 Portfolio: Assignment 1 : The Language of Persuasion

Task 1 : Monologue – Removing a Consonant – The letter ‘D’.
Subject: Something that is Missing
Bernadette Horton

Limerence. My malaise says my G.P, is limerence. But he’s nothing but a lying old fool! 
“You must accept my observations Miss Lenoir. Nothing can come from your compulsion.” he spoke gravely. 
To hell with the ancient apothecary! Just a bumbling buffoon with a bagful of quackery! He has never been capable of feeling what I feel. How he has the affront to say pure love is an illness totally appals me. For those who have never come into contact with this passion, it is quite simply an involuntary, all encompassing, obsessive love, a swirling, circuiting, relentless infatuation, not in ones power to stop or retreat from; well, for me at least anyway, but for Jeremiah, love is missing. He has no ability to love me at all. He will not reciprocate my intense yearning for him. Everything I feel for him is thrown back as meaningless. I am his nothingness. It kills me.

Jeremiah is a working-class enigma of a man. He sees me as an alien from Planet Posh. Money, Monaco, Mauritius, I have thrown at the feet of past loves. Material things are pure poison to Jeremiah. He is happy in his own skin. The man I crave, seek, pray for, is my Heathcliff, but he has no room for a mate. Cathy is missing. There can be no Wuthering Heights, no romantic joint burial on the moors, no peace for me at least. Mine is an eternal, burning, fiery love that Jeremiah cannot extinguish. People see me as a stalker, but it is unfair when it is only true love that overpowers me. I have no control over it at all, and I renounce from ever wanting it to vacate my being. It snakes and coils its way through every sinew of me, throwing me, spent, into an eerie languish.

“He is my overwhelming passion!” I scream at my sister, Emily.
“No Ebony. This isn’t passion, or true love or anything honourable. You are ill. Face up to it.”
“Jeremiah and I are inseparable. Our love is virtuous, strong, unquestionably valuable. You Emily, are like all the rest. You just can’t see it!”
“This will finish terribly for you, possibly for Jeremiah too. Your behaviour must halt I warn you Ebony! You’re out of control!” Poor Emily in ruin, sinks to her knees in exasperation.

 I pityingly cast a look upon Emily, for no more time than it takes to bat an eyelash. I think instantly of Jeremiah smiling in a sea of happiness with me. His love, a cocoon against life itself, both of us together in a timeless, infinite warmth. But when can that be? I am impatient. The attainment and possession of Jeremiah must come soon. Love flows like lava through my veins, alas only ice in his.

He is a lover of books; of beautiful aesthetic print which his brain sucks in to empower him. This empowerment takes him away from me. It pulls him from my encompassing embrace, sails away with him over the horizon, while he turns to laugh rakishly at me. There he spots another girl, a book-worm girl, a girl equally free in her own skin, just as he is. This girl may take him or leave him initially, she has no intensity, no yearning for his company. Her eyes see a plain Jeremiah in a has-been black t shirt, not the pinnacle of her life, as he is to me. She thinks she is exceptionally pretty, I’m sure. Nowhere near as pretty as I am. An awful name to go with it, Sue. Silly Sue. Supercilious Sue. Psycho Sue. I am going to take her so far beneath the surface of the earth, she will sink into oblivion when I have shown her the eternal twine that links Jeremiah to me forever. This is not something as trivial as jealousy. Oh no! To obliterate her from Jeremiah’s life is my aim; pure and simple. Finito, ciao, repulsive Sue.

Now to banish all thoughts, except my love. Come closer Jeremiah. Your Cathy is missing, wailing in agony. Please let me in.









Task 2: Explore the use of storytelling in two contrasting advertisements of your choice
Bernadette Horton

Advertisement 1
House of Fraser Christmas Advert 2015

[image: ]
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Back in 2015, the House of Fraser decided to make one of the ‘blockbuster’ Christmas ads.  This type of ad was fast becoming the norm for leading brands to promote their Christmas products at a peak time of consumerism in the retail calendar. A swift run through of the 1 minute 36 seconds ad, features a song by Grace, featuring G Eazy called ‘You Don’t Own Me’ which is the central theme and song from start to finish of the ad. The models are all predominantly young, wearing dramatic make-up and posturing in defiant poses, all the while flicking constantly from scene to scene, either wearing House of Fraser clothing or subtly promoting House of Fraser homewares. There is an ending strapline of ‘Your Christmas, your Rules’ which, when the ad was aired, then translated to the hashtag of #YourRules on all social media platforms. The advert was deemed the most successful of the Christmas 2015 ads.

The main reason for the ad’s huge success was its alternative storytelling. There were no big celebrities or global stars in this ad, no animated animals, no Father Christmas, no presents under the tree and no little children. So, what sold this ad? The answer lies in a combination of an almost anti-Christmas message, a hugely powerful modern liberating feminist song, which after the ad aired, went on to be a chart-topping success in its own right. There was also the central idea that there is no warm, fuzzy ‘perfect Christmas’ at all that other companies and ads promote. Most Christmas ads conjure up warm feelings about Christmas, they play on emotional heartstrings being tugged. For example, the Sainsbury’s 2018 Christmas ad showed a primary school nativity play, immediately appealing to their core target audience of parents with children and doting grandparents, aunties and uncles etc. House of Fraser did not go down these tried and tested paths, so the ad stood out by itself in 2015 as something different.

The ad opens with the song ‘You Don’t Own Me’ and puts the song slap bang in the centre and heart of the ad. We are then confronted with defiant female models in ballgowns and leather jackets immediately at odds with each other, which obviously don’t conform to the Christmas ‘norm.’ Their make- up is dramatic, goth-like, and while G Eazy sings: 

‘But I'm Gerald and I can always have just what I want, She's that baddest I would love to flaunt, Take her shopping, you know Yves Saint Laurent…’

… the ad cuts to two white middle aged men, with an alluding to possible sugar daddies for the female young woman, but they are seen fleetingly, 2 seconds maybe, before G Eazy says ‘ but no, no, she’s got her own dough’ so the image left is of this young woman defiantly sticking two fingers up at the thought of having a sugar daddy. She’s her own woman, she doesn’t need a man to define her.

The product placements are subtle but immense and varied. The ad takes the viewer on a roller coaster plethora of House of Fraser products but all with an anti- Christmas twist. We see models with rainbow hair defiantly dancing in rainbow coloured coats, scarves, hats, shirts from the House of Fraser Christmas collection, then onto pastel nail varnish but this changes and switches dramatically to a focus on black nail varnish, thus reinforcing the message – ‘You can be whoever you want to be, do whatever you want to do – there are no Christmas stereo types, no conformity at the House of Fraser.’ Grace then sings ‘You don’t own me, don’t try to change me in other ways.’ Then we are suddenly pitched into a very bizarre looking dining scene with models banging the table with knives and forks to the beat of the rhythm of the song whilst we survey the House of Fraser homewares of fine looking china, glasses and crockery, flicking to 3 models in individual kitchen sets performing a dance with the saucepans and cutlery on display. Grace belts out -  ‘ I long to be young and free’ whilst we are taken to young models wearing a hue of colours in cashmere jumpers, reinforcing the modernity of the brand and the luxury youthful jumpers (usually staple Christmas gifts) on offer to younger customers that Christmas.  After this, the ad cleverly backtracks on what we have just viewed to the start of the ad, so viewers can once again see the products on offer, with the original model in the ballgown and black leather jacket blowing a kiss at camera. 

The finale sees a model in a claret flowing gown standing next to a motorbike. She zooms off on the bike and on the back of her leather jacket is the slogan ‘ Your Christmas, Your Rules.’ The final shot is a black/purple sky above a city, with  House of Fraser since 1849 in large text flashes on screen, and in tiny text the website link at the bottom. Grace finishes by saying ‘You Don’t Own Me.’

Once you recover your breath from the ad, you realise that the ad marketeers have used music to prolong the Christmas campaign at its centre. The ad runs from November through to Christmas week, so a hard-hitting song is needed. House of Fraser has been going since 1849. Its core market is middle class, middle aged people with hefty disposable incomes. That market was, and is, in decline, so the ad needed to appeal to a younger consumer, bring itself into the 21st century with more modernity, but mixing its own classical elements of being a secure, tried and tested brand the consumer can rely on. While House of Fraser wasn’t telling people to sit down with beans on toast for their Christmas Dinner on Poundland plates, it sent an empowering message to do Christmas your way (but also, hey, why not buy some of our products to help you do things your own way).

In my opinion, while the ad was successful at the time of its making in 2015, it is in sharp decline in 2019 as it simply should have done more in that ad and in subsequent ads to promote its e-business online. The pathetic tiny text with its website appearing for a second or two wasn’t good enough for this  multi-million-pound Christmas ad, and the website should have been more prominently displayed. After all, the young people the ad was appealing to were more likely to want to buy online and definitely want the item delivered quickly. Other retailers like Amazon, and various catalogue companies have responded to the next day delivery wants of customers. People don’t want to visit the store or wait  a week for delivery anymore. This ad addressed none of this. As Mike Ashley of Sports Direct ‘ pile it high and mark it down’ has bought House of Fraser, sadly the brand isn’t appealing to its traditional customer or new modern customer in 2019. By not appealing to a target consumer it could well go the way of other high street retailers and close eventually.




Advertisement 2
Saatchi and Saatchi ‘Labour isn’t Working’ Poster 1978.

[image: ]

Saatchi and Saatchi were an advertising agency back in 1978, and still operate with different management today. In 1978, they were approached by the Conservative party to run their advertising billboard campaign, as the incumbent Prime Minister, Labour’s James Callaghan was looking like he was about to call a General Election (There were no 5-year fixed terms of office then.)

The Saatchi brothers designed a poster depicting a long queue of people that seemed to be endless (that was the impression it gave) all waiting outside an unemployment office. The strapline in bold black capital letters was ‘LABOUR ISN’T WORKING’ and a smaller almost inconsequential sentence on the bottom right of ‘ Britain’s better off with the Conservatives’.

The background to the politics of the time was that unemployment was running at around 6% which was high for 1978, we had had the ‘Winter of Discontent’ where strikes had blockaded fuel supplies from schools, homes and workplaces, and there was a general air that Callaghan would call an election after 4 years in government.

The storytelling and marketing of this poster was its sheer simplicity. The 3-word strapline: ‘LABOUR ISN’T WORKING’ was the key to this iconic poster when Thatcher swept to power in 1979. The play on the word ‘Labour’ was clever. While it was definitely referring to the political party, it was also playing on ‘Labour’ as in work. The beautiful simplicity of the ad was the underlying message that the political party wasn’t working for the people and neither were the people working, hence the dole queues.

However, the image of the snaking queue of faceless people with no visible landmarks like a street or road, traffic, trees, shops or interaction of any kind, dehumanises the poster. The colours of the poster are cold and muted. There are no warm tones at all. After the poster was printed, it came to light that the photo-shoot for the poster comprised of only 20 Young Conservatives from Hendon Conservative Party who turned up for the day. Therefore, a decision was taken to replicate the same 20 people time and again to form the ‘queue’. The Saatchi brothers thought no one would be really bothered with detail on the image but focus on the message. If you look closely at the queue, you can see the ‘people clones’ as they are all wearing the same clothes and colours as the queue fades into the background.

A couple of years later UB40 released a song called ‘I am a One in Ten’ which spoke about the even higher unemployment figures in 1981.This song talks about being ‘a number on a list, I don’t exist, a statistic, a reminder to a world that does not care.’ The 1978 poster is the forerunner to how the unemployed were seen as faceless statistics, supposedly under a Labour government, yet much worse was to follow for the 3 million and more officially classed as unemployed under the Thatcher government.

The poster was voted the Best Poster of the Century. It showed that you don’t need to spend multi millions on celebrity endorsements, glitzy special effects, but just present a message that is instantly memorable and one people will not forget. The poster has been re-drawn many times since 1978 by different political parties and groups . Ukip used it in 2016 with a snaking queue of people from ethnic minorities saying, ‘Open Door immigration isn’t working’ and the Church Action Group have used it on poverty with the queue leading to a Food Bank and the message ‘ Britain isn’t eating.’

A simple message, a strong visual; this poster simply did not need anything else. It can be contrasted to the unsuccessful ad of Tony Blair in 1996 being portrayed with demon eyes. This ad failed to have impact with the voting electorate at all. The message to learn here seems to be: State a simple true fact (i.e. in 1978 unemployment was indeed high) and the public will believe you – make it personal aimed at the man – i.e. Tony Blair in this case, with no evidence or facts to support it, and the public will desert you.















Task 3- Caption photos
Bernadette Horton

The following eight photographs with my captions:

1.
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 Caption: Jaws? Sammy the Seadog puts sharks to shame
 Sub - Headline to accompany caption: 
Naturalist relives heart-stopping moment he encountered a terrifying diving dog, rather than a basking shark on the Coral Reef.

2.
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Caption: Road to hell or nowhere?
Sub - Headline to accompany caption: 
MP’s furious over Government’s latest Brexit debacle.

3.
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Caption: Tartan t’riffic! Mum puts Scottish baby clothes firmly on map.
Sub - Headline to accompany caption:
Scots mum, Morag, sparks demand for Tartan Baby Clothes and launches her own online business.

4.
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Caption: No holding on. Humanity drowning in plastic pollution.
Sub - Headline to accompany caption:
Woman wading through sea of plastic, is latest shocking ad for Green Party.



5.
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Caption: Ciao now! Controlling, coercive behaviour, now crime under new law.
Sub - Headline to accompany caption:
Women’s refuge service launches new campaign on day domestic abuse and controlling behaviour is outlawed in courts.

6.

[image: ]
Caption: The Eye of the Tiger or the Eye of the Dictator?
Sub - Headline to accompany caption:
Trump launches 2020 campaign, with support falling into 2 extreme camps: Trump the Presidential Tiger, or Trump the Dictator? Only the American electorate can decide.








7.
[image: ]


Caption: Unlikely Winner! Gnarled Ash in Telford scoops top Photographic prize.
Sub - Headline to accompany caption:
An unlikely winner in Photo-Magazines 2019 awards was a humble aging ash tree, clinging to life in a field in Telford of all places.

8.

[image: ]

Caption: ‘England’s green and pleasant land’ – in Wales!

Sub - Headline to accompany caption:
A photo published in a tourist information booklet enticing people to Yorkshire, has sparked a storm, as farmer on day trip spots his own field in Ceredigion Wales, depicted as rolling green fields and hills in Yorkshire.





[bookmark: _Hlk9949561]Task 4

Cookery writer on world cuisine
Bernadette Horton

Cutting-edge Cuisine in Innovative Iceland

Forget French pastries in Paris, eating mozzarella in Milan, or tempura in Tokyo. The place to be for the bold gastronome and the ‘ little bit out there’ foodie is Iceland! The Viking invaders gave the island its name, allegedly because they wanted to keep it a secret, and put off any other would-be marauders. While Hollywood directors stand open-mouthed in awe at the incredible landscape which can mimic Narnia or the moon, (depending on the film) what is less known, is the dramatic cuisine on offer in Iceland; but only for those seeking something different, wanting to tantalise your taste buds, and going beyond your comfort zone. If that sounds like you, let me take you on an exploration of Icelandic dishes, once tasted you will never forget!

If fresh ingredients top your list, then Iceland will enthral you. For an island in the extreme north surrounded by water, fresh fish is a huge staple of the local diet. But it’s not all about fish; dairy and meat are high on the menu too. Cod, haddock and the ancient traditions of smoking, preserving and fermenting are incorporated into modern Icelandic cooking too. A good restaurant in Reykjavik, will serve up the most authentic cod, langoustine or crab, alongside a huge mountain of mashed potato, generously doused with butter and cream, and a just a hint of black pepper. This is served with the traditional Icelandic rye bread. Another favourite is ‘ Harofiskur’ – a traditional dry fish which is full of minerals and is served just with a dollop of butter. It literally does not need anything else. My co-explorer remarked ‘Truly Scrumptious’ after trying this traditional dish out and from him, that’s top praise.

I mentioned Iceland was for the food innovator, the explorer wanting a little bit more of a food experience. Prepare to be shell-shocked when you experience the unique taste of ‘Hakari’ – fermented shark. This is often served alongside an Icelandic liqueur called Brennivin which translates as ‘Black Death’! Every year the Icelanders celebrate ‘Porrablot’ where they conjure up their country’s past with eating food that was a lot more common in times gone by. Fermented shark used to be buried in the ground, locals would urinate over it, and it would be left for months to ferment. Yes, you just read the last sentence correctly! Modern Icelandic fermented shark involves burying the mammoth beast in the ground, then hanging it to dry for 4-5 months. It’s a delicacy for locals, and they take great delight watching tourist invaders eat a tiny square of it. The smell alone will often be too much for us, but for those wanting the full Icelandic food experience, it’s a must to try it – maybe once! Brennivin comes in a shot glass and is often knocked back after the shark. When I sampled the shark ‘delicacy’ Brennivin was needed, and not just one shot!

If fermented shark isn’t your thing then ask for ‘Svio’ – a sheep’s head which comes served complete with eyes and tongue intact, and then the more traditional mashed potato and root vegetables to accompany it. I found this delightfully palatable and a really unique food experience, but I agree it may not be for some. The sheep’s eyes seem to follow you, but again, nothing ventured, nothing gained.

In Iceland, lamb is the main staple meat. It is served in a variety of ways, stews, cold meats, casseroles, boiled, roasted etc. It’s always cold in Iceland with June-July temperatures reaching the dizzying heights of 12 degrees Celsius in the summer months of 24-hour light, so warming and nourishing food is needed all year round. ‘Kjotsupa’ – a lamb meat soup, is a huge favourite with locals, and is served at restaurants and café’s alike. Another staple is the Icelandic hot dog. It is very similar to the traditional German hot dog and is a ‘fast food’ favourite popular with tourists too. Everything in Iceland, apart from fish and lamb is imported, and although recently there was a McDonalds in Reykjavik, it closed due to the sheer expense of importing all the foodstuffs to run it. Personally, I thought this was a good thing as you can experience the real Iceland and its wonderful cuisine rather than generic fast food, we see in all the world’s major cities. The local Icelandic children, however, would disagree with me.

Skyr is an Icelandic yogurt, with the consistency of cream cheese which is a morning breakfast favourite throughout the country. It is high in protein and contains no fat. It is now so popular Iceland is exporting it around the world and the traditional Isey Skyr can be bought in supermarkets throughout the UK. I sampled the natural version, but it also comes in blueberry, strawberry and mango too. Deliciously creamy and smooth I knew I wasn’t piling on the pounds at breakfast time as I would in countries like the USA and Canada, where gooey syrups and pancakes are served to expand bellies rapidly. Interestingly, Icelanders are a lean athletic race – Skyr could well be why.

I could continue with reviewing alcoholic drinks but forget it. They are largely imported and thus expensive. All I can say is that if you have never tasted Icelandic water you haven’t lived! We are all used to the bottle of mineral water on the table at mealtimes, but Icelandic water has to be the most refreshing pure and simply ‘aqua-tastic’ tasting water in the world. With its geysers, natural springs, lakes and lagoons water is in abundance, but it is not taken for granted by the Icelanders and they are proud of their water quality and rightly so.

 I have been invited to dine at one of the leading restaurants in the capital. Controversially, whale meat, in the form of steaks is on the menu. While Iceland is a target on world whale-saving lists, it must be pointed out that whale meat has been a fixture of the Icelandic diet for centuries. To the locals, a whale is just another fish and is prized for its meat. The Icelandic government understands the ecology issues, but points to its traditional food history. Ecologists have a different opinion.

[bookmark: _GoBack]Whatever I select from an Icelandic menu, I know it is going to be fresh, beautifully cooked, served with fantastic, friendly hospitality and against a stunning scenery not seen anywhere else on this earth. I like being avant-garde, a little bit quirky, and a true food traveller, visiting the worlds extremes and breaking the cuisine barriers down. I implore you, come to Iceland where the wickedly beautiful meets the intrepidly different.
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Day 4 - Week 1 - 16 May - Orwell and Misc
by Bernadette Horton - Thursday, 16 May 2019, 6:15 PM

| felt | made a few strides forward in today's lecture. | still have trouble analysing passive and
active etc but feel the handout given at the end of Tuesday's lecture is a great resource.

Advertising really sparks my interest. | marvel at the nuances used by advertisers and the
brands they are advertising. The massive budget seen in the Louis Vuitton ad today, where
the actual product, the bag, was almost incidental to the Bowie led commercial, really made
me think in depth about how marketing is employed. Everything from the fabrics in the
costumes, to the Venice location, from the hot air balloon to David Bowie as the global
celebrity singing through the ad screamed opulence and exclusivity that could only be
reached by the select invited few. | will be closely analysing more adverts for brands, in
order to get the marketer's message and how they portray a product.

Orwell's Politics and the English Language is fascinating. The pretentious diction was eye-
opening as it stemmed from scientific language. Orwell's language is that of an educated
author, but firmly written in the twentieth century, well before text speak. | will be reading the
full 10 pages overnight, and look forward to Orwell enlightening me more about the use of
language, class, and modern English. The use of common place bad English and grammar, is
gathering pace in the 21st century, and we should be alert to it more than we are. | feel the
need to express myself in language in my own work, that is descriptive, but also gets to the
point quickly, without being flowery. Often easier said than done.

Permalink | Reply | Export to portfolio

<« May 16th - Lecture 3 - Literary Examples 16th May Orwell, metaphor etc »

“

<« Links for Orwell's 'five greatest, Jump to... portfolio tasks »




image13.jpeg
18:11 Wed 22 May < 67% @)
& moodle.uwtsd.ac.uk

= '53?2;%"4.%’!‘&“ Moodle  Home Moodle English . .
e o s ;2018119 Archives ¥ (en) ¥

Bernadette Horton ~

Permalink | Show parent | Reply

Re: Robert de Niro ad feedback.
by Bernadette Horton - Friday, 17 May 2019, 12:10 PM

Loving this, Jo! Thanks for posting it.

Warburtons as a brand are mostly heard of in NW England, N Wales etc. The company
has obviously decided to extend its reach. We now have what is considered as 2
blockbuster ads from them now, and both ads are lengthy. Peter Kay starred in the first in
the whole "Pride and Prejudice” period drama theme to advertise Warburtons bread, but
also behind that were the distinct northern accents of Peter Kay and the leading lady in
the ad...thus, in my opinion, reinforcing the idea that here is a proud, northern,
community based company you can rely on to buy what is a basic staple of life: bread.

Bagels in the de Niro ad are what is being advertised, but the whole “ northern” theme
has to have a different set altogether as traditionally Brits don’t eat American bagels. We
now have one of the most iconic American actors, de Niro, associated with The Mafia and
Godfather type films. However, in order to sell bagels in Britain, the ad marketers need to
link the American product to the well respected northern company, Warburtons. The ad is
cleverly placing the bagels as a new and exciting product, firmly in the heart of the
leading bread brand you can trust.

The ad is actually daring Brits to go ahead and buy this American product, but under a
British trusted brand to make it, as British consumers can be untrusting of perceived
“foreign imports” on something as traditional and staple as bread. Injecting the humour
with de Niro and the Mafia type sidekicks and situating de Niro in Bolton is a master ploy
by the ad people. It's not in Brits everyday consciousness that de Niro would ever be in
Bolton of all places!

The end message is “go out and buy Warburtons bagels” ...try something new but with a
staunch British trusted company, be naughty, have a bagel instead of toast with your
breakfast, and associate it with de Niro in Bolton! Make life a bit more exciting with a
bagel!

Having a second “blockbuster” style ad also makes the British public want to look out for
what Warburtons will advertise next, when? Who will be in it? Will there be a Christmas
blockbuster ad? What will the story be?

Fantastic storytelling is selling these ads to the British public, and they are highly
successful at establishing Warburtons as a leading brand.
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Week 2 Tuesday May 21st- Varieties of Language and Context
by Bernadette Horton - Wednesday, 22 May 2019, 3:36 PM

We covered a lot of ground on Tuesday and even went outdoors for the second half!

We analysed the use of language in poems and in one with a painting by Max Ernst depicting
' Europe after the rain' | was taken with how the poet Christopher Meredith, started off with
punctuation but as the tension built and as the poem reached a crescendo, there was a total
loss of punctuation as everything in the poem (and In Europe) was seen to be breaking
down. The more dramatic and anarchic the language, punctuation was abandoned. This
poem really stood out to me in its dramatic and vivid imagery.

We moved on to Carol Anne Duffy writing 'A Poet for our times' where she screamed out
shock headlines in capital letters that would appear in some of the more dubious daily
tabloids. The use of language here is designed to shock, in order to get the reader to buy
the paper. Carol Anne Duffy is literally railing against these type of headlines and mocking
the gutter press for writing them. Her modern language and choice of subject certainly
made me want to attempt something in my own work, that maybe | have been lacking
previously.

What also stood out for me today was the exercise we did on Advertisement captions. It
really captured my imagination. We were given random pictures and asked to write captions
for them. We can also do this as a task for our portfolio. Also we analysed 5 sets of texts and
had to consider who was writing them and in what contexts. Some texts were trickier than
others, ranging from academic text to film critic reviews to a detective novel. This was an
excellent exercise as it really made you break down and analyse the language being used
and the context it was being used in. Often, you don't even think about the variety of
language you use in certain places or for certain events, but this exercise really made me
think and | will be looking more closely at the language used in things | read in future.
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The concept of Raymond Williams '‘Magic System' where
not only is the product advertised, but with it an
underlying code of what it says about a person who uses
that product, thus appealing to people's sense of what
others think about them, is an interesting one. People
have to be seduced by advertising, and not only want to
consume or use a product but what to be thought of
highly for doing so. Thus, the magic in advertising is to
con people into wanting the 'magic' that comes with the
product they are buying, even overpowering the
usefulness of the object, by buying into the exclusivity of
having it.

Could there be the beginnings of a backlash against the
consumerism of advertising? Environmental impacts in
the clothes industry are headline news recently. Could
there come a time in the near future when society agrees
that 'less is more'? This would have a devastating impact
on business should this ever occur, and indeed
advertising.
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