Honors Language Arts 10

Media Literacy

Television Advertising: Defining the Persuasive Techniques

Learning Target:  I understand the roles of persuasive techniques, professional persuaders, and consumers in the construction of an advertisement.

Often we dismiss some ads as “stupid” because we don’t see how the advertisement relates to us.  What we often overlook is how the persuaders deliberately shape their messages to reach specific target audiences, and they do that by creating a transaction between themselves (benefit-promisers) and consumers (benefit-seekers).  When we analyze advertising, we need to consider 1) persuasive techniques 2) benefits 3) target audiences.

	1. Persuasion is a transaction between benefit-promisers and benefit-seekers.

Ads are "units of persuasion." Professional persuaders (advertisers, politicians) are benefit-promisers, but we are benefit-seekers.
We seek to keep the good we have (Protection); to get rid of the bad we have (Relief);
to avoid the bad we do not have (Prevention); to get the good we do not have (Acquisition).


	Protection ads 

to maintain, or care for, an existing "good" include: house care, car care, lawn care, home repairs, pet care, body care, food care, some "money care" (savings, bonds), some business services (phone services, computers). 
	Relief ads

to get rid of an existing "bad" include: medicines, pain killers, most over-the-counter (OTC) & prescription (Rx) drugs, diet plans; pesticides, deodorants; 2nd mortgages, "payday" loans, refinancing (debt relief.)

	Acquisition ads 

to get more benefits: Most ads simply urge us to acquire more "goods"-- to make their product our priority: cosmetics, clothes, foods, cigarettes, cars, electronics, toys, games, books, movies, concerts, phone services, pleasure travel, lottery tickets; local stores, credit cards (as a means to acquire more "goods" conveniently, quickly), 
	Prevention ads 

to avoid a future "bad" include: automobile parts (brakes, tires); security devices (locks, alarms); insurance; preventative medicines (vitamins, sunscreen); seasonal clothing (heavy coats, rain gear) and home repairs (furnace, roofing) 


When looking at “branding” consider 1) Product- The name of the product, packaging, nature of the product and presentation 2) Placement- How products are placed in their ads or a store to show the brand name 3) Promotion- How advertising promotes the brand 4) Price- How brands are promoted as a “good value” or “premium”.

Persuasion also comes in to play through the techniques advertisers use in the following places in their advertising.  Consider these when completing an analysis (Beach, Teaching Media Literacy pp. 81):

1. Substance, music & pictures:  physical material that is designed to captivate, entertain or illicit an emotional response. 

2. Paralanguage: behavior that accompanies language like vocal tone, gesturing, facial expressions, touch etc.

3. Situation: the properties and relations of objects and people as viewed by the consumer.

4. Co-text: stuff that consumers recognize to fit within the context of the advertisement.

5. Inter-text: stuff that consumers see as unrelated to the content of the advertisement, but that they can accept as related as it influences how they view the product/message.

6. Participants:  the attitudes, beliefs, views, intentions and interpretations of the senders (benefit-promisers) and receivers (benefit-seekers).

7. Function: what the message is intending to do by the senders and to the receivers.  This is also the underlying value assumption that is exposed through careful analysis…what is the advertisement really saying to me?

2. The benefits (as in the chart above) offered in any ad can be multiple and simultaneous; commonly paired together (relief & acquisition; protection & prevention) and have variations. For example, some ads often use a "scare-and-sell” technique, emphasizing a problem, then offering a solution. Don't try to force an ad into one category but get used to viewing ads by the benefits that they offer to a specific target audience.
3. Target Audience. Although ads may be broadcast on TV, they target only a part of the viewers. Thus, advertisers try to spend their money efficiently, by using demographic research, to put their ads into the programs (or cable channels, magazines, etc.) watched by their target audience. Although there will always be an extra "spillover" audience, advertisers try to narrowcast by carefully selecting the context (program, location, time) which attracts their intended audience. TV programs are lures, designed to "deliver audiences to advertisers." 

As viewers, we are often able to infer the audience by the content, the kind of benefits offered in the ads, and the context (where?when?). Network news, for example, have a lot of relief ads (medicines) because many older adults watch the early evening news; MTV has a lot of acquisition ads (for movies, music, clothes, cosmetics); sports programs not only have beer ads, but also many protection and prevention ads (house care, car care, lawn care, life insurance) targeting middle-aged married men; afternoon "soap operas" have many protection and prevention ads (house care, body care, baby care) targeting adults, especially women, as family caregivers, homemakers.
Classroom teaching aid, pro bono publico, from Persuasion Analysis | © 2007 by Hugh Rank | More at http://webserve.govst/edu/pa
Information for this document is located at: http://webserve.govst.edu/pa/Advertising/Pitch/benefits&target.htm
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Homework Assignment:  TV Advertising Observation



Observe a set 5 of TV ads and log your observations in the chart.  Then complete the reflection questions.  Be prepared for conversation tomorrow in class.
	Specific product
	Basic benefit offered
	Context (where? When?)
	Target Audience
	Persuasive Techniques Observed

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


Reflection Questions (use back of sheet for more space)

1. How did you feel about one or a few of the products you observed above before you did this assignment?

2. How do you feel about the products after recording your observations?

3. To what extent do you believe advertising has a role in your life?  In our society?

