PWR 2
BASIC RHETORICAL TERMS
Lee

“Got Advertising”:  Visual Design in Print Advertising
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RHETORICAL USE OF REPETITION, WORD ORDER, WORD EFFECT, & AUDIENCE ADDRESS

Consider using these devices to enhance your oral delivery. 

Moreover, you’ll find them useful when creating slogans and lead texts for advertising campaigns as well.
REPETITION

Alliteration:  the repetition of the same sound beginning several words in sequence.

Ex. 1 Hewlett Packard’s IT and business services.

Background:  2004 Ad Campaign (“Change + HP”) using case study of Avaya communication software as client.  

Lead text: “The spinoff that acted like a startup”

Ex. 2 Volkwagen cars.

Background:  2004 ad campaign for VW Touareg.

Lead text:  “The most wanted SUV is now even more desirable.” (here there is also assonance, repetition of vowel sounds).
Ex. 3. GM car company.

Background:  2004 ad campaign for GM cars.
Lead text:  “Before J.E. Power and Associates and R.L. Polk and Company, comes T.J. Palmer and Family.  Winning over the critics is great.  Winning you over is even better.”

(notice the anaphora in the last two lines.)

Ex. 4. Altoids.

Background:  2004 ad campaign for “Apple sours”

Lead text:  “Good Fruit Gone Bad.”

Slogan:  “The Curiously Strong Sours.”

Anadiplosis:  the repetition of the last word (or phrase) from the previous line, clause, or sentence at the beginning of the next.

Ex. SpringHill Suites.  Marriott hotels.

Background:  2004 ad campaign.

Lead text:  “Office Suite with bedroom?  Or bedroom suite with office?”
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Anaphora:  the repetition of a word or phrase at the beginning of successive phrases, clauses or lines.

Ex. 1.  Gestetner office printers.

Background:  2004 ad campaign.

Lead text:  “Get going.  Get it scanned in. Get it printed. Get everybody on the same page.  Get it digitized. Get connected.  Get it done.”

Slogan:  “Geststetner gets it done.”

(notice alliteration and assonance in the slogan)
Ex. 2.  Tempur-pedic.  Producer of pressure relieving Swedish mattresses and pillows.

Background:  2004 ad campaign.

Lead text: “No springs.  No air.  No water.  No kidding!  No better bed than Tepur-Pedic.”
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Antistrophe (also called epistrophe):  the repetition of the same word or phrase at the end of successive phrases, clauses, or sentences. 
Ex. 1.  DHL:  shipping company.
Background.  2004 ad campaign.

Lead text:  “The Roman Empire.  The British Empire.  The Fedex Empire.  Nothing lasts forever.”

Slogan:  “We move the world.”

Ex. 2.  SmithBarney Citigroup:  Financial consultants.
Lead text:  “Luck?  There’s blind luck, dumb luck, and then there’s get-up-every-morning-at-5:30-and-sweat-the-details luck.”

Slogan:  “This is who we are.  This is how we earn it.” (Notice the use of anaphora; parallelism of “we are” and “we earn”).  
Ex. 3.  Grand Marnier liqueur.

Background:  2004 ad campaign (New Yorker)

Lead text:  “Enough e-talk.  How about some ‘we’ talk?”

Slogan:  “The conversation is waiting.  Go there.”
Assonance:  Repetition of similar vowel sounds preceded or followed by different consonants.

Ex. 1 Gap body.  

Background:  2004 ad campaign.

Lead text:  “Reveal how you feel.”

Ex. 2.  Jergens body moisturizer.

Background:  2004 ad campaign.

Lead text:  “Skin is in.”

Epanalepsis: Repetition at the end of line, phrase, clause of the word/text that began at the beginning of the line, phrase, clause.

Ex. Mercedes Benz SLK 350.

Background:  2004 ad campaign.

Lead text:  “0 – 80.  billion stars with a push of a button.” 

(notice in the second line the alliteration and consonance—final consonants repeat.)

WORD ORDER/SYNTAX
Antithesis:  opposition, or contrast of ideas or words in a balanced or parallel construction.  

Ex. 1. “They who did so were accounted in their day, plotters of mischief, agitators and rebels, dangerous men.  To side with the right against the wrong, with the weak against the strong, and with the oppressed against the oppressor! —Frederick Douglass, “What to the Slave is the Fourth of July”

Ex. 2. Jeep cars.

Background:  2004 ad campaign.

Lead text:  “Equally capable on natural . . .or artificial turf.  All new Jeep grand Cherokee.  The off-road legend continues . . . on-road.”

Asyndeton:  lack of conjunctions between coordinate phrases clauses, or words. [It looks like commasplices].
Ex. Lancome products (personal care).
Background:  2004 ad campaign for “Hair Sensation Force Densité”

Lead text: “Thickens, revitalizes, a newfound youth for your hair.”
Climax:  cumulative arrangement of words, phrases or clauses in an order of ascending power.  Often the emphatic word in one phrase or clause is repeated as the first emphatic word of the next.

Ex. 1 “Thought is the blossom; language the bud; action the fruit behind.” —Ralph Waldo Emerson.


Ex. 2.  MSNBC news on the web.

Background:  2004 ad campaign.

Lead text:  “The best news video is online, on demand, and on the house.”


WORD EFFECT

Euphemism:  substitution of an agreeable or at least non-offensive expression for one whose plainer meaning might be harsh or unpleasant.

Ex. Midol pharmaceutical company.
Background:  2004 ad campaign for Midol Menstrual Complete.

Slogan:  “Get Midol.  Get on with it.”

(notice the anaphora)

Homophone:  Two or more words that are pronounced the same but have the different meaning.
Ex.  Trane:  manufacturer of air conditioning, heating & refrigeration.  
Slogan. “It’s Hard to Stop a Trane”

Ex 2.  Best Western hotels.

Background:  2004 ad campaign.

Lead texts:  “Peace of mind:  Best Rates.  Pièce de résistance:  double miles or points.”
Hyperbole:  exaggeration for emphasis or for rhetorical effect.

Ex. 1 Avacor hair loss product.
Background:  2004 radio ad campaign.

Lead text:  “Avacor is the product of the twenty-first century.”
Litotes:  understatement, for intensification, by denying the contrary of the thing being affirmed.

Ex. Jeep Grand Cherokee.

Background:  2004 ad campaign.

Lead text:  “Sometimes the road ahead is paved with anything but good intentions.”  [image of car driving down a road with a row of yellow warning signs illustrating bumps, deer, rolling rock, crosswalk, men at work, and swerving road]

Metaphor:  implied comparison achieved through a figurative use of words; the word is used not in its literal sense, but in one analogous to it.

Ex. 1.  Starbucks coffee company.

Background:  2004 ad campaign.

Lead text:  “Sometimes the coffee stirs you.”

Ex. 2.  TIAA CREF financial services.

Background:  2004 ad campaign.

Lead text:  “Yes, we’re an 800lb gorilla, BUT WE’RE YOUR 800LB GORILLA.” 

(notice the antistrophe)

Ex. 3.  Kiwi Shoe Polish.

Background:  2004 ad campaign.

Lead text:  “Hey.  A topical cream that really does make you more attractive.”  

[the only “topical cream” that does this, of course, is the shoe polish]

Simile:  an explicit comparison using “like” or “as.”

Ex. 1  “A dinner which ends without cheese is like a beautiful woman with only one eye.” —Jean Brillat-Savarin. (This example also ends with a paraprosdokian).

Paraprosdokian:  surprise or unexpected ending of a phrase or series.

Ex. 1.  A.G. Edwards.  Financial consultants.

Background:  2004 ad campaign.

Lead text:  “When a financial consultant is free to commit fully to a client’s happiness and satisfaction, an interesting thing happens:  Happiness and satisfaction.

AUDIENCE ADDRESS


Aporia:  expression of doubt (often feigned) by which a speaker appears uncertain as to what he should think, say, or do.  Also known as the “rhetorical question.”
Ex. Chrysler car company.
Background:  2004 ad campaign for Chrysler 300C.

Lead text:  “Can inspiration lead to something totally unexpected?  Yes.  Can the American sports sedan be reborn?  Yes.  And can HEMI power arrive with such style for under 33K?  Absolutely.

Apostrophe:  a sudden turn from the general audience to address a specific group or person or personified abstraction absent or present.  

Ex.  Diamond industry.
Background:  2004 ad campaign (“A diamond is forever.”)

Lead text:  “This anniversary show her you actually do pay attention.  Hey, we’re talking to you.”
A. Identify the following sentences with the proper names of the rhetorical devices in each sentence:

1. “Go against the Grain.” 
–Ciroc vodka ad; lead text in ad.





2. “If a tender moment turns into the right moment . . . will you be ready?” 
—Cialis prescription medicine for erectile dysfunction; lead text in ad.
3.  “More cash back.  More ways.  More often.”  
     —Citibank credit card; lead text in ad.


4 “the signature blonde” [picture of Marilyn Monroe]; “his signature masterpiece” [picture of Monet’s “Waterlilies”]; “our signature card” [picture of Visa Signature].  
—Visa Signature credit card; lead text in 3-page ad.


B.  Rhetorical Challenge:  Incorporate at least THREE rhetorical devices in your next oral presentation (not counting alliteration).  Consider using rhetorical devices in your ad campaign.
Fig. 2.  Hewlett Packard advertisement.  “Get an HP Color LaserJet printer for just $499 and watch your business blossom.”  Newsweek. 10 Nov 2004. E25.





Fig. 1.  Gestetner advertisement.  Newsweek 10 Nov 2004.  E 17.








