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Propaganda Techniques
Designed to persuade you!
Transfer – the audience ‘transfers’ feelings about a person, image or idea to the product or item (for example:  showing people who are good looking or wealthy; using famous people the audience likes in ads; using the American flag to create a feeling of patriotism)
Nostalgia – using images or music from the past to make people have      

           good feelings about the product
Testimonial – a person ‘testifies’ that they use the product and support it
Bandwagon – the advertisement shows many people using the product and makes the audience want to join in (hop on the bandwagon and be included!)
Humor – the advertisement is funny in hopes that the audience remembers it and has positive feelings about the product
Repetition – the product’s name, phone number or slogan is repeated a number of times to help the audience remember it.  This is frequently used in radio ads.
Glittering Generalities – the advertisement uses appealing words or images (best, wonderful, amazing, great, fantastic) to make the audience think that if they buy the product, they will have the best.
Plain folks – everyday people are shown using the product which makes the audience believe that the product is a good value
Emotion – the advertisement creates an emotional response to make you want to buy the product
Fear – if you don’t get this product, something bad will happen to you (for   
example:  cars crashing into each other for Allstate car insurance)
Love – if you want love in your life, you need this product (for example: match.com)
Statistics – the advertisement uses numbers or statistics to influence the audience (for example: 4 out of 5 doctors recommend Trident Gum)
Sense Appeal – the advertisement appeals to the senses (for example:  juicy burgers, steaming pasta sauce, ripe fruit, etc.)
The Bandwagon Appeal

The bandwagon appeal is an advertising technique that makes the claim that a product is desirable because it is being used by lots of desirable people -- therefore encouraging the consumer to “jump on the appeal is commonly used in products that are sold to children and teenagers, but "keeping up with the Jones" snob appeals are used to sell products to adults as well, especially cars and luxury goods.

Celebrity Testimonial

Celebrity endorsements are the oldest trick in the book, and you would think we know longer care what brand of underwear Michael Jordan wears or what kind of appliances Kelly Ripa uses. Nonetheless, celebrity pitches stick in peoples minds, so even if we know better than to buy something just because a famous person claims to like it, we nonetheless remember the pitch and the product.

The Association Principle

Association is an advertising technique that involves drawing a mental link between a product and desirable qualities of various kinds that may include attractiveness, wealth, success, family, patriotism, or security. These appeals are usually implicit, as no one jumps onto the screen and says, "You're patriotic and love your family, don't you? If so, shop at Wal-Mart!" Instead, these ads show images and story lines that represent these values, like a Wal-Mart ad that shows a single mother buying Fourth of July merchandise for her adorable children.

Emotional Appeal

Emotional appeals are advertising techniques in which the advertiser tries to play up on the emotions of the audience, often in lieu of information that might appeal to an audience rationally. One kind of emotional appeal is the fear appeal, where the advertiser implicitly or explicitly draws upon people's anxieties to sell a product. For example, a security alarm company might show a scenario where the home of a mother and her children is burglarized. Advertisers also appeal to sentiment, often through images like babies, cute animals, and touching parent-child interactions.

Repetition

One of the most simple techniques used by advertisers is repetition. Look closely at any ad and you're likely to see repeated images of the product's name and logo. In a TV or radio ad, the product's name will be stated regularly. Advertisers also create repetition by running an ad frequently. When it comes time to make a purchase, and the name of one of the products on the shelf has been repeated to the consumer many times, that product might just stand out enough for the consumer to choose it..

Use of Humor

Of course, one of the most effective ways to get the audience's attention is to be funny -- if the attempt works and doesn't misfire. Humor is one of the best ways to break through the "noise" of all the competition advertising messages out there and get people to pay attention to the sales pitch.

Advertisements aren't put together haphazardly. Advertisers carefully choose time-tested techniques to persuade audiences to purchase products. These are some of the most popular, and effective, techniques that they use to make sure that you buy the product they want to sell you.

ADVERTISING TECHNIQUES


· AVANTE GARDE
The suggestion that using this product puts the user ahead of the times e.g. a toy manufacturer encourages kids to be the first on their block to have a new toy. 
FACTS AND FIGURES
Statistics and objective factual information is used to prove the superiority of the product e.g. a car manufacturer quotes the amount of time it takes their car to get from 0 to 100 k.p.h. 

WEASEL WORDS 

· “Weasel words" are used to suggest a positive meaning without actually really making any guarantee e.g. a scientist says that a diet product might help you to lose weight the way it helped him to lose weight. 
· MAGIC INGREDIENTSThe suggestion that some almost miraculous discovery makes the product exceptionally effective e.g. a pharmaceutical manufacturer describes a special coating that makes their pain reliever less irritating to the stomach than a competitor`s. 
PATRIOTISM 

· The suggestion that purchasing this product shows your love of your country e.g. a company brags about its product being made in America and employing American workers. 

DIVERSION 

· Diversion seems to tackle a problem or issue, but then throws in an emotional non-sequitor or distraction.   e.g. a tobacco company talks about health and smoking, but then shows a cowboy smoking a rugged cigarette after a long day of hard work. 
· TRANSFER
Words and ideas with positive connotations are used to suggest that the positive qualities should be associated with the product and the user e.g. a textile manufacturer wanting people to wear their product to stay cool during the summer shows people wearing fashions made from their cloth at a sunny seaside setting where there is a cool breeze. 
· PLAIN FOLKSThe suggestion that the product is a practical product of good value for ordinary people e.g. a cereal manufacturer shows an ordinary family sitting down to breakfast and enjoying their product. 
· SNOB APPEAL
The suggestion that the use of the product makes the customer part of an elite group with a luxurious and glamorous life style e.g. a coffee manufacturer shows people dressed in formal gowns and tuxedos drinking their brand at an art gallery. 
BRIBERY 

· Bribery seems to give a desirable extra something.  We humans tend to be greedy. e.g. Buy a burger; get free fries. 
TESTIMONIAL
A famous personality is used to endorse the product e.g. a famous basketball player (Michael Jordan) recommends a particular brand of skates. 
WIT AND HUMOR
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. 

SIMPLE SOLUTIONS 

Avoid complexities, and attack many problems to one solutions. e.g. Buy this makeup and you will be attractive, popular, and happy. 
· CARD STACKING
The propaganda technique of Card-Stacking is so widespread that we may not always be aware of its presence in a commercial. Basically, Card-Stacking means stacking the cards in favor of the product; advertisers stress is positive qualities and ignore negative. For example, if a brand of snack food is loaded with sugar (and calories), the commercial may boast that the product is low in fat, which implies that it is also low in calories. Card-Stacking is such a prevalent rational propaganda technique that gives us only part of the picture.
GLITTERING GENERALITIES
The glittering generalities technique uses appealing words and images to sell the product. The message this commercial gives, through indirectly, is that if you buy the item, you will be using a wonderful product, and it will change your life. This cosmetic will make you look younger, this car will give you status, this magazine will make you a leader-all these commercials are using Glittering Generalities to enhance product appeal.
BANDWAGON
Bandwagon is a form of propaganda that exploits the desire of most people to join the crowd or be on the winning side, and avoid winding up the losing side. Few of us would want to wear nerdy cloths, smell differently from everyone else, or be unpopular.
The popularity of a product is important to many people. Even if most of us say we make out own choice when buying something we often choose well-advertised items- the popular ones. Advertising copywriters must be careful with the bandwagon propaganda technique because most of us see ourselves as individuals who think for themselves. If Bandwagon commercial is to obvious, viewers may reject the product outright.
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