

day 1: Introduction – The language/s of persuasion  

THE MAGIC SYSTEM

‘It is impossible to look at modern advertising without realising that the material object being sold is never enough: this indeed is the crucial cultural quality of its modern forms. If we were sensibly materialist, in the part of our living in which we use things, we should find most advertising to be of an insane irrelevance. Beer would be enough for us, without the additional promise that in drinking it we should show ourselves to be manly, young in heart, or neighbourly. A washing-machine would be a useful machine to wash clothes, rather than an indication that we are forward-looking or an object of envy to our neighbours. […] The short description of the pattern we have is magic: a highly organized and professional system of magical inducements and satisfactions, functionally similar to magical systems in simpler societies, but rather strangely coexistent with a highly developed scientific technology.’
	Raymond Williams, ‘Advertising: The Magic System’ Culture and Materialism: 	Selected Essays (London; New York: Verso, 2005), p. 185.

(i) WHAT IS ADVERTISING?

Advertise (verb)
1. Describe or draw attention to (a product, service, or event) in a public medium in order to promote sales or attendance:
· a billboard advertising beer
 
Origin : late Middle English: from Old French advertiss-, lengthened stem of advertir, from Latin advertere 'turn towards' 


ADVERTISING AND CONSUMER CAPITALISM

· The key function of advertising is to stimulate or create demand for goods and services, ensuring that commodities produced by the manufacturing and service industries are distributed widely to people in society.
· It promotes a cycle of conspicuous consumption: buy – use – discard (and repeat).

(i) Advertising and Ideology

‘The question we have to ask ourselves is whether consumer advertising gives us enough, or indeed any accurate information, and whether the economic function of advertising is so vital that we cannot afford to do without it whatever the cultural, social and personal drawbacks. We also need to ask who is ultimately benefiting from the advertising of consumer goods – society as a whole (as it is claimed), or a few powerful commodity manufacturers and business corporations.’ 
        Gillian Dyer, Advertising as Communication (London; New York: Routledge, 1986), p. 4.


(ii) Advertising and Information
Consider the following pieces of advertising copy:

1. For sale: oak table and four chairs. Unwanted present. £200 ono.
Contact A. Jones Tel. 01792 346572 (Swansea area).

2. Beautiful hand-crafted solid oak table with four matching chairs. Perfect for entertaining, dinner-parties, family meals, etc. Bargain price, so don’t delay! Tel. 01792 346572.
· Which is the most informative?
· Which is the most persuasive?


(iii) Advertising and Desire
Mockery in Mitchell and Webb’s ‘Toothbrush Company’ sketch can be found at: 
https://www.youtube.com/watch?v=brU_Pp-20g0 

(iv) Advertising and Fantasy
Advertisers associate the products they are promoting with a range of personal and social aspirations, qualities or attributes that are generally desirable and which, it is implied, will follow from the purchase of the commodity on offer.ADVERTISING: Discussion Exercise 1

[bookmark: _GoBack]In groups, consider the following advertisements and discuss what sorts of attributes and inducements are being implicitly associated with them.

· What will buying this product say about me as a person?
· How will the product improve my life?
· What fears or anxieties will the product combat?
· How has advertising changed?




WHAT IS PUBLISHING?

Publishing (Verb)

1.	To prepare and issue (A Book, Journal, Or Piece Of Music) for public sale:
· We Publish Practical Reference Books
· The Pressures On Researchers To Publish
1.1 To print (something) in a book or journal so as to make it generally known:
· We Pay £5 For Every Letter We Publish
1.2 (Usually as adjective ‘published’) prepare and issue the works of (a particular writer):
· A Published Author 

Origin:  Middle English (in the sense 'make generally known'): from the stem of Old French puplier, from Latin publicare 'make public', from publicus (see public). 
WRITING PERSUASIVELY IN PUBLISHING IS DIFFERENT TO advertising 

Publishing is the process of production and dissemination of literature, music, or information — the activity of making information available to the general public. As such it has strong links with advertising. However where advertising appeals to the individual desire (utility or emotion) publishing is more a system of distribution of printed works such as books (the "book trade") and newspapers. With the advent of online information systems, the scope of publishing has expanded to include electronic resources, such as the electronic versions of books and periodicals, as well as micropublishing, blogs, fan fiction, video game publishers etc.


Persuasive Writing
	
· In persuasive writing, the main purpose is to significantly influence the way a reader thinks, feels and/or acts. 
· Key for advertising and successful publishing
· Roots in Rhetoric: a series of rules for heightening the impact of language use
· Roots in appeals to emotions of desire or fear: advertising seeks to create a sense of inadequacy that the purchase of the advertised object will assuage

Examples of Persuasive Writing
Personal application (selling oneself as capable, authoritative)
· Any job application.
· A complaint about faulty goods or bad service.
· A performance appraisal form, explaining to your boss why you are indispensable and deserve a raise.
Public address (selling desire for something different)
· Tourist brochures for a holiday destination
· A press release for a new novel.Discussion Exercise 2

In groups, read the copy of George Orwell’s essay ‘Politics and the English Language’. Discuss what makes this a successful or unsuccessful piece of persuasive writing.

· Why is Orwell writing this essay ? what are his points?
· Does he persuade the reader of the virtues of a simple English?
· Does he make you think of your own writing?
· What sort of ‘tone of voice’ does the essay adopt? Is it accessible and easy to follow?
· Are you convinced? Are there arguments that Orwell has neglected or avoided?
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