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Rdvertising categories/2

Product/non product advertising (Cfr. Lesson |V and Cook
2001:7)

Hard sell vs Soft sell advertising
« Hard sell makes a direct appeal
- Soft sell relies more on mood than exhortation
and the implication that life would be better
with that product.

Reason vs Tickle (Bernstein 1974: 118)
+ Reason advertisemnent are those which suggesta
reason for purchase
- Tiekle advertiserments appeal to humor, emotion
and mood
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Rhetorical strategies/ Form

Persuasion s achleved theough dfferent strateghes, that grals the addrescen
attention such s

« Usmof . M i
mssanance, uwe of ginms, ari e,

+ The: iese af factual dates "Linics SUW compaito con cembia automa tico 76-
TRONIE, sisterma o trazioms ntegrak
AMATIC ¢ sisterne AGILITY COMTROL di serie. GLX ingspettatamente Mercedes.”

- The use af syllogism: “Capelll cos viwbilmente soai che splendanc” *f capeli
che splanadone sana sanl’, | misl capall sphndana’, | mish capalll sono @nl"

« Intertertuality; mfers fo the way one text can peint to or base fsalf on anathes. In
advertizing it is the reference to another text genne either through verbatim or
modified quotation. of through the adoption of the stylistic conventions of that
genre It may be visual and it can also refer to ancther famous advert.

Advertising categories/2

Product/non product advertising (Cfr. Lesson IV and Cook
2001:7)

Hard sell vs Soft sell advertising
+ Hard sell makes a direct appeal
- Soft sell relies more on mood than exhortation
and the implication that life would be better
with that product.

Reason vs Tickle (Bernsteln 1974: 118)
- Reason advertisernent are thase which suggesta
reason for purchase
- Tickle advertisements appeal to humor, emotion
and meod




Advertising and Jakobson Functions

CONTEXT
(Referential)

The two main functions of communication

involved in advertising are: MESSAGE
(Poetic)

The CONATIVE function, since the main objective of ADDRESSER| |CONTACT| | ADDRESSEE

L. i (Emotive) (Phatic) (Conative)

advertising is to persuade the Addressee to take ‘Hr

action, do something or stop and think. N~ CODE ¥ i
(Metalingual)

But also the POETIC function, since a great
importance is given to the FORM of the message that
is conveyed, that has to be appealing to catch the
addressee's attention and PERSUADE him to act.




How do you achieve PERSUASION, then?

Rhetoric is the study of discourse techniques able to provoke or
increase support in people's minds for theses which are presented.
Advertising is based on the employment of rhetoric with a

PERSUASIVE AIM. Aristotle identified three modes of persuasion:

Ethos (Speaker) Credibility/ trust

Pathos (audience) Logos (Message)
Emotions, imagination Consistency/logic

All three modes of persuasion are used in advertising, often
in combination to achieve a better persuasive effect.




And in advertising?

Ethos establishes the credibility character of the product
through:

- Brand association

- An expert testimonial

- A celebrity endorsement

Pathos uses emotional appeal. An advertisement
using pathos will attempt to provoke an emotional
response into the consumer as for example:

- Promise to be attractive to the opposite sex

» Pulling on heart strings

- Prevention of damage

Logos appeals to logic or reasoning. The logos of an
advertisement is straightforward. It tells you exactly
what the product does, how it works, how it is made
and what it is used for.




Ethos establishes the credibility character of the product
through:

- Brand association

- An expert testimonial

- A celebrity endorsement

And in advertising?

Pathos uses emotional appeal. An advertisement
using pathos will attempt to provoke an emotional
response into the consumer as for example:

- Promise to be attractive to the opposite sex
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- Brand association
- An expert testimonial
- A celebrity endorsement

Pathos uses emotional appeal. An advertisement
using pathos will attempt to provoke an emotional
response into the consumer as for example:

- Promise to be attractive to the opposite sex

- Pulling on heart strings

- Prevention of damage

Logos appeals to logic or reasoning. The logos of an

-
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- Pulling on heart strings
- Prevention of damage

Youl®

Logos appeals to logic or reasoning. The logos of an
advertisement is straightforward. It tells you exactly
what the product does, how it works, how it is made

and what it is used for.
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Rhetorical strategies/ Form

Persuasion is achieved through different strategies, that grab the addressee
attention such as:

- Use of creative language: Metaphors, puns, onomatopoeia, rhyming, alliteration,
assonance, use of neologisms, antimetabole, metonymy, parallelism

- The use of factual data: "L'unico SUV compatto con cambio automatico 7G-
TRONIC, sistema di protezione preventiva, trazione integrale permanente
4MATIC e sistema AGILITY CONTROL di serie. GLK inaspettatamente Mercedes."

« The use of syllogism: "Capelli cosi visibilmente sani che splendono" “I capelli

che splendono sono sani”, “i miei capelli splendono’, “i miei capelli sono sani”

- Intertextuality: refers to the way one text can point to or base itself on another. In
advertising it is the reference to another text genre either through verbatim or
modified quotation, or through the adoption of the stylistic conventions of that
genre. It may be visual and it can also refer to another famous advert.

Ithink,
therefore
IBM.




I think,
therefore

IBM.
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Main rhetorical figures summary

Figuration All rhetorical figures
| (artful deviations)

B ————
Figurative Scheme Trope
mode (excess regularity) (irregularity)

— A —————,
less COMPLEX more , less COMPLEX more ) \

- Rhetorical Repetition Reversal Substitution Destabilization

operation

Rhyme, chime, Antimetabole - Hyperbole ‘r Metaphor
alliteration '

Antithesis ~ Ellipsis - Pun
~-Anaphora, epistrophe,
epanalepsis, - Epanorthosis, e
anadiplosis rhetorical rony
question

. = Paradox
Parison = Metonym

lower GRADIENT OF DEVIATION

Mcquarrie Mick 1996



Other advertising categories

Medium: Above and below the line advertising

Above The Line (ATL) advertising is where mass media is used to
promote brands and reach out to the target consumers. These
include conventional media as we know it, television and radio

" advertising, print as well as internet. This is communication that is
targeted to a wider spread of audience, and is not specific to
individual consumers. ATL advertising tries to reach out to the mass
as consumer audience. Above the line is promotion that is PAID
FOR DIRECTLY -

Below the line (BTL) advertising is more one to one, and involves
the distribution of pamphlets, handbills, stickers, promotions,
brochures placed at point of sale, on the roads through banners and
placards. It could also involve product demos and samplings at busy
places like malls and market places or residential complexes. . BTL
advertising might include email campaigns, telemarketing, etc with
‘targeted groups of potential clients. It uses non media
communication/non media advertising.
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Below The Line
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Advertising categories/2

Product/non product advertising (Cfr. Lesson IV and Cook
2001:7)

Hard sell vs Soft sell advertising

- Hard sell makes a direct appeal
- Soft sell relies more on mood than exhortation

and the implication that life would be better
with that product.

Reason vs Tickle (Bernstein 1974: 118)
- Reason advertisement are those which suggest a
reason for purchase
- Tickle advertisements appeal to humor, emotion

and mood



Advertising categories/2

Product/non product advertising (Cfr. Lesson IV and Cook
2001: 7)

Hard sell vs Soft sell advertising [E—

- Hard sell makes a direct appeal B

- Soft sell relies more on mood than exhortation
and the implication that life would be better

‘with that product.




Advertising categories/2

Product/non product advertising (Cfr. Lesson IV and Coc
2001: 7) [
:

Hard sell vs Soft sell advertising

- Hard sell makes a direct appeal
- Soft sell relies more on mood than exhortation

and the implication that life would be better
with that product.

Reason vs Tickle (Bernstein 1974: 118)
- Reason advertisement are those which suggest a

reason for purchase
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- Hard sell makes a direct appea
- Soft sell relies more on mood than exhortation

and the implication that life would be better
with that product.

Reason vs Tickle (Bernstein 1974: 118)
- Reason advertisement are those which suggest a

reason for purchase
- Tickle advertisements appeal to humor, emotion

and mood
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Now it’s your turn

- Reason or tickle?

- Hard sell or soft
sell?

- Which rhetoric
techniques are
used and how?
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