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Copywriting and Language Use

Context and Language Use

Think about how you would go about present yourself in the following situations:
1. Meeting your partner’s parents for the first time over dinner.
1. In a court of law in which you are giving evidence.
1. To someone in a bar you are keen to impress.
1. In a job interview.
1. To a person who already knows you well.

Varieties of Language

TASK 1: Consider the following pieces of ‘copy’ and try to identify their respective contexts:2. This weekend, Marvel's highly-anticipated Black Panther hit theaters and the response was nothing short of incredible. Disney backed the movie with a nine-month advertising campaign, showing that studio was willing to invest in helping the film find the widest possible audience. The film was seen as a gamble by some, who clung to a long-held (and unsubstantiated) belief that films with mostly black casts wouldn't perform well overseas.
The gamble, if you're inclined to call it that, paid off in a big way as Black Panther shattered box office records and outdated misconceptions about what audiences want in a big budget blockbuster.
1. Pelagic ecosystems are dynamic ocean regions whose immense natural capital is affected by climate change, pollution, and commercial fisheries. Trophic level–based indicators derived from fishery catch data may reveal the food web status of these systems, but the utility of these metrics has been debated because of targeting bias in fisheries catch. We analyze a unique, fishery-independent data set of North Pacific seabird tissues to inform ecosystem trends over 13 decades (1890s to 2010s). Trophic position declined broadly in five of eight species sampled, indicating a long-term shift from higher–trophic level to lower–trophic level prey. No species increased their trophic position. Given species prey preferences, Bayesian diet reconstructions suggest a shift from fishes to squids, a result consistent with both catch reports and ecosystem models

3. Decoupling does not mean that an American recession will have no impact on developing countries. That would be daft. The point is that their GDP-growth rates will slow by much less than in previous American downturns. Most enjoyed strong growth during the fourth quarter of last year, and some speeded up, even as America’s economy ground to a virtual halt and its non-oil imports fell.

5. I first heard Personville called Poisonville by a red-haired mucker named Hickey Dewey in the Big Ship in Butte. He also called his shirt a shoit. I didn’t think anything of what he had done to the city’s name. Later I heard men who could manage their r’s give it the same pronunciation. I still didn’t see anything in it but the meaningless sort of humour that used to make richardsnary the thieves’ word for dictionary. A few years later I went to Personville and learned better.
4. Garrone’s previous film, “Gomorrah,” was widely acclaimed, particularly as a gangster film that avoided romanticizing violent crime. It also shied away from moralizing. “Reality” goes in the opposite direction — no one is going to walk away from it with any questions about what Garrone thinks of reality TV. That makes the ending quite startling. In it, the film and Luciano alike both finally show some simple curiosity about the subject of their obsession. It’s too bad the first 100 minutes couldn’t have taken the same approach.


Types of Communication
1. Verbal/Non-verbal
1. Private/Public
1. One-way/Two-way

Advertising is verbal/non-verbal, public, one-way communication though the internet seeks to suggest that there is a possibility of reply 

What is the function of the online comments section on Daily Mail – Guardian – BBC news etc?

Modes of Address
1. Direct address: often takes the form of a presenter or personality talking directly to you, the customer, like a salesperson.
1. Indirect address: involves the use of monologue and dialogue, often as a means of presenting a ‘slice-of-life’ upon which the customer is invited to eavesdrop.

Tone of Voice
Advertising copy may adopt a wide variety of tones of voice:
0. 
0. Humorous
0. Sophisticated
0. Colloquial
0. Dialect
0. Technical
0. Chatty, etc.
1. 
1. 
1. What is crucial is that the tone chosen is appropriate to the kind of product being sold.


Tone and Mood
Mood				Use				Feeling

Indicative			Statements of fact		Neutral
Interrogative			Questions			Open and interested
Conditional			Bargaining			Offering opportunities
Imperative			Ordering			Authoritative/bossy
Subjunctive			Hypothesis			Exploring possibilities

Indicative		Our product is on sale now at a store near you.
Interrogative		Why not try our new and improved product?
Conditional		If you buy our product we’ll give you 50% extra free.
Imperative		Don’t miss out, buy our product today!
Subjunctive		What if we gave you a free recipe book with your next purchase?


Keywords

1. Keywords or power-words serve as a high-impact, shorthand means of communication. They tend to carry positive associations and require little or no explanation.
1. Examples: Love, New, Free, Save, Win, Sexy, Buy, High, Low, Sale.
1. To heighten the impact of your copywriting try substituting keywords for weaker terms or phrases. E.g. ‘Cheap’ for ‘Cost-effective’; ‘Safe’ for ‘Risk-adjusted’; ‘Boost’ for ‘Upgrade’.


Adjectives
1. Besides keywords, advertisers also make frequent use of adjectives and adverbs.
1. Adjectives describe nouns (words naming things): elegant, sturdy, reliable, large, delicious.
1. Adverbs describe verbs (words naming actions): swiftly, easily, softly, painlessly, quietly.
1. Which adjectives and/or adverbs might be used in advertisements for the following products:
3. A high-performance sports car.
3. A chocolate bar.
3. A sofa.
3. Liquid detergent.
3. An electric toothbrush. 
3. A mobile

Captions
1. Most advertisements combine words and images. Where captions are employed, these should explain to the reader what is going on, not merely describe the pictures they accompany.
1. Avoid stating the obvious or spelling out what the reader can see for herself. 
1. Better to challenge the reader’s expectations, or to ‘anchor’ the meaning of the image in some unexpected way.
1. Think about where the caption should go – and which words should be highlighted

Task 2
Thinking up captions for the following pictures..


Image 1:
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Brilliant caption… 
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