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PERSUASION?

A means of convincing people:
to buy a certain product

to believe something or act in a

certain way

to agree with a point of view



COMMON PERSUASIVE
TECHNIQUES

-‘Bandwagon
“Plain Folks” appeal
Repetition Purpose:

‘Testimonial

-Emotional appeal
-Humor

‘Rhetorical question




AUDIENCE AWARENESS

Advertisers know how to:

Target their audience

Use appropriate & effective persuasive

techniques

To be persuasive, you must be cognizant of

your audience.

Your audience should be scouted, or
analyzed, before choosing your persuasive
appeal(s).

Predict the mood, or temperament, of the

audience.



AUDIENCE AWARENESS

- There are 4 types of audiences:
» Supportive - the easiest audience to address, because the
members are ready to welcome you and your ideas.

» Uncommitted — neutral. Neither for nor against, simply

needing information in order to make a decision.

- Unbiased — free from preference one way or another.

“IT IS IMPOSSIBLE TO PERSUADE A MAN WHO
DOES NOT DISAGREE, BUT SMILES ™

MURIEL SPARK

(3 Lifehack Quotes




AUDIENCE AWAREN ESS

Indifferent — difficult
because members are
apathetic.
- Often a captive
audience.
Opposed - a hostile
audience, against your

viewpoint

Audience Analysis:
- Marketing agencies
analyze audience

to “target” ads with
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BANDWAGON

A statement suggesting that everyone is
using a specific product, so you

should ‘m”




REPETITION

The name of a product, or an
RO BN, 1dea, 1s repeated multiple
& times throughout an
| advertisement or a speech.
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TESTIMONIAL

A well-known person supports a product or
service.

il
DWIGHT HﬂWAH[i LOVES VITAMIN WATER




EMOTIONAL APPEAL
(PATHOS)

A person is made to have strong feelings about a
situation or product

Meet Ofi

Be a hero for animals.
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Don't let ancther animal be a victim of
cruel and senseless abuse. Act nows







RHETORICAL
QUESTION

n effect. No answer 1s




APPEALING TO YOUR
AUDIENCE

Once you have analyzed your audience, it’s time to
decide how to appeal to it!

If your job is to convince an audience, then you

must present an appealing image and/or message.

The Art of Persuasion (Rhetoric - Aristotle)

The persuasive power of speakers depends on 3
things:
Ethos - their credibility.
Pathos — the emotions they invoke in the audience.
Logos — their reasoning.



AUDIENCE APPEAL -
ETHOS

“Personal appeal” — it’s like talent: you know it when
you see it.

If you have personal appeal (ethos), your audience
will be more likely to ‘buy’ what you are ‘selling’
because they will sense your believability and
credibility.
Honesty — includes a speaker’s integrity, sincerity, and
reputation.

Competency - capability; share credentials.

Speak with composure



PATHOS
Emotional appeal often has a stronger effect on

audiences than logic or reason.

Audiences are often not aware of exactly how much
their emotions guide them - individuals prefer to

believe they make decisions based on logic.

SO MUCH IS RIDING



AUDIENCE APPEAL -
LOGOS

Logical appeal — appeal to your audience using:
A clearly defined speech
Solid reasoning
Valid evidence

Be organized - clearly state your argument and

reasoning.

Oftfer prootf

Facts, statistics, verifiable anecdotes, etc.

. Always credit your sources! This avoids plaigerism and increases

credibility



Advertisement as a form of Argument

Ethos

Pathos

Logos

A form or argument based
on character or authority,

A form or argument based
on emotions: fear. desire.

sympathy, anger..

Al form or argument based
on logic. facts and figures.

lHow to identify £thos in Ads:

| endorsed by a celebrity
2. by someone in a uniform

3. by professional looking
people.

This ad is an example of Ethos
because it has a famous person
selling mascara.It’s julia Roberts.

How to identify Pathos in Ads:

| fear: ‘Get this or else.’

2. Desire: Half naked people.

3. Empathy: sad kids or cute dogs

4. Hunger: Awesome looking food that

looks way better thon it does in real
life.

Thisadis an
example of
Pathos be-
cause we feel
sympathy for
M the sad look-
ing dog.They
| are selling me
¥ dog food.

How to identify Logos in st:l

| facts
2. Percentages
3. Lots of words & information

4. Charts and figures

This ad is an
example of Logos
8 because it has

R different plans
listed with differ-
ent prices so it’s
telling me facts
about the phone.

Form, meet Function.
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The new Canon XT-7.
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U '0% FASTER

and completely hassle free.”
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“It was a year ago

that I had S
a heart attack /
and died” &
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Many years agno, | was fishing.
amd &5 | was reeling in the poor fish,

1 realized, “) am killing him—all for /
fhe passing pleasure it brings me."
A something inside me clicked.
I realized as | watched him fight
for braath, that his life was as

isporiant 1o him &2 ming is bo me. M

1AM PAUL Mc ARTNEY, AND | AM A

TARIAN
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FUN FACTS

Advertisers spend over $450 billion a year on
advertising.

The average cost for Super Bowl ads is $3 million
per 30 second spot.

The average person sees about 5,000
advertisements a day.

-http://enterpriseinnovator.com/index.php?articlelD=5660&section|ID=269
-http://www.kpsplocal2.com/mostpopular/story/How-Much-Does-a-Super-Bowl-Commercial-Cost-in-2011/S2uG5_sZbkKEGDEVIYVUrA.cspx
-http://www.nytimes.com/2007/01/15/business/media/15everywhere.html?pagewanted=all



MAKING
CONNECTIONS

Which ad stuck out to you?
Which ad had the most emotional appeal?

What ad has influenced you to make a
purchase?




REFLECTION

“Persuasion is all around you”

In addition to TV commercials, where else do
you see persuasion all around you? Is that
persuasion influencing you or your family in
any way?



