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MECS1000 Notes: Advertising, and ethos,logos and pathos 

Advertising 

1. Advertising is everywhere 

2. It plays a pivotal role in contemporary media worlds 

3. One of the most pervasive media forms of media content 

Development of advertising 

1. Advertising was Initially more informative then gradually More persuasive advertising techniques 

emerged, With slogans as advertisers sought to inspire the imagination of consumers,  

2. With illustrations, imagery, distinctive logos, distinct characters accompanying the slogans 

3. They want to Establish brand enthusiasm and loyalty through coordinated approaches to advertising 

and packaging. 

Growth and professionalism  

1. By 1930 advertising developed into a fully-fledged organised industry 

2. Advertising could manipulate demand for products  

Disposable income 

1. Companies were assisted by rise in disposable income during this time, And Fordist approaches to 

industrial production with high quantities of low-cost, standardised goods, Using assembly line 

techniques 

Post-war years 

1. By the 1950s and 1960s, Advertising and marketing had become organised, discrete and powerful 

industries With training, research methods, research, awards, professional associations, regulatory 

bodies and code of ethics/ 

 

Post-Fordism, niche markets and branding.  

1. Latter part of the 20th century- advertising responded to particular concerns and wants of different 

consumers. 

2. And the Identification of niche markets and tailoring of messages, Based on demographic and other 

characteristics, Accompanied a broader expansion of the range of goods produced 

3. The standardisation of Fordism gave way to more post-Fordist system, Dominated by the selling of 

wave after wave of specialist products to market segments.  

Shifting 

1. Advertising and marketing also moved into non-commercial sectors – charities, political parties, 

pressure groups, educational establishments. 

2. Image management and advertising are increasingly important  

21st century  
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1. Brands have expanded to become broader sets of conceptual meanings that companies associate 

themselves with 

 

Models of persuasion  

Information and use to symbols and identity  

1. Use value – what objects do, why they might be useful, how they fit into everyday lives 

2. Now there is more emphasis on symbolic value – meanings associated with the identity of those that 

consume the objects 

3. What the products mean and say about consumers - Advertising selling us ourselves  

Developing Frames 

1. Advertising has historically framed the relationship between people and consumer objects 

2. Four distinct phases (Leiss et al. (1997) 

3. 1. Idolatry – literal attempts to persuade consumers to purchase on the basis of the quality of the 

product 

4. 2. Iconography  - emphasis on goods giving way to connotative (implicit) sets of symbolic meanings 

- Still remained focus on the object itself, images of people were broader systems of social status, 

morals or values 

5. 3. Narcissism  - advertising centres on an emotional appeal to the individual personality or psyche of the 

consumer, Which offer consumers personal emotional fulfilment  

- Create emotional identification which becomes associated with the product 

- Another feature was the representation of social interactions,Such as romance, family bonds, 

etc. 

6. Totemism – post fordist years of 70s and 80s alongside market segmentation and niche targeting 

- The dominant advertising approach shifts to an association of products with lifestyles and 

communities 

- Advertisement cultivate the notion of goods as overt badges or totems of collective identity.  

Richards and colleagues (2000) 

1. Suggest that things are not as simple as the above list suggests  

 

Cultivating cool  

1. Advertisers also seek to associate their brands with ‘cool’ 

2. Cool is about a range of symbolic qualities, being confident, self-assured, genuine, up to date, youthful, 

discerning, active, innovative with respect to cultural taste 

3. It is the kind of symbolic values that advertisers hope to cultivate 
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4. And provide a means to appeal to new generations of consumers And to older groups that aspire to be 

youthful. 

Quest for cool 

1. advertisers have often borrowed from grassroots cultures 

2. especially those with subversive or edgy feel to them 

3. hip hop, Black youth and music culture, other music styles and subcultures are drawn upon 

Versions of cool  

1. Parts of the industry are invested in cool-hunting, Often research by young employees connected to 

such cultures 

Cool youth cultures 

1. marketers sometimes integrate brands directly with cool youth cultures to make them seem part of it 

2. Adidas, Nike – exploit and cultivate ongoing association of their brands with hip hop and black urban 

youth cultures  

3. This also happens now with YouTubers. 

Irony and parody 

1. To be cool, there can also be an emphasis on irony, parody and self-critique, Holding its products up to 

ironic forms of critique  

2. an increasing focus on symbolism may occur alongside other techniques such as persuasion.  

3. Likewise, whilst consumers are invited to construct their identities through advertising 

 

Advertising in the digital age 

1. The effectiveness of spot advertising (the delivery of clearly demarcated commercial messages via 

discrete advertising slots) is declining 

2. The increasing level of control audiences have over what they view and when – makes it easier to avoid 

commercial breaks 

3. Thus advertising is moving away from traditional mass media towards flexible, interactive digital 

environments.  

Merging with content 

1. There is less separation between advertising and primary media content 

2. Product placement – where the branded products are integrated into the environments or storylines of 

television programmes, films, video games, has grown in importance 

Other approaches 

1. Advertorial – paid-for-promotional content has the appearance of being independent copy 

2. E.g. Getting journalists to write about one’s brand or product for free, By providing them with a story at 

a time where pressure to produce copy is unprecedented.  
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3. This could be press releases, publicity stunts, product launches, offers of exclusive interviews, free 

samples  

Direct sponsorship 

1. first occurred in the US in the 1920s  

2. Most programmes on commercial networks carry the messages of a sponsor at the opening and closing 

credits, and start and end of commercial breaks.  

3. Some sponsor segments within programmes 

Branded content of advertisers 

1. branded content intended to attract the active, willing attention of consumers through their level of 

appeal  

2. John Lewis – invest in the Christmas ad every year and depict a short story related to Christmas with 

the brand at the end 

 

Ultra targeting 

1. There is increasingly precise targeting of consumers  

2. The internet has made it possible to target messages directly From information about their online 

activities.  

3. The move towards personalisation in advertising is part of a broader cultural shift from 

4. Narrowcasting – oriented to distinct communities 

5. To ego-casting – oriented to the individual.  

 

Persuasive communication  

• Rhetoric – use of language with persuasive effect 

1. The roots of the study of persuasion can be traced to Ancient Greece 

2. Greek philosophers were concerned with the issues of ethical means of persuasion  

3. Since Aristotle defined his principles of persuasion in Rhetoric, there have been attempts at defining the 

principles of persuasion 

4. Aristotle laid the basis for the study of rhetoric –  

5. Rhetoric is the art and study of the use of language with persuasive effect 

6.  The aim of rhetorical analysis is to identify the semiotic strategies employed by the speaker to 

accomplish specific persuasive goals.  

7. And also the influence the particular use of rhetoric may have on the audience  

8. Aristotle (384-322 BC) identified three steps or types of proof.  

Ethos – credibility of the speaker to influence the audience 
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1. How the character and credibility of a speaker can influence an audience to consider him or her to be 

believable 

2. The speaker could be perceived as an expert of an acquaintance of a person who is experienced on the 

matter 

3. Ethos means convincing by the character of the author 

4. We tend to believe people we respect 

5. Trustworthiness is often conveyed through tone and style of the message and also the reputation of the 

writer (we could argue the company if we begin to apply these ideas to advertising). 

Pathos – emotional appeals to the audience 

1. This is the use of emotional appeals to alter the audience’s judgement 

2. This might be through metaphor, amplification, storytelling, presenting the topic in such a way that it 

evokes strong emotions in the audience 

3. Emotional appeal can be used to enhance an argument.  

4. It also appeals to the audience’s sympathies and imagination  

5. Causes the audience to identify with the writer- to feel what the writer feels 

6. Pathos can be described as evoking the feeling of pain imaginatively  

7. Often this is through a narrative or story and refers to the emotional and imaginative impact of the 

message 

Logos – use of reasoning to construct an argument (often statistics are used).  

1. This is the use of reasoning to construct an argument 

2. Logos appeals often use statistics, maths, logic and so called objectivity e..g. when something is a 

percentage better than … it is a logical appeal  

3. Giving reasons is the heart of argumentation  

4. Logos- refers to the clarity of the claim and the logic of its reasons and supporting evidence 

5. Appeals to the rational side of the audience 

6. The speaker/persuader has to assess whether the major premises are already believed by the audience.  

7. A rational argument contains three components  

 

Advertising as persuasive communication 

1. It has been suggested that advertising tries to stimulate trials of new goods and in defensive 

propaganda by brand name producers against each other 

2. The explicit function of spectacular image based advertising, is to persuade 

3. It has been suggested that the persuasive function of advertising has been thrust upon it by the culture 

and economy of which it is a part 
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4. There are many who suggest that persuasion to buy goods is actually good – for the economy, for 

employment  and because consumers want to be persuaded 

5. Much of the advertising we encounter appears to be neither informative nor explicitly persuasive 

6. Manipulation involves outright deception, lying or falsehood 

Exaggeration and embellishment rather than  outright manipulation 

1. Persuasion is only supposed to have allowable exaggeration and embellishment  -- what is described in 

the trade as puffery 

2. This distinction has been important to the advertising industry  

Advertisers are not allowed to lie, but not bound to tell the whole truth 

1. One advertising executive said ‘What constitutes deception is not always clear-cut. And to say that 

emotion, subjectivity, incompleteness are deceptive is not necessarily so’ 

2. Theodore Levitt – equates advertising with art, which then presents a distortion or interpretation of 

reality with the aim to influence the audience to think a certain way 

3. It is argued that we want and desire the symbolism of advertising 

4. We never relate to goods for their plain utility.  

5. There is always a symbolic aspect to our interactions with them 

 

Needs and desires 

• False needs  - Marxist viewpoint 

1. Marcuse – false needs are defined as those that are superimposed upon the individual to aid repression  

2. The only true needs are for nourishment, clothing and housing 

3. The phrase pseudo-needs – Boorstin – contemporary scene is riddled with pseudo-events – happenings 

that appear to be natural or spontaneous but are in fact stage managed, planned and executed by 

interested parties in order to make an impression on public opinion   

4. It is claimed that without advertising, people would not develop false needs nor would they try to satisfy 

such needs in misdirected ways through purchasing commodities 

5. However, others suggest that the main cultural function is not to sell us particular goods but to 

persuade us so that only in consumption can we find happiness and satisfaction 

6. And that it promotes consumption as a way of life 

7. Advertising encourages people to think of themselves as consumers, rather than as producers and 

results in an overemphasis on the private pursuit of material satisfaction  

8. Advertising combines a constructed or imaginary event (how a child gets his or her clothes so dirty) with 

a simplified ideal (the mother (usually) concern for cleanliness and whiteness 

 

 


