Language and Advertising (Part 1)
· Last year advertising spending was 550 billion USD
· Advertising is use of language and non-verbal (images) to pursue customers to buy the product
· Bringing outcome desirable for manufacturer and advertiser

I. Advertising and Modern Society 
Types of advertising
· Non-commercial. Ex. Charity fund raising
· Commercial 
· Goodwill/prestige – not trying to sell particular product or service, but try to enhance the name/image of a firm. 
· Industrial/trade – Communication more among equals. Target other companies, so greater emphasis on factual information. 
· Commercial consumer advertising – Inequality in knowledge about product. 
· Classified – limited effort to attract attention. Two or three lines about the product. More equality between advertiser and reader
· Display – more efforts to attract attention. More inequality in knowledge about advertised product/services between advertiser and audience 
· Commercial advertising is a part of capitalist market economy, with 2 particular features facilitating its growth: 
· Mass industrial production with the supply potentially outweighing demand 
· Mass media relying on advertising revenues
· For major newspapers, most of the pages are advertisements, most about revenues.
Global advertising spending by media
· Not much change of advertising in TV, radio, outdoor and cinema
· The big changes in global advertising are newspaper and magazines. 
· Internet has taken over as second most important advertising media in the world. 
· In Canada and UK, internet has become more important than TV. 
· Globally, TV still remains most important as advertising despite increase in internet advertising.
Categories of ads on internet 
1. Advertiser-created 
a. Mass-delivered to specific addresses (spams, like flyers)
b. Pop-up ads/commercials (on YouTube) 
c. Brand pages (Facebook, to create fan community, designed for most loyal consumers)
d. Banner ads – whenever we search things on google, it selects out ip address and sell it to the advertisers so the banner ads always pop out. 
· More control that we see it on the screen but we need to click it to see it. 
2. Collaborative endeavor
a. Craiglist, kijiji (like classified)
b. Viral advertising – most ads created by advertisers and transmitted by internet users through social networking sites (SNSs) – collaboration between advertiser and audience
3. User-created (consumer-generated advertising CGA)
a. Electronic words of mouth – messages concerning consumers’ experiences with products/services, either through posted ratings or through SNS.
b. Parodies of commercial ads 
· (1a), (1b), (2a) – not different at all from advertising through other media. 
· (1c), (1d), (2b), and (3) – allowing internet users more active roles, although advertisers still play prominent roles in first three. 

II. Linguistic Mechanisms of Advertising Effectiveness
Metaphors
· Ex.) The Virginia Slim cigarette advertising campaign “You have come a long way baby”
· Started with 0 in 1960s, but in late 1980s at the peak of cigarette market share, this brand sold billions of packs. Since then, the share by Virginia slim dropped because the company no longer advertise that much – because they have high consumer loyalty, female who started buying this cigarette kept buying from this company, so the company didn’t want to spend that much on advertising
· Commercials – Image of achievement for women to smoke cigarette, enjoying their freedom, liberty. Smoking is symbolism (and celebration) for women’s freedom and independence 
· Metaphor: “You have come …” – you arrive at destination – you get to the destination where you wanted after a journey where you can enjoy yourself by lighting up a cigarette. The ‘destination’ is Virginia slim. (Sense of achievement) 
· Long journey for female freedom and independence, and they finally arrived at achieving, so there needs to be celebration – which is smoking cigarette 
Prototypes and Fuzzy Sets
· Prototypes – things that fit in to a particular category. Ex.) Not like how tomato is debatable whether it is vegetable or fruit – apple, grape, orange are prototypes of a fruit, carrot, lettuce, broccoli are prototypes of vegetable. 
· Tomatoes are fuzzy sets having fuzzy boundaries
Gricean Postulates and Conversational Implicatures 
· Examples from advertising
· Advertisers don’t directly say the superiority of the product, but it is the audience who perceives it as the best product – rely in implications
· Don’t directly 
· 2 implications 
· (2a) – citrus hill orange juice is so yummy compare to other brands of orange juice 
· (2c) – citrus hill is yummy in comparison to plain water. 
· In the minds of people when the girl is comparing the orange juice, we think she is comparing with other orange juice, because that is the relevant comparison
· There are more than one implications, but we rule out some of those implications. 
· Because we assume that advertisers try to sell the product by comparing with competing brands. 
· 1a) dial is the best soap, 1c) dial is as good as any other soap. Therefore, you cannot find a better soap than Dial. 
· Gricean postulates and conversational implicatures
· According to philosopher of language, Grice, suggested that a sentence (s) conversationally implicates a proposition (p) 
· The literal meaning of S
· General principles/postulates governing speech interaction – 
· The context of interaction, including the background knowledge shared by the speaker and audience 
· Speech of interaction is governed by principle of cooperation among speaker, listener, audience. People cooperate by generally adhere to the following conversational maxims 
· Maxim of truth
· Maxim of evidence
· Maxim of relevance
· Maxim of strength
· Maxim of parsimony
· Maxim of clarity 
· In general, conversational implicatures are arrived at on the assumption that all parties to a speech interaction follow the maxims. It is on the basis of this assumption that (1b, 2b, 3b) are inferred respectively from (1a, 2a, 3a). 
· Conversational implication (involve background knowledge) vs. conventional implication 
· Conventional – When using “WH” words (where, when, why …) – Implies factual nature, nothing about background knowledge, simply convention (2a)
· The pragmatist position on advertising truth – advertisers are responsible also for the truth of conversational implications as in (1b, 2b, 3b) involve background knowledge of conversation. 
· The literalist position on advertising truth – advertisers can’t be responsible for )1b, 2,b, 3b) because the arriving at those implications are the consumers. It’s consumers’ assumptions about a conversation. Advertisers can only be responsible for literal meanings of the message plus the conventional implications 
· Responsible for logical entailment:
· (4a) Mary had her dinner and John had this
· (4b) Mary had her dinner 

III. Language and Non-Verbal Symbols in Advertising 
The USP principle vs. Image School 
· The USP Principle – “Unique Selling Proposition”
· For advertising message to be affective, advertiser needs to make very specific proposition to consumer. 
· Ex.) Buy X, you will get Y. If you pay more, you will get a chip that will make your laptop faster. 
· Proposition has to be unique, that competitors cannot or do not offer, without dwelling on miniscule and insignificant differences  
· Need to provide strong and compelling reason to purchase
· We need to language to make specific strong and compelling claim. 
· Advertisers can use visual images and they are valuable but not sufficient by themselves. You can’t not advertiser just with images. 
· Rational human being rational choice 
· The Image School (Vance Packard)
· When you make a claim to language, it can be challenged. But it is more difficult to challenge the meanings evoked by non-verbal symbols than explicit claims made through verbal messages
· The rising importance of non-verbal symbols
· Internal structure of an advertisement: 
· To attract attention – viewers skip a commercial unless the commercial can attract attention in the first 1-2 seconds (It is possible with context of technology – remote control allowing TV viewers to skip commercials) / also because with increasing number and competition within the same product category
· To arouse interest / To stimulate desire / To create conviction / To get action (to buy advertised product)
· Emotion & identity 

IV. The meaning of Consumption and the Consumption of Meaning 
Product Differentiation: The meaningful order of advertising messages 
· Ex) Chanel 5 – considered as best leading product, and later launched Chanel 19
· Why would a company make another branch – they needed different message. Couldn’t put another message on Chanel 5, so they needed to create a new one to put the different message. 
· Chanel 19 advertisement – Appeal to women who saw themselves as new generation, as independent, liberal, outspoken      
· Chanel 5 – images of traditional beauty
· This illustrated that buying a product – also buying its meaning and an identity of oneself 
· Make it different from competitors, with using USP or Image school 
· Pierce’s typology of signs 
· Icon – relation of similarity 
· Linguistic icon – ‘meow’ – what it stands for, the sound cat makes 
· Indexical relation = physical juxtaposition 
· Smoke is index of fire 
· Symbol – neither similarity nor physical juxtaposition 
· Advertisers also use VALS (Values, Attitudes, Lifestyles) created my Arnold Mitchell – when it comes to VALS, there are different sense of identities
· Actualizer – people who see themselves as successful, active, self-esteem, open to changes as consumers
· Believer – conservative, conventional. As consumers, they are conservative and predictable, favouring established brands 
· Other profiles – fulfilled, achievers, experiencers 
· [bookmark: _GoBack]In society, there are different types of people with different sense of identities, so to capture different segmentations in the market, you need to establish different brands even within one company (example of Chanel) 
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