.

7. Flattery
The advertiser appeals to the audience’s vanity by implying that smart/popular/rich people buy the product.

8. Facts and figures
Using statistics, research, or other data to make the product appear to be better than its competitors.

9. Special offer
The advertiser offers a discount, coupon, free gift, or other enticement to get people to buy a product.

10. Urgency
The advertiser makes you feel like you need the product right away.

11. Humor
Used to make audiences laugh, but provides little information about the product or service. Consumers remember the ad and associate positive feelings with the product.

12. Individuality 
Consumers celebrate their own style, or rebel against what others are doing. Consumers perceive the product as unique, stylish, or cool.






13. Loaded Language
Words with strong positive or negative connotations such as “home”, “family”, “dishonest”, etc.

14. Name-calling  (Ad Hominem)
Attacks people or groups to discredit their ideas
Consumers focus on the attack rather than the issues

15. Plain Folk
Shows ordinary people using or supporting a product or candidate. Implies that people “just like you” use the product.

16. Product Comparison
Compares a product with the “inferior” competition
Consumers believe the feature product is superior. 

17. Weasel Words
Words and phrases aimed at creating an impression that a specific and/or meaningful statement has been made, when only a vague or ambiguous claim has been communicated, enabling the specific meaning to be denied if the statement is challenged.
Examples: Price is “as little as…”; “combats” toothe decay….; “virtually”; “up to” three times longer than…
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Passage #7: Analyzing Visual Text Using Margaret Bourke White’s Photograph
Entitled “The Louisville Flood”

Background of Photograph: This photograph was taken in 1937. It s a gelatin silver
‘print mounted on board, originally 9 11/16 X 13 3/8 in.

Directions: After studying the photograph above, answer the following questions.
(Remember if you cannot see the photograph or the ads on the next pages clearly, you
can access this document on Thunderbirds website at: )

29. Find other work this photographer has done by searching for her work ontine. What
else has she done that i significant? s this image like the author's other work or is it
different? What accouats for the difference? Note: Credit the source of where you
found your information by doing the following after you answer the question—(Source:
website name). Keep in mind that you should not use a blog or Wikipedia, but a credible
academic source. Also keep in mind to always credi the sources where you find
information in a college-level class.
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30. What are the larger historical, political, social, culfural, and economic contexts of this

image?

31.Is this a serious or comic image? How do you know?

3. What does the image remind you of? Have you seen anything like it somewhere
else? Where? How is this image similar to those others? How does it differ?

33. Does the image include words or a caption? How are those words used? Do they
simply identify the image? Are they part of the image? What do they contribute to the
overall meaning?

34. Whatis your first response after viewing this image?

35. What is juxtaposed in this image? Explain the use of juxtaposition and its effect.

36. How s the image arranged in the visual space? Can you diagram its overall
composition? What effect does this arrangement have on the way you read this image?

37. What strikes you as important, interesting, or emotionally moving in the image?
38. Can you identify clements of the image that could be seen as symbolic?
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Passage #8: Analyzing Visual Text Using Vintage Advertisements

Disections: Look over the following fwo advertisements. (One is a Camel cigarette ad
from the 1950s; the other is an ad for Total cereal from the 1970s—and no these are not
‘made up!) Answer the questions that follow on these advertisements

Aeconting to @ recent Nitiomaide suresy

Moxe Doctors smoke Camers
THAN ANY OTHER CIGAREITE

Ve W T Ve

CAMELS Gt e NP,

30. After looking over Camels cigarette ad, what is your overall impression? Explain.

40. Pick out at least three words or phrases that stand out as ironic to you as a person
living in the 21 century.
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41. Afer looking over the ad for Total cereal, what s your overall impression? Explain.

2. Pick out at leastthree words or phiasesha tand ovtasionic fo you . person
living in the 21% century.
Questions on Summer Reading Books:
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Visual Literacy: News Media

Reading Media Photographs

'WHAT DO YOU SEE? (Observations)

'WHAT DOES IT MEAN? (Inference)

‘Nomverbal gestures (arms, hands, fingers)

Facial expression (head, eyes, mouth)

Body language (distances, code matching)

People (age, gender, ethaicity)

Clothing (type. color)

Backgrouad (objects, seting)

‘Camera angle
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A Checklist for Analyzing Images
(Especially Advertisements)

CFWhatis the oveal ffect of the desiga? Colorul and busy (suggestiog acivity)? Quiet and
‘nderstated (for insance,chiely whites aad grays, with lots of ey space)? Ol Tshioned
orcuting dge?

CFWhat abovs he image immedately gets yous atieation? Sze? Position on th page? Beauty of
e image? Grotesqoeacss of the nage? Humor”

I What i the audicace fo e image? Affueat youag mea? Hovsewives? Refired persons?
Does he text make a ogical appeal (Test a 3 eading naivrsiy prove i ..~ 1 you belicve
X you should vote No oa this eferendua)?

FDocs the image sppeat o the emotions? Examples: Fnages of starving cidren o maltreated
aaimals appeal {0 ot sase ofpty images of mdlary valor way appes o out patiotsm:
mages of oy may sppea 6 oue cavy. images of sexally afaciie people may appeal fo
ur desie o b lke them: images of vileace or extraordiaary ugliness (s, fo nsiace, i
Some ads showing a uanan ftos destroyed) may seck o shock o5

C¥Does the image malce an thical appeal —that i, doesit appealto o characte as a good
‘human being? Ads by charitable organizations often appeal to our sense of decency, faimess,
and pity, bu ad thatappeal 0 our sense of prdeice (ads for insurance companies or for
nvestment house) also essntially are maling an etical appeal.

I Whatis the refaion ofprit o image? Doesthe image do most ofthe work, or does i serve to
attactus aad Iead s o o read th fext?

Barmet, Sylvan and Hugo Bedau. From Criccal Thinking fo Argumen: A Portable Guide. “Chapte 4 Viswal
Rbetoric lamages 25 Arguments” New York: Bedford, 2005 Page 4.




image3.png
‘VAPID: Questions to Ask When Reading an Ad

Voice:

* What voice is speaking in this ad?
* Is it an authentic, credible voice or an unreliable persona frying fo use irrational
‘propaganda to sell the audience something?

Audience:

* What race, class, gender, or age-group does the ad target?
* Does the ad writer take unfair advantage of the reader?

Purpose:
+ Whats the appareat puspose of the ad?
+ Whats the actual puspose of the ad?
+ Does the ad claimto offer some kind of public service?
+ Ifs0, does the product really folillthe promises of the ad?
+ Does the ad conceal or minimize anything negative aboutthe product?
Taea:
+ Whats the central idea of the ad itsthesi or hypothesis, s focus?
« I this idea rational or nrational. . does the ad appeal to emotion or reason?
+ Does the ad appeal to one of the “Seven Deadly Sins™ (prde, covetousness, ust, anger,
gluttony, envy, o sloth)?
+ Does the ad try to impress the reader with impressive-souading data or psendoscientific
“facts™
+ Does the ad make general claims which are uasubstantiated by factual data?
Devices:
+ What s the overall desiga of the ad?
+ What atention-geting ploys are used?
+ Ifthere are people in the ad, what race, class, gender, age-group and “type” are they?
+ How are the people positioned within the ad?
+ What role does costume or fashion play in the ad?
+ What place do praphics, seting and inanimate objects play?
+ Howis the product represeted and packaged and what role does this play in the overall
design of the ad?
+ What role does the relaive size ofthe product and other images play?
+ What about the use of color and texture i the ad?
+ What information and supportfor the ad's clams does the copy (Le. the writen text of
the ad) provide?
‘What does the copy convey denotatively?
What does the copy convey connotatively?
What role does the print-size and font play?
I there any smal print? If so, wh s it so small?

BsedonD. . Kels o o Reod n A€ Reving Berwen the L i Bepond 195/ o4, Wil L. Tiis NCTE, 685
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g Ads' Hidden Messages™

There's more to advertising’s message than meets the casual eye. An effective ad, like
other forms of communication, works best when it strikes a chord in the needs and
desires of the receiving consumer — a connection that can be both intuitive and highly
calculated

“The following questions can help foster an awareness of this process. Use them
for class or group discussions or your own individual analysis of ads or commercials.
You may be surprised by the messages and meanings you uncover.

1. What s the general ambience of the adverisement? What mood does it create? How does it
do this?

2. Whatis the design of the advertisement? Does it use axial balance or some ofher form?
How are the basic componens or elements arranged?

3. Whatis the relationship between pictorial elements and written material and what does this.
tellus?

4. Whatis the use of space in the advertisement? Is there a lot of ‘white space” or s it ull of
‘araphic and writen elements?

5. What signs and symbols do we find? What role do they play in the ad's impact?

6. If there are figures (men, women, children, animals) what are they like? What can be said
about their facial expressions, poses, hairstyle, age, sex, hair color, ethnicity, education,
‘occupation, relationships (of one to the other)?

7. What does the background tell us? Where is the advertisement taking place and what
significance does this background have?

8. What action is taking piace in the advertisement and what significance does it have? (This.
might be described as the ad's "plot")

9. What theme or themes do we find in the advertisement? Whatis it about? (The plot of an
advertisement may involve a man and a woman drinking but the theme might be jealousy,
faithlessness, ambition, passion, etc.)

10. What about the language used? Does it essentially provide information or does ity to
‘generate some kind of emotional response? Or both? What techniques are used by the
copywriter: humor, alteration, definitions” of i, comparisons, sexual innuendo, and so on?

11. What typefaces are used and what impressions o they convey?

12. What i the item being advertised and what role does it play in American culture and

society?

13. What about aesthetic decisions? If the advertisement is a photograph, what kind of a shot is
it? What significance do long shots, medium shots, close-up shots have? What about the
lighting, use of color, angle of the shot?

14. What sociological, poltical, economic or cultural atitudes are indirectly reflected in the.
advertisement? An advertisement may be about a pair of biue jeans but it might, indirectly,
reflect such matters s sexism, alienation, stereotyped thinking, conformism, generational
confiict, loneliness, eltism, and so on.

‘Exerpted from Signs in Contemporary Culture: An Infroduction to Semioics by Atthur Asu Berger
(Longman: Write Piains NY: 2007)
“Center for Media Literacy _ htp:/www mediait orgreading room/howanalyze-advertisement
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