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Undergraduate assignment feedback form
(to be completed by marker)


	Student Name: Jade Anna Davies


	Module Code: CSPB4001

Module title: Persuasive Language: Creativity, Copywriting & Text Editing
	Student number: 1702321

	For completion by marker:
Comments:

Moving Image Literacy (USP)
Very clear, well written and perceptive. Alert to detail to target audience and to   the role of advert not in sellingthe object but generating feel good associations for the product 

The Persuasion of Narrative - storytelling in two contrasting advertisements
This is the best of the three. Good choice of two very different adverts which use storytelling in contrasting ways. Clear. detailed commentary

The Unbelievable Truth
A great choice of subject matter - told with mock innocence and full of twists and turns. playfully hides its truths amidst small flights of fantasy 

Corrected piece                   16 incorrect (not bad!)
[bookmark: _GoBack] 
A good, solid portfolio. 


	Marker’s signature: Jeni Williams
	Date: April 2018

	Provisional mark:  68
NB.  All marks are provisional until confirmed by the final examination board. 





ASSESSMENT CRITERIA for CREATIVE WRITING 

	Criteria
	The portfolio demonstrates:

	Mark 

	ORIGINALITY
	imagination and originality in the production 
	1

	LANGUAGE
	an awareness of, and the ability to deploy, appropriate language in relation to genre, form or other conventions and expectations, including pace, rhythm and shaping.
	1

	EDITING
	an awareness of the demands of, and the ability to deploy the skills required in, editing and revision at a mechanical (proof-reading), structural (length, pace, plot etc.) level
	1

	SR
	evidence of reading of, and reflection upon, (sub)genre or other comparables; and of awareness and deployment of ‘background’ research as appropriate to each piece 
	1

	ASSESS OTHERS
	an understanding of the process of assessment through written assessments of the creative work of others 
	2

	AUDIENCE
	an awareness of its intended audience and readership/ viewer and/or the market expectations relevant to the work including the conscious subverting of these expectations if appropriate.
	2

	PROFESSIONALISM
	an understanding of the presentational expectations of particular forms - here writing in the style of conspiracy theorists, a satirical radio programme and the use of symbolic narrative 
	1

	GUIDELINES
	Adherence to guidelines 

	1




CSPB 4001 Persuasive Language:
Creativity, Copywriting & Text editing



Portfolio index

A Proof of Peer engagement: List postings under forum and date of posting (no word count)
B Written Work: indicate which three tasks completed; confirm that the single compulsory task has been completed and submitted by (the equivalent of 2000 words)
 
	A: Engagement
	Forum/date 
	Forum/date

	Moodle postings of work
	1. 2 – 11/03/2018
	2. 4 – 17/03/2018

	Moodle postings of peer feedback 
	1. 2 – 20/03/2018
	2. 2 – 20/03/2018

	

	B: Task no. 
	Description
	Word count

	· 2
	Identify its Unique Selling Point (USP)
	498 words 

	· 3
	Explore the use of storytelling in two contrasting advertisements of your choice
	527 words 

	· 4
	Write a speech for The Unbelievable Truth which is full of ridiculous statements and try to blind the reader to 4 true facts.
	526 words 

	· Task 9
	Tick to confirm completed & submitted by hand

	      ✔
	500 words



Written Work: TASKS

TASK 1: Image literary; 						(500 words)
TASK 2: Moving image literacy					(500 words)
TASK 3: The persuasion of Narrative 					(500 words)
TASK 4:   Rhetorical Persuasion (i)  					(500 words) 
Either 	1. Write 3 pieces of copy that deploy (i) puns; (ii) alliteration; (iii) parallelism 
		Include self-reflection on what you are doing and why 
Or 	2. Develop your story by writing 2-3 pieces of copy that deploy 
(i) puns; (ii) alliteration; (iii) parallelism (include self-reflection)
Or 	3. write a speech for The Unbelievable Truth which full of ridiculous statements and try to blind the reader to 4 true facts
TASK 5: Proofreading/Copyediting for a house style			(500 words) 
TASK 6: Writing for an audience 					(500 words)
TASK 7: letter of complaint and demand for redress			(500 words)
TASK 8: Rhetorical Persuasion (ii)  					(500 words) 
Either 	1.  3 pieces of copy that each deploy metaphor in different ways (plus self-reflection)
Or	2. write a short story that depends on developing a metaphor (plus self-reflection)
TASK 9: COMPULSORY 						(500 words)
Edit and correct 3 pieces of copy supplied in the class  
Task 2 Moving Image Literacy

(1.) Identify its Unique Selling Point (USP)
· What specific benefit does the USP promise the consumer?
· How is the distinctiveness of the product and/or brand emphasised?
· Does the advertisement rely solely upon its USP for its persuasive effect?
___________________________________________________________________________

https://www.youtube.com/watch?v=XFsZ6BO4LU0 

This advert is aptly titled ‘Wonderfilled’ which describes the wonder inside the filling of a person. Its USP is that the filling (crème) of a person (cookie) has the power to share love and bring people closer together. The advert is warm-hearted and encourages its audience to see the world with openness and curiosity.
It starts with a very simple premise; something as small as an Oreo cookie can bring a positive change that fills the next person with positivity to share, creating an enormous cycle of positivity. A small gesture of sharing can impact massively on the type of person someone will become, such as in the advert with the wolf not killing the little pigs and instead being filled with a passion to share. The end of the advert with the passing of the Oreo between various people, creatures and even robots, shows that regardless of how a person looks on the outside, we should treat everyone with love and respect. That one tiny action which may seem meaningless, has the power to make someone’s day brighter, for example, sharing a friendly smile or opening the door for someone. Its specific benefit that is promised to the consumer is that sharing brings people closer together to make the world a better place and to remind the audience of the power of friendship.
The catchy and easy song echoes in your mind, playing the music over and over. This is a powerful selling tool as it acts as a continuous reminder of the message within the advert; to share. The bright colours and simple cartoon animations maintains the fun and uplifting environment the song creates and because of the simplicity it allows the audience to focus on the message rather than become overwhelmed with intricate design details. The advert is designed to make you feel inspired to perform an act of kindness for someone else and make a conscious effort to be helpful. It is likely that this advert will come to mind whilst shopping in a supermarket. When you walk down the aisles and come across Oreo’s on the shelf, you’ll remember the uplifting and joyful state it made you feel when watching it so you are more likely to buy the product.
Oreo’s are one of the world’s largest brand of cookies, they do not have any particular need to create such an advert in order to sell their brand, therefore they do not rely solely on its USP to persuade consumers to buy the product. However, the USP in this advert has an interesting and creative effect that resonates with the audience. It appears as though an adult audience is the demographic Oreo wants to attract with this advert. Children are already filled with wonder and magic in how they see the world, whereas adults must be reminded of that. The stories in the advert are intended to resonate with a large audience of different people and hopefully to inspire everyone to be generous. 



















Task 3 The Persuasion of Narrative

(1.) Explore the use of storytelling in two contrasting advertisements of your choice
___________________________________________________________________________

Advert one: Audi R8 “Commander” – 
https://www.youtube.com/watch?v=G1fl-eddUEY&feature=youtu.be 

This advert by Audi takes just ninety seconds to tell an emotional yet heart-warming story to sell its product. The advert starts with close up shots of photographs, newspaper cuttings and memorabilia, along with the space talk voice over, this tells us that the man sat in the chair was once an astronaut. As the story progresses we can see the signs of a man who is suffering with depression. He isn’t eating, he’s staring blankly into space, and he’s in his own world, ignoring his family. His son, rather than addressing him by ‘dad’, calls him ‘commander’. This single word has such a great, powerful impact on the man, while also showing the son’s respect and understanding of his father’s mental condition. We then see the man’s wonder and pure joy when walking out towards the car. It allows him to experience the lift-off process again, which the audience can see in his flashbacks. There is also a wonderful moment when the man mouths ‘one’ during the countdown before take-off. David Bowie’s “Starman” is appropriate for the context of this and gives the advert a magical tone. The car becomes a character in this advert. It shows the power of blasting off, and we get to experience the man’s thrill and excitement.


Advert two: Sandy Hook Promise “Evan” - https://www.youtube.com/watch?v=A8syQeFtBKc&feature=youtu.be 

“Evan” tells the story of a teenage boy writing on a desk to a girl he has never met. The audience follows Evan’s path to finding the girl he has been writing to, and alas, result. He finds his mystery girl on the last day of school before summer break and the audience gets to experience that lovely moment of the pair meeting. Then it hits us. The advert is then played again, but this time focused on the lonely boy in the background looking into a mass shooting. This time we see all the signs we missed, the gun magazine and videos, the Instagram post, the hand gestures. The advert is showing us how easy it is to become focused on the lovely story, and easily miss the signs. Ironically, the audience gets caught up in the trap the advert is asking us to avoid. It is showing us that we should be looking for signs that someone is acting differently or struggling. The song that is playing can also be heard with two different meanings, matching the scenes we watch. The first interpretation is that the boy meets the girl; “Johnny met June”. The song’s melody and the bright colours in the first half of the advert depict a happy, love story. However, the second interpretation explores the line from the song “I got news today from the radio man”, indicating the radio reporting the incident. In the second half of the advert, the song is played in a different, almost haunting tune, and the colours are darker with a spotlight focusing on the signs the audience missed the first time watching it. This advert uses the story to play with the audience’s emotions. We become invested in the characters and are shocked when the student starts shooting. 




















Task 4 Rhetorical Persuasion

(3.) Write a speech for The Unbelievable Truth which is full of ridiculous statements and try to blind the reader to 4 true facts.
___________________________________________________________________________

Topic: Space

The sun is not actually yellow. We should be encouraging children to finally get use out of the white crayon and draw a little white smiley sun in the corner of the page. A gas giant, such as Jupiter or Saturn, formed because of the amount of flatulence from Earth, escaping into the atmosphere. Scientists worry that the increase in human population on Earth will cause these planets to expand or an entirely new gas giant will be created. Uranus has a moon named Miranda which has a battered texture like a patchwork quilt. This is because there are tiny people living on Miranda with mallets, hammering the moon to confuse scientists. DreamWorks man on the moon was originally supposed to be a cow sat on the moon. They had to change it to a little boy when they were being threatened to be sued by the family of the songwriter who composed the nursery rhyme ‘Hey Diddle Diddle’. Martin Cooper, the creator of the mobile phone, stole the idea from an alien that landed in his backyard. The alien was using a high piece of tech that doubled as a form of social interaction between species. Cooper captured the creature and tortured it until it provided the instructions to reproduce the handheld. Then all he needed to do was dispose of the alien which was easy since alien gloop is used in the internal drive of a mobile. With the information the alien had provided, Cooper redesigned the piece of tech and passed it off as his own invention; the mobile phone. Due to alien gloop being used to manufacture mobile phones, aliens can interact with your mobiles. That is the main cause of unknown callers, screens freezing, and short battery life, because of alien interference. Additionally, meteorites are radioactive. However, the elements of radiation found in meteorites are actually alien poop. NASA have actually discovered a new planet, which they are calling Planet IX. This new planet has great potential for human life. Unfortunately, though, the planet is currently inhabited by flesh eating dodo-like creatures. Until they deal with the dodo creatures, NASA are withholding their findings. There are so many chocolate and candy bars named after things in space, such as Mars, Milky Way, Galaxy, and Orbit, because the recipes were originally designed for the purpose to be freeze dried space food for astronauts. The ingredients didn’t fulfil their dietary requirements, but because they were so delicious they were rebranded as sweets. Neil Armstrong threatened legal action against his barber, for selling his hair to a collector for $3,000. The reason why the space bar on a keyboard is so long, is because after the Apollo 8 missions, NASA found that the information recorded on typewriters was too confusing to read because of the lack of spaces between words. Astronauts couldn’t hit the space bar properly because of their protective gloves. Apollo astronauts were not the first Earthlings to circle the moon. In fact, a tortoise beat them to it in 1968, a few short months before Apollo 8, proving that the tortoise really is faster than the hare, well humans at least.
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