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Media Awareness
Companies appeal to consumers in many different ways to persuade them to buy their products.  Listed below are some advertising techniques that are used by advertisers.
1. New Improved – Products are called “new” or “improved” to encourage us to try them again. 

2. Uniqueness – Advertisers claim their product is “one and only” or “only in Canada”. This implies that being unique and different makes the product special and best. 

3. Unfinished – A comparison is begun but not finished. Ex: “We give you more”, More What? More who? The Comparison implies “more” than other brands but it is not finished.

4. Rhetorical – A question is asked but no answer is expected. Ex: Why not change the things you can?

5. Hidden Fears – Advertisers play on our feelings of fear and guilt… the suggestion that this product will protect the user from some danger.  Ex: A laundry detergent manufacturer suggests that you will be embarrassed when strangers see “ring around the collar” of your shirts or blouses.

6. Slogan – Slogans and songs are used in advertising. Soon we are able to hum the song as soon as we see the words. Ex: “When you eat your Smarties do you eat the red ones last?”
7. Snob Appeal – The product is portrayed as special, important or reserved for a special class. The implication is that if we buy this product we will be special too.  Ex: a coffee manufacturer shows people dressed in formal gowns and tuxedos drinking their brand at an art gallery. 

8. Scientific – Statistics and graphs are used to make an advertisement appear to be supported by scientific proof?

9. Testimonial – Stars and sports heroes are used to endorse a product. Ex: A famous hockey player recommends a particular brand of skates. 

10. Demonstration – Ads may demonstrate how quick and easy their product is to use. 

11. Magic Ingredients – The suggestion that some almost miraculous discovery makes the product exceptionally effective. Ex: A pharmaceutical manufacturer describes a special coating that makes their pain reliever less irritating to the stomach than a competitor’s.
12. Premiums – Ads may offer free gifts or coupons to encourage you to buy the product. 

13. Bandwagon – The suggestion that everybody is using the product and that you should too in order to be a part of the group. Ex: a credit card company quotes the number of millions of people who use their card. 

14. Patriotism – The suggestion that purchasing this product shows your love of your country. Ex: a company brags about its product being made in Canada and employing Canadian workers.
15. Plain Folks – The suggestion that the product is a practical product of good value for ordinary people. Ex: a cereal manufacturer shows an ordinary family sitting down to breakfast and enjoying their product. 

16. Wit and Humour – Customers are attracted to products that divert the audience by giving viewers a reason to laugh or to be entertained by clever use of visuals or language. 

17. Stereotyped – Certain images of what people are and should be are created in ads. Masculine and feminine roles are assigned by advertisers. 

18. Sex Appeal – Women may be used as decorations to sell everything from cars to alcohol.  The message is directed to men and suggests that if you use this product you’ll attract women like the women in ads. 

19. Physical Prowess – Products for men are often promoted as being for the man who is active, adventurous and physical. 

20. Physical Transformation – Products are promoted as having the ability to change you body or your looks. 
