Context +

Modes of persuasion +

Media



Medium
= magazines, radio, TV, Internet, etc.

* Distinction between media can be
SITUATIONAL (radio waves, print, computer
networks, etc.) or FUNCTIONAL (books,

newspapers, magazines)

* ADS are affected by a/o they take advantage of
particular media or situations
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Campaigns often appear on different media,
changing part of the words and images to adapt
to the new context: “because you're worth it
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ACCOMPANYING DISCOURSE might Dbe
relevant

- by chance
- by manipulation
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- sponsored television programmes

- the ADVERTORIAL: lengthy entry in magazines
which combine article and ad



6 main media

- the Press: daily newspapers, periodicals
- TV

- Radio

- Cinema

- Outdoor advertising
- Internet



Context +
Modes of persuasion +
Media+

Technique



Technique

- hard-sell / soft-sell

| have your
perfect house [

somewhere in s
my inventory &%
call me, Bob il

Morris today at. f |

9995-5555




- reason / tickle

Technique

YOU'RE NOT BUYING A CAR.

YOU'RE BUYING A BELIEF.

From the very beginning, from the moment we
built the first automaobile back in 1886, the world
was watching. Learning. Adoring. We won races,
design awards and recognition for safety develop-
ments. In turn, we earned the respect of every true

automobile aficionade the world over,

2006 will be no different. The introduction of the

Unlike any ather.

®

HE NOTION OF BUILDING A MERCEDES-BENZ HAS ALWAYS BEEN AN EXCEPTIONALLY MEANINGFLUL ENDEAVOR.
MORE THAN MAKING A MACHINE, WE ARE UPHOLDING AN IDEAL, MORE THAN SIMPLY TURNING OUT NEW
MODELS, WE ARE ADVANCING AN ENTIRE INDUSTRY WITH EVERY NEW INNOVATION.

new S-Class will once again raise the industry to
new heights, In technology, design, performance and
luxury, the car unveils an altogether unprecedented
level of achievement. And demonstrates a belief
that as long as we strive for the highest possible
level of integrity in everything we do, there will be

people on this earth who appreciate it.

Mercedes-Benz



Technique

- slow-drip / sudden burst
- long copy / short copy



HIGH INVOLVEMENT

property jewellery |
motor bikes
sports car
medicines champagne
medicated shampoo wine
RATIONALISM ’ EMOTIVENESS
detergent for soft drinks
woollens after shave
shampoo
normal detergent sweets

LOW INVOLVEMENT



Describe in detail how the following ads achieve their
effect (use at least 3 sentences & 3 adj.)

What tecniques do they use? What mode of persuasion
do they privilege?

How does the image relate to the product or service that
IS advertised?

To what extent does the image work in conjunction with
the verbal text?
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Charity water
(clean water)



WMF (tableware)

Double page magazine ad.




D & G (fashion house)



There are 3 billion women
who don’t looh lihe supermodels
and only 8 who do.

€3 THE BODY SHOP . ,‘
KNOW YOLUR MIND LOVE YOUR BODY

The body shop
(cosmetics)






Writing has 1ts own internal paralanguage

Writing has its own internal
paralanguage

Writung has uy own infernal
poralanguage

WRITING HAS ITS OWN INTERNAL
PARALANGUAGE!



> How would you translate this?

“Weak

Limp

Lifeless

| found an answer to our hair prayers.

New L'Oreal Elvive Full Restore 5 with pro-keritin for five top UK hair
problems.

It targets weak, limp, lifeless, dull and straw-like hair.

My hair feels stronger, full of life, replenished with a healthy shine. It's
got its mojo back.

New Elvive Full Restore 5 from L'Oreal Paris.

Five problems, one solution. Come on, girls, let's see. Because we're
worth it.”

> Write an analysis of the commercial



http://www.youtube.com/watch?v=y3EEIcPkcO4
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