
"Hurry! Supplies are limited!" 



Ivory Soap 
is 99.44% 
pure! 





 Words that are misleading or deceptive. 
◦  “All natural” 
◦  “New, better tasting” (better tasting than 
what?) 
◦  “nutritious” 
◦  “good for you” 
◦  “Fresh” 





CAN YOU SEE THE WEASEL???! 



 Simply stated, this applies to ads where 
the setting seems to overshadow the 
product. 
◦  i.e. vitamin commercial with someone climbing 
a mountain and the person is super small and 
the scenery really big.  
◦ Car advertisements that show places “no car 
has gone before” 



 Ads give the impression that everyone is 
using this product and you don’t want to 
be left out. 

 What might this look like? 



  Manufacturers create 
jingles, or catchy 
sayings, to encourage 
customers to think of 
their products. See 
how many students 
can complete the 
following food jingles 
and identify the food 
product that is 
connected to: 

  "Betcha can't eat just one....."  
  (Frito Lay)  
  "It's a honey of an O, its....."  
  (Honey-nut Cheerios)  
  "Good, good, whole wheat...."  
  (Shreddies)  
  "You can't drink it slow, if it's...."  
  (Quick)  

"Leggo my...."  
  (Eggo)  
  "I gotta have my...."  
  (Corn Pops)  
  Silly Rabbit,..........Are for kids!"  
  (Trix)  
  “When you've got the munchies, 

nothing else will do...."  
  (Hostess Potato Chips) 



The “Jingle” 







  These are ads that appeal to the emotions 
and make you feel connected to the story 
of the ad. 

  Think about the name “String on your 
heart” 

  PSA’s and donations use frequently.  
 Very often there is a “story” being told.  

The son who comes home from college 
and makes his parents Foldger’s coffee.  

 Hallmark 





http://www.whymilk.com/index.htm  

Got Milk? 



  http://
www.youtube.com/
watch?
v=cJTwBXencHc&fe
ature=related 

  http://
www.youtube.com/
watch?
v=ejgNIAqThUs&fea
ture=related 

• These are ads created to appeal to 
the “common man/woman” 
• Average Joes 
• Think of old Levi Commercials. 
• Diet Pills “I lost and so can you!” 



  Sexy sells…. 
  Frequent lack of clothing and sexually suggestive. 



 Ads that catch or attention for being risky 
and close to over the top.  Might be 
suggestive, dangerous, unethical, illegal 



  Butters up the 
customer. 

  Says something 
nice about the 
person who uses 
the product 

  Provides 
Compliments 

  “You’re Great” 
  “You’re Beautiful” 
  “You Deserve” 



 Consumer will get something if they 
purchase the product 

  Example: a coupon for use on next 
purchase, a toy, etc. 



Make the consumer feel like they are getting an 
added value by purchasing product.  Also works well 
to attract the “screaming kid” 



  The vague claim is simply not clear.  It uses words that are colorful (sometimes weasel words) but 
the claim itself is meaningless.  It often will overlap with other claims. 

  E.G. “Lips have never looked so luscious”   --- Advertisement for lipstick 
How could you prove or disprove such a claim?  Not measurable 

E.G. “The deep rich lather will make hair feel new again” --- Shampoo 
New hair?   

Uses broad, general terms that sound appealing to the audience but really 
say nothing informative about the product or could apply to any brand of 
the same product. 
Example: “The American Way” 
Any other product could potentially use the same slogan. 





 Appeal to people who want to become 
part of an “elite” or “exclusive” group. 

 More than likely will not be for the 
“average Joe” 

  Think of fashion magazines and high end 
clothes.  What do the models look like?  
Would you see them on a farm working? 



  The advertiser will tell you something good 
about the product but leave the ugly truth 
out.   

  This has been especially popular in the last 
few years with 100 calorie snack packs.  

  If it sounds too good to be true, it probably 
is…. Even Oreos have some vitamins, that 
doesn’t mean they are healthy.  





 Adding something to a product to set it 
apart from the competition. 

  Just because glass cleaner has 6 extra 
ounces of water doesn’t make it a better 
cleaner per-say.   

  These ads are sometimes tough to spot 
unless you do a little research.  



 Media models promoting popular trends 
including fashion, style, activities. 

 Models apear flawless and reflect images 
that are unattainable. 

  Enticing consumers with “fat free” foods 
leading them to believe that they are able 
to eat them inlimited amounts instead of 
in moderation, also distorts the need for 
fat in the diet. 



  Advertising fads in exercising and diet pills 
and machines promising “quick fixes” to life 
problems instead of lifestyle changes of 
exercising and changing eating habits. 

  Advertising diet centers and techniques 
contributing further to image or idea of 
imperfection and being uncomfortable with 
self. 

  Advertising for fast foods or other foods 
during times to appeal to specific audiences 
such as children and teen sot influence family 
food purchases. 



 How Stuff Works:  How Ad Slogans Work 
http://www.howstuffworks.com/ad-
slogan.htm  



 Advertising Slogans Hall of Fame 
http://www.adslogans.co.uk/hof/  

 Advertising Slogans Game 1 
http://www.chapmanrg.com/ME/
F_SLOGAN.HTM  

 Advertising Slogans Game 2 
http://www.corsinet.com/braincandy/
slogans.html  

  Top 100 Advertising Campaign 
http://www.adage.com/century/
campaigns.html  



  KFC http://www.kfc.com/   
  Hanes http://www.hanes.com/index.jsp  
  Pepsi 

http://www.pepsi.com/current/index.html 
  Nike http://www.nike.com  
  McDonald’s http://www.mcdonalds.com  
  I’d Like to Teach the World to Sing 

http://www.niehs.nih.gov/kids/
musich.htm  
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