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ABSTRACT

This dissertation offers a linguistic study of the language
used in advertising. Firstly, 79 adverts from Veja magazine were
selected and divided into two types of adverts: Cossercial
Comnsumer and Frestige adverts. Their structures are analvzed and
their differences are pointed out. Secondly. the technigues used
by advertisers in order to persuade readers to buy the products
advertised are classified in three major strategies: Grammatical,
lexical , amd Textual . Thirdly., an investigation of the hidden
ideology in Yeja adverts is presented. The presence of race,

class, age and gender in adverts is also analyvyzed. Finally a

conclusion is made.



RESUHRS0

Estavdissertagao oferece um estudo lingdistico da linguagem
usada na propagansds. Priseiresente, 93 prupag&ndés da Hevista Yeja
foram selecionadas e divididas em dois tipos de propaganda: Comer—
cial e de Frestigio. Suas estruturas foram analisadas e suas dife-
rengas foram destacadas. Em segundo plano, as técnicas usadas pe-
los agentes da propaganda para paréuadir o leitor a comprar um
produto s30 classificadas em trés estratégias: Gramatical, Lexi-
cal e Textual. Em terceiro plano, uma investigaco da ideologia
oculta presente nas propagandas da Vela & apresentada. A presenga
de raga., classe. e genero nas propagandas também s3o analisadas.

Finalmente, uma conclusio & apresentada.
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TR T T

Advertising can  be & topic of great interest in  many
areas of study like Qoéimlogyy Fevchology and Linguistics, among
others. In Sociology, advertising can be studied in relation to
the values of a society: in Paychmlogy,vit can be studied in re-
1atimn to the effects of consumerism on tﬁe publicy and in  Lin-
guistics, it can be studied in relation to the tvype of language
used.

Advertisers have a major role in advertising. Advertisers
make use of pressupositions when they creste Lhe adverits, because
"there i1s no way that the writer can khow what actual  readers’
intertextual edperiences are: so the writer muét construct an
ideal reader with particular intertextuasl wperiences’  savs
Fairclough {(198%:153). And by doing this there is "no guarantes
that the texts which are assumed to be within the sMperience of
the audience have actually ever sxisted outside the head of the
producer" {(ibid). In this way, producers in mass communication  (in
our  case, advertisers) can manipulate auwdiences by attributing
to their empériemga things which they want to get them to accept.
In the case of advertisers, they ocreate necessities in the ou-
blic's mind in order to ssll their product or service an;d
their image. vﬁnd to create these necessities they use persuasive
discourse. Thia kind of discourse is ﬁmwerful,_manipuia‘cive&5 arct

certainly it has ideclogical funchions.



Some linguistic studies have concentrated on the language of
advertising. Lesech’™s (1%966) is one of them. He madg an investiga-
tion on the language used in British advertisements. He shows the
standard advertising English the changes that are made in advert-
ising and the Creativity used.

ﬁnéth@r important study was developed by Vestergaard and Sch-
rader {19835). Im  their book "The  Language of Advertising, they
distinguish between non-commercial and commercial  advertising
(1?8§:01)n They make & broad investigabtion on many Lopics concer-
ning advertising. for example: Advertising and Societys Language
and Communication: the structure of an advertisemaent; strateglies
of address; advertising as a FPsyvchological Mirror:; and the ideo—
logy of advertising.

Needither of thesé studies. however, concentrates on the Fer-
suasive Discowrse in  advertisements. ]

In this dissertation I am concerned with persuasive dis—
courss in Brazilian magazing adveritisements.

I decided to ihvestigate ‘ persuasive discouwrse because it
is pressnt in owr evervday social practice and can change our so-
cial needs and behavior, thus being very, powerful.

. Research on this field of discourse has been very rare in

FPortuguese. Citelli (1990) investigates persuasive  language in
general, but has paid little attention to advertising. aApart from
thia.’ﬁtudy, orily advertisement copvwriters have written about the
art of producing an ad {(O0'neill: 178%, Nilsen and Nilsen:li978 and

Leducs1972),. They did not concentrate on the linguistic aspects of

adverts, though.




In order to investigate Fersuasive Discowrse in  Advertising
I chozse two types of adverts: commercial consumer and prestige
adverts. Lommercial consumer advertising aims al promoting promo
ting sales of a commercial product or sesrvice toc a mass awdience.
This type of advert has the purpose of persuading the public (mass
audience). Frestige advertising aims at praising the name of the

comparny more than the products 1t produces.

s

Both of these tvpes of adverts are important to my study be-
cause they aim selling & product or service that is compating

with many other products or services available in the market.
And in order to compete, advertisers use persuasive language.
The first step of my work was to select commercial consumer
and prestige advertisements from Veja. magazing. The reason for
choosing Veja mageazine is that it is read by both men and women,
it dis  an  informative magazine like a newspaper, and the most
read magazine of this genre in Brazil. The number of adverts
analvzed was & total of 9%: 537 commercial consumer adverts and 38
prestige ad#ertsu The reason for analyzing fewer prestige adverts
is  for the numbesr of occurrance: in every ten adverts, nine were

commercial consumer and only one was a prestige advert.



I chapter 1, I look at the adverts’ macro structure to ses
where persuasive discouwrse 1is more prominent {(slogan, body copy.,
Headliney illustration and standing details).

In chapter 2, I define persuasive discourse according to
Llongacre {1987) and lLakoff (19?3 " The definition was n@casgary.in

k]

order to identify the linguistic strategies which will be de-—

e
Wt om

veloped in chapter

&) Grammatical strategies

B} LExi;al strategies

c) Textuwal strategises
Through  these strategies I will show how Persuasive Discourse
is diversified aﬁd also show the different technigues used by the
advertisers., Advertisers  wuse all tvpes of strategies to reach
their objiective: sell the product. Here 1 also comment on the
differences in technigues used in the two tvpes of adverts.

In aﬁamter 4, I dicuss the hidden Ideology present in  these
adverts. The appeals advertisers use to persuade readers:
appeal to the reader’'s feelings and appsal to nature and ecology.

Besides this, I comment on how class, race, age and gender are

treated in adverts,



CHAPTER I

1.0 The Structures of Adverts

Im this chapter I will first show the tvpologies of adverts
presented by lLesch (1946467 1T will also examing and illustrate the
gensral structure of adverts and to- conclude I suggest a new

terminology for the structures of adverts.

1.1 Tyvpes of Adverts

Aocording to Leesch, there are five general tvpes of adverts:

a — Commercial Consumer fAdvertising - directed towards a mass
audience with the aim of promoting sales of é commercial product
or service.

o~ Frestige Advertising — also directed towards & mass awdience,
it seeks not so much to promote sales, but to being  about an
aligrnment of opindion wiith commsrcizal interests.

c -~ Trade Advertising - addressed to the retailer by the manufac—
turér or distributer in trade jownals.

i — Retail Advertising — addresssd to the patentiél customer by the
retailer, generally in specialized magazines.

g - Classified ads - initiated by private individuals in national

and local ﬁublicatiana.



here are also those advertisements initiated not by commercial
enterprise but by governmental departments and non-protfit-making

hadies such as charities (Leech 19&56:25).

1.2~ Leech' s structure of an_advert

Afocording to Leech (1966:5%2) the general structure of a press ad-

vert consists of:

~ Headline
-~ [llustration{s}—- A picture of the product or of a landscape.
- Body Capy — The main part of the advertising message. often
divided into various sections under subheads.
-~ Signatuwre Line ~ & mention of the brand-name, accompanied by a
price—tag. slogan, trade-mark, or a picture of the brand pack.
-~ Standing Detail - Cut-out coupons and strictly uwtilitarian in-
formation in small prinmt, usually appearing unchanged on & series
of different advertisemsnts: the address of a firm, how to obtain
further information, legal footnotes.eto.

Lesch also savs that the preferred order of these sections

is (from top to bottom) as  listed above, see pilcture 1.2:

&
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Ficture L.2 is a tvpical example of an advert acocording to

it has a headline, the illustbtration presents the products

Lomeoby,

P

ced by the conpany, the body copy gilives more detalls about the

products, there is the signature line Tollowed by a slogan. The

starnding detail i represented by bthe phons namber of where the

progucts can be fTound.

The headline and  signaturse  lines are indispensable parts of

a press advertilsemsnt, althowgh these are somsbtimes collapsesd into

& wmingle display line. "The other parts are definetly  optional,

and arse omibtised wilth varying  degress  of freguenoy”

1.3 ¥estergaasrd and Schroder s structuere of an adwert

(Leech

Vestergasard  and  Scohroder present & very  similsar  structurs to

that of Lesch’ s (198%:54)., For theam, the structuare of a cla

vert consists ofs

- 1 lustration
----- Hiead | e
- oy Cogpy
- Signatore Line
----- Slogan — (right benesath the signature line)
They changs the naming of the last parts standing detadll

wlogan, sese ploburs 1.3 below:

becomes
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Ficture 1.3 has all the

ving & standing detail

For these last anthors this
- attract attention

arouss interest)
stimuilate desiresy

i
v L

- greate conviocbiong

- oget athention {(make

and Schroder 19685149},

They also sungsst that the

parts of

it has

the reader resd 1t).

photure 1.3 but instead of hee
& ®mlogan.
structure has five objesctives, tos

(et the resder to ses 1h)g

(hund, apud. Vestergaard

signaturs

Time and the slogan have an
important function  in the  adverty "the readsr who notices  the
advert but does not bother to read the body copy will still  get
an ddea of the basic message of the ad” (ibid:54).

For my analvesis I concentrate specifically on the Commerocial
Consumer and Frestige adverts bscause  these adverts have the
ohisctives of promoting sales of a commercial  product or service
ar of the company that produces the products  {(in the case of the

prestigs adverts) to & mass

auvdisnos. I belisve they make more

intense use of persuasive strategies  than the obther types of
adverts. The advertissrs of these two types of adverts  have the
necessity of selling & product or service that is competing with
many other prodoucts or sesrvices availlable in the market, and also
hecause bthey need to create the necessity so the reader will  buy
the procaot.
L.d=- ¥gia Domssrcial Consumer adverts structure
Ir Weia one of the most frequent structurs of a Commercial Consu-

mexr advert {(see pictuwrs 1.4)

RS
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Oleo de Flores e Folklias.

Espalhe sobre a sua pele o novo prazer de corpo inteiro da Natura: Oleo de Flores e Folhas.

Uma inovagdo em forma de perfume que amacia a pele, dando um toque acetinado e a0 mesmo tempo seco.
Vocé pode se vestir logo depois de usar. Oleo de Flores e Folhas & uma experiéncia nova em sua vida.
Escolha uma das fragrancias inesqueciveis que inspiraram a Natura:

Rosa da Bulgdria, Jasmim de Grasse e Bouquet da Sicilia. Linha Flores e Folhas, da Natura para vocé:
Deo Colénia, Oleo Perfumado e Sabonete Glicerinado:

' mODY COFY

L

Para saber mais ou comprar A gritis para (011) 800-5566.
Flores e Folbas, fale com a Na Gunm'r Sio Panlo
sua Consultora Natura ou ligue
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i

- e § lne

- Iliwstration

¥ Lopy

- Gignmatwre Line or Standing Detail

- Standing Detsil or Signature Line

This is slso the most fregusnt structure of the adverts. Whenever

the fourth position

b3

pas oocupied by the Hignaturs Line, the fifth
was oooupisd by the Standing Detaill or vics-versa.

I Filicture Lo4 what differs from the obthesr adverts shown befors is
the position of the headline which here is after the illustration.
Most of the 537 Commercial Consumsr adverts analyvsed present bhese

five (3) parts. HMowsver there sare soms excspltions:

ih

adverts did not have Headline

- & adverts did not have Illustration

i

- Foadverts did not have Hody Copy

adverts did not have Signaturs Line

o

- 1% adverts did not have Standing Detail
Froom thess dats | concluds that the standing detail is not & nee
cessary device used by advertisers compared to the othsr parts of
an advert.
frother probable structure of a Commercial Consumsr advert is the
followinag:
- Fllustration

- Headd L ine

I - Body Copy

4 - Hignatuwre Line, ses ploture 1.4.10 below:
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In this last structure of & Commercial Consumer advert in plichture

1.4.1, the Headline and Illustration exchange positions: and the

Standing Detall doss nobt appesar.

1.5 %¥eja Prestige adverts structure

Im the Prestige adverts being analvsed the most fraguent structurs

i

i

-~ Headine
- Tilustration
- Body Copy

- Sigrature Line, sese picture 1.5 belows



HEADL

INE |

Oqueo homem gan’m

queimam{o as ﬂorestas,

po/uinc{o os rios e enve-

‘nenando o ar ?

: Quando o verde ¢ vivo,
o ar é puro e a dgua €
Iimpa, os pdssaros se
aproximam de nds, can-
tando com alegria. Em
vez de voar para bem
’ange ﬁlgi’ltlo de medo.

Até quam!o vamos
continuar afugentando
a vida ?

Preserve o meio
ambiente. Respeite
a fauna e aﬂora.

Proteja a natureza.

PELA VIDA
E POR VOCE

Nestel

BRASIL*92

BODY COFY

I GNATURE LINE




The difference  in structure between the Commercial Consumer and
the Frestige adverts is that the end of the advert in the Commer-—

cial Consumer adverts have the same probability of being eilther a

i

ignature  Line or a Standing Detail. This doss not happen with
Frestige adverts: the Signature Line generally ocours at the end

of the advert. As could be seesen in the previous examples.

The second most freguent structure of a Frestige advert is:
1~ Iillustration
2o Headline
Ao Body Copy
4 - HBignature Line
The same structure happens with the Commercial Consumer adverts.
In the Frestige category most of fthe adverts I examined have
4 parts; these zare different from the Commercial Consumer ones,
which have 5 parts.
The number of ocourrence in 38 Prestige adverts of zome of these
parts are:
= X did not have Headline
= & did not have Illustration
= 4 did not have Body Copy
- 2 did not have Signature Line

- 20 did not have Standing Detail



From this we can conclude that none of these structural sle-—
ments iz indispensable in an advert. There is alwavs & way of
shaowing & product  or a company by using sither of these parts

that can compose an advert. It really  depends on the advertiser s

creativity to choose the right element of the structure of an

add-
vaert to persuade the public.
1.4 Reduced Structures
Soms adverts areg  oreated with the Illustration and the

Signature line only or they may also have a totally different
strotures.

These adverts that have only  few structural  components
(Signature Line and Illustration or Headline and Tllustration) are
gensral ly the adverts that try to sell cigarrestes and whisky. When
this happesns, the advertiser shows that no commentary is needed,

ITllustration generally says evervyihing. But a1l adverts have at

]

least one of these structural components,. as in pilcturse l.o.

The illustration of & woman 11 dressed up holding a whisky  bowx,
locking at & man wearing & tuxedo with the signature line of the
bramd  of the whisky, shows that whisky can oreate romantic and

sophisticated situations as in pilicture 1.6 in the following page



SIGNATURE LINE

TLLUSTRATION




1.7 & Mew Structural Tersinolooy

Considering thess struchures with Persuasive discourse in
minc, I want to suggest here & different terminology  for the
categories offered by the awthors discussed above. Une of the rea-
zons  why I suggest  this  change is that some of these struce
tural elemsnts are namsed ilnapropriately. For example, the e mod -
line somstimes is positionsd at the end of the advert, but it can
not be confused with the Signature Line since 1t has the ocharac-
teristics of & Headline. The same happens with the Eignatﬁre ldiressy
sometimes 1t  is positioned at  the head of the ad, and when
this happens 1t showld not be called a Signature Line.

T owill thereforse refer from now on to  the Headline as &b~

rention Drawing Device (ADD)Y  because in most of the adverts the

ADD is what calls owr attenmtion. It can neverthelesss appesar at

the bothtom of the sdvert, as [ have observed in the analvsis.

The ITllustration will be called the Product Fresentation

Pevice (FFD) because in most ofthe adverts, the product or service
is shown in the illustration.

The Signaturs Lineg (which is where readers identify the

i
rF

trade-mark of the product) somebtimess is at the op of bthe advert.

it will be called The Identification Device {(IDi: the reason for

this is that many products have the same characteristics and look
the same. The best way to  identify them is, therefore, by its

trade mark.

‘_L *l;li'



The Hody  Copy.  wherse the advertiser comments on bthe product in

order to convinoe the readesr to buy 1it, will be called The Convin

cing Device (CD.

The Standing Detail is the only part of an advert that will
ramain with the same bterminology.

Summarizing, the elements of the structhuwre of an advert  will
be categorised in the following way:

- &ttention Drawing Device

2 - Product Presentation Device

¥,

Z - Convinoing Device
4 = Tdentification Device or Standing Detail
5 o Btrtanding Detall or ldentification Device

fAfter discussing the typology of adverts, the most probable
structures of the Commercial Cornsumsrer and Frestiges  asdverts and
suggesting & new terminology  to the parts of an advert, 1 will,
in the next chapter, present how persuasive discourse is realised

i adverts of ¥eja magazine.



CHAEPTER 2

Ze- Definition of Persuasive Discourse

el Lonoacre’ s Definition of Persuasive Discouwrse

Aocording to Longacore there are 4 tvpes of discourse: Narrative,
Frocedural, Behavioral and Espository. Discouwrses can be classi-
fied imto two structures: Motional {(deep or semantic structures)
arnd Surfacse structures.,
The first relates to the overall purpose of the
discouwrsese, while the second has to do with a
discourse’ s formal characteristics. (Longacre L1987:5%).,

The notional struchturs btypes can be olassified according to
two paramseters: Contingent Temporal Succession and dAgent  Orienta-
tion. The first "vrefers to & framswork of temporal succession in
which some of the svents or doings  are  contingent on previous
events or doings” (ibide3) . "Agent orientation refers to orisenta-

tiorm towards agents with at least & partial identity of agent

reference runming btheowgh that discowrse " (Longacre 1983%:3)

Fersuasive and MHortatory discourses are sub-tvpes of Hehavioral
discourss. Hehavioral discourss is minus in terms of contingsant
sucocession but plus in terms of agent orientation. For example.
persuasive discowrse deals with how people should behave in order

to buy this or  that, but time sucession is not dimportant.




A third  parameter Projection "has to do with a situation or

action contemnplated or anticepated but not realized” (ibid:d).

i

Hortatory and persuasive discourses are plus projschbion. For
example, what the public showld buy, instead of what was bought.

I the swface structure tvpes therse are two maln paramelsrs:
Chronologioal Linkaos and Agent Reference (participant referencs).
Fersussive discoursse 1s minus in chronological linkages (but plus
in logical and topical linksage):; and plus in agent reference. For
@rample, sacoessTul people wuse This product, yvou should wzse It
215 .

Hortatory and persuasive discourses "heve lmperatives or somng
socially mitigated substitute for an ioperative"(llongacrs L983:7).
For sxample., by it, FTeel it, Flavoer it.estc.

The "selection of pro;ouns vacies  significanmtly i the
various  types of discourss., I the beshavioral and persuassive
discouwrss of the hortatory variety have an sssentisl second pesre
son componsnt. The second person reference can be softensd by
rasort to & Tirst person dinclusive” {(Longsacore, 1%83:8). For
@mrampley You will really enjoy this producty ¥ vou want to be a
reai company you showid hBave this credit card. The orientabtion
in relation to agent is always explicit. The discowse 1s orisnobsd
too& vou.

Ome more device of persuasive discowrss is to use thivrd per-
son to indicate a model of good behavior: A successful man should

weay these shiris.

oy geey
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In respect to the specific surface linkage of discourses,
hortatory  and persuasive discourses "depend heavily on limkage

through conditional, cause and purposse macrgins” (Longacre, L98%:9) .

For example: I¥ weu buy ouwr computer vou will sever regret.

"Hortatory and persuasive discourses are cultural universals".

We can scarcely conoeive of a owultuwre whers somebody doss

not give advice to somebody else orally or  wrge on hidm a
changes of conduct. The very idea of social control sesmns
to dmply this. (ibids10).,

Aocording to Longaore (1FE82:10), persuasive discourse "seemns
to be possibly the least vivid of all the discouwrss types', this
is  why  somstimes it emsrges in the surface structure  of
narration, peoplse do not like to be  wrged to change thedir cone
cluct"{ibides13) . Fresenting the adverts in the form of a narrative
o drama may persuade resders Lo aocept the advert. Faidry tales,
for example have this dual structure, they ftell a story but they
also ey to changs behavior or have a moral value.,

Arother dmportant aspect of advertising is  ilts  compossr,
"the person who 18 making wp the discouwrse and beaming it towards
us {ibicds17) . Helow Longascore (1982:1%) sxplains why:

i bhe hortatoery discowrse the compossr of the discourses
is sspecially likely to get involved with his subjesct
matter  and his awdience and fto wrge on them & ocsrbtain
courses of condoct by vivrtue of the prestige invested in
Fis DErson.

T the gernre adverts we can see this especially when a famous per-

son advertises & product by giving hisAher  opinion of it



-y .

Lormgacrs (LPEZ02%) also  states  that there is a strugols in
persuasive  discouwrses; "the strugole is to convince  the hearer
{reader) of the sowundness of the advice and to lasunch them Dﬂ‘ e
course of conduct  advocsted or to discourags them from a course
af conduct which is being prescribsd’. Longacre also believes that
"ot the variows devices avallable for marking of surface stucturs
Feak {(denouemsnt, olimax) i persusasive  discowrse,  rheltorical
underlining (parallelism, paraphrase, and tawtologies of  various
sorts) L1s probably the oost fregusntly used” {(lbid239). For ex-
ample, in the persvasive discourss of an advert it is  very freg-
guant & sentence as:  Pes v wmiss the sost incredible, modern,
and FTantastic car you have BVer 588D.

ey

2.2 Fersuasive Discourse according to Lakoff

fAocording to Lakofd (19730281
fodiscowrss s to be considered pesrsussive only in case
it dis mnonveciprocal. and the intent to persuads iz ree
cognized esplicitly as such by at least one party to the
discoursas.,

This is true in &all adverts. Let us look at  one  advert  in

order to exenmplify such nonreciprocality e

O meadoclio guse vood essperava Sodamesris
fBbra ja sua Conta Integrads Sudameris:
me L hor rendimento & maior Tacllidads
Fimalmentse juntos.

Veda, May. 1992.



I this advert, the advertiser i1s making pressupositions

=R
about the reader when saying that hes/she has been euxpecting the
deal  offered, But the reader (vool) is only in the advertiser s

imagination, since the advertiser carnnot say 1T the reader is

really expecting such & deal. This is one reason why this  dis-—

Courss 18 nonveciprocal .
Lakoff (1972) adds that by persuasion he means "the attempt
or intention of one participent to change the behavior, feslings,

intentions  or viswpoint of  another by  communicative means"

(1975:228) .
Fricother characteristic of persuasive discourse (FD) that

Lakoff poimts out is its noveltys

a defining featurs of persuasive discourss is its guest
for novelty., This i1s manifested on the lexical level,

in the form of slogans and neologismss syntacticallys
semantically, in that new concepts are conbtinually being
introduced and talked abouty and gramatically . in the
way in which FD addresses hearers,. its reglister its
directness or indirectness, and many obther factors.

Lakoff also shows that FPersuasive discouwrse (FPD) violates the

Gricean maxims of the Coopesrative Principle. In reference to this

What is new and reguires interpretation is in vicolation
of the madim of Manner (e clese). Bub in FD 1t is this
very wviolation that ils striking. memorable...efflcacious. .
Yelt in FD o therse 1s an appeal to our kEnowledge of the
workings of the Cooperative Frimciple. It is our very
awarensss of its being violated, thalt crestes the menora-
Bility and effectness of all forms of FPD, sspecially
advertising.
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The maxim of Manner (be clear) here is viclated, even though
readers undarﬁtand what the advertisers want to transmit: that
smoking is a pleasure only for a few priviledged readers., the ohes
with good taste. Fleaswre can also be associated with the other
cobhijects in the picture: wing, camera. travel.

The maxim of Ouality is a&lso vioclated in the Carlton cigaret-
tes advert. From the perspective of this maxim the composer or the
apeaker must not  say  what helshe bélievaﬁ it is Talse and also
lacks adequate evidence. When the composer in this advert savs
that Carlton is & "rare pl&a%ure",‘hw/ghﬁ does not have adeguate
evidence to prove this, thersefore this information may be false.

The maxim of Guantity iz violated in 2 wave:; first because
there 18 a note at the bottom left side of the ativert where it
says that smoking iz dangerous for health (this is an obligatory
note by law), but this pilece of information is nobt enough, since
it does not inform readers how dangerous it is for them to  smoke
{that smokers may gebt cancer!). The second viclation of the maxim
of quantity is when the advertiser savs that "it 15 =a rarE pleas-
ure” so the reader may ask: To whom is it 'a rare pleaswre? For the
rich with such sophisticated hobby as the one shown in the pilcotue
re (NMautic) or for the readers who want to be different from other
smokers and have a rare pleasure that other cigarettes do $not

offer?



The maxims of guantity, guality and manner are then violated
in this advert. Readers may notice the viclation of these maxims
and perhaps‘th;g is what calls their attention.

Cook {(199Z2:31532) also agrees that adverts violate the Gricean

Cooperative principles:

Advertising usually has a clearer purpose than literatures
~to sell- and the information which it gives in  pursulit
of this &im may be Jjudged by the standards of the coope—
rative principle as true, clear, brief or relevant. Yet
Tactual claims and direct persuasion take wp less and
less space in contemporary ads. Attention is focusesd
away Trom them to a world where guestions of truath, rele-
vance and politeness seem as beside the point as they do
in literatuwe. 6% advertising has matuwred, formidable
restrictions have grown up alongside it, imposed by publi-
shers, broadcasters, the law or advertisers own organi-
rations. If factual claims are untrue, the advertiser

is held responsible. Ads are withdrawn, goods are re-
turned; and, because literal unbruth is also bad ad-
vertising, it is now shunned by advertisers guite as

muech as their moralistic critics. O0f course, advertisers
continue to use deceptive stretegies for disguising or
avoliding unattractive facts, for pressnting descripbions
in such a way that the inattentive may miss the bad as-
pects of the product. But these strategies are well kEnowrn,
over analyvzed, and distract attention away from more powsr-
ful strategies. In many ads (perfume/chewing gum) there is
ro truth value to asses (THompson 1990). In ads where there
arg "facts" {(about cars, orange juice) they are often far
from the focus attention.

In this chapter I have defined FD according to & Longacre
(1983%3) and also according to Lakoff (1973). This definition will
be very useful in the understeanding of the next chapler where I

analvese ads from VEJSG megazine.

3%
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CHAPTER 3

Z.00-Characteristics of Fersuassive Discourse in Sdverts

I will now idinvestigate the swface structure strategies of
Fersuasive Discourse in the Frestige and Commercial Consumsr
adverts of ¥Yeja magazine, taking into consideration the literaturs
reviewed previowusly.

There are different levels of persuasion. I will divide theﬁé

levels in three different strategies:

Zal- Grammatical strategies— strategies used by advertisers that
are in the grammar level.

Fe2~ Llexical strategies— strategies used by advertisers that are
in the word level.

F.3~ Textual strategies— strateqies used by advertisers that are
in the text level.
Under sach of these three strategies I will show the various types

of strategies advertisers use to sell & product or the image af a

COMDEMY «
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Eol- Grammatical strategies

Below are the two grammatical strategiss most used by advertisers.
Tl o+ Agent reference:

Cook, (1992:153) comments on the presence of pronouns in advertss
fds use all three persons, bul in peculiar wavs: We is

the manufacturer, "17is often the adviser, the expert,

the relator of superiences and motives leading to pure

chase of the product, distanced by this pronoun, and
observed conspirationally by ‘vow  and 17 . But most
strikting and most freguent, even in narrative, and most

diveraent from other discourse tvpes,. is the ubiguitous
wese of "vou .

o good way of making & company’'s product or service greater is by
referring to the readers. 1 have divided the agent reference into
two categories: 1) direct reference to the reader
1i) direct reference to the sanufacturer of the
product
Below are some edamples I have found in the adverts:
i) direct reference to the reader:
----- Escolher uma seguradora & uma d@ciség Pt amen te
racional. £ 86 raciocinar sobre tudo que yocd ama.

Yeja, May, 1992,

- A histhria de sua vida n&o esti rendendo
malis gque guinze minutos de papo? B melhor

vock comegar a ler o Estadd&o.

VYeja, January,19932.
e sAEsLstindo & TVE

ter o mando em susa Ve 7
. /, oy
Veda, May, 19932,



— waeE vooE sabe como isso pode

P

ser prejudicial a saude ...
Veja, fApril. 1992,
-~ @A revista Nova deste mé&s sugere idéias,
vencer desafios, gostar mals de vook mesma ...
Yeija, October. 1%992.

- Lomo vock pode ver, o Caderno de Imndvels

do Estad¥o fol inteiramente reformado...
Veia, March, 1992.
The newspaper o Estadio has changed its visual appesreance. The
reference to the reader in order for him/h@r.tm see this changs

in the newspaper 1s & direct form of persuasion.

- Agora gque vock sabe onde encontrar a

melhor gualidade em s0m & 1N3QEM. s o«

Veja, January, 1992,

~ Fense na sua familia, na sua casa,

P

Veja, February, 1992.
- Yocs acredita em tecnologia?

Veja, May, 1992,
- B assim que vood vai

se sentir no 777.
Veja. February., 1992.

~ Yook ainda n¥Eo conhece Bunge Faints?

October, 1792.

<2
{4
i,
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The direct reference (vooB) to the reader helps persusade  him/ her

to read the advert. And since it is a guestion, the advertiser
wrpects an answer from the supposed reader. It presupposes in this

way . anh exchange betwesn writer/reader.

ii) direct reference to the sanufacturer of the prodwoct:

- Este & um dos testes gque

_nfhE criamos para o 777

VYeja, January, 1972.

Hers the reference is to the company that is advertising (nds).

- Ngsso agerente atende melhor n3o sd
pOrguUeE quUer, mas porgue gquer e pode.

Veija, March, 19%2.

-~ Durante anos & Faber Castell vem

plantando & colhendo suas proprias
arvorss para produzir seus léapis.

Veja, February, 1992,

- & Casa Moet & Chandon Franca.

com seus 230 anos de tradigio
& a responsivel pela gqualidade

da Chandon elaborada agul.

Veja, March, 1992.

ey
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The direct reference to the reader is a characteristic of come
mercial consumer adverts while the direct reference to  the manu-

facturer is a main characteristic of prestige adverts.

2142 Use of Imperatives.

[

The use of imperatives is constantly found in the attention Dra-

wing device of both commercial consumer and prestige adverts. lts
use in this part of an advert shows how direct the advertiser is

in order to urge the reader to buy Lthe products.

Vestergaard and Schroder (1985:47) describe an interesting fact

about the imperative "buy"” in adverts:

The tendency to avoid "buvy” might be put down to the
unpleasant connotations of this verb. It is of course

af  wvital dimportance to the adman that he should not
appear to be imposing himseslf on his auwdience, for

if the reader fesls the advert to be too obtrusive, he/she
s likely to react negatively fto its message, or simply
forget about it altogether....Imperastive clauses containing
the word "buy"” are rare.

Im the examples below, none of the adverts present the imperative
"buy". Hut all the imperatives used in the adverts, indirsctly
tell us to use their products or services: and in order to use

these productﬁ and services, readers have to pay for them. A11 the
impesratives of these adverts show indirect wavs to get the reader

Lt achtion.

.
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Lesch (19&66:80) also has an interesting commentary regarding
impeEratives:

How is it that the copy writer is able to take such appa-—
rently unresented liberities with his
is that the imperative in

gsuffer from the
texts. We are used
in the

aundience? The answer
public communication does not
implication of its use in private con-
Lo recelving exhortations and directives
imperative mood Trom all manner of public SO0UWrCES ...
Below are some examples

of imperatives in adverts:

The advertiser urges the reader into actions

hoje os programas do ano gue vem.

Veia, June, 199%2.

And in  order to do what the advertiser is saving, the reader must

buy the VOR.

D vOCOE guer assumir o controle de sua

vida, salde & enmogles,

L e

deda, April, 1992,

T read +the magazine the reader must have access to it.  The
use of the if clause conditional, i the advert above, helps

the advertiser to

reach  his/her aim of persuading the reader to
buy the magazine.
fAssiskta as Olimpiadas na Manchete =

concorra & & Ford-1000 Super Seérie.

Veija, July,1992.

The advertiser’'s main objective is to make the reader watch this

specific TV chamnnel; so the advertiser reaches it by offering
good prizes to  the reader, using the clause relation (Winter:

1986) of cause and effect.



a barreira do som com Top Dome.

Veija, September, 1992.
The intention of the advert is to make readers want to surpass
the sound barrier. And in order to reach this objective, readers
must buy the T.V. set. The poetic function of language is also
used here with “som’ and " top dome’, where one rhymes with the

other.

Yeija, October, 1992.
In order to do what the advertissr is saying, the reader must have

their certificate. Here again an (implicit) action is demanded.

fssine Veja agora.

Veja, November, 1992.
This vadvart is more direct, because in order for the reader to do
what the advertiser is saving helshe must pay for it, hers the»acm
tion is more explicit.

we o WA AatE uma das agEnciss BFE ou ligue

para & central de atendimentO... ...
Veja, Julv, 1992.
Here the advertisers indirectly say " use ouwr services " and " pay

for it Y. The implicit action is much more used than the explicit

one, as can be seen i1n the examples below.

Farticipe da Fromog3o Volta Olimpica Ford...

Veja, September, 1995

And to take part on it, the reader must do something.



Procure & divisBo de brindes da Bic e
mande colocar com destague o nome de sus
empresa nuna dessas belas fachadas.

Yeia, September, 1992.

For the reader to do this, helshe must pay for 1t.

unidade da

@Manse mais
compativel com seus conhecimentos.
Veja, November, 1992.
l.Like all the other examples above, the imperatives used direcitly

in the form of & directive action tell the reader to use the com—

pany s SErvices.

mostrando-o ao mundo todo.
Yeija, February., 1992.
The advertiser here is promoting a pichure contest, and indirectly
promoting the company ' s image. The use of anm  implicit action and

and the cause/ conseqguence clause relation helps to make  this

advert persuasive.

nEo 58 tirar a sua Totografia...
Veja, March, 1992.
Here again like the previous advert, using an implicit action,
the advertiser intends to promote  the company’'s image, and

conseguently sell their products.

YN



Imagine um computador gque cresga

junto com a sUs BMDIrES&. ..

Veia, July, 1992.

It the reader does what the advertiser is a&asking him/her to  do,

the consequence is to think about their product and buy it.

Fara sua malor segurangs, exila esta
etigqueta costurada nos uniformes.
Veja, September, 1992.

Here, by using the cause and effect clauvwse relation, the ad-

vertiser tells the reader to buy the products.

3.2 — Lexical strategies:
F.d801~ Smbiguity:
Sandman (1993:74) #plains why advertisers make use of ambiguity:

It is to play with words, to entertain the reader, chal-
lenge the reader to understand the message. call his/her
attention, and finallv, make him her consume the product
or use the service.
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fe Vestergaard and Schroder say (1985:52):1" am

racteristic of the postic function of language

The tollowing advert persuades in two wavs, fi

biguity is &

H
a

-

ret by showing that

the car is so important that it cannot be compared to other cars,

secondly because of the ambiguity of the word
tuguese; it can mean that the other imported
import cars anyvmore since  there is é better
market, or that the other cars do rnot matter
terary device used is aliteration: importados’
tam’ z

"1 Subaruw chegae ao porito de Santos. Os

oubros importados 18 n¥Eo importam mals

Yimportar' in
Car companies

car (Subaru)

For-
do not

i the

anymore. Another li-

rhvmes with

H
a

Cimpor-

Yaja, November 1993,

In the advert below, the extra textual reference is in relation to

the reader’'s imagey and it is ambiguous, because we do not

it iw the reader’'s image or their T.V. image.

Ouanto vood estd disposto a investir

para melhorar a sua imagem.

Veija, fApril, 1992,
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In both cases, nevertheless, readers are assumed to be willing
to improve. These are inferences the advertisers lead readers
to make.

-  The follwing advert is very sensual, because of its ambiguity

in ,
"higiene intima” and “cabega’. The former can mean to clean
the internal parts of the VOR or & person’s  intimate parts,. and

the latter can be the head of the VOR or the head of a man's se—

wual organ.

# higiene intima dos videoscassetes.
Fhiilco langa video de 4 cabegas com
dispositivo automitico de limpeza
das cabegas.

Veja, Ootober, 1992,

T.2.8- Use of setaphor:

In the Commercial Consumer adverits, metaphors are intensively
used. When metaphors arevuaed, advertisers transmit what they want
us, readers, to  think of their products or services. This is why
new metaphors are invented sach davi: they are part of our evervday
life.

Lakoff and Johnson (1980:3%3) make an interesting point concerning

the role of metaphor in owr life:



Metaphor is for most people a device of the poetic imagina-
tion  and the rhetorical flourish & matter of ewtraor—
dinary rather than ordinary language. Moreover, metaphor
is  typically wviewed as characteristic of langusage alone,
a matter of words rather than thought or action. For this
reason, most people think they can get along perfectly well
without metaphor. We have found, on the contrary,  that meta-
phor is pervasive in everyday life, not just in language but
in thowght and action. Ow ordinary conceptual system, in
terms of which we both think and act, is fundamentally me-
taphorical in nalture.
In advertising the use of metaphors is a major source of creati-
vity in the everyday use of language. Advertisers must be very
creative since every reader has a different euperience of the
world and therefore can have different interpretations of the me-
taphors present in adverts.

Helow are some examples of the use of metaphors in Veja magazine

advertss

- tiher uwse of setaphor of speed:
In order to persuade, the advertisers say that if we announce so-
mething in their classified ad it will be sold as fast as food at

a fast food restaurant.

Movo DETI. O fast food em sconomia e negdocios.
Veja, Movember, 1992.
The use of the metaphor fast food is to show how fast the classi-

fied ads help to sell their newspapsr.



~ tiwe wse of setaphor of rarity, preciosity, anything that is very

desired s

The advertisers compare their whisky with & pure blood horse,
showing 1ts rarity and qgualitvy: the metaphor pure bhlood horse

here represents the high guality of the whishky:
Nunca sste puro-sangue esteve em tHo boa fTorma.

Yeija, October, 1992.

In & credit card advert, rarity is a synonym for a credit card:

Vende-se raridade.

leja, June, 1992,

,.
Y

The metaphor rarity plays with the readers curiosity and ih also
represents  what the coredit card is, since not gvervone can have
this

one in Brazil. In fact only a very few can have one, and

represents the privileged slite.

In the advert below, advertisers ocompare  their cars with the
olympic gold medals; both are of & limited production (this advert

was vehiculated duwring the olympic games):

Barcelona. Uma sérise limitada

comnsg as medalhas de ourc.

3

Heptember, 1992.

Vieia,

-~ the use of metaphor to represent danger:

In a bank advert, the advertisers compare the sconomy as  being of

high tension:
aq



BFE langa os Fundos de SgBes Frivat e
Marchi, Conte com & sequrangs do BFE
nesss mercado de alta tensio.
Yeja, September, 1992.
The metaphor "high tension' means that we should be securs  when

dealing with money.

-~ the use uf'metaphur to represent proftit:

In a bank’'s gold bars advert, the advertisers comnect the invest—
ment  in gold to ecology (the gold bars have scological prints

engraved on them}. Ecology here is a metaphor for profit:

Estéd provado: Ecologia & um bom negdocio.

N~

Veda., July, 1992.

~ the use of metaphor to represent freedom, comfort:

In an advert where the product being adverﬁiaed is men’ s under-
wear, the advertisers connect the underwsar to sports by suge

gesting that if people wear them, they will feél more comfortable
and fTres to practice sports (the advert was released during the

olympic games):

Olimpiadas by Hering.

Meja, June, 1992,
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- the use of metaphor to represent development, superiority:

In & shopping center advert, the advertiser persuades the stors
owners to  invest in a store in Germany (the shopping center is in
& PBFrazilianm city with & Germanic style: Blumenauw). Alemanha heres

is a metaphor for development, power:

Chegou sua grande oportunidade
e abrir uma loja na Alemanha.

Veda, Ocotobsr, 19932,
~ the use of mstaphor to represent nature:

In a perfume advert, the advertisers say thalt the perfume is part
of nature: as 1f sveryihing that is natural is good for us; the
metaphor "oil of flowers and leaves” represent the perfume.showing

low matural it is:

0 mico perfume gue amaclia & sua pele.
Dleo de flores & folhas.

Veija, Juns, 1992.
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2.3~ Textual strategies

a3l The compossr

In Veja adverts the composer is often not explicitly marked in
the advert. ShelHs is present through the message that is bye2dnig
transmitted to the reader and sometimes explicitly marked through
a message transmitted by oa character that 1is present in the
Froduct Fresentation Device (illustration). And many times only

the product or the service that the company offers 4

0

SHOWM,

s

without any personification. The message of the composer is thus

very  amportant, because depending on the way the message is

composed, we will buy the product or service that. is  being  ad-

,

vertised.

Bocording to Cook (19949:179) there are 3 participants in

the art of advertising: the sender (clisnt). the ddresser

ela

{creative advertising team) and the addressee o©r @ receiver
{public). The composer 1is in fact the addresser, the ocreative
team hired by the sender (client). The examples below present

how the composer is realized in the adverts.

= The CoOmpoOser ., by evaluating the product, tries to convince the
addresee  about how easy 1t is to clean the stove. Howsver the

composer is not directly present in the advert:

Novo Brastemp clean. O primeiro fogio autolimpante
por  dentro e facil limpante por fora.

Veia., November, 1992,




- The composer is very much involved with the message by give
ing exwplicit opindon, even though readers do not know who o the
compossr is. (he conmposer 1s also very direct and explicit when

addressing & reader by using the imperative: assine.

Azsing o Estadio. B muito mais jornal.

Veia, March. 1992,

~ The composer parbticipates by giving his/her evaluationy justh
like the previuos example:

Uma revista & indispensivel guando

mee bransforma em documento.

Yeija, Movember, 1992,

- Here again, the composer is present by giving hisAher opinion an

the difference betwesn the tubes:

& diferenca entre o BG-50 da Gerdau

& o oubtros ve

Veja February, 1992.
~. The composer reflects about how readers should behave and  shows
what is expected from them by giving advice. Here the composer
is more explicit when referring to the reader using the pronouns:

‘sua’ . T vooE .

Escolher sua seguradora & uma declisdo puramente racional.
£ 6 racioccinar sobre tudo o gue vood ama,

Yeja, September, 1992,



= In this advert again the composer gives advice by showing the

importance of having a corporate cards:

Amesrican BExpress Corporate, com

ele, & mais Tacil ser emnpresa.

Yeja, February, 19932,

~ The compossr is present by giving a sclution to a problem, and

by wusing pronouns to contact the reader: swa, voob.

A histbria de sua vida ndo estli rendendo
mals gue guinze minutos de papo? E melhor
vook comsgar a ler o Estadao.

Veia, Uctobeyr, 1992,

= In this bank advert the composer is present through the use of
the personal pronoun: mew o This shows that people are proud of

being & client of this bank {Longacre, 198%: 8).

Esse & o meu banco.

Veja, March, 1992.

Led
L

2 Persuasive discourse serging into s different discourses

Az we have seen before, in Longacre’ s classification of persuasive
discourse (1983), advertisers can make uzme of differesnt dis-
courses in ordesr to make the discouwrsze more vivid and also to maks

readers believe it is not an advert but something elses.



leech (1966:9%) also calls this characteristic as "role borrow—
ing". Vestergaard and Schroder (198%:62) add that:
An advert may draw attention to itself by pretending
that it is rnot an advert... The genres which are
commonly used to lend interest tn advertisements
are the editorial articles (uswally with the warning:
advertisement added.) :

Here are some examples of the use of different discourses in ad-

ver b s

----- A telephone service advert is  transformed into a telephone

conversation:

A linha esté coupada. Comtinue tentando. Guem gostaria?

Esta em reuni¥o. Toca Toca, ninguém atends. O gerente esté
no almogo. Como & mesmo o telefone de 147 Foi ali e ja volta.
Qual o numero por fTavor? Diz gue su n¥Eo estow. Fasx & outro
nanero. Ligouw uma pessoa, mas esgueci o noms. Quan£m fol a
ligagio? Desculpe foi engano. Caiu.

Yeda, October, 19932.

- @& gas station advert is transformed into a dialogue/complaint,
as if the judo athlete (who is present in the product pressnta-
tion device) would threaten us i we went Lo a gas station other
than theirs:

Yal parar em outro posto &7

J

Veija, June, 1992.

F

- In a car advert, the surface structure is rendered into

o
f

form of narrative, by telling the readers how their cars arvive in



Brazil. The poestic function of language is also used (alitera—
tion) and it also gives the idea of movemsnt:
gmbarca- SSpEra- passa- paga- chega.
Here there is & description of how this car is  adapted to
Brazilian needs and transported to Braszil:
O Subaru & produzido com o m&dino de engenharia
Japonesa, l& no JapHo. Depois & totalmente adaptado
s condigieEs brasileiras. Embarca em navio, faz uwma
viégem de trinta dias e trinta noites até agui. espera
regularizacio. passa pela alféndega, paga um a um todos
gs impoastos de importacdo e g6 al chega na revenda. For
isso & gque ele sal mais  barato gue um carro nacional
de luxo.
Veia, MNovember, 1992,
P omerging  into a different discourse is more a characteristic
of the Convincing Device (bodvy copy) in the Frestige adverts, but

I have also found it in the Gttenticon Drawing Devices

= In & Nestle advert, persuasive effects are achieved by using
a poen in the swrface structure. Fersdasive discourse makes wuse of
literary langusoe in urdér to make 1t more interesttings:

Voa sanhago. foge ligeiro gque o homsmn vem a1,

{3 gue o homem ganha gqueimando as florestas,

poluindo os rios & envenenando o ar? Quando

o o verde & vivo o ar & puro & a adgua & limpa,

OF [DESSEITDS 0 cn o ooananonessesosasseansssasnas

Vaela, December, 1993.



- The Bamerindus Bank advert is transformed into a narrative form,

in order to encowrage us to read it

No ano de 1932, um grupo de emnpresndedores do

interior do Farand, liderado por Avelino A. Yieira,

assumlia o controle de um banco com apenas bLrés

ag&nciasg que passow entdo a se chamar Banco Mercantil

@ Industrial do Paran&.eesessscononnosnaonnnosnsnnsnnnns

Vaeja, May., 1992.

= This Sadia advert is similar to the previous one {(Bamerindus
Fank) because the advert is also organized as a narrabtive:

A Sadia esta ha mais de 47 anos respeiltando o

consumidor. Mesmo antes de existir o Codigo de

Defesa do Consumidor, a Sadia j&a defendia os seus.

Desde o comeco de sua vida, esteve voltada para

11
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tisfaser ssus clientes. inTorma-los e esclarecg-
los. Em 82, ela fol pioneira ao inaugorar am ser-—
vigo de informacso ac consumidor, o 8IC. Hoje sla
inova mais uma vez. Mo dia do consumidor, inaugurs
sua Casa do Consumidor Sadia. Um sspago dedicado
exclusivamente pars enriguecer esse relacionamento
msadio com seus clientes. Na Casa do Consumidor Sadia
tem um centro de treinamento para funcimnarimﬁg‘uma
cozinha experimental & um setor de inforaacdc...

Yeja, April, 1992,



F3.3.53- Indirect or direct reference to its competitors

The reference to the prmducf’z competitors is a way  of  cone
tragtively matching the product’'s gualities with its competitor s
inferior guality. What the advertisers do is to show the only can-
trast existent between the product being advertised and its com-
petitors’ 3 or when these differences do not exist, advertisers
emphasize the product’s gualities.

This strategy can be categorized under "soft selling” (Cook
1992:10). It relies more on mood tham on exhoritation and on the
implication that life will be better with the product. Soft sel-
ling contrasts with "hard selling” which makes & direct appeal
and can  be exemplified with the adverts where imperatives are
used.

Felow are some examples of soft selling throuwgh indirect or direct

reference to the product’'s competitors:

Uma revista & indispensavel guando tem gente
guE pensa B pode escrever o gue pensa.
Veija., November, 1992,
Im  this advert its idea contrasts wWwith many magazines whsre the
libesrty of the writer is controlled, so the reader may be interes-—
ted in this opern-minded magazine. Another strategy wused by the
advertizer, hsre, is to contrast this updated magazine to the time

when there was no democracy in Brazil and the military ruled



the country, & time when all +the media was controlled and
important facts were omitted from the population. When fhe adver -
tiser presents that thé reporter in this magazine "pensa e pode
gscrever o que pensa’, he/she  reminds the réamars about this
wiforgetable and sad past, and the advertiser also reminds readers
how good 1t is to live in a democracy where the media is not con-

trolled like it wsed to be and Tacts are not alwavs omitted.

- Im the advert below the reference to its competitor is clear,
pesuading readesrs  to buy the most read newspapesr in Braziles
If it sells more it means that more people approve of it and it is

better than its competitors:

S0 informagdes intteis sobre o numero SO0
e agora uma Gtil: A circulagso da Folha

& SO malor gue a concorrents.,

Veja, Uctober, 1992.

)

- {rne  of the reaéwnﬁ why an imporited car is desired by Everfﬁng
who needs a car, is because the market of imported cars is recent
in Brazil. Another reason is that imported cars have a modern de-
sign and advanced technology,. which is & good reason for iopor—
ted cars  to win the Brazilian market. Thess reasons  are  known
by the readers. What readers are not suppossd to know is that be-
gides having thesse charachteristics, the cost of an  imported car
is lower than the cost of & national car of this category. This

is what persuades the readers in the following advert:



3 Subaru & produzido com O maximo da enge-

nharia japonesa, 1& no Jap3Ho. Depoils & to-

i

talmente adaptado az condigles brasilelraz.
Embarca em navio, faz uma viagem de trinta

dias & trinta noites até agul, espera regu-
larizagééﬁ passa pela alfidndega,. paga um a

um todos os impostos de importacdo e sa al
‘chega na revenda. For isso & gue ele  sal

mais barato gue wun carro nacional de luxo.

Veja, Uctober, 1992.

- Thae advantages +that this bank offers over the other banks ars
presented to the reader. The reference to the competitor is not

¥plicitly shown here, but the contrast betwesen this  bank and

the othesrs is present in the last phrase of the advert:

Vock sstd vendo uma cliente RBamerindus torrando
auvtomaticamente o dinheiro investido no FAF.
Sem avisar o gerente.

Veia, December., 19%92.

- By using the word "finalmente" at the beginning of the sentence
the advert shows that there was not a Fax like this beforey al-
literation is also used here as ancobher technigues

finalmente- fa- uf.

£

Finalmente um FAX com idéias proprias UF-128H.

Veja. October, 195

LR LS
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-~ & famous champagne company s advert saves  that what matters is

the brand, not its naticnality (since thelr champagne besides

paing produced  in Brazil, it is produced in other counbtries asz

=4

welll): matching, repetition, replacement and aliterstion 1illustra-

tes the message: _importedo — importante, | importants — ioportado.

S Tem vinho importado gue n3o & importante.
Tem vinho importante que ndo & imporitado.

Veia, March, 1992.

Z.B.4~ Give sclution to problems:

A good way of helping the reader and at the same timeg indirectly
zelling him/her the product being advertised is by giving solution
the readers’ supposed problem. Vestergaard and Schroder {(198%: 132
conment on  some strategies that indirectly lead readers to the
main objective of the advert: to buy the product.

Mo manuwfacturer likes to be assoclated with the "greedy ca-

pitalist image"; therefore, many adverts endesavour to oreate

a distance between profits and suppposedly more respect-

able aims like quality, the public good, and so0 on.
-~ The reader ' s problems of life, health and emctions are solved
by reading NOVE persuading sveryone to read it, the advertiser
here uses the problem - solution fumction in order to achisve

this aobiective:

Se voo® quer assumir o controle de sua
vida, salde & enogles, leia MNovas

VYela, fApril, 1992,



- T be a well informed person readers must read  the newsg or
Miow  elese would helshe be able to know sbout important facots  and
persons? By giving a solution to the problem of not being  well
infmrmed“ the advertiser persuades the readers to buy the ﬂéwﬁﬁé”
per. HMerg again the advertiser wuses the problem — solution clause

relation  to reach this objective. The problem is that some read-

wre do not read newspapers, and this is why they do not know about

cultural facts. The solution is to read the newspaper:

Faudi n¥o sra towreiro, Frank bLoyvd Wright n&o
foi presidente dos Estados Unidos e James Joyvoe
nunca escreveu coluna social. E melhor vooe
comnecar a ler o EstadXo.

Veija, January, 1992.

- In the following advert, the advertiser CFE&ﬁEE'thﬁ problem that
if  we do not rmad’th@ news ., owr conversation will not last long.
He/She leads the readsrs to the solution of the problem: they must
read the news. This is a good way to persuade people to buy  the
news. Again  the use of the problem - solution clause relation ma-

kes this possibles

A historia de sua vida ndo ests rendendo mals
gue guinze minutos de papo? E melhor vooe
comegar a ler o Estad&o.
Veja, February, 1992,
- To persuade those who are on a diet and love soft drinks this

advert shows that it is simple to be in shape 1T people drink diet

5



coke. The clause relation used here is the ceuse — sffect one, and

"mabor" is a metaphor Tor the perfect fitness of the body.

Diet Coke. Menos de uma caloria.
(1 sabor de viver em Torma.

Veja, March, 1992.

- The following cable TV advert gives the scolution to The r@édar‘m
wish to leave the country and tries to persuade himher to install
the cable TV: the clause relation used is the problem -~ solution,
while the problem 1is the message below. The scolution is in the
Produ;t Fresentation devices there i1s & pilicture of the T.V.

prograns offered by the cable T.V. readers:

Mo tem horas gue d&a vontade de sair do Brasil?

Vaeja, July, 1922.

-~ In  the following advert the problem of not having kept the

promisse of having & life full of adventure and emotion to the

reader’'s wife, is solved immediately by the attempt to persuade
the reader +to buy the cable TV membsrship. Here there is also

the problem —~ solution clause relation,. while the problem is  in
the message below, the solution is in the Froduct Presentation

device: the cable T.V. programs.

Fol essa a vida de aventura que voo® prometeun a ela.

Veja, June, 1992,

i i




- The advertiser coreates a problem, high tension market, in order
to persusde readers to use their new investments, the clause rela-

tion used is problem — scolution:

BFE langa os Tundos de agies Privat
& Marché&, Conte com a segquranga do

BFE nesse mercado de alta tensio.

G- Other Cheracteristics:

Besides these textual strategies, thers are other eminent
characteristicts in  adverts. I will show these characteristics

next.

Advertisers praiss the guality of their products, create a nsces-
sity in the puhlic’s»mind and make readers trust them by  showing
powar or worry in relation  to the consumers. Im the adverts I
analyzed, these characteristics are clearly present. In order
to dllustrate this I will %hdw some examples of thesze three cha-

racteristics:

£D 4
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The self praising of its owen gquality is ussed by the advertisers to
differentiate one product from its competitors. Since there are
too  many equivalent products in the market, the advertiser points
cut the gquality of the products or they oreate a quality in ore
der to make resders believe in it and remember it when purchasing
the produact.

Some advertisers tries to persuade readers by putting the product
they advertise as the best. They pretend that this product does
mot need to be advertised anylonger since  they already have a
great reputation. Therefors, advertisers want to show that consu-
mers of  these products will be in & prestigious position when

acguiring thess products.

Most adverts take for granted that vour relative
position in the status hisrarchy is determined by
the number of prestige products which vyou posses
(Vestergaard and Schroder 12852115 .



There is a sequence of adverits that advertise VEIA magazine (this

time the magazine is the product being advertised) that is also

self graising.

o

—  The adiective indispensavel shows the reader the necessity of

faving such & magazine:

Uma revista & indispensével guando conta
antes o gue todos vEo discutir depois.

Veja, May, 1992,

sy o A

- The followling magazine advert shows that this is nobt a magazine

that atter being read is thrown away; it is compared to an ency-

clopedia where vou can  find important and historical facts.

Here again the adiective indispensavel is evaluative:

Uma revists & indispensével guando
vira fonte de cornsulix.
Veja, fApril, 19932,

Thaere areg other adverts with these same characteristics, like the

ones listed below.

3 Estado de 530 Fawlo agora
virouw o Estado do Brasil.

Veila, fAugust, 1992,

B iy
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Ultrapasse a barreira do som com top doms.

Veia, March, 1%9%2.
& ®

Chegou o videocassete Sony VHS.
De vood demorar nem na loja val ver.

[ ]
v

[

a, April, 1992,

Bom Bril acaba de perder uma utilidade.
Moveo Brastemp Clean. 0 primeiro foo&o
aunto-limpante por dentro & facil-limpante
por fora.

Veija, December, 1992.

Atlantic comunica um nove aumento na

gasolina. Um aumento de gualidade.
Veija, fAugust 1992,

Foi reformado, ganhow Srea Gdtil

g um Tinissimo acabamento.

Vela, Uctober, 1992,

Como comprar uma Brastemp nova sem
gue nenhum vizinho figue sabendo.

Yeja, Movembsr, 19%2.

This advert is self-prasing because it wants to show thal having
& new Brastemp is so great that the reader’'s neighbors may  envy

him/ her.



9. F999390% Ninguém & perfeito ainda.

Veja, September, 1993,

Talver vook velja coilsas t¥Ho modernas
gquanto estas no ano 2000, Talvez n3o.

Veia, August, 1972.

Some products are dispensable, they are not really necessary for

one’ s living, or they can be substituted by a home made product.
However, advertisers create a need in the readers” mind in mrdef
to persuade them to acqguire a new product. Below are some examples

to dllustrate this point:

- The following advert insinuates that if readers use a shampoo
othar than Matura shampoo, readers are not caring about bheir

hairs

Ligue para os sews cabelos. Ligue pars Natura.

Vela. November, 1972.

This advert also transmits an ambiguous idea. While the first "1li-
gue"” transmits the idea of care {(about the hair), the second "1li-
gue' can mean to care about Matura (give importance to 1t)  or/and

call it (use its phone number).



-~ By presupposing readers expect to accept the deal they are offg-

ring, advertisers try to make reasders want their deal:

0 neqdbcio que voof esperava: Sudameris.
Abra 12 a sua Conta Integrada Sudameris:
mélhmr rendimento & maior facilidade
finalmente Jjuntos.

Vaeja, MNovember, 19932.

Another important strateqgy used by advertisers is to give readers
information abowut the company or show the importance of the com-
pany; consequently, readers rely on the advertisers and consume

their products and services.

It is the context which allows us to conclude that a
sentence masguerading as information or advice is in
tact an exhortation to action.

{(Vestergaard and Schroder 1985:49).

Below thers are some edamples to illustrate this characteristic:

- In a bank advert the advertisers show the company is cone

tributing with ow countrvy’ s developmsnt:

For que a gente fer: gente que faz.

Veja, October, 1992.



In

telecommunication company advert attempts to persuade readers

showing they are all over the world which means they are

also self praising heres:

A Plcatel fala varias linguas. Mas o gue
vorE gquer saber sobre o futuro das Tele-—
comunicasEo no Brasil, ela responde em
portuguis mesmo.

Veija, September, 1992.

important and big. éapart from showing the company’ s Dowetr, Lhere
B " C y 5

an aluminium company advert the advertisers show their

importance by referring to their vears of esuperience:

A vida pode nBo comedar aos guarenta.
Mas. que fica melhor, fica.

Vaeija, March, 1992,

Cook (1992:5) suggests thats

wewe Bven if the majority of ads have the funcition of per-
suading their addressees to buy, this is not their only
function. They may also amuse, inform, misinTorm, worry

or warn. It cam be argusd, however, that these other functio

are all in the service of a main function which is usually
to o sell...

(R a:
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.4 Differences bhetween Compesrcial Consumer and Prestioe adverts

Freastige adverts are in many ways different from the Commeer-
cial Consumer adverts. Frestige adverts give more emphasis to
the environmenty to their size or the time they are in the fTield;
sometimes they emphasize or congratulsate another company  ins-—
tead of themselves. In this way they persuads by showing they ars
not concerned with selling or profiting as the Commercial Consumer
adverts are, but with their clisnts’ environment.

Consasquently, reatders can rely on them because their brand
is something to be proud of, since they have many years of expe-
rience. Frestige adverts also give more emphasis to  their
company ' s nams, lsaving the produocts they produce in second placs.
In  the Froduct Fresentation Device {(Illustration) &  product is
very rarely shown, since the advertisers gilive emphasis to their
trade marks; generally a beauwtiful landscapes is presented instead,
or & graphic and even their branmd in big print.

The reference to the company’ s competitors is very common 4o
Frestige adverts. fAdvertisers nee this strategy in order to pre-
sent advantage over the compstitors’ products, or to show how good
the company is bDecause someons  else  (obther company ) usss its

product or ssrvice.

-



The biggest difference, however, between the Frestige advert
and the Commercial Consumer one is in the Convincing Device (Body
Copy). While in Commercial Consumer adverts the Convincing Device
is a reinforcement of the Attention Drawing DPDevice (Headline),
showing the producht’s advantages and gualities as in the Phillips
T.Ve set advert (see picture 3.4.1), in Prestige adverts, the
Convincing  Device (Body Copy) is & little history of the coopany,
how the company started, how 1t has been developing and how

many  vears it has been in ilts field. It is more wordy than

Commercial Consumer adverts.. A& good example would be the Bamerin-
dus Bank advert (picture 2.4.2).

Since most of the Frestige adverts advertise big corpora-
tiorms, most of them want to show how solid their company is. Be-
cause one corporation produces many different tvpes of products,
thaey only want us to connect this product with their sclid name.

See picture I2.4.2. in the following pags:
P 1 pag




POR QUE A GENTE FEZ
GENTE QUE FAZ.

No ano de 1952, um grupo de empreendedores do interior do Parand,
liderado por Avelino A Vieira, assumia o controle de um banco com ape-
nas trés agéncias, que passou entdo a se chamar Banco Mercantll e
Industrial do Parand.

Para aqueles homens, era um sonho arduamente perseguido que
comegava a se tornar realidade: o Bamerindus, hoje com mais de 1. 300
agéncias em todo o Brasil.

Historias assim ndo sdo nenhum fato raro. Todos os dias nascem em-
presas 0 Brasil a partir da determinacdo de um "fazedor", Estes homens &
mulheres que vivem para realizar seus sonhos sao os herdis da livre iniciati-

a, a grande forca capaz de empurrar o Brasil no caminho do progresso..

A iniciativa de realizar a série Gente Que Faz foi 4 maneira que 0.
Bamerindus encontrou para contar estas historias. Ao todo foram séssenta.
programas enfocando empresas grandes e pequenas, nos quatro cantos
do Brasil. Programas que foram a0 ar com o apoio da Rede Bandeirantes
contando um pouco da historia das nossas empresas e que o Bamerindus

estd dlstn ibuindo para diversas faculdades de admlmstragao
E apenas uma amostra da formidavel vocagdo empreendedora d0 :
Brasil. Mas um grande exemplo para um pais que ainda nao da a devida
importincia aos empresitios que tem,

0 BRASIL PRECISA DE GENTE que L




PHILIPS

33FL 1785 PIP+DOLBY SURROUND
(CAIXAS ACUSTICAS LATERAIS E SURROUND INCLUIDAS)

QUANTO VOCE ESTA DISPOSTO A INVESTIR
PARA MELHORAR A SUA IMAGE M

28GR 7680 PIP * DOLBY SURROUND 28GR 7580 STEREO SURROUND
ICAIRAS ACUSTICAS LATERAIS OPCIONAIS) (CAIXAS ACUSTICAS OPCIONAIS)

SE VOCE ESTA DISPOSTO A MELHORAR A SUA IMAGEM, VOCE PRECISA CONHECER A
NOVA PHILIPS MATCHLINE 33, COM MAIS DE 750 LINHAS DE RESOLUGAO
HORIZONTAL. SE VOCE TAMBEM ESTA DISPOSTO A MELHORAR O 56M QUE TEM EM
CASA, VOCE PRECISA OUVIR A NOVA PHILIPS MATCHLINE 33, COM SYMPHOBASS
HI-FI SYSTEM E DOLBY SURROUND SOUND. SE VOCE ESTA DISPOSTO A IR A LOJA

STANDARD

AGORA MESMO PARA VER E OUVIR TUDO ISSO, APROVEITE PARA CONHECER TAMBEM
OS MODELOS DE 28 POLEGADAS. NOVA LINHA DE TELEVISORES
PHILIPS MATCHLINE. VOCE NAO IMAGINA COMO. QUALQUER UMA

DESSAS TVS PODE MELHORAR A IMAGEM QUE VOCE TEM EM CASA.

SE VvOocf NAO ENCONTRAR ESTES P‘NODUTOS NAS LOJAS ONDE COSTUMA COMPRAR, LIGUE PARA
0800-12-2211 QUE A PHILIPS INDICARA A LOJA MAIS PROXIMA DE SUA CASA QUE POSSA ATENDE-LO.
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help to  preserve our environment.
sxample of this. They also want to
doing good  acts {or any good

prohure

Quem ’
planta,
colhe.

LGB Faber-Gastell vem
5 plantando e co-
thendo suas pro-
mias drvores para
produzir seus lapls.
Um trabatho de
décadas, sempre
pesquisando as
melhores malé-
tias-primas e os modos
de extiai-las da Malureza
sem alterar o equilibrio

nistaqueorien-
ta a produgio
de lodos seus &
tapis, 2 Faber-
Caslell colhe
os frutos deste habatho.
Esle lapls lol recrmhecido
ccomo olapis oficial da ECO
92, por serum produto co-
erente com os principios
ahordados e delendidos
nesta grande conleréncla
cecoldgica internacional,
Isto signitica que, ao usar-
mos o lapis Faber-Castell
de madrira reflorestada,
estaremos ajudando a es-
crever nossa histérla com
responsabilidade e respei-
1o a todas as espécies de
vida. E isto, na cerla, vai
g1 -, delxar nos-
& %
3 % so planela
H 3 cadavez
e melhor.

O lapis oficial da ECO 92. |

PICTURE 5.4.3
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O'MNeill (in Goshgarian 1789:121) suggest fthats

Whatever the strategy, advertisemsnts derive their power

from a purposeful, directed combinstion of images. Inmnages

can take several forms: words — spoken or written — or

viswals: or, most powerfully, & combination of the two.

The precise formula is determined by the creative concept

and the medivm chosen. The combination is the language of

advertising.
The other parts of any advert, the Froduct Fresentation device,
the Standing Detail and the Identification device are not over-
tly persuasive. However, the product presentation device persuades
visuallys through the use of colors, of interesting persons, beau-
tiful landscapes, and even the product itseld. The standing detail
makes intense use of i1operatives: "oall us now'"  or "come visit
we". In the identification device, only the product’ s brand or the
company s name is shown.

In Commercial Consumer adverts, FPersuasive Discourse

strategies are prominent in all parts of the advert:; with more
gmphasis in  the Attentiorn Drawing Device {(Headline), Froduct

Fresentation Device (Illustration) and Convincing Device  (Body

Copy ).

The dttention Drawing Device {(Hesadline) is where the Fersua-
sive Discourse strategles are more QFGQEHt; There 1is & good
reason for this: readers  read magazines for information.  Thay
are not interested in its adverits; the advert must therefore

attract them so that they becomse interested in 1t. And what

attracts them is what is written in bigger prints.

3
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Vestergaard and Schroder (1985:49) make a agood point concer-
rming the reader’s attention:

Frospective buvers are likely to be reading the newspapesr or
magazine not because of its advertising material but becauss
of its editorial material; moreover, round about half of the
publication is likely to consist of @ adverts all of them
competing for the reader’'s attention. The first task of the
adman, then, is to make sure that his advert is noticed once
the reader’'s attention has been caught, the advert should
also hold his attention and it should convinece him that the
subject of this particular advert is of interest to him.

-

Ard O 'Neill adde (in Goshgarian 1989213855
Advertisenents cannot succeed unless they capture ouwr atten-—
tion in  the first place. OFf the hundreds of  advertising
messages in store for us each day, very Tew will actually
obtain owr conscious attention. The rest are screened outb.
The people who design and write ads know about this scoreen-—
ing process; they anticipeate and acocept 1t as & basic premise
of their business. They euwpend a great deal of energy to gua-
rantes  that their ads will make it past the defenses and
distractions that surround us.

The other parts of the Commercial Consumer adverts only
reinforce the Attention Drawing Device (Headlines). For exanple,
in an Qndarwear advert, the Attention Drawing Device (Hesadline)
shows the relation betwesn the underwear with sports (at  the time
of the olvmpic games)s in the Product Presentation Device (I1lus-
tration) this first idea is only reinforced by showing many  plo-
tures of a man wearing the underwear and practicing many types of
sports. And the Convincing Device (Body Copy) compared  the olym-

pices with ouwr everyday life.

21
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There are a few adverts which do not have the Attention
Drawing Device (Headline)s cigarettss and whisky adverts ars
the most common ones. In this case the FProdouct Fresentation Devi-
ce {Illustration} is where the persuasive discourse 1is more promi-
nent. As Falrclough (198%9:208) saye:

The visual element is progressively bscoming the more ime

portant in advertising. The salience of the image has been
taken to be be one of the main characteristics of contempo-

rary postmodern - culture....Visual images allow adverhtising
to more sasily oreate worlds which consumers may be led to
inhabit, becausze of the strengih of the idenlogy expressed

in the saying that — the camera doss not lie —.
Vestergaard and Schroder (19853:¢44) provide an important difference
between verbal texts and images in adverts:
One important difference between verbal texts and images is
that the verbal text, and its smallest unit, the sentence,
fas & beginning  and an end, and can only be read by begin—
ming at the beginning and snding &t the end. Plctures, on

the obther hand, lack this temporal dimension: it is possible
to suwrvey a whole picture at onoe.

This is & good reason why some adverts {(especially whisky and
cigarretes ones) only make use of the Froduct Presentation device
{illustration) su the reader will not miss the advert, at least
he/she will look &t it.

Umgfﬁrgaard arid Schroder (1985:65) alsc  agree with the ab-
sence of some parts of the adveris in cigarettes and whisky ad-
vertss

Yery  Tew advertissments refrain completly from using
informational language in the body copy. The most noktabls

grceptions come from thres produact groups - cigarettes,
gspirits and cosmetics.

7O



In this chapter I have presented examples of FD in adverts.
These sxamples were classified in three levels of strategies:
Grammatical, Lexical and Textual. To conclude 1

have  showh

differsnces between Commercial Consumer and Frestiges adverts.

In
the mnext chapter I will.present the ideology present in these
adverts .
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CHAPTER &

4“9“ PO and its ldeclogical Compoonent

In this chapter I will discuss two aspects of ideology which

are Clearly present in Yela magazine: apppesl to the reader’ s

feeling and appeal to nature and ecology. I also intend to  show
the treatment advertisers give to 4 topics which many times draw

conflict in ow class divided society: class, race, age and

gendear .,
Vestergeaard and Kim Schroder (1985%:143) say thats

By ideology we wish to understand those structures of
mearing which misrepresent phenomens, states  and
processes in ouwr culture; or which assert or presuppose
the naturalness and inevitability of such phenomena,
states and ProCesses.

Hodge, Eress and Jones (1979:81) draw attention to the impor-

tance of language when studying ideology:

Ideclogies are sets of ideas involved in the ordering
of experience, making sense of the world. This order
and sesnse is partial and particular. The systems of
ideas  which constitute ideologies are esupressed
through language. Language supplies the models and
categories of thought, and in part people’s expe-
riemce of the world is  through  language.



Fairclough {(L98%) shows thalt common sense is the characteris-

s

tic of ideology. He edemplifies this by showing that a dictionary

j13]

is & good example of common sense meaning of a word. The defini-

dictionary is unquestionable; its meaning

£

tion of & word it

is taken for granted. Fairclough also shows that ideology is a

consequence of a struggle for powsr. He adds:

Tdeology is most effective when its workings are least vi-
sible. If one becomes awares that a particular aspect of
common sensse 1s sustaining  power  dinequalities at one’ s
own edpense, it ceazes Lo be common sense, and may ceaszo
to have the capacity to sustain powsr inequalities, i.e.
to  Ffunction ideologically. And invisibility is  achisgved
whern  ideclogies are brought to discourse not as  explicit
elements of the text, but as the background assumptions
which on the ong hand lead the text producer to’ textualiszs’
the world in & particular way . and on the other hand lead
the interpreter to interpret the text in a particular wav.
“Texts do not  typically spout ideclogy. They so position
the interpretation of texts _ and reproduces them in the
process! (ibid:s85) .,

The concept of common sense enables us to get the essence of ideo—
logy. as being simultansously openly avallable for all Lo see and
invisible because of its obviocusness.
In adverts copsuseriszes 1s the pervasive underlining ideclogy. fAd-
vertisers have comg to & common sSense of what linguistic strat-
egies showld be used in an advert in order to sell. #fs we have al-
reacdy seen in chapter three of this dissertation.

Longacre {(1783:39) states that therse is & struggle in FDy "ths
struggle is to convincs  the hearer {(reader) of the soundness of

the advice and to lawnch them on bthe cowrss of conduct advocated

e
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oy to discouwrags  them  from a course of conduct which is DEing
prescribed” .  And whaet dis this struggle? It is the advertissr’'s
attempt to convince the reader that whalt is being prescribed is
common sense to evervoneg else and  the reader must also think this
WRY . ﬁdverfiﬁerﬁ arg Ltrving to make different readers  {(with
different knowledgess of the world) think the same way, they are
trying to idealize a world for the readers in order to sell the
product or thelr image. \

In the following section I show two different appeals, with

gxamples, advertisers use to make readers think fthe same way in

relation to feslings. natuwre and ecology.

4.1~ Hidden Ideglogies in YEJA Adverts

Below vyou will find some examples of how readers are  cons-

tructed in texts and represented in adverts:

al Appeal to the reader’ s feelings:

Advertisers euxplore the reader’s ldealizsation of the act of help-
ing. The same happens with other feelings as  loving, caring,
Etoe... Héwever, feelings 1ik@ "hatraed" are excluded in adverts,
since they have a negative meaning.

Either by preiending that & product or service will heim

somgone or by showing that someone can be protected, advertisers



try to persuade readers to use their products in false wavs. The

B
adverts below examplify this points

- In a petrol station ochain advert, the company’ s apparent
concern is to help athletes. although this company is helping ath-
letes with the consumer s money. only a small percentage of what
iz spent there goes to real athletss. It is very clear that the

consuners of this petrol station are indirectly helping athletes,

and the petrol company also benefits from it.

Vali parar em outro posto &7 Oz atletas
brasileiros pedem com todo jeitinhos
pare nuwn posto Texaco & ajuds o Comité

nossa squips a

1]

Olimpico Brasileiro =
brigar pelas medalhas 1a em Barcelona.

Veja, June, 1992,

- In an insurance advert, the advertiser insinuates thmt it the
reader  does not have a life insurance it means that helsne does
ot love hisfher family. The parents’ love in relation to thelr
family is a common Teeling. It is what is eupected frém E?EFy@n@
whio has a familyy the siaple thwught.of an act that shows lndiffe-
reEnce An relatioﬁ‘ta the ones we love iz condesmned in owr societv.

This idealized love is very much explored in advertisings:

el
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Escolher umae seguradora & uma decisdo
puraments racional. E s& raciocinar
sobre btudo O Que VoCE ama.

Veja, fApril. 19942,

This advert tries to persuade by showing the piétura of & man with
his babv. which completes ths message. It makes the reader

wonder who is the father who doss not want the best for his  chil-
drenF'i something bad happens to them? It makes readers  think
about what is right to do (at least what is expected to  be right)
if she/he really loves hig/ her family . heslshe  showld have a 1ife

inswrance, at least it makes him/her desire one. The implication

iz that 1f vou have a life insurance, vyvou love vour Family.

B)Y Bpoeal to nature and ecology:

Arother toplic which is idealized in advertising is the preserva—

tion of nature. There iz cuwrrently & concern that our  ddeal
environment has already 5eem destroved. The ideal of preserving Lt
has been  radicalized by many people and anvone who destrovs the
natural resources is likely to be condemned. So, in order bo gain
readsrs’ cmﬁfidaﬁce,_many companies instead of showing the pro-

ducts produced show what they have been doing to preserve nature.

il
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Bince we know that big companies are the ones that most destrov
o environment many of them want to show that they are protecting
it

This is & contradictory discourse. There is an appropriation

of the ecological discourse desguising consumerism.

Vestergaard and Schiroder (1285:67) show that the rescus to nature,
in order to sell, is & way of gaining credibility from the readesr:
A advert can gain oredibility by claiming that its product
is compatible with generally reccognized geoals. The need to
save energy. to fight pollution and to switch  from non-re-
newable to renewable rescources and recent eramples of such

goals, and, particularly in the U.5., these goals are now
making their way into advertising.

The following adverts are a good sxample of this trend:

— & petrol company advért shows its concern toward the devasta-
tion Df arn important Brazilian tree (Fau Brasilis

Eeta &rvore jd fol tio abundante gue chegow

a dar seu noms a2 um pails. Hoje n%m,daria e

as, ainda temos tempo.

=

para um rfo de areia.

Veja, July,., L1992,

— A pencil advert shows us what they have been doing to preserve

natures

Ouem planta colhe, Faber Castell.
0 lapis oficial da ECO 9.

Yejia, Septembsr, 1992.
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— & bank advert emphasizes natuwre instead of itseslf:

H& mais rigueza na natuwreza do
que em todos os bancos do mundo.
Yeia, fAugust. 1997,
— fAnother bank advert tells us how worried they are aboul ths en-—

virorment and their clients:

Unibanco ganhow dois tops de marketing.
Um poér telefone. E o outro na moita.
Top de maketing Unibanco 30 horas.
Top de marketing Unibanco Ecologia.
Veija, September, 1992,

- In a dairy product company  advert, the advertisers write a

moem with an ecological theme. fAdvertissrs want to show how sSEn-

sitive they are with art and nature:

Yoa sanhago. foge ligeiro gue o homem vem al.

L

Jaja, October, 19932,

- A hydravlic pump company advertises that they have been con-
tributing to preserve nature for 100 vears: again they persuade by
showing their concern with natures

Pombas hidrauwlicas KSE & mais de 100 anos

contribuindo para a pressrvasdo do melio ambiente.

Meia, Novembesr, 1993,



- A cigarebtte company advert persuades us, readers, to think that

although  they produce something which is bad for health they

are worried about the environment:

Guando voo® acabar de ler este anuncio,

os produtores de

-~

umo da Souza Drus Jé

terdo plantado mails 22 Arvores.

YVeia, Uctober, 1992

e B

Cook (1992:197) makes a good point regarding the ideclogy of

adverts:

ide glorify widely accepted values. A positive evalu-
ation of them may reflect the degres of the acbserver’' s
teliet in the status guo. To the feminist oppossd to
patriarchy, the gay opposed to helerossexual hegemony,
the socialist opposed to capitalism,ads may seem to
advocate values whose end is desired.

In thisz section I showed twoe appesals advertisers use to make

readers  buy  the products; in the following section 1 show how

class, race, age and gender (topics  that many times coreate

conflict in our socliety), are btreated in advertising.

4.%. Class, Race., fGge and bender

a) Class:
Social classes in a capitalist society are very clearly defineds
one class can be differentiated from others by the products

they consume.

-4
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at

Veia magazine aloms middle to  up
mince the lower classes probably do not ha

ATLIMNES. Advertising diffe

bedause rgaders belong to caertain clas

%y

arquire  some produc and services The

readers do not elong  to this class and

it consumption of certain products and

ers Qo up the social scale. For

important  value: Moral values are

advertisers offer only what can be bought,

-
=

gr.  This is the main view of the capital

adverts flatter
belong to

Sometimes, middle-class
implying that they already

group. . . flattery of the reader’ s ego is
from working-class adverts
’ (Vestergaard and

advertising.

not discussed.

=3

per olasses in  Hrazil,
ve the means to buy mag-

rences when showing that

they must consequently

implication is that if

want to become part of

services will make read-

money is the most

In other words,

since money brings powe

imt  sociely.

their audisnce by
prestigiouvs social
not entirely absent

-

Schroder 1985:113).

Below I will show sone adverits that in some  way or  obther
gxclude  some readers and include others that advertisers aim to
reach the rich ones:

- Rarity is a concept appreciated by evervone. Howesver only thoss

that are powerful can really have rare goode. The following advert
shows how  appreciated a credit card can be since the advertiser
considers it rare. This advert excludes the reader who cannot

i
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atfor to have a credit card and at the same timse persuadss those
who do not have 1t to have 1t since 1t is rare. It also convinces

those who have 1t by making them proud of it

Vende-se raridade.
Veja, April, 1992,

- & marina resort advert has the attention drawing device in
Erglish, sdcluding those who do not know the language. The “elu-
sion of some readers is very clear, firstly because the message
iz in a foreigrn langusge. Only an elite is able»to understand 1ty
secondly | because what is being advertised is also for an slite.
Readers  who  Bnow Eraglisth will feel proud and will think the
advert was addresssd to them. They will be attracted to  this ad-
vert and will prubaﬁly feel being part of the class of people

that go Lo marinss:

Mother HMature says: My child will be
born on August 21, Visitors allowed
all life long.

Veja, November, 1992,

In a "Banco Francks & Brasileiro Pérsonalité" credit cs-d
advert, the French word PFersonalité, indicates sophistication,
an  FEuropean  accent, noblensss and conseguently this mgans it is
for  those who have a big bank  account. Besides this word,
the convincing device begins excluding readers that are not part

of their selected group of clients by stating:

o
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0 gue s & privilégio da seleta clientela do
Banco Frinces e Brasileiro agora também pode
sar seu: Cartdo BFE Personalite.
Veja, October, 1992.
"

The simple word "seleta” already indicates that their credit card

is ot available for evervone. [t also indicates that in order to
tiave their credit card the client must be in some way special to
have the privilege of having it. This advert clearly indicates 1t
is directed to the upper classes. At the end of the convincing de-

vige, the indication that this card is only fTor a few readers can

e notliceds

Yood val descobrir as vantagens de pertencer
a esta minoria privilegiada.

Veja, Movember, 1992,

In a Suwdameris advert, the division of class can be sesen in the
convincing device, although the attention drawing device pretends
this advert is Tor evervone. Whalt indiceates that the special ac-
co@nt that this bank is offering is not fﬁf everyone is the fol-

lowing:

Ao abrir sua Conta Integrada Sudameris (unicamente
para pessoas filszicas com chegue sspeciall), voco# au-
toriza o Sudameris a resgatar recursoB. ..

Veia, April, 1992,



It is known that a special check account differentiates its bearer
from the one who has a regular check account, that is, & person

must have snough monesy  to guarantee the special check or he/she

must also have a safe job with esnough earnings to have a special
check account. & bearer of & special check is trested differently
at a bank, has & more personalized service and generally doess not
have to wsilt Tor too long.
This Sudameris advert begins addressing all readers and  sud-
denly indicates it is not  for evervone, 1t divides the classes,
showing that their service is not for a1l of them.
Orily the uapper and middle class are conzidérﬂd to be consume

P

ers of Veija magazine. Consequently it is rare to find an  advert
directed to ths lowsr class audisnce. The lower class is pressnt
bnly as & contrasting example of what the other classes should not
aim at.

From the 95 adverts analvsed, only one presented & blue col-—
lar worker that belongs to the lower class. This is because what

was being advertised was a working uniform for blue collar workers

made of a famous fabric {(Santista adverts).

) Race: In Yeja 90% of the adverts represent white people. It is
unusual to find black people in adverits.

-

A reader not  knowledgeable about  the Brazilian socliety

-

0



wold think,  when reading magazines, that Brazil is constituted
ornly  of white EBuropean descendents. By contfaat, a person who
lives in Brazil, EkEnows that a large percentage of the Brazilian
population consists of black African descendents. The reason for
adverts not to dnclude blacks iﬁ simple: most of the black pop-
wlation belongs to the lowsr class, many live in slums, amd do
not read magazines.

Because they are poor. they are not part of the capitaliﬁﬁlsaci@ty
since mogt.mf them work in exchange for home and food and they do

ot consume expensive goods. Thhe more reason why advertisers do

rnot choosse & black pearson instead of & white one to be in an  ad-
vert is because there 1is  the assumption that readers are gk

black.

Of the 9% adverts analvzed, 4% had people in it and only one
presented a black person in  its Frodoct Presentation device. This
person appears in a CORKE advert, among many pecple of all ages and

FFalEs .

c) @ge: The adverts in Velia magazine are directed to a working po-
pulétian ranging from 20 to 49 vears of age. This magazing 1is not

directed to teenagers, s0 its adverts are not for them either. Te-
enagers arg not potential consumers sinoeg the? do not vet belong
to  consumer’s class.  Althouoh parents are potential consumers,
most adverts directed to tesnagers are present in adverts specific

for them (these adverts are present in magazines like CAPRICHD).



Jlder readers, when portraved, appear in their leisure time,

never  working. There are  three general tyvpes of older people in

Brazily one Ltype is retired and has a comfortable life with enough

k2

money to buy products and  use services available on the marketg
the second is also retired, but his/her sarnings are oot enough to
have a comfortable life, so helshe continues to work and is not

interested in buving, but in guaranteeing a decent life., The last

type is made of poor representatives of societv.

Fom hese three ftvpes of old people, the first one, is
the most potential consumer of products and services advertised in
Veia magasings. Only this one is portraved. in adverts. For
edample, in the JE&E whisky advert, there is a voung woman laughing
together with an old man. It is assumed that they are drinking
whisky {although it is not shown in the advert) and the old man is
amoking & cigsar. At the bottom of the advert there is another
plicture of a younger man laughing and drinking whisky. The pres-—
ence of the old man in  this advert confires  that he is thers
because it is leisuwre tims. He does not belong to the working
class  anymore and he is rich. Whisky and cigars are Eymbols ot
wealth.

From the 2% adverts analized, only two old people were pre-
Eeﬁt, {Ine was the old man from picture 4.2.1. The atﬁer was  pree-
sent again in the COKE advert mentioned before. COKE adverts sim-
bolizes life, since their slogan is:

(Coke adds life.
Veija, otober, 1992,
This is one reason for showing all types  of peuple; because  all

these people are consumers of COKE. COKE is a popular advert.

£
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d) Sender: Men and women are ftreated o raEntly An Vels magazsine
adverts. Men are considered to be the protectors, the provider  of
goods and ssourity ., the worker and powsrfuly while women are cone

micered  bo be  submilissive, passive

i

nod powsrless. The number of
male and females charachters in Lhe adverts are also very different.
In the 9% adverts analvzed only %9 adverts had fesmales characters in

its  Frodoct  Pressentation devicey 7 of these adverts showed wonen

o

on thedr ledswres time (which means not working). Ondy bwo sadverts
hMad female characters in banks, showing womsn wsing checks.
Male characters are much mors represented in the adverts than fe-

male characters:; and when bobth of them are repressented  together,

1]

generally the men are given the main roles. To exemplify this, we
can  take the TVA cable T.V. advert. Its Attention Drawing devics
puts the man in & supsrior position and the woman in & submissive

roles

[
i
3
o
¥l
i
]

Fold sssa & vidae de saventures

gque Vool promsted & ela’t

WMeta, April, 199E.

in  dits Product  PFresentation device there is & man and & woman
watohing T.V. The man is sleepy and the woman sesens  boved. This
advert sugoests that the man is the one responsible for his wife’'s
happiness. [t also suggests that in the Brazilian society when a
couple gets married, the man is responsible for his wifey and the

woman is weak, and she neesds comfort and secuarity. See pilcture

4,202 in the following page.

o
~l



FOI ESSA AVIDA

DE AVENTURA

E EMOCAO QUE VOCE
PROMETEUA ELA!

Seu dia de trabalho foi duro. O transito, pior ainda. Sair de
casa seria a vltima coisa que vocé gostaria de fazer esta noite.
Nés entendemos. Mas tente explicar isso para a sua mulher.
Antes que ela peca para vocé assinar o divércio, assine a TVA.
Que, se ndo substitui uma agitada vida social, substitui com
vantagens a programacdo normal da TV. Até porque a TVA
E m H . g ndo é apenas um canal, sdo cinco.
2 B Simultaneamente no ar, cada um
Pl EroRTEs NOTIiAs cLiCos  super mm..vthD NND&O num HGO &m ﬁﬂcmﬂﬁ\
magdo: filmes, noticias, cldssicos do cinema e do desenho ani-
mado, esportes e variedades. Um mundo de emocées, aventuras
e outras atracdes que vdo aumentar seu Ibope em casa.
A TVA fica 24 horas no ar. Assim, se vocés quiserem, podem até
desligar a TV no hordrio nobre. E se dedicar a programas que,
quanto menos audiéncia, melhor.
Em vez da TV programar sua vida, programe a vida da sua TV.
Assine o mundo. Ligue agora e coloque 5 novos canais na sua TV:
SP (011) 815-6000, RJ (021) 203-1225, Curitiba (041) 252-8820.

TVA. ASSINE ._v
O MUNDO &=




I the Itad inswrance  advert the attention drawing device

Eomoolher uma seowradora & uma decisEo puramente

& oraciooinar sobre tudo o gus vood ama.

racional. B

ii

]

Veia, Julv, 1992,

Im this sams advert, the Frodoact  Presentebtion device shows a man
olding his baby. Heo ods taking  the mobthesr’ s position, showing
that Desides his obhesr tasks, he can also look after his baby . He
can oo sverything. The Attention  Drawing device shows the man is
the one who thinks, who makes decisions.  Sse pilicture 4.2.3 in the
following pags.

When adverts are sddressed to womesn, it is the idealized wo-
men that are represented. Thalt is,. & besotifol woman, wiith  an &
tragrodinary booy and looking besutiful and happy. It is wvery rare
o omes an wgly woman, or & fat woman with problems.  Womesn dn ad-
verts are perfect.

foverts sare good  exanples of how people are positionsd in &
society.  Mamy  times the same prodoct is advertissd differently
in  different societies. The way oclass, reacs, age and gender ars
treated in a society are pictured in adverits. fAdverts olrrors the

way & soociehy 1s.




TISTIG 3 CUEITJ ‘QIIUTT 8P O ‘CINCJ OFS 10PIOTH ONBWIRUANY 33 ONLDD
“Tunies9 op=aln - £288-008 (1 10) S3PERIES0T SLAND
11r8-€52(120) QurBURT 3P C1Y - §525-225(110) 0Nt CLS apues ney ainbas SOS(.)

soinBag ney

‘aunBas ap aoypde
Jjoyjaw e a1 sousw ojad apod
sew ‘epusred ap opeayad
WOD WaA OgU 2pIA B anbiog

BWE S[BW 300A anb 0-0pn}

nuesed esed soinbeg ney| @

BY|OOSD 3
Jolauod nes
0 andolg
*OBLI BU DUSSUOD Op 8nbsud 0
woDd [es ‘opipuale 3 enb we
oEmEu_..c op Jrued e sojnun
0Z 'BIPSW WS 'S OPNEQ OLED

Nas BA8| 300A 8pUO 'Cridzy

SO 3 "0inbas 2:q0s epnnp
Janbjenb iy snb sesoy v2

021Qj8i3] OjuawWIpUalE 3p

odwes wn *. 02y wihdas S08
0 siew oss| opny "2Ip Jod
SBIOY $Z BSaICWS Bp ouBWNY
owowied o abai0id anb
osnBas wn ‘Zonie epiane]
0 ‘soupuoioun; so ejed 3
“coisy owowyned
nas o sjuesed
anb opezneooingssp
oinbas wn ‘z3zdwanzy
0-0peud 0] eseidwa

© 2Jed "2oipun| 2ossad e
‘8luBLOGW) O)NW Bossad BAN0
abajoid waquwe) soinbag

ne)| @ ‘e2is)) 20Ssad ep wae

SBI\ "820A BiBd S3lUBLOcW!
Sfew seossac Sep 2piA 3p

opJped 0 & apepyinbuen e

RO SV

dwesed anb oindas o ‘=Nz
o wa) sounbag neyj @
‘BiIwe) ens ap edueinbas

B BIBd ‘QH. ® WO opJode
ap BlBA SBJO[BA SOP OBdEeZ
-i[enje e apue ‘0= 2an2)
0 waque: 3 ‘oyuzienb: osno
Jeidwod esed gp oinbas

op oJ1ByuIP © ‘{2101 epsad
no 0gno: ap 0sed wa ‘anb
auesed anbd O owed nas op
JOfeA 0 )BWEN
-ewoine ez|ente

enb oinbBas wn

© 8935840 soinbag ney) e ‘wal
@nb 0.ed 0 Bwe wanb eseg

‘0IpuUgOU! 1B OgNOs SpS3P
IBA @b SBINIISQOD 3P 8pep
~315BA BWN WOod '013|dwWwod ¢

2 oJ1seq 0 "sour|d Siop 0gS

0 wa) soinbag ne)) e ‘wa)

anb esed © Bwe wanb aieg
‘sodiues 2 soinpoud

ap BIS!| B OlUEND SOWE] 0BS
SOANOW SO 3 "oedednooaid
BUWILIW B 3] OBU 31UBID

wn eJed IS 3D OWIXBwW O Bp
anb eiopesnfas e soue o2
ap siew gy & "ojdwsxa 10d
‘soinBag ney v oes opu
waqwe) seiopeinbas se
‘sesno se |enbi 2 oeu eiwe)
2ns owod
wisse ‘snb
. @ JNDUo reA
920A 3nb es102 epunbas v
‘OpuUNL 21S3U fBp 3pod 3s
anb Jowe ap sapdeysuowsp
SIBUOIDB) SIBW SBP BWwN

9 ainBas sazey anb sinjouod
3P 2QEOE 90A :01UOIG

"BPIA B SAISNIOU] "BDIA BU W3]
2904 8Nb © 0PN} WS "BseD

BNS BU 'BIjWE) BNS BU asudd

oy
4

‘ewe g00A Pnb 0 opn} aIgos JLUD0IoE) 0S T
‘[euoior. syuswelnd oesiosp pwin 9 eiopeinbes ens Jeyjoasy

H
3
3
H
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s

I divided the characteristics of FD  in adverts into
three strategies in chapter 3@ grammatical, lexical  and  textusl
strategies. The grammatical strategiss that were more eminent  in
VEJS adverts, were the referesce to  the agendt and the use of
imperatives. Grammatically these two aspects characterize adverts.
The two most freguent lexical strategiles by advertisers in VEJAS

magazine were asbiguity and metaphors. These two characteristios

are  of ogreat imporitance  dn the persuaasive  languages of sd-

vertising. By using these strategises advertisers play with words.
Feaders  may  enioy reading the adverts when one of these lexical
strategies are present. Advertisers make readers have differesnt

inferences Trom adverts with only one aim: sell the produackts.

The texztual strategies used by adveriissrs were marked with
the following characteristics: the presence of the conposer, per-

suasive discourss merging into & different discouwrse, reference Lo

il

the conpetitors, solution  to problems, self prailsing and crestion
of nmeed. Among many obher tedstusl strategies bthese werse the ones
that werse fTreguently chosen by advertlssrs o perswade the  rea-
cleres.,

also conclude that depending on the  type of advert  uased

{oommercial consumsr o prestiges) the stroctors of the advert al:

i

00

differs. The need of the Commerocial Consoumer advert to make mors
uss  of the Frodoct Presentation device is becauss 1t aims to show
the prodoct  in order to sell it. This  is not the concsrn of the
prestige adverts, that mabkes more use of  the Convincing device,

since ibts aim is to make the product’ s brand prestigilious.



One reason why advertising language is  persuasive  is  that
it doss not follow the patterns of the Gricean Maxims of the
Cooperative Principle {(Cook, 19932). and in its violation the ad-

vertising languags surprisss and persuades the resader, while it

= bhe rule of the standard language.

Advertising &lso has & maln role in society, becauss 1t ree
fleocts the ideology of a sooclety. It deals with race, class, age
and gender, reflecting the society we live in.

Aodvertising tries to be in accordance with what its consumers
consider to be right and weong. Im doing this, advertisers  oone
vinoe bhe  reader That  what helshe ls acguiring is in accordanocs
with his/her way of life. This way, advertising can be manipulati-
vie by changing the way people sese things.

By studyving  persuasive discowrse in advertising I ocould ses

how rich a languags can be in & discowss which may  sesen  simple.

H

2R oars

i

Aovertising languages  is  so 0 rich that  many obther studi

possible, such as, the  impact  of  visual images In bhe writtsen

messags, or of ideology in advertising and the changes it can make

in oa soolehy.
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Nos construimos uma fabrica

le papéis de 60.000 m" para 1.000
uncionarios ao lado do Rio Barra
Viansa e os peixes nem repararani.

Um estudo sobre o impacto ambiental causado ao Rio Barra Mansa com a
istalagdo da fabrica da Inpacel, em Arapoti - PR, revelou que os peixes nio deram a
\inima.

A Inpacel, empresa do Grupo Bamerindus, é uma das poucas fibricas de papéis em
)do o0 mundo (e tnica na América Latina) que possui o sistema de tratamento de efluentes
1amado Efluente Zero. Este processo permite que a dgua seja devolvida ao rio com graus
e pureza por vezes superiores aos verificados no momento em que foi coletada, eliminando
risco de envenenamento do rio. Todo o processo de purificagdo da dgua (captagio,
atamento e Efluente Zero) representa um investimento de US$ 37 milhdes.

A Inpacel investiu muito mais em tecnologia papeleira. O complexo industrial de
rapoti abriga a primeira fibrica do Brasil a produzir papel de imprimir e escrever
ravés do processo a base de pasta de alto rendimento, um sistema que proporciona
0% de aproveitamento da madeira processada, ao contridrio dos métodos
»nvencionais a base de celulose, que chegam a provocar desperdicios de madeira da
rdem de 50%.

Todo esse cuidado no trato de recursos naturais é resultado dos estudos e
esquisas desenvolvidas nos 1.600 hectares de matas nativas da Reserva Cldudio
ieira, também pertencente a Inpacel. L4 sdo estudadas técnicas de reflorestamento,
:cuperagio de ambientes devastados e biodiversidade. Além disso, a Reserva Cldudio
ieira serve de abrigo seguro para muitos espécimes da fauna local, entre eles alguns
m extingdo, como o gavido-pombo.

Por tudo isso, se algum dia vocé passar por Arapoti, visite a Inpacel e confirme:

rio continua pra peixe.

Inpdcel

Industria de Papel Arapoti SA

A nossa responsabilidade ndo fica s6 no papel.



O Aracatuba faz 40 anos,

Pubii Co.

da uma olhada na festa.

E assim que 0 Expresso Aragatuba de 600 localidades dentro e fora do

comemora seus 40 anos. Sao 1.300 Brasil com rapidez e seguranga.

funcionarios e 400 veiculos =/ \lenha ver esta festa de perto e
EXPRESSO

distribuidos em 40filiais, trabalhando  ARACATUBA  raga sua carga para comemorar

duro, para que sua carga chegue a mais com a gente.

‘ EXPRESSO
k ARACATUBA

H4 40 Anos a Melhor Companhia Para Sua Carga.

Av. Alexandre Colares, 500 - S. Paulo - SP - Cep. 05106-000
(011) 831.2233 - S. Paulo - SP. (011) 800.7867 - Outras localidades (ligagao gratuita)



VAI FUNDO PETROBRAS.
A TECNCLOGIA PIRELLI ACOMPANHA.

A Petrobréas acaba de receber
em Houstom, no Texus, o preé-
mio 1992 Distinguished Achieve-
ment Award for Companies,
Organizations and Insti-
tuvtions, um dos mais impor-
tantes de mundo na darea, que
foi entregue na Offshore Tech-
nology Conference - OTC. A
empresa brasileira foi premia-
da porque mosirou solugées
inéditas e de alta tecnologia

.

FIOS E CABOS ELETRICOS

em sistemas de produgédo de
petréleoc no mar, batendo mno-
vos recordes de profundidade.
A Pirelli Cabos também parti-
cipa desta conquista, fornecen-
do o3 cabos umbilicais e aces-
sérios para os pog¢os do Campo
de Marlim, na Bacia de
Campos, Rio de Janeiro. Este
prémio é mais uma prova de
que qualidade, tecnologia -
experiéncia sao fundamenta’

FUTURA/SMS



Somos parte do sonho.

Visa, o sistema lider mundial de
pagamentos com cartdo de crédito, é mais
¢, Uma vez patrocinador oficial do evento
desportivo mais importante do mundo...
+ 0s Jogos Olimpicos. Visa e suas instituicoes
financeiras Associadas apoiam os esforgos e
as aspiragoes dos atletas em consegunr a
gléria nas Olimpiadas.

O cartdo Visa é aceito em mais de
187 paises e territérios, sendo o Gnico aceito
na Sede dos Jogos Olimpicos. Visa lhe propor-
.. ciona o mais amplo acesso a dinheiro nas
360.000 sucursais dos bancos Associados e
nos caixas eletrénicos do sistema Visa e
Plus, além de uma ampla gama de
.. beneficios e servigos.

VISA

PATROCINADOR OFICIAL
JOGOS OLIMPICOS 1992




EXCLUSIVO: ARISCO PRODUTOS ALIMENTIGIOS 1

AX (01]) 284-8836

(011) 284-7636 - F)

N

ADOR E DISTRIBUIDOR

tab. 1742 FINE O

Lotids W

LASE0W AND LONDO!
b warvidnlie e

classic taste now in a classic bottle.




O Subaru._
chega a0 porto

¥

Os outros 117

T o,

“ll

ados
mais.

T T

LEGACY SEDAN
A partir de US$ 33.500

LEGACY STATION WAGON
v partir de USS A9.400

SVX

partir de US$ 81.750

A melhor tecnologia japonesa especialmente adaptada para rodar no Brasil: este é o Subaru. Um importado com
ampla garantia e atendimento personalizado, com mecanicos treinados e perfeito abastecimento de pegas. Basta
apresentar o Cartdo Especial de Cliente. Ligue (011) 872-2888 e informe-se sobre os novos lotes que estio chegando

ao seu revendedor Subaru mais préximo. O Subaru € o primeiro importado que d4 a vocé a devida importancia.

4%

Movido a inteligéncia. SUBARLU -




CoMO COMPRAR UMA
BRASTEMP NOVA SEM QUE NENHUM
VIZINHO FIQUE SABENDO.

Se as coisas ndo andam assim nenhuma Bras-
temp para o lado dos seus vizinhos, pobre de vocé.
Vocé viaja no fim de semana, e tem que dizer
que s6 vai passar o dia na casa da sogra — sendo eles
pensam que vocé ganhou na loteria.
Vocé resolve, depois de

séculos, trocar aquela sua geladeira

incompetente por uma Brastemp
duplex, e s6 falta quererem denunciar vocé para o
ministério da economia. W W
Mas nio ¢ por causa do que os vizinhos possam
falar que vocé vai parar de melhorar as coisas na sua
casa, vai?

Basta tomar seus cuidados.

Por exemplo: quando vocé finalmente aposentar esse

fogio dificil de limpar e comprar um Brastemp Clean,

diga que vocé ganhou uma rifa na firma.
Se vocé der o azar de alguém
ver seu novo freezer frost-free che-

gar, fale que se trata de um engano

e que vocé jd, jd vai devolver para a Brastemp.

No caso de trocar sua lavadora que ocupa espago

demais por uma Baby Mondial, é facil:

basta misturar a Baby Mondial com as compras do
supermercado, que ninguém vai notar. (Isto é, desde
que vocé evite ficar de conversa com a vizinha com a
porta dos fundos aberta.)

Com estas pequenas precaugoes, vocé vai poder
continuar melhorando as coisas em casa — sem que
os seus vizinhos fiquem espalhando que vocé é do

tipo que gosta de ficar melhorando as

coisas em casa._

BRASTEMP

Um Brastemp novo nao tem comparacao.



Se voce quer
assumir o controle
‘de sua vida,
satide e emocoes,

COSMOPOLITAN

Um antigo tabu
se transforma
na pratica sexual
preferida dos
casais de hoje

Como fazer

ele gostar de yoce
tanto quanto

voce gosta dele

0 jeito que voce
cuida da pele

esta envelhecendo
mais depressa

0 seu rosto?
i 5 passos para
SER DONA
».% DO SEU DESTINO!
]

Um guia para:

® Assurnir o controle das
SuUas emocoes

® Ter mais seguranca com
a aparencia

® Ter uma saude 100%

® Vencer os vicios

¢ Perder o medo de correr
riscos no trabalho

eia NOVA.

A revista NOVA deste més sugere
idéias, reflexdes e agoes para vocé
tomar decisoes, vencer desafios,
gostar mais de vocé mesma e ficar
mais segura, independente e feliz.
Felicidade, alids, vocé vai sentir
também quando descobrir em NOVA

Y o lado bom de alimentos condenados,
como manteiga, chocolate,
Nas Bancas carnes e massas.



Produzidos na Zona Franca de Manaus

Imagens de TV simuladas.

A Panasonic desenvolveu para a linha Top Dome ;
o revolucionario Top Dome Sound System. Ele vai levar vo-
cé até o topo das emogdes, ultrapassando todas as barrei- SOUI"Id sysi'em
ras que limitam os televisores comuns.

Com uma caixa acustica colocada sobre a tela,
este novo sistema cria um som muito mais claro e potente,
capaz de proporcionar uma fantastica sensagao de realismo.

A linha Top Dome da Panasonic traz a inovadora
tecnologia PIC, que da a sua imagem um alto padréo de
qualidade, com um colorido surpreendente. Também possui
entrada AV e dois sistemas (PAL-M/NTSC) que permitem a
conexdo direta de qualquer camera do mercado, e tam-
bém video cassetes, videos disc players, etc.

Agora que vocé sabe onde encontrar a melhor
qualidade em som e imagem, acelere fundo e conquiste a
nova pole position em TV.

@ Sistema de som Top Dome.

TC-20C4

® 2 System (PAL-M/NTSC). TV em cores tipo
@ AV. IN: Entrada para Audio e Video. o 20 polegadas
@ Tecnologia PIC (Picture Improvement Circuit). TTS';"‘“C:WS oo M polepadas

® Indicagdes On Screen.
@ Controle remoto multi-funcéo.

ANASOoNIC




Se aresposta é sim, vocé tem muito a ganhar conhe-
cendo alguém que também esta apostando no futuro:
a Mendes Engenharia. Criada em 1980, a Mendes
vai além da engenharia. Seu principal produto é tecno-
logia.

Ela faz projetos industriais e de processos, desenvol-
ve integracao de sistemas e produz softwares e equipa-
mentos para automacao industrial.

Traduzindo: mais produ-
tividade e menos poluicao
nos meios. Mais qualidade

MENDES ENGENHARIA

e menos despesa nos fins.

Vérias das empresas mais avancadas de Santa Cata-
rina ja contaram com a mao da Mendes para produzir
com tecnologia de Gltima geragao.

Pelos outros estados e até pelos outros paises do con-
tinente, vocé também encontra clientes da nossa Men-
des. E em cada um deles, vocé da de cara com a mo-
dernidade. Porque a Mendes faz questao de estar sem-
pre na ponta. Como todo
mundo que acredita em tec-
nologia. E no futuro.

R. Dr. Amadeu da Luz, 100 - 82 andar - Cx. P. 792 - Fone (0473) 26-0544 - Blumenau - SC

PARTE INTEGRANTE *



E Assim Que Vocé Vai Se Sentir No 777.

Quando o Boeing 777 decolar, 0s passageiros vio ser as primeiras testemunhas de um revolucionirio avango na exploragio do
espago. O espago interno do 777 ganhou mais altura. O 777 tem uma fuselagem circular, 0 que permitiu o rebaixamento
do piso da cabine sem reduzir o niimero de containers e paletes transportados no compartimento inferior de carga. O teto
da cabine ficou mais alto e 0os compartimentos laterais para bagagem de mio, de ficil acesso, foram posicionados de modo a
aumentar o espaco livre acima das poltronas. £ os compartimentos centrais foram integrados A nova arquitetura da cabine permitindo
que passageiros com até 1.93m de altura possam se levantar com facilidade. No Boeing 777,

a revoluciondria utilizagdo do espago resultou em muito mais conforto para os passageiros.

BOFING



’ste E Um Dos Muitos Testes Que N6s Criamos Para O 777.

Dentre todos os avioes ja produzidos pela Boeing, 0 777 € o que vai passar pelo maior e mais completo programa de
estes. OQue incluird voos em tempestades simuladas em tdnel aerodinimico e voos reais em tempestades reais. Antes mesmo
1o primeiro voo, o 777 serd submetido a centenas de testes nos novos laboratorios da Boeing. No ar, nove 777 serao testados
xonstivamente. Trés deles, cada um equipado com um dos trés tipos de turbina previstos, realizario 1.000 voos. Duas
usclagens inteiras serao construidas, uma para avaliar o 777 em diversas combinagdes de carga e passageiros e a outra para

estes de fadiga estrutural durante um periodo simulado equivalente a 40 anos de voo.

oo esse programa de testes vai assegurar a0 777 o maximo de seguranga e confiabilidade.

BOEING

~-
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Mother Nature says:
“My child will be born on august 21.”
Visits allowed all life long.

SoLiz

Olhando para o mar do alto de um morro. Sentindo o nascer e o pér do Sol.
Contemplando a natureza com profundo respeito e o orgulho de um filho.

Assim nasceu o Porto Belo Resort Hotel Marina & Village. O maior Complexo Turistico da Regido Sul
do Brasil estd sendo implantado numa 4rea de 170.000 m? com 1.300 m de frente para o mar. Localizada
a 25 km do Balneério de Camborit e a 60 km de Florianépolis, Porto Belo foi escolhida para ser a
testemunha da nova histéria do turismo em Santa Catarina.

Lazer, conforto e muita agdo. Sio 320 service- houses, com uma vaga de estacionamento cada e toda
infra- estrutura. Marina com 365 vagas molhadas
e 300 vagas secas. Um hotel 4 estrelas com 220
apaftamentos. Todos de frente para o mar. Infra -
estrutura completa: equipes de recreagio para criancas,

creche, biblioteca, salas de estar, saldes de jogos,

3 piscinas de dgua doce e uma de dgua salgada, loja de
conveniéncia, 3 restaurantes internacionais, boate,
american bar, spa, salas para fisioterapia, 2 auditérios, sendo o menor com capacidade para 120 pessoas e
o maior para 700 pessoas, salas de reunides e convengées, 8 quadras de ténis, sendo 2 com piso de saibro

para competigdes oficiais e 346 vagas de estacionamento. Todos os esportes nauticos

Impressionante no género, no grau e nos nimeros. Disque ( 0473 ) 69 43 70 / 694218 / 694069

e obtenha maiores informacées. Até l4.

N
S N
PORTO BELO RESORT &\ HOTEL MARINA & VILLAGE =
SANTA CATARINA k_ BRASIL :.l:;
Construgio Estruturagio Empresarial Projeto Arquiteténico

g CH EM I N ,_NPB,&Af* e ) Heitor V. Coltro
Construtora S.A. I Ao s Comaltrin Do Arquitetura S/C Ltda.




O QUE sO E PRIVILEGIO DA SELETA CLIEN-
TELA DO BANCO FRANCES E BRASILEIRO,
AGORA TAMBEM PODE SER SEU: CARTAO
BFB PERSONNALITE. UM CARTAO EXCLUSI-
VO DE UM BANCO INTERNACIONAL, ASSOCIA-
DO AO CREDIT LYONNAIS, UMA DAS MAIO-
RES INSTITUIGOES FINANCEIRAS DO MUN-

DO. ALEM DISSO SUA ASSOCIAGAO A VISA,

ASSEGURA A ACEITAGAO DO CARTAO BFB
PERSONNALITE EM MILHOES DE ESTABELE-
CIMENTOS NO BRASIL E NO EXTERIOR. PARA
OBTER ESSA RARIDADE, VA ATE UMA DAS AGEN-
CIAS BFB OU LIGUE PARA A CENTRAL DE ATEN-
DIMENTO: (O11) 251-4088 - SP E GDE. SAO
PAULO. (O11) 800-1044 - DEMAIS LOCALIDA-

DES (DDG). VOCE VAl DESCOBRIR AS VANTA-

LIDER MUNDIAL VENDE_SE RARIDADE,

GENS DE PER-

NO MERCADO
DE CARTOES

DE CREDITO,

TENCER A ES-

TA MINORIA

PRIVILEGIADA.

§0b‘ BANCO FRANCES E BRASILEIRO
BFB Associado ao Crédit Lyorlnaif”

NORTON



(Quando vocé acabar
de ler este anuncio,
os produtores de
fumo da Souza Cruz
ja terao plantado
mais 32 arvores.

A Souza Cruz desenvolve programas ecologicos com seus produtores de fumo desde quando
ecologia ndo passava de uma palavra esquecida nos diciondrios. Sdo 32 novas drvores a cada
minuto, 1920 por hora, 40 mil por dia, 16 milhoes apenas este ano. Sao milhoes de razoes
concretas para se comemorar 0 Dia do Meio Amibiente, ndo acha?

Souza Cruz %

Fazendo mais. Fazendo melhor.



Pau-brasil. Nome de um pais e
spécie de um dos mais ricos ecossis-
temas do planeta: a Mata Atlantica.

Uma floresta que se estendia por
1,5 milhao de quildmetros quadra-
dos. E'que foi devastada durante
mais de quatro séculos por sua
riqueza em madeiras nobres.

Hoje, a Mata Atldntica ocupa
apenas menos de 10% da area que

Mas, ainda temos tempo.

ocupava originalmente.

Mas existia uma saida: conhecer
para preservar.

Este € o objetivo do Programa
Mata Atlantica, realizado em con-
junto com o Jardim Boténico do
Rio de Janeiro e o Instituto Pro-
Natura, sob o patrocinio da Shell.

Uma experiéncia inédita com
recursos da iniciativa privada.

E 0 mais completo levantamento
floristico sobre a Mata Atléntica
realizado até hoje.

Agora, com o conhecimento
adquirido, podemos pensar em
preservar. Isso, cada um de nds
pode e deve fazer.

PROGRAMA MATA ATLANTICA
AINDA TEMOS TEMPO




O negocIo que VOCeE esperava

SUDAMERIS

Abraja a sua|Conta Integrada Sudamerts:

melhor rendimento
e maior facilidade finalmente juntos.

A Conta Integrada Sudameris é
uma conta corrente mais inteligente
que as outras: nela, seu dinheiro fica
aplicado, mas sem perder a capacidade
de cobertura dos seus cheques emitidos.

Ao abrir sua Conta Integrada
Sudameris (unicamente para pessoas
fisicas com cheque especial), vocé auto-
riza o Sudameris a resgatar recursos do
Fundo de Aplicagao Financeira (FAF)
ou da Poupanca para cobrir a sua conta.

Esse resgate no FAF sera sempre
feito nos investimentos com menor
incidéncia de IOF e, na

“Esse é Poupanga, considera os prazos
o meu de caréncia procurando a melhor
banco!” alternativa de rentabilizagdo.

Venha conversar com nosso gerente.
Se vocg ja € nosso cliente, aproveite mais
esta comodidade. Se ainda ndo é, abra ja
a sua Conta Integrada Sudameris.

Vocé verd que ela é ficil, rentavel
€ automadtica.

b : ... * BANCO
~ - SUDAMERIS
-+~ BRASIL
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Ninguém ¢é Perfeito. Ainda.

O padrao da Motorola
¢ a qualidade Six Sigma "

Alcanca-lo significa
atingir 99,9999998% de
perfei¢io. Ou um padrao de
qualidade de 3,4 defeitos
por milhdao de unidades.

Na Motorola nés buscamos
a perfeicio em tudo o que
fazemos. Qualidade perfeita.

Entrega perfeita.

QUALIDADE

Confiabilidade perfeita.
Servigo perfeito. £ um
desafio diadrio para
cada um de nossos
100.000 funcionérios em
todo 0 mundo e para
cada drea da industria
eletréonica em que atua-
mos: Comunicagdes,
Componentes, Compu-

tagido e Controle.

Para nés é o tnico jeito
de trabalhar.

Motorola do Brasil - Rua Paes
Leme, 524 - 52 andar - 05424-010
Sao Paulo - Tel: (011) 815-4200
Fax: (011) 815'-2336.

@ MOTOROLA

Tudo Pela Qualidade ™

Sistemas de radiocomunicagiao, equipamentos de radiochamada e teleponto, telefones e sistemas celulares, equipamentos
de comunicagio de dados, semicondutores, eletrénica aeroespacial, eletrdnica automotiva e industrial e computadores.

nc.. © 1992, Motwrola. Inc.

@ Motorola, Six Sigma cti' sdo marcas registradas da Motorola, |



A autonomia do gerente

”Nosso gerente atende melhor
ndo sO porque quer-
mas porque quer € pode.

Gerente com mais poder de decisao melhor atendé-lo. §
Com isso, vocé tem um banco praticamente

sem filas, sem atropelos, onde a pressa esta nas

solugdes, nao nas pessoas.
Aproveite as vantagens de ser‘cliente de um

banco onde o gerente tern mais autonomia e

poder de decisao.

ABRA JA A SUA CONTA NO BANCO SUDAMERIS.

&
Ageéncias praticamente sem filas O, 4te * B ANC O
g Ao entrar numa de nossas agéncias, >0 .- SUD AMERIS
‘ vocé vai notar que, comparadas - —
é6 maw y » As outras, na média, elas tém mais A, A BRASIL
banco!”’ caixas e funciondrios por cliente para - ..

Quantas vezes vocé foi pedir ajuda ao geren-
te de um banco e ele lhe comunicou, constran-
gido, que tinha que ‘‘consultar a matriz™*?

Isso ndo acontece no Sudameris.

Ele d4 mais poder de decisao aos seus gerentes.

Mais autonomia para decidir do que qualquer
gerente de outro banco.

E isso é decisivo na escolha de um banco.

r M
+




TEMAINHO [MPORTADO
(QUENAO E [MPORTANTE.

pela dualidade do Chandon
elaborado aqui. Um magnifico

B

trangexro Eniose
g shrpreenda se ouvir dele
%logaos sinceros.

als lmportante no entanto

“VINHO
BRANCO, TINTO E ROSE

Tel: SP (011) 852-8388 - RJ (021) 266-4070
RS (054) 262-2499.




GRAVE
HOJE OS
'PROGRAMAS
‘DOANO
QUE VEM.

O M-X40M da TOSHIBA é o videocoma  programagdo & distancia através do ® [ndicador de fungdes na tela da TV
malor capacidade de memdria do mercado. *  controle remoto. @ VHS-Index - Sistema de localizago
Voca pode gravar o que quiser durante o © PAL-M/NTSC (dois sistemas) : automética de imagem.
periodo de 1 ang, sem precisar reprogramar. @ Double Azimuth - 4 cabegas

O Sistema de 4 cabegas com double ® Super definigdo da imagem congelada e TOS""BA
azimuth permite altissima definigéo, tanto nas em camara lenta M_X40M
imagens em camara lenta como congeladas. @ Répido sistema de acesso a todas as A tacnologla de amanha que vood

Todas as fungdes sdo apresentadas em operagdes do controle : ) q ;
caracteres na tela da TV, facilitando a @ Programagéio de 8 eventos por 1 ano pods ter hoje mesmo.

TOSHIBA ") TOSHIBA

AVENDA NA ZONA FRANCA DE MANAUS

TOSHIBA
em todo o Brasil. < .




ASSISTA AS OLIMPIADAS NA MANCHETE E
CONCORRA A 2 FORD F-1000 SUPER SERIE

Participe da Promocao Volta Olimpica Ford. Fique de olho na T
Manchete durante as transmissoes das Olimpiadas e concorra ao sol
teio de 2 novos pick—ups F-1000 da Ford. Toda vez que aparecer
nome de um veiculo Ford na tela, vocé tem que anotar o nome do ve
culo e o dia em que ele apareceu. Quando tiver 6 nomes diferentes e ¢
datas anotadas, envie sua carta para a Rede Manchete de Televisac
Caixa Postal 765, CEP 22214-900, Rio de Janeiro, RJ. -~

As cartas que chegarem até o dia 17 de agosto/92

participarao do sorteio de 2 novos Ford F-1000 Super
Série como este, no dia 20 de agosto/92. Quem ga-
nhar vai dar todas as voltas que quiser.
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A Canon esta orgulhosa de se unir ao Programa

das Nagdes Unidas para o Meio Ambiente
patrocinando o “Enfoque Seu Mundo.” Este
concurso internacional de fotografia ¢ um convite
para que vocé olhe mais de perto para este planeta
maravilhoso que compartilhamos e precisamos
lutar para conservar.

Imagine-se mostrando-a ao mundo todo.

A gora imagine que vocé poderia ndo sé
tirar a sua fotografia, mas também envia-
12, em poucos segundos, para outras i i
pessoas através do globo em cores ricas, '
vivas e encorpadas.

No6s na Canon, estamos elabo-
rando as tecnologias de comunicagdo de e
cores para permitir-lhe fazer isso no futuro.
Fstamos usando nossos tltimos avangos nas
tecnologias de informagédo e imagem que
fazem das cAmaras, camcorders, copiadoras,
impressoras e fac-similes da Canon uma parte
agraddvel do mundo que vocé vé.

f‘ﬂ” on

CANON INC. CANON LATIN AMERICA, INC.
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A HIGIENE INTIMA DOS

VIDEOCASSETES.

. uando vocé assiste & Bela e

a Fera, nio hé chance de
confundir uma com a outra. Quando
a fita é Pretty Woman, a Julia Ro-
berts estd sempre pretty. Tudo isso
gragas ao dispositivo automético de

limpeza das cabegas do PYC-6400

Philco-Hitachi, o video
inteligente.

Este dispositivo
é acionado sempre
que vocé introduz
ou retira uma fita
do aparelho, as-
segurando uma imagem clara e niti-
da, sem aqueles chuviscos e bor-
ries caracteristicos de cabegas su-
jas pelo uso constante.

Mas a Philco nédo chama o
PVC-6400 de video inteligente por
acaso: além do manual, as ins-
trucdes e orientagdes do fabri-
cante sobre o uso do produto
surgem em portugués claris-
simo (ou inglés, se vocé prefe-
rir) na tela do seu televisor.
Passo a passo, etapa por etapa. Bas-
ta um toque no controle remoto.

Ele tem 4 cabecas dispostas

em duplo azimute. Traduzindo:

Philco e Phileco-Hitachi s3o marcas de uso das empresas Philco.

Philco lanca video de 4 cabecgas

com dispositivo automdtico

de limpeza das cabegas.

imagem perfeita, reproducdo em ca-

mera lenta sem chuviscos, congela-

| avango e retorno ra-
pido com imagem.

Ele tem Quick
Start, um recurso
que permite acionamento instanta-
neo do movimento da fita partindo
do Stop ou do congelamento de ima-
gem. E vocé faz tudo isso a partir do

controle remoto unificado: é o

PHILCOD - mitacs

Gnico capaz de comandar até 2
videocassetes e 1 TV Philco-Hitachi.

A Philco ndo esqueceu de
nada, principalmente da capaci-
dade de programacio de me-

moria: sao 8 programagdes com

até 1 ano de antecedéncia.

Tem bloqueio automitico
de gravagio para fitas sem la-
cre, conta-fita em tempo real e
tempo restante, procura por in-
dice e muitas outras func¢des auto-
maticas: liga quando vocé coloca a
fita, retorna quando a fita termina, des-
liga e ainda seleciona o sistema de co-
res adequado para cada fita (PAL-M ou
NTSC).

Novo PVC-6400 Philco-Hitachi
com limpeza automaética das ca-

begas. De agora em diante, as lem-

brangas dos filmes que vocé assistiu fi-

cam na sua cabega, nao nas nossas.

O VIDEO INTELIGENTE

- PHILCO

ATLROIMLETE 4D B0

e  HIGH TECHNOLOGY



talent

O Estado de
SPaulo agora
virou O Estado

~ doBrasl,

08 cadernos de classificados do Estaddo. Agora em todo o Brasil, todos os domingos.

¥

YSSINE: 9 (011) 858-9000.

" ESTADAO

E muito mais jornal.



ESTA PROVADO:
ECOLOGIA E UM
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Boto Cor-de-Rosa da Amazonia

O Banespa esta laricando barras
de ouro de 20-31.1 (1 onga)-
50 e 100 gramas com motivos
ecologicos. Comprando estas
barras de ouro, além de fazer
um O6timo investimento vocé

Vitdria-Régia

também estara adquirindo dadeapenas5.000unidades.
uma colecdo de valor inesti-
mavel. E vai descobrir que eco-

logia nio é apenas o assunto do =
momento. Cada motivo ecold- banespa
gico terd uma tiragem limita- A FORCA DA NOSSA GENTE

PADTIA——
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FINALMENTE UM FAX
COM IDEIAS PROPRIAS.

NEGA-SE A COMETER ERROS
(CCITT): Ele nao s6 detecta falhas causadas por

interferéncias como também pede automaticamente a T\ ch S .
retransmissdo da mensagem, até que a informagao correta ct E“‘s u5°‘“°
seja recebida sem erros. ch® A p“w ‘.;I\O\“
tico

MEMORIA PERMANENTE: Pode armazenar na memoria até 7 U W.d:::' ot oo
paginas e transmiti-las automaticamente. Os documentos podem ser retirados o Co™ ‘““mn\c co'T™
do fax antes do final da transmissao. cort? o de

o O emadec® mnsﬂ“"”
DIFERENCIA AS CHAMADAS DE FAX DAS LIGAGOES COMUNS: i@ B st asté
Esta fungén elimina o custo de manutengao de duas linhas telefdnicas, selecionando auto- L “‘emb“" mu\\i‘“' e
maticamente qua! o tipo de chamada. '“~’ “,m\ssi"’ pto‘“‘*"”

® \e\c‘ﬂ‘”: - ﬂ“‘""
¢!

Panasonic

Office Automation O /_A_\
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A Sadia esta ha mais de 47 anos respeitando o consumidor. Mesmo antes

de existir o Codigo de Defesd do Consumidor, a Sadia ja defendia os seus.
Desde o comego de sua vida, esteve voltada para satisfazer seus clientes,
informd-los e esclarecé-los. Em 82, ela foi pioneira ao inaugurar um
$eruigo de informagcdo ao consumidor, o SIC. Hoje, ela inova mais uma
vez. No Dia do Consumidor, inaugura sua Casa do Consumidor Sadia.
Um espaco dedicado exclusivamente para enriquecer esse relacionamento
sadio com seus clientes. Na Casa do Consumidor Sadia tem um centro
de treinamento para funciondarios, uma cozinha experimental e um
setor de informacoes e esclarecimentos que atende pelos telefones:

(011) 800-7400 e, para a Grande Sdo Paulo, 832-7400. As ligacoes

interurbanas sao gratis. Casa do Consumidor Sadia, onde suas opinioes,

Inaugurada no Dia do Consumidor.
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A DIFERENCA ENTRE O
GG-50 DA GERDAU E OS OUTROS
VERGALHOES E VISIVEL.

Quem enxerga longe, sempre preferiu produtos da Gerdau. Sdo mais de 90 anos fabricando produ-
tos resistentes e de alta qualidade para construcdo civil. E agora, esta garantia estd mais facil de ser
identificada. Os vergalhdes GG-50 sdo os primeiros a trazerem o nome gravado no aco em todas as
bitolas. Assim vocé reconhece, num piscar de olhos, quais sdo os vergalhdes que tém suas especificacdes
garantidas. Este seu trabalho de detetive tem uma recompensa: a Gerdau é uma empresa que atua
em todas as regides do pais, facilitando a distribuicdo e assisténcia técnica. Na hora de construir, ndo

feche os olhos para a qualidade. Escolha GG-50. A diferenca é visivel.

Para maiores informacées, procure o seu distribuidor mais préximo ou ligue
para Gerdau Aco para Construcao Civil: (011) 871-1177 — Séo Paulo.

GERDAU
QUALIDADE PELA COMPETENCIA

MPM I LINTAS




NORTON

A\

|

V2
O

VA\ \"‘:
Dz N\
N/ \/

N
N
d

XXX

0,

BFB LANCA 0s FUNDOS DE ACOES

PRIVAT E MARCHE.

CONTE COM A SEGURANGA DO BFB

NESSE MERCADO DE ALTA TENSAO.

Fundo BFB Privat: pioneiro para gquem quer participar dos beneficios
do Programa de Privatizacao.

Fundo BFB Marché: o primeiro para quem quer acompanhar de perto
o indice Bovespa Médio. |

Ambos sao Fundos de Investimentos em Agdes com Carteira Livre.
Conte com nossos especialistas para enfrentar esse mercado de
riscos. Na hora de investir em agdes procure uma Agéncia BFB.
Enderecos pelo Telebanque: 572-1288 (Sao Paulo e Gde. Sao Paulo) -
(011) 800-1288 (Demais Localidades - DDG).

y‘”‘ BANCO FRANCES E BRASILEIRO

Assciado ao Crédit Lyonnais
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Assine o Estadao. Vocé vai receber em casa, todos os dias, um jornal produzido por mais de 700 dos
melhores profissionais do jornalismo, entre repérteres, correspondentes e colaboradores, espalhados pelo Brasil e
pelo exterior.

Um jornal onde o caderno de economia eshanja em mfonnagoes indices, tabelas e projecoes. Onde vocé se
informa sobre tudo o que acontece na politica e nos seus bastidores. Onde o caderno de esportes no faz dieta: traz
de tudo. Onde a sedo Internacional cobre o mundo todo, segundo a importéncia e o espago que ele merece.

Um jornal completo em cadernos e suplementos especializados, onde até os temas mais especificos
recehem uma abordagem mais abrangente. E o tinico onde vocé vai encontrar um time de colunistas como Paulo
Francis, Luis Fernando Verissimo, Joelmir Beting, Mikhail Gorbachev, Roberto Campos e Rachel de Queiroz, s
para citar alguns. Enfim, vocé vai receber muito mais jornal.

E por muito menos dinheiro: Cr$ 156.000,00 a assinatura de 6 meses, ou em 3 x Cr$ 68.300,00 (total a
razo: Cr§ 204.900,00). Sendo que vocé pode pagar também com o seu cartio de
rédito pelo valor a vista. Ou seja, vocé economiza 33% sobre o preco do ;
:xemplar avulso. E ainda ganha de presente, mensalmente, o Clipping do
Istaddo: uma publicacio da redagio com os fatos mais importantes do més,
nilises e comentarios, que todo assinante do Estaddo vai receber com
xclusividade a partir de maio. Preencha o cupom ao lado e deposite em qualquer
aixa do correio. Nio é preciso selar.

Vocé pode, também, assinar pelo telefone: 9 (011) 858-9000. A ligagao
nterurbana é gratis, e uma central de atendimento esta a sua disposicéo todos

O Caderno de Empresas circula apenas na Grande

. N - Sdo Paulo. Os Cadernos de Iméveis e de Empregos
S rhas,das7as2damanha. circulam apenas no Estado de S3o Paulo. P

_ ASSINE O ESTADAO.
3 MUITO MAIS JORNAL.

9(011)

Plantio das 7 as 2 da manha




A Tecnologia de Mais Alto Nivel
considera em primeiro lugar o objetivo.
Depois, 0 caminho para alcanca-lo.

Quando comegamos a projetar jatos
comerciais, 0 objetivo era voar mais alto,
mais longe e mais ripido. Naquela época,
a questio sobre tecnologia era: O que
podemos fazer? Hoje, a questdo passou
a ser: O que devemos fazer?

Para poder responder a essa pergunta 0s
engenheiros da Boeing utilizam o que eles
chamam ““Tecnologia de Mais Alto Nivel”.
Ela enfatiza a experiéncia humana,

a sabedoria e o critério para selecionar
as melhores respostas, dentre as muitas
opgoes tecnologicas.

Essencialmente, a tecnologia de mais alto
nivel é saber quais as melhores
possibilidades técnicas a serem escolhidas.
Quando, onde e como.

Um dos caminhos para sair deste labirinto
é através da visdo do cliente. A verdadeira
compreensao das necessidades do cliente
implica na realizagao de cuidadosas
entrevistas, seguidas pela busca de
tecnologias distintas que produzam as
solugoes desejadas, com custos aceitiveis.
Um conceito simples, mas um desafio
rigoroso.

Este desafio estd presente no projeto do
novo Boeing 777. Cada item de nova
tecnologia selecionado para a aeronave,
terd que tornd-la mais segura € mais
eficiente, e dar ao cliente, de um modo
bem definido, um beneficio maior.

Na era de alta tecnologia em que vivemnos,
essas s30 boas noticias. O projeto do 777
€ um sinal de que a tecnologia de mais alto
nivel é baseada em sélidos critérios,

no poder da mente humana e na forga do
trabalho conjunto. ‘

EBOEING



() ToP M CARTAO DE CREDITO.

PERSONNALITE
F

{ “SBANCO FRANCES E BRASILEIRO
VIO Tussor adn ae CREDIT LVONNKTS

4901

H8UL UguU

vaup, /00

BENEIQUE €. HORLIS

VALID "WONL

RA TAMBEM TOP DE MARKETING,

0 CARTAO BFB PERSONNALITE ACABA DE GANHAR O TOP DE MARKETING.
PREMIO QUE TRADICIONALMENTE DESTACA A UTILIZAGAO CRIATIVA DAS FERRAMENTAS
DE MARKETING, QUANDO ESTAS ALCANGAM COM QUALIDADE
SEU GRANDE OBJETIVO: O MERCADO. UM PREMIO MERECIDO PARA O CARTI\_o
DE UM GRUPO INTERNACIONAL QUE EM APENAS UM ANO E MEIO
DE VIDA JA £ RECONHECIDO E ENCANTA SEUS PORTADORES NO MUNDO INTEIRO.
CARTAO BFB PERSONNALITE. O TOP EM CARTAO DE CREDITO.
BFB ADM. DE CARTOES DE CREDITO

FONES: 251-4088 - GRANDE SA0 PAULO - (011) 800-1044 - DDG

§.VA BANCO FRANCES E BRASILEIRO
BFB Associado ao Credit Lyonnais
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NAO TEM HORAS
UE DAVONTADE DE
SAIR DO BRASIL!

O ideal seria passar a hora do almoco na Itdlia, o inver-
no na Suica, acompanhar o verdo esportivo da Califér-
: nia, a vida cultural européia, estar em dia com o mundo.
Na TVA isso jd acontece. Assinando a TVA vocé vai ter o
mundo na sua TV. Sdo 5 canais simultaneamente no ar, cada
um especializado num tipo de programacao: filmes, cldssicos do
cinema e do desenho animado, esportes, noticias e variedades.
Uma programacdo de primeiro mundo, 24 horas por dia, para
vocé usar e abusar do seu direito de ir e vir, acompanhando
tudo o que acontece de melhor ld fora.

E toda vez que der aquela saudade de ser brasileiro, é s6
apertar o "off " do controle remoto da TVA. Pronto, vocé estd
de novo no Brasil.

Em vez da TV programar sua vida, programe a vida da sua TV.
Assine o mundo. Ligue agora e coloque 5 novos canais na sua TV:

SP (011) 815-6000, RJ (021) 203-1225, Curitiba (041) 252-8820.

EROBRE |

TVA TVA TVA TVA TVA 3
FILMES  ESPORTES NOTICIAS CLASSICOS SUPER 3



Uma revista
é indispensavel
quando se
transforma
em documento.




CHEGOU A A GRANDE
OPORTUNID/DE DE ABRIR

UMA LOJA N/

Vocé ja pensou em abrir uma loja numa cidade com ca-
racteristicas de primeiro mundo? Num grande centro comercial,
industrial, financeiro e turistico? Pois este ¢ o perfil da cidade
de Blumenau. Uma regido com 700 mil consumidores potenciais
de elevado poder aquisitivo, com renda per capita de 6 mil
dolares. O dobro da média estadual.

Além de tudo isso, agora Blumenau vai lhe oferecer o
melhor passaporte para o consumidor e os lucros do primeiro
mundo: o SHOPPING NEUMARKT BLUMENAU.

LOCALIZACAO UNICA.

O SHOPPING NEUMARKT BLUMENAU fica no co-
racdo da cidade, na maior drea central imune a inundagdes, ao
lado da Rua XV de Novembro, a principal rua de comércio de
Blumenau. Ou seja, ndo havera mudan¢a nos héabitos de
consumo da populagao.

O MAIOR ESTACIONAMENTO
DE BLUMENAU.

Com capacidade de 750 vagas cobertas, o estacionamento
garante o conforto e a seguranca dos seus clientes na hora de
comprar na sua loja.

NEUPLAY - 1200m? DE AREA DE
LAZER PARA AS CRIANCAS.

Os avancadissimos equipamentos de diversdes infantis
da Fionda, que estdao nos maiores e melhores shopping centers
do Brasil, também estardo no SHOPPING NEUMARKT
BLUMENAU e vao fazer parte do NEUPLAY. Vai ser uma area
de entretenimento de primeiro mundo que os filhos dos seus
clientes vao adorar.

FINANCIAMENTO GARANTIDO.

Existe uma certeza tdo grande em relagdo ao sucesso do
SHOPPING NEUMARKT BLUMENAU (89% da populacio
de Blumenau quer um shopping no centro da cidade)*, que o
BANESPA aprovou a concessdo de financiamento, garantindo
complementacdo de recursos necessarios para sua cConstrucao.

SHOPPING NEUM

PROMOGCOES CONSTANTES.

INTREGA NO ULTIMO TRIMESTRE

Com as fregiientes campanhas publicitdrias e promogée JE 1993.

desenvolvidas pelo SHOPPING NEUMARKT BLUMENAL

a sua loja vai estar em constante evidéncia e vocé vai convivelJEUMARKT BLUMENAU estara pronto e serd entregue a vocé
durante o ano, com muitos ‘‘Natais’’ em resultados de vendas ojista para a inauguracio da sua loja no novo e mais completo

entro de consumo da regido de Blumenau.

ada pela Associacio Comesaie Industrial de Blumenau com a Promark! Pesquisas ¢ Andlise
e Mercado, em agosto de 1991.

EMPREENDIMENTO

ASSOCIADO

No tltimo trimestre do préximo ano, o SHOPPING'

, banespa

ALEMANHA.

CONFORTO TOTAL.

No SHOPPING NEUMARKT BLUMENAU vocé e s
clientes vio dispor do conforto do ar condicionado central, &
plos corredores, pragas de griffes, alimentacao e eventos, cl
farta iluminagdo natural através de cobertura zenital. Serao
lojas satélites, 1 loja ancora, 17 operagdes de fast-food, playcer!
e 3 cinemas, com seguranca e estacionamento coberto para
de 750 carros. Tudo isso para que o seu consumidor satisfaca s
necessidades de consumo ¢ lazer no mesmo lugar, e f:
do SHOPPING NEUMARKT BLUMENAU o novo ponto
encontro da cidade.

BAIXO CUSTO CONDOMINIAL.

O consagrado conceito de shopping horizontal, o siste
de iluminagio natural através de cobertura zenital e 0 avangz
sistema de ar condicionado por termo-acumulagdo, fazem
SHOPPING NEUMARKT BLUMENAU um equipamentc’
varejo eficiente, inteligente e voltado aos novos tempos.

UMA ANCORA DE PESO - 5000m?
SUPERMERCADO/BAZAR/MODA.

As Lojas Americanas, com 81 filiais em todo o pais, |
cebeu de imediato os beneficios de se instalar no SHOPPI!
NEUMARKT BLUMENAU. O que é bom para as America
¢é bom para a sua loja.

0 QUE VOCES ESTAO ESPERAND!

Abrir uma loja no SHOPPING NEUMAR
BLUMENAU é mais ficil do que vocé pensa. Vocé paga som¢
50% do custo da cessao de direitos (luvas) durante a constru
e 0 saldo apos a inauguracao, em até 24 meses, com 0s fru
do seu sucesso. Essa condi¢do especial de pagamento € por ten
limitado. Aproveite e reserve ja a sua loja.

INFORMACOES E LOCACOES

INTIEERLIZEAS

COMERCIALIZACAO DE SHOPPING CENTERS L

OBRA FINANCIADA

T
[

BLUMENAL -



O FAST FOOD

EM ECONOMIA.

E NEGOCIOS.

UM NOVO CONCEITO EM JORNAL DE ECONOMIA E NEGOCIOS.

Os modernos jornais de economia e negécios em todo o mundo tém procurado dar aos seus
leitores uma edigio simples e completa sobre o mercado econémico. O DCI - Didrio Comércio &
Inddstria - é o primeiro jornal especializado do Brasil a adotar esta tendéncia para um noticidrio
abrangente e 20 mesmo tempo sintético.

MAIS COMPLETO. MAIS PRECISO. MAIS GOSTOSO DE LER.
A informagio segura, completa e exata nunca pode ser descartada, pois o publico
toma parte de suas decisdes baseado neste noticiario. E isto pode ser feito com objetividade, numa
leitura gostosa e sem perda de tempo.
UMA PRIMEIRA PAGINA MAIS COMPLETA.
A primeira pagina, além de resumida, ¢ dgil. rica. com muito mais informagdes e ilustrada com
indicadores financeiros e econémicos.
COLUNA DIARIA SOBRE OS BASTIDORES DA ECONOMIA E DOS NEGOCIOS.
Um colunista econdmico bem relacionado. com transito livre e diversificado no mercado, domina
informag&es de grande importincia. O DCI tem um colunista com este perfil, antecipando

noticias que os outros jornais ndo contém.

UM ECONOMISTA POR DIA, ESCREVENDO SOBRE AS TENDENCIAS DO MERCADO.

O DCI abre espago a diferentes correntes de pensamento e interpretagdes. para ajudar o leitor a
decidir com base numa andlise isenta. Entre estes nomes. Celso Martone (USP), Paulo Rabello de
Castro (FGV - Rio), José Arantes Savazini (USP), Aloisio Mercadante (PUC)

e Luiz Felipe Alencastro (UNICAMP).

GRANDE UTILIZACAO DE GRAFICOS, TABELAS E ILUSTRACOES.

Grificos, tabelas, ilustragGes e resumos tornam a leitura mais facil. No segundo caderno, voltado para

servicos ao leitor, indicadores fiscais, financeiros e econdmicos organizados e ficeis de serem manuseados
ECONOMIA E NEGOCIOS TAMBEM PARA O APETITE DE PESSOAS FiSICAS.
DCI significa um didrio para o comércio e a industria, dirigido a pessoas
juridicas e fisicas. Tudo que interessar aos dois lados estard no noticidrio do DCI.
TUDO © QUE ACONTECEU
E PODE ACONTECER NO MERCADO ECONOMICO.

Em economia e negécios, o que aconteceu e estd acontecendo é fundamental.
O novo DCI vai preparar o leitor para o que possa vir a acontecer amanha
em decorréncia de decisdes tomadas hoje.
PAGINAS ESPECIAIS PARA UM LEITOR MUITO ESPECIAL.
Nestas paginas, as tendéncias econémicas e commodities, ilustradas
fartamente com graficos. Reportagens sobre assuntos de interesse
pessoal, dirigidas a empresdrios e executivos. Um grande nome do

Jjornalisme traga um quadro completo da economia de hoje.

DOE Drano Comercin & Tadisina Uina publicagio da D0] Fditon



uando o Unibanco criou o Unibanco 30 Horas, ele sabia que estava colocando
a disposicdo dos seus clientes o que existia de mais moderno em servicos bancdrios
O conceito 30 Horas possibilitava que, a qualquer bora do dia ou da noite, um cliente
resolvesse toda a sua vida bancdria por telefone. O banco unico inventou um novo tipo de
hordrio bancdario: as tradicionais 6 horas na agéncia com 24 boras a mais na sua casa. O que o
Unibanco ndo sabia ao criar o 30 Horas, é que este servico ganharia um Top de Marketing. Com
isso, o Unibanco poderia ter confirmado que concentrar seus investimentos em tecnologia é a
op¢do mais eficiente para uma instituicdao bancdria. Mas aconteceu outra coisa que o Unibanco

nao imaginava. O Unibanco Ecologia, criado para o incentivo de projetos ecoldgicos, també,
ganhou um Top de Marketing. E o Unibanco assim confirmou que investir na comunidade é un.
opgao muito eficiente para uma institui¢dio bancaria. Depois desta premiagdo da ADVB,
Associagao dos Dirigentes de Vendas e Marketing do Brasil, que reuniu estes dois lados ¢
Unibanco entre os seus Tops de Marketing, nds poderiamos perguntar: afinal, que tipo
investimento € a melbor op¢ao para uma instituicdo bancdria? A resposta é simples: ndo é ne.
um, nem outro. Sao os dois. Investir na comunidade, como o Unibanco Ecologia, e investir e.
cadca um dos cliertes, como o Unibanco 30 Horas, é o que fazzum banco sertinico. Unico como o Unibanc

UNIBANCO
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| Como vocé pode ver, 0 Caderno de Iméveis do Estadao foi
=8 inteiramente reformado. Ele agora ganhou uma grande érea tl,
= onde informagdes e servicos da maior utilidade estao reunidos
NO Mesmo espago, junto aos classificados mais eficientes do Pais.
Ali vocé vai encontrar matérias com os lancamentos da
semana, analises do mercado imobilidrio, uma Bolsa de Iméveis e
um mapa das regides metropolitanas de Sao Paulo com as
respectivas cotagoes por bairro. Tudo arquitetado para quem esta
vendendo ou procurando iméveis fazer o melhor negécio.
Detalhe importante: a circulagio do novo Caderno de
Iméveis € nacional.
Como acabamento, 0 novo caderno recebeu cores. Agora,
que vocé conhece este novo espago do Estadao, neste domingo

Foi reformado,
anhou mais area
@ § %HBO Caderno de Iméveis do Estadao.

Os melhores servigos, os melhores classificados agora juntos.

acabamento. ESTADAO

E muito mais jornal.

nio fique imovel: corra para a banca e compre o jornal mais cedo.

talent
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