Absolut Mandrin     
Foremost this advertisement uses the rhetorical appeal of pathos. The scent of freshly peeled mandarin almost streams from the page at the first glance of the ad. Wouldn’t a mandarin orange taste good? When looked at closer, we see that this is another in a series of Absolut Vodka’s sensory ads: Absolut Citron, etc. Like the others the advertisement successfully uses metaphor, comparing the product, the bottle of vodka, with a fruit in nature. In this case the claim is that Absolut Vodka shares some of the qualities of a mandarin orange: the perfection of a fruits in nature.
Also effective in this series is the typography used on the bottle itself. It is at once elegant and modern. The use of the bold shade of orange with the words ABSOLUT MANDARIN is fresh and hip. The typeface is a sans-serif with clean, sharp edges. Good choice to get the words to stand out. In contrast, the wording on the bottle is printed in formal script. It reminds us of lettering that might be used on a formal invitation, a wedding invitation- when we dig deep into our pockets to afford the very best. It reminds us of tradition, it tells us that the company is hip while being firmly established.
All of this appeals to our logic, emotions and the idea of ethos. Consumers take pleasure in giving their business to companies with a history and even base part of their identities on their buying patterns (I’m a Ford man, etc). At the same time, particularly those who would purchase the magazines in which these ads appear, there is interest in being accepted in society. There is concern about how they appear to others.
The advertisement works on a couple of levels. The beauty and scent of the freshly peeled mandarin is pleasing and pulls us in immediately. Fruit is healthy and aesthetically pleasing as is the design of the bottle. This product is one in which we would like to associate ourselves. It would look good to serve this at a dinner party. The type faces send the message that while this might be a bit more expensive, it’s worth it. It tempts us to reach for the best, don’t we deserve the best. The bold orange print reminds us that this isn’t what our father drank. No, ABSOLUT MANDARIN is now.
The ad is a ten in terms of panache. It is an eight in terms of credibility mainly because the series is still running after years. It has legs. It must be working or they would have trashed it long ago.
The assumption is that consumers will be willing to spend more for this product.
Advil ad 


The advertisement for Advil appeared in Runners World Magazine. The speaker of the ad seems to be the woman who is pictured. She is a middle-aged fitness-minded person. The tone of the ad in no-nonsense. It is the same through the top of the ad, but the catch phrase at the end--"Take Advil and take control"--appears to be from a different speaker, apparently a corporate address to the public.  All of the sentences and words are short, and there is only a little text.

The few words of this ad seem to imply that what the speaker is talking about is common knowledge. The speaker is assuming that we know what Advil is and what its common uses are. The speaker is very matter-of-fact about the subject. "I have pain, I take Advil." The speaker presents it in a way that makes the reader believe there is no other logical response to muscle pain than to take Advil.

The speaker appears to be a reliable source on muscle pains induced by workouts. She is dressed in workout gear and her hair is slightly messy.  In addition, her body composition shows that she is either is gifted with a naturally muscular body or has done her fair share of workouts. She seems credible on the subject of muscle pain.

Because of the magazine this ad was located in, it is of course oriented to athletic, fitness-minded people, especially runners.  The ad appeals to this audcience because it presumes to offer a way to stay fit without pain.  The straight-to-the-point language of the ad assumes that the reader can relate to the speaker.  The ad is also careful not to say direct;y that Advil works only on pain caused by workouts, although this idea is implied.  This strategy helps to keep members of the audience from assuming that Advil is only good for muscle pain caused by workouts and nothing else.

The ad attracts readers, first,   because it is short and simply worded, and second because it asks the reader to relate to the speaker.  We have all felt muscle pain from a workout.  This is the hook: it gives the speaker and the audience common ground to build on.   The speaker does not attempt to prove any of her claims.  She merely says that Advil is good enough for her.  Letting this statement stand by itself without even attempting to prove it is one reason why the speaker’s credibility is so important to this ad.

The speaker is presented as having a conversation between her body and her mind.  This strategy  appeals to this specific audicence because running is 90% mental.  Frequently, one’s mind must override one's body, which is in pain, in order to finish a workout or race.  Runners can relate to this separate mind/body conversation as many other athletes can.

The ad itself is appealing to the eye.  It is simple; the blue color is very calm.  The black and white image of the woman is a contrast to the blue, but it is not alarming because it is tied in with the white lettering at the top and bottom of the ad.  The box of Advil stands out in the right corner because of the red and yellow it contains, but it is not obnoxious because compared to the rest of the as it is relatively small.

The logical way to navigate this ad is to notice the picture of the woman, then read the text in the top right corner, then follow the woman’s figure to the bottom right corner and see the Advil box. The box of Advil is presented as the conclusion.  Advil is the answer to the question of what to do about pain, presented in the text at the top right corner.  This approach gives the audience a good feeling when they read it, almost as if the raeders themselves have accomplished something.  The audience is presented with a problem, pain, then an answer, Advil.  This process evokes a feeling of relief and accomplishment in the audience.

Bravada ad



[excerpt]
. . . [T]he article illustrates Aristotle’s three forms of rhetoric.  It begins by appealing to our ethos.  Here we have Tom Joyner, a popular disc jockey who is probably heard all across the southeast.   Further, those who like and listen to Tom Joyner would be urged to buy this truck because they would be supporting their favorite disc jockey and contributing to this college fund.  Next, it appeals to our pathos.  The image of the truck is sleek, shiny, and almost irritable.  Also, it shows Tom Joyner with this "Kool-aide man" smile, which correlates possessing the vehicle with happiness and satisfaction.   Next it appeals to our logos.  Looking at the text, we glean two things from it.  First, it exerts  a sense of urgency, saying if we do not buy it now there will not be another chance.  Second, it appeals to the parents of minorities who are struggling to send their children to college. . . . 

CAT AND DOG FOOD

I chose two advertisements because I couldn’t decide between the two. I also thought that comparing how advertisers deal with similar advertisements is interesting.
The advertisement for Purina One cat food is relatively simple with the focus on the product and the cat for whom the product is meant. The main appeal in this advertisement is an emotional (pathetic) one.  The main caption "Reflection is good for the soul (but a shiny coat will get you noticed)" appeals to the stereotypical ego-centered cat personality.  Cat owners will feel that their cats will be happier with a stronger coat; therefore, they should buy Purina One for their cats. The reflective blue centerpiece of the bag is soothing and ties back into the header of the ad. The cat can see its reflection in the bag, which also ties back to the header and illustrates the ego of the cat backing up the claim of the header. The ad claims that this cat food will provide your cat with a shinier coat. A shinier coat equals a healthier cat, so if your cat eats this food, it will be healthier. The advertisers also provide a toll free phone number and an internet site so that, it is assumed, cat experts can answer any questions you may have about the food. On a scale of one to ten, I would give this ad a 4 on credibility and an 8 on panache.
The second ad is a Pro Plan dog food advertisement. This ad approaches from a more logical (logos) angle. The ad places the close-up photo of an award winning show dog, his owner, and his medal to back up the claims that the ad makes about the food. Supposedly, this dog and his owner rely on Pro Plan to keep Johnny (the dog) healthy. We are to assume that without Pro Plan, this dog would not win the championships that he wins. The color of the photo supplies us with a clear view of the health of the dog and the "earnestness" of the owner without distractions of color. A color photo would invite the reader to see the owner more than the dog, and it would distract from the dog’s medal and the bag of food, which are both in color. The paragraphs in the ad describe Johnny and notes his "phenomenal genes" but claim that he could never have made it without good nutrition, which Pro Plan provides. They provide the first and last names of the owner which adds more credibility to the ad. The underlying assumption we are supposed to make is that if Pro Plan is good enough for Johnny, surely it is good enough for our pets. The truth conveyed by the ad is questionable. You would have to try the food on your dog before you could determine if the ad is true or not. Probably, any dog food with the correct vitamins in it is as good for your dog as Pro Plan is. On a scale of one to ten, I would give this ad a 6 on credibility and a 10 on panache. The dog is a beautiful dog. Anyone who is a dog lover would be attracted to the ad simply because of the dog. In addition, the color of the ad lends to its serious approach to dog food, which in turn leads to its credibility. 
Both of these ads came from Life magazine. It is strange that the cat food ad takes an approach that appeals to the owner’s opinion that a cat is most interested in his looks. However, the dog food ad appeals to the owner’s desire to have a healthy dog. In the end, both ads attempt to appeal to an owner’s desire to have a healthy pet.

Maxwell House Coffee Ad

This Maxwell house coffee advertisement is a pathetical appeal to one’s senses. It appeals to one’s desire to luxuriate in bed on a warm, bright morning rather than give in to the hurry-scurry, rat-race world of bosses and demands somewhere outside this idyllic bedroom.
The ad implies that Maxwell House coffee is the ingredient in this scene which brings comfort and contentment to life. The cup of hot, steamy coffee is better defined than any other item in the picture besides the logo. (The handle is positioned so one can almost reach into the picture and enjoy the coffee.) In fact, everything else seems rather dreamy, even the text looks soft and fuzzy. Words emphasized in the text strongly whisper to one to indulge in satisfying activities while there is an obvious lack of timepieces.
The effect of the bright morning light softly filtered through an unseen window implies that one did not stay in because the day was dreary, but rather, one chose to linger within the satisfying recesses of this coffee break.
The fabric looks like a Polo or Laura Ashley print/texture giving a rich feel to the room. Peace and quiet are illustrated by the "ringless" telephone. Carelessly scattered croissant crumbs give the idea of "someone’s presence" (insert self) who doesn’t have to worry about the mess, at lease not right now. To personalize it even more, one has not just been reading a good book; rather one has been reading something more personal, handwritten letters.
Finally, the text, "MAKE EVERY DAY" has a slight slant almost like a finger pointing toward the logo suggesting perhaps "make [coffee] every day." Naturally, the logo is bold and strategically positioned on the page.
Many people today feel rushed, pushed, and shoved from one moment to the next. This delightful ad appeals to the desire to just take some coffee for oneself. After all, one does deserve it, right? Perhaps just drinking a cup of this coffee each day will become mentally equated with that "time for self" to the extent that it is the daily substitute for real time for self. Maxwell House coffee itself will evoke a feeling of peace within.
Discover Brokerage

The type of appeal used is logical. In this advertisement the company is trying to suggest that a person will be left behind if they do not invest online. However, it also appeals to the emotional side, because a person does not want to be embarrassed when someone realizes that they do not invest online. The persuasive strategies used would be the testimony of experts. The company is claiming to be the expert. The claim is that everyone is investing online and the suggested claim is that you should too. The ad is somewhat truthful in its statement about investing online. However, it implies that the only right way to do so is through Discover Brokerage. The ad also claims that investing online is simple, so anyone can do it. I think the persuasive appeal deserves at least an 8. I think that the ad is very appealing. It’s clever and makes its point. At the bottom of the page Discover Brokerage is in large, bold letters, thus when turning the page i might actually catch the name of the company, as well as the point. I could actually be sucked into using Discover Brokerage. It’s a subliminal message, so when I do decide to invest online Discover Brokerage might be the first company I think of.
Eucerin ad



I. Speaker

The use of the pronoun "Our" makes the reader think that the message is coming from a particular group of people who have generously created their product for those with sensitive skin.   The tone of the ad is most interesting, since it undergoes a slight shift.   The most noticeable text, that which is printed the largest, is "If your skin was meant to get red and bumpy in the sun, you would have been born a raspberry."   Of course, the tone here is playful and jocular.  Everyone knows that in terms of naturalistic teleology, our skin was made to get red and bumpy in the sun, but everyone gets the comparison of raspberries and smiles.  The picture of the heap of raspberries only serves to reinforce the joke and the speaker’s opening playfulness.

However, once the jovial speaker has the reader’s attention, he turns, like a psychologist who has just loosened up a new client with a fishing joke, to a more serious matter.  The rest of the text is more or less serious, at least lacking the opening playfulness, and even authoritative. The speaker’s diction is specially important with regard to his/her/their newly found authoritative tone.  The speaker uses terms like "Eucerin" and "revolutionary super-antioxidant AGR formula" and "broad spectrum UVA/UVB sunscreens."  This is the language of science, which undoubtedly the speaker is taking up to convince the audience of the trustworthiness of the product.  It is doubtful that many readers will know how or why oxidation is dangerous, or what eucerin is, but surely the terminology will impress them and lend a measure of objectivity and reliability to the speaker.  Of course, this terminology also makes it seem as if the speaker is estimating highly his audience’s knowledge of the practical sciences.   Thus, the vocabulary of the ad works to make the speaker sound as if he/she /they are either highly authoritative and scientific or completely trusting in the audience’s intelligence. 

II. Audience

The primary audience whom the speaker is addressing is made up of those who have sensitive skin. The speaker speaks to a person who is somewhat playful and easy about his or her wretched condition of excessive epidermal affectability.  This ad is not one of those heart- defeating acne ads which feature frowning pockmarked teens and their fresh swellings.  The satisfaction that one will receive from using Eucerin is only the mild contentment of the clear-faced young woman in the right hand corner of the ad.  The audience, then, is one that does not take their disease too seriously but would enjoy being rid of its raspberry-red consequences.  Again, the terminology assumes the reader of a certain sophistication and education, one who at least has some sense of what oxidation is and why it is important that a sunscreen cover a "broad-spectrum."   Also, the picture of a young girl, who is probably between twenty and thirty, gives some hint as to the nature of the audience. They are targeting people who are old enough to have kids, as the line "gentle enough to use on kids" informs us.

The appeal of the ad is primarily to the emotions.  It encourages all those who have endured harsh summers of raspberry discontent and embarrassment to enjoy the clear security of the young woman in the upper right hand corner of the ad.  The ad tells its readers that they need no longer suffer form the whispers and giggling of co-workers at their crimson cheeks, nor endure the blunt ribbings of callous children regarding their sanguine skin. This advertisement assumes that its readers value physical attractiveness and emotional security based on one’s physical attractiveness.  It also assumes that its readers value treating the subject with light contempt, not making a big deal of it, so they seem to be above it. The ad assumes also a respect for doctors: "#1 dermatologist-recommended brand."

III. Aspects of composition

The ad attempts to appeal to its reader first and foremost through a light humor that touches on a potentially deeply felt insecurity. The appeal is not bluntly, but jovially pitched to the emotions, again, so that the reader will laugh at her condition instead of weep. The most prominent mode of persuasion that the ad utilizes is its objective and scientific language.  How can the reader doubt such knowledgeable language?  How can the reader doubt the "#1 dermatologist-recommended brand"?

One interesting technique that the ad employs is that of highlighting the most important phrases or clauses in yellow.   For instance, the phrase "works unlike anything else" is highlighted in yellow.  This technique is for those who are not emotionally devastated by their overly sensitive skin and wish only to skim over the ad.  Also, the phrase, "gentle enough to use on kids" is highlighted, surely to touch the heart of every tender mother who looks with dread at her child’s overly white skin.

The diction and the syntax of the ad are a curious mixture of formal and informal. The formal language would be the scientific terminology, which I have already discussed. The diction and syntax of the primary part of the text --"if your skin was meant to get red and bumpy in the sun, you would have been born a raspberry"-- is both simple and even-ill formed.  Note the simple diction: "skin," "red," "bumpy."   Also note the ill-formed conditional: the subject of the opening clause is "your skin," but the subject of the second phrase is "you"; if THE ADVERTISERS were being grammatically precise, they would have made the subject of each clause the same.   They would have said, "if your skin WERE meant to get red a and bumpy," instead of "WAS meant to get red and bumpy."  This mixture of high and low diction and syntax is intended to mirror the knowledge and sophistication of the ad's audience.

Goodnites ad



This ad catches our emotions instantly when we observe the young boy huddled against the wall.  After reading the heading our interest is aroused by the "cold, wet and alone" being replaced by the "cold, wet and surrounded by friends."  I was puzzled when I found the ad. I pictured a shelter for homeless children after finishing the first sentence. Then as the second sentence replaces what seems to be a bad situation, "alone," with a better one, "surrounded by friends," I became intrigued.  I had to read the next paragraph to realize that the ad was addressing the problem of bedwetting.

The text then begins to break down the problem and show that bedwetting is natural by explaining that seven million children wet their beds and it is not their fault.  Therefore, something must be done to give these children the security they need to lead fulfilling lives.

After making a logical case as to why one should buy the product, the ad agency returns to an emotional appeal by stating the other benefits that come from wearing Goodnites.  By using words like "he" and "you" the ad is trying to spark the emotion between a parent and child. Stating that since he's the only one that knows he is wearing them he gains privacy, independence, and confidence.   What parent would not want these things for their child? Knowing that he does not have to worry about wetting the bed is going to allow the boy to sleep easier, and in turn you no loner have to worry about him (or your child) lying awake and afraid so you can also sleep easier.

Ending with their catchy slogan--"Goodnites mean good mornings"--in bold type insures that readers will recall the product name if this problem affects their family.  In addition, the picture of the product’s packaging is another memory aid that will be recalled if a parent is out shopping for products of this type.

Hennessy Ad

This ad plays on the supposition that women do not want a commitment with a man, and that women today are too independent for a commitment. This idea goes against what the whole magazine's message is about, which is relationships and sex. Magazines today display ads with topics such as "50 ways to tell if your boyfriend loves you" or "10 ways to tell if he’s cheating." Most of the articles in magazines for young women focus on relationships and sex.
This ad also implies that when women are having relationship problems, they should want alcohol to soothe them. Maybe this ad also says that if a women drinks Hennessy that there will be men chasing after her for a commitment, which is what women really want according to this magazine.
The coloring of blue and black hues suggests nightime, but the facial expressions do not suggest fun on the weekends or going out. The words at the bottom "appropriately complex" are ambiguous because the ad itself sends complex messages, but is saying that Hennessy is appropriate for a woman’s complex relationships.
The last noticable characteristic of this ad is that this couple has nothing to do this the alcohol. The ad creators are appealing to one's pathos, or emotions. There is also a sexual undertone with the words "creme brulee": she only wants sex.
Tenor= underlying idea
Hennessy will save your real problems and make a guy want a commitment with you.
Vehicle= Hennessy
I found the ad to be somewhat troublesome but a great psychological ad. I think that combining sex, relationships and the want for alcohol is appealing to young women who are going through relationship problems.

Hydroxycut ad


Shape magazine is a monthly publication devoted to women’s fitness.  This magazine features a variety of articles and print ads that focus on diets, exercise, and beauty.  The current January issue published an ad for a new weight pill called Hydroxycut. This product promises to increase energy and decrease weight with a 100% natural, clinically proven formula.

Hydroxycut’s one page layout catches the eye with vibrant colors and pictures.  Approximately 70% of this ad is dedicated to the use of images.  A before-and-after picture of a woman by the name of Marla is situated toward the center of the page with bold print that reads, "I lost 35 Lbs!"  The before picture seems to show Marla at home prior to her weight loss with unkempt hair and no trace of make-up.  The after photo that is juxtaposed against this has a much thinner Marla posing with defined muscles, heavy make-up, and a new hair style.  This contrast is meant to visually shock the readers and pique their interest in this apparent miracle drug.  The left of this ad is composed of yet another after picture of Marla looking extremely fit and exposing her mid-section.   These pictures seem to serve as a visual testimony that conveys to the reader, "Look at me!  If I can do it, you can do it!"  The actual product is displayed in the bottom right hand corner of the ad with a text inscription of what Hydroxycut claims to do.  To the left of this is  the smallest image on the page. This picture features an attractive female doctor who apparently recommends Hydroxycut because she has used it herself.  Once again, the reader is shown the wonderful results of this revolutionary formula and is presented with the "expert" opinion of the person we are supposed to trust the most–-a doctor.

A majority of the text in Hydroxycut’s ad is composed of highly dramatic testimonials.  The headline is the largest black front on the page and reads "Losing 35 pounds was so easy with Hydroxycut!"  The quotation marks alert the reader that this is a personal declaration. Furthermore, the words "so easy" are underlined and italicized in order to drive home the convenience appeal of this product.  Beneath the headline is Marla’s complete testimonial in a smaller red font.  The first sentence of this paragraph is clearly an effort to identify with the masses.  Marla says "like millions of women across America I struggled to lose weight."  Here she is telling the reader that she used to have the same troubles that they do until Hydroxycut changed her life.  She then states, "I quickly lost 35 pounds of ugly fat from my waist, butt and thighs."  The word "ugly" is quite harsh and could produce a negative effect on the confidence of the reader if he or she carries a couple of extra pounds.  Marla concludes her testimony by expounding about how wonderful Hydroxycut is and how it has transformed her life and could do the same for the reader. The combination of such an impressive statement and striking photos is a very influential selling technique.  This ad is quite a dominant appeal to pathos. The issue fo weight and self-conceot entails emotion on many levels.

The paragraph in the center of the layout is an address to the reader from he makers of Hydroxycut.   The first sentence reads, "Hydroxycut has quickly become one of the most popular weight-loss products for men and women all across America."   The makers of this product are trying to get the reader to believe everyone is using their product so iti must be effective.  The celebrity factor then comes into play with the sentence that states, "It has been featured on commercial TV networks nationwide, and used by television actors, fashion models, and thousands of Americans for one reason--it works!"  Readers now are being asked to believe that they can look like a model or actor simply by including Hydroxycut in their lifestyle.  The claim that Hydroxycut will give you "fast, natural weight loss" is restated once more.    However, this phrase seems to be an oxymoron.   Common sense tells us that natural weight loss does not occur rapidly.

The very bottom of the page contains two lines of small font with an explanation of the asterisk which appears through the ad.    Here we learn that, "Results are not typical and depend on your diet and training program."  This is the first mention of diet and exercise on the page.   Until now, this ad has been rather deceptive because it has been trying to convnce the reader that Hydroxycut was the key ingredient to permanent weight loss. The disclaimer also mentions that. "average weight loss expected is 8.4 lbs in 8 weeks."   Losing one pound a week should not be considered fast.  The makers of this product have taken an individual that supposedly had remarkable success with their product and they have exploited their results. 

This ad is quite misleading to the public and employs a number of illusive persuasion techniques. Hydroxycut’s campaign offers many false promises while inflating the hopes of the reader.  The quick-fix approach has been successful for a number of weight-loss products in the past.  The manufacturers of this product obviously hope to attract consumers by preying on their emotions as well as their wallets.

Lubriderm

"Dry skin is one thing....But extra dry skin is a whole different animal."
The first thing that would pop into my mind while observing this article would be -"Who wants to have skin that looks like an alligator?" As a woman, in many instances, appearance is #1, right? This is an obvious message that is portrayed in the article. I think the article plays with all three of the concepts that we are studying:
1. Ethos- (self that is projected)- Who wants to have scaly skin? Smooth skin is considered beautiful. That is why thousands of women pay for plastic surgery a year. It is better to look good. The ethical appeal is by far the strongest because it can be the most logical. It also doesn’t help that there is a beautiful model sitting in the chair that has FLAWLESS skin, and her toe is touching the skin of the alligator to give you the "yucky" reaction. Who wants to feel "yucky"?
2. Pathos- (emotions)- If you have Lubriderm-Advanced Therapy- you will feel better about yourself, and more "accepted." It may even foster self-esteem for a person that doesn’t consider herself "pretty."  The ad  also says that it "heals"skin, thereby making the reader think she has an illness that can be cured. (not to mention the vitamins and nutrients, so it’s good for you too!!)
3. Logos -(logic)- Lubriderm is the best lotion because it is a different lotion. Dry skin is apparent in everyone’s life, but Lubriderm can change that.
This article is a classic example of something that portrys a "fix all" concept. All of your dry skin problems will go away if you use Lubriderm. The key word in this ad, though, is Advanced Therapy.  It makes the reader think that she is getting high quality lotion. These are the assumptions implied and suggested. The very methodical use of words in this article contributes to its effectiveness as well:
"Uncomfortable feeling, tight" - Who wants to feel uncomfortable?
"Enriched" - has the connotation of being enhanced, higher quality
"Advanced Therapy" - "above the normal". Therapy has the connotation of some type of "ongoing treatment" with the end result being better than when you started.
As a whole, I think the advertisement is effective because of the visual metaphors in the picture.  All they really needed was the lady, the alligator, and they could have placed the bottle of Lubriderm on the alligator's claw with the words: "It’s that simple." By doing this, the reader is going to come to the same conclusions. It would just be less wordy, and less is more!
Advertisement Analysis: Mercedes-Benz 2000    

This advertisement for the Mercedes-Benz 2000 series automobile uses several affective rhetorical devices. Initially, the visual appearance of the ad gives the impression of a classical and nostalgic item. It is also important to note the proxemics of the car itself (hidden in the bottom right corner). This gives the viewer the perception that the name and persona of Mercedes-Benz speak for itself.  Other rhetorical devices are as follows:
Type of appeal used? I think that this ad is driven by ethos, or ethical appeal. Now the speaker is the car and the strength of the ad is the name quality of Mercedes-Benz.
Persuasive strategies used? This ad also subtly relies on celebrity testimonials. Not that Jackie Robinson, NASA, or Ernest Hemingway is saying drive this car, but the quality of their legacy and name is directly tied to that of Mercedes-Benz. There is an understated quality to the ad that makes us believe that the car does not need loud graphics or even a large profile picture of the automobile. The ad is built on a visual tetracolon climax, with a series of four.  Further, the ad builds on the tendency to read left-to-right and top-to-bottom, which leads to the final image of the Mercedes. 
What claims are actually made? The slogan, "Sometimes words can be hopelessly inadequate," seems to portray that this car, much like the people and event in the ad, were more-special than words can describe. This claim leads the audience to believe that this is not an average car but something exclusive.
What claims are suggested or implied? The implication of this ad is that as a driver of this car we are experiencing something special and nearly monumental.
What are the underlying assumptions? The assumption that I get from the advertisement is that you have to have a certain quality to drive this car. You have to be able to appreciate Hemingway, Robinson, and the moon walk and their significance to be able to understand and appreciate the Mercedes. This is an elitist appeal that makes you feel a part of a special group.
How much truth is conveyed be the advertisement? There is some truth in the ad. It is true that sometimes words do not properly address the person or event (as evident by the 3 captions). But that truth is then stretched to include Mercedes as a monumental experience.
Rate the advertisement? I give the ad about a 7 because the ad is subtle. You will probably not be won over the first time you see the ad but as you see it more you will pick up on the underlying meaning of the image. It becomes a credible ad because of the elitist persona that is presented by expensive and quality cars. Obviously, the ad contains a great deal of understated style and class. That would naturally find an audience of people who want to identify themselves in their car.
MSN ad 

The persuasive strategies I initially noticed in the advertisement are mainly directed towards the occupied parent or responsible person.  The picture of the twin boys implies they are having a good time with a need to be raised properly.   The dashed-line offers questions that a parent or parents may have regarding their personal sanity (money), as well as teaching their children valuable lessons (People & Chat), such as sharing.  The curving line continues and touches on available information on hyperactivity (Search), and purchasing books on raising twins (Shopping).   The final icon in the sequence is the MSN icon, which offers a way to obtain all the information mentioned. 
The sentence, "MSN has everything you need . . . and everything you want when you get there," appeals to the reader's pathos, or emotional appeal.  It appeals to the rational person who is looking for the next "upgrade" or "better" way to access the Internet. It gives the impression that the online subscriber will have no more worries while using the Internet through MSN.

The curving of the dashed-line along with the children playing implies not only that you can find  endless amounts of information, but also that you will have fun doing it.  This idea appeals to the logos of the person reading the ad. The open sky that encompasses around 90% of the ad offers feelings of freedom and endless possibilities. The text is small and aligned to the right, directing  the reader to notice the twins playing while reaching up into the open sky. 

The slogan "More Useful Everyday" offers the final and most important reason to subscribe to MSN; it always updates.   There are also a suggestive phrases in the text, such as, "Built with advanced technology," "the most popular E-mail and Search," and "a great alternative to AOL." The three italicized words appeal to three different types of people.  "Advanced" appeals to the intellectual who desires to have the most recent updates in software. "Popular" attracts people concerned with having the software with the best chance of impressing others.  Finally, "alternative" appeals to the sub- and counter- cultures.

I give this ad an 8 because it is fun and has the tendency to enhance the mood of the reader. The ad also includes a wide audiences and does its best to include the various types of people who use the internet.
GranGala ad

"The guy who ends up with the most toys wins."  The difference between boys and men is that the toys are more expensive."  "Bad toys for big boys."  The list goes on.  Men are intrigued, enticed, and women feel indulgent, amused, superior. 
There they are, leaning against a tree, smoking the cigars that aren’t allowed in the house.  They bought out Orvis, they’re so happy, and they haven’t caught any fish.  The photo is in sepia tones, warm and masculine.  It’s a great portrait of the boys’ day out, doing male bonding;  they have been photographed in their natural habitat.

But wait. The reader takes "one delicious sip of GranGala" and all is revealed.  Well, who exactly is going to take a sip? Perhaps the men, perhaps the women who are reading the copy.  There is something vaguely condescending about the whole thing. Those guys aren’t out in the outback with thousands of dollars worth of fly-fishing gear and a bottle of Triple Orange Liqueur.  How could they get it in the flask?  And what if some of the other guys found out?  NO, it's Black Jack or single malt twenty- five year old Macaulay for them. 

The ladies are sipping the orange stuff, considering the original question, taking it from the top. The fishermen don’t know they’re being observed; they are being indulged by their ladies, and by the readers, who also are most probably women, because after all, the ad is on the page of La Cucina Italiana, and women are apt to be the target readers. There is pathos: they are amused and they love their men, and the men are having a great day.  There is ethos: the copy writer knows about men and toys.  There is logos: who could refuse the "favorite ultimate margarita"?  This GranGala is really good; after all, it's "fine Italian V.S.O.P. brandy and aged in oak casks.  Real Oak.

It is an orange liqueur, so the pun is appropriate, but it just isn’t convincing.  The alligator waddling across the TV screen for dry skin is convincing.  I went to the internet and looked up paronomasia, calembour, malonym, and here is my great confession: pun.   Nothing quite explained the "orange" form of the verb to be.   My answer to the writer’s question was a definite "no."    "Grand Marnier’ is the orange liqueur that I think of, or "Triple Sec,"  or "Mandarin."  This ad fails in convincing the reader that "GranGala" is worth buying.  "If it ain’t broke, don’t fix it";  I’ll stick with a familiar brand.  The ad gets a 6 for being a nice try.  . . .
Proactiv ad

This ad is being delivered by two different people, a person who has used the product and a doctor who is promoting the product.  Pictures of the doctors who created the product   appear in the ad.  Words such as "our" and "we’ll" lead the audience to believe that the ad is written by the doctors that created the product although I am unsure which one is actually doing the speaking.

The speaker sounds like an experienced doctor, either Dr. Kathy Fields or Dr. Katie Rodan.  The speaker sounds polite and confident.  When the speaker gets the money back guarantee,  the voice seems to change somewhat, becoming more sure of itself and a little more stern.

The speaker's voice sounds like it is more into intimate conversation because it is being delivered by a woman who is a doctor.  Usually a doctor is someone you trust with your personal health and whom you confide in about things you would not necessarily talk to someone else about.  A doctor is usually understanding and sympathetic and sure that the cure that they give for an ailment will work.

The doctors who are pictured are pretty and blemish free, which gives you the impression that if you use this product, you, too, will be pretty and blemish free.  Also, since they are dermatologists, trained at Stanford, their rapport sends a message of apparent sincerity.  

The speaker in the ad is more knowledgeable about the product than the audience because the speaker is the one who designed this product.  The speaker is very proud of  this product because of what it can do for you and because it was created by her and her partner.  There are no indications that the audience should not trust the speaker's message because the doctor that designed the product is the one promising it, and presumably she would not promote it if she did not believe in it herself.

The advertisement is addressed to people with acne. I believe the speaker of this ad imagines the reader to be a woman somewhere between the ages of 16-40+.  The ad was in a woman’s magazine, which of course attracts women to the ad, but the ad could also attract women to buy it for someone that they know, for instance their children, male or female.  The ad shows a 31-year-old woman who is praising the product.  She is a mother who cares about her children and her husband and what they think of her appearance.  Her letter recounts her successful use of the product and how much it helped her outgoing personality that was hidden before because of her acne.

The advertisement expects its readers to be somewhat intelligent, because the majority of the ad is in written form and it covers the entire page.  If you did not read the ad, you would basically not get the point of the product, unless you figured it out just by looking at the before-and-after picture of the woman who used the product.  The ad targets audiences that care about their appearance.  I would include myself as part of this audience, and if I was in need of this product, I would certainly take the time to read about it in the ad.

The need the ad is addressing is the need of feeling confident about your appearance in the eyes of yourself and others. The need is directed to the emotions, feeling happy and confident about yourself and your appearance because you have clear skin. The picture in the ad targets those with acne who can be cured by using this product. The ad shows a picture of an unhappy-looking woman with acne.  The next picture shows the same woman with clear skin and a big smile on her face after she has used this product.  This ad suggests that if you are unhappy with your complexion, use this product and then you will be happy.

To encourage readers to call the number provided to order the product, the ad shows the testimony of a woman who has used the product with successful results.  Her letter is handwritten, thereby making the ad more believable.   It also shows a picture of the woman to back up its reliability.  The rest of the ad shows a picture of the dermatologists who created the product, giving an impression of scientific authenticity as they explain why this product will work.  It also offers a money-back guarantee: even if you have used the entire product, you can just send the empty bottles back for a refund if you are not satisfied.

The audience is attracted to this ad because of the picture of the woman with acne and then without acne after she has used the product.  Feelings of embarrassment and self-confidence are played upon.  The most prominent modes of persuasion are the pictures and the testimony of one of its successful users.

The direction used in this ad is not above the target audience's head.  Even though it is presumed to be written by doctors, words are carefully chosen to give a sympathetic and understanding connotation to the problem being addressed.  
Advertisement for Quaker Oats

The advertisement for Quaker Oats does quite a few things.
1. The header in simple terms mirrors the simplicity of the act of lowering your cholesterol.
2. It also shouts out its health benefits with the large number six. Color is important here. The logo color of the six and its surrounding circle are loud colors thus calling attention to the passing reader. But also it draws you in to the faces of these healthy looking, but older women.
3. The part about inner beauty is important because it parallels setting. The setting of the beauty shop implies that not only will you be beautiful on the inside buy also on the outside. Because this magazine is targeted to more conservative, older readers the women are identifiable.
4. Also by listing their names the reader gets the feeling that these women are not models but actual run of the mill people.
Roxio ad 


I found this ad for a Roxio CD burner in Maxim, a men’s magazine.   The first thing that caught my eye was the complete chaos--books, papers, photographs, and files dominate the ad, even serving by way of a coordinated tan color scheme to obscure the man in the center of the ad. The chaos invites a closer look, and I found myself examining individual objects along the shelves and in the floor.  The overall concept of the chaos works well to reinforce that the man kneeling in the center of the page is a multi-talented, creative, intelligent individual with wildly divergent interests; he obviously needs something to pull them all together.  The man himself is a generic twenty-something "dude" with messy hair and an appropriately perplexed look on his face.  With his brown slacks and mock-old-fashioned shirt, he appears to be the sort of techie that can code software for days straight on nothing more than willpower and the occasional Code Red: Mountain Dew.  Like many of this new tech-oriented generation, he is a smartly sexy (or sexily smart) guy who has a life beyond this computer even though he’s obviously immersed in the technology. Thus the ethical cornerstone is laid out for the rest of the ad. 

The text itself begins with "Get organized," and focuses on the convenience of the product and the reputation of the company that makes the product.  We are led to believe that the entire contents of this room could be stored on CD’s, which would fit into a neat little stack beside the computer in their nicely personalized jewel cases.  I do think it is amusing that they list "MP3s, vinyl, [and] cassettes" in order to make the list look longer, when "music" would have sufficed. (After all, they did not divide data into text data, game data, work data, etc..)  In any case, the CD burner has "Easy" in the title in another play on the product’s convenience.  An appeal to the smart tech consumer assures that Roxio’s product is "the best selling CD burning software in the world."  In a final appeal to vanity and a reminder of the software’s ease of organization, Roxio reminds you that you can even have "personalized jewel cases for each disc."  The text ends with a referral to the website, and a final note that Mac users won’t be left out in the cold-this is important in terms of the company’s image because Mac users are typically viewed as the rebels of the tech world, somewhere up there with Linux users.  (For example, note that the Mac program is called "Toast," a clever play on burning CD’s, while Windows is "Easy CD Creator," focusing on user-friendliness.)  Most software today favors Windows over Mac.  In an italicized addendum for those who are constantly upgrading their systems, Roxio states that the software is now XP compatible.   All of this text is offset into the picture itself, taking a fair-sized rectangular chunk out of the chaos; this strategy is more effective in terms of suggesting the software’s organizing abilities than pasting the text right into the picture.   This tactic leaves some much-needed white space in an otherwise-busy graphic.   Roxio’s emblem is a CD on fire (flames pointing to the text), set of course into the lower right hand corner of the page for maximum viewing potential.

This ad focuses largely on an ethical and logical appeal for the smart consumer.  Roxio is assuming that its audience knows a little bit about computers, and the man kneeling in the center of the room is the ethical image they would do best to project: that of the harried (though smart & attractive) techie.   It is an image most of us can identify with these days, especially when coupled with the projected image of a company that’s not just a bunch of stuffed-shirt execs--no, they know that personalized jewel cases and Mac users are important.   Logical appeals on the convenience of the product and reputation of the company reassure intelligent customers that Roxio is worthy of their attention. All in all, I think this is a successful ad.  I like it, which is one of the reasons I picked it.   I must admit that after reading the ad a couple of times, I had to log on to roxio.com to see what the product was all about.
Analysis of Softsoap Body Wash

I selected this particular advertisement because I feel there were some interesting persuasive devices at work in it. First of all the emphasis of the ad is placed at the far right hand side of the page to attract the attention of anyone casually glancing through the magazine. The picture within the ad depicts a fantasy-like scene of a lovely women surrounded by beautiful wildflowers being bathed by what looks more like a tropical waterfall than your typical shower spray. The use of bold and colored text helps to draw the reader’s attention to the words "escape" and "relax."  The monochromatic element within the ad helps the reader’s eye to flow easily from top to bottom and before you know it you are reading the name of the product. The elements that stand out from the lavender color scheme are the lavishly colored flowers in the shower and the brightly colored bottles representing the product. Lastly, something I felt was a small but well-used detail are the lady's clothes  carelessly dropped in the bathroom. The reader can not quite make out what she was wearing, but we can tell that it wasn’t old blue jeans or ratty sweats. This is obviously a business suit of some type insinuating that this women is of a certain class, a woman of taste and distinction.
Target ad

Target Audience: readers of O (Oprah's magazine)--so primarily women in the 25-45 age range.

How this ad works:

This ad is successful because it works on many different levels. Ultimately, it offers the audience a way to feel better about spending money at Target by offering to donate a percentage of the bill to a second school of their choice. Why feel guilty about buying that new dress if you know 1% of it will go towards little Johnny’s elementary school?

Ethical Appeals:

The advertisement uses actress Marlee Matlin, a woman who has publicly struggled and succeeded in the entertainment industry today despite having the disability of being deaf.  Her hard–earned success gives her automatic credibility with the audience.

The teacher that influenced Matlin is a nun, Sister Jane Endee, and is pictured smiling and holding an old book, also lending a degree of credibility, since she is a woman of substantial religious belief who took the time to invest in the life of child with special needs. 

The fact that Target is willing to put a portion of its earnings into an educational fund helps to increase its respectability with the audience.

Emotional Appeals

The picture of the two women smiling and sitting close together appeals to the emotions of the audience as it implies a close and personal relationship. Also included in the advertisement is a picture of Matlin when she was in sixth grade, giving the reader a literal sense of the "then" versus "now" image and the various accomplishments that she’s had since then.

The quotations that overlay the picture add to its emotional content: "Miss Endee said you don’t just listen with your ears" and "I learned to understand with my heart." In order to overcome the difficulties of having a disability, Miss Endee reached out in a special way to Matlin and helped her succeed.

Also appealing to the audience’s emotions are the feelings inspired by the success of overcoming difficulties, all due to the help of an involved teacher. Since Matlin can point to an individual teacher that has helped her to overcome difficulties in her life, it makes the readers think of teachers in their past who have influenced them.  The ad even directly addresses the individual reader when it asks, "Who’s your Miss Endee?" in red ink, at the bottom of the page.

Logical Appeals 

This ad implies that if you have to go out and spend money at a store, you might as well be investing it in a good cause at the same time. Because of the strength of the ethical and emotional appeals in persuading the audience, this appeal does not have to be as strong.

