The Language of advertising

The slogan

This usually appears near the brand name and stands out from the rest of the copy in some way; for example because of its size, typeface (font), position or colour. Slogans are designed to be memorable or hold your attention. Remember, language doesn’t just exist in one form, it can be speech, song, poetry, story or drama.

Techniques

Here are some of the techniques advertisers use to create memorable slogans.

Broken rules

· Misspelled words, incomplete sentences, grammatical errors

Repetition of sound 

· The use of rhyme, alliteration (clusters of similar sounding consonants) or assonance (similar vowels)

Word play
· Obvious jokes, puns, double meanings or well-known sayings, songs or quotations

Verbal images
· Strong visual suggestions that widen the range of associations

The following is a list of some, well- know slogans:

Oh what a feeling


(Toyota)

Just do it!



(Nike)


Which bank?



(Commonwealth Bank)

Beanz Meanz Heinz


(Heinz baked beans)

Zoom Zoom Zoom


(Mazda)

Life’s Good!



(LG)

Collect
Collect some more slogans from advertisements.

Explain how the language is working in the slogan to someone who is not an English speaker.

How to read an advertisement

Reading advertisements is a complex skill. Some ads are easier to read than others and it sometimes helps to ask a series of questions about an ad in order to make sense of its meaning and to understand exactly how it works.

These questions are a framework which you could use with any print advertisement. You will not always want to ask all of the questions, or read the ad closely depending on the type of ad that you are studying.

Following is a list of the different techniques use in the construction of advertisements to convey meaning.

 What is it saying? The language of the ad 

a) Reading the image: what’s in the picture?_____________________________

What can you tell about the age, sex, class,

Where’s is the ad set?

race of the different people shown in the 

- Where is it supposed to be and how do you know?

ad from:





- What can you see in the background, what does it

- clothing / facial expression / the direction of
  
  suggest?

  their eyes – who or what are they looking at?


- body language – the way they are posed,

What’s the product?
  grouped, or what they are doing / their


- What kind of product is being sold?

  relationship to each other in the frame  


- Where is the product placed in the frame – if at

              all?

- What can you tell about it from the other

  elements in the ad?

What other objects are featured prominently in

  

the ad and what do they suggest? 

b) Technical codes – how was it constructed?____________________________
What visual techniques does it involve?
Editing
- Drawing, animation, still or moving

- Has the image been edited or treated?

  photography, or just graphics?


- Has anything been left out or removed and if so why?

- Is it black and white or colour? How has

  colour been used and what effect does it 
Focus






- Are all elements in the image in focus? If not, why not?

Lighting






- How has the ad been lit?


Reproduction



- What effect does the lighting create?

- Can you see any other photographic effects used to







  produce the image – eg. filtering, video / film, increasing
Use of the camera in print ad?


  the contrasts, airbrushing out bits of the picture, over or

- What variety of shot and camera movement
  under-exposing the picture, enlarging it or reducing the  

 do you see and what effect does it create?
  image. If so, what is the effect?

Composition and framing


Layout
- What is your eye drawn to within the frame;       - How does the image fit in with the overall design of the ad?

  why?





- Where is the image in relation to the text?

- Has the image been cropped and if so, what
- How much space does it take up?

  might be happening outside the frame?

c) The text of the advertisement _______________________________________


- Where might you buy the publication?
Brand name of the product
- Who else might see it?

- What does it suggest?
- Where in the publication might the ad be placed; inside







  the cover, middle pages, back cover, why?

Slogan




 


- How does it work? How does it relate to the


  images?







How has it been made, by whom?
Copy in print ads



The industry behind the ad
- What does it say about the product?







- How does it relate to the images?

Who was it made for?
- What type of language does it use; who

What can you tell about the producers of the product?

  is it talking to?



- Does it remind you of any other type of ad
Why was it made?
  or another media genre?  


Can you tell anything about the thinking behind the ad?

Typography and graphics 

Is it part of a larger campaign?

-What different type faces are used?

How does it relate to:

-Why were they chosen?



- different ads of the same product




- What other design elements have been

- ads for the same product in another media?

  used to illustrate or explain?


- ads for another product made by the same company?

  





- other ads made by other people


d) The genre of the advertisement ______________________________________



What kind of ad is this?

What does it represent?






The message of the ad
Narrative
Does it have a story and if so, what kind of
What overall message does the ad give?

story?






What roles, models or stereotypes are represented in
Who is it talking to ?


the ad?

The audience of the ad






What ideas, way of life or desires does the ad seem

Who is the ad aimed at?



to suggest?

How can you tell:
- from the choice of images


What values are associated with the product?

- from the product
Where might the ad be seen?
What type of publication, aimed at which reader?


Source:

Samuels, Patricia. “The Language of Advertising.” The Communication Study: Advertising and other approaches. South Australian English Teachers Association (SAETA). 1 Oct. 2008. <http://www.saeta.org.au/viewpage.php?id=278>

Worksheet link:

http://74.125.113.104/search?q=cache:x4PerKDmcrQJ:www.saeta.org.au/files/documents/Year%252012%2520Refresher%2520Course/2007/patricia_samuels/The%2520Language%2520of%2520advertising.doc+language+of+advertising&hl=en&ct=clnk&cd=20&gl=us

