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ABSTRACT

This dissertation offers a linguistic study of the language 
used! in advertising» Firstly, 95 adverts from. Veja magazine were 
selected and divided into t**o types of adverts? Cofiiaercial 
Consumer and Prestige adverts» Their structures are analysed and 
their differences are pointed out- Secondly„ the techniques used 
by advertisers in order to persuade readers to Ibuy the products 
advertised are classified in three ssajor strategies! Grammatical, 
Lexical* and Textual» Thirdly, an investigation of the hidden 
ideology in Veja adverts is presented. The presence of race, 
class, age and gender in adverts is also analysed» Finally a 
conclusion is made.
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RESUMO

Esta dissertação oferece um estudo linguistico da linguagem 
usadla na propaganda - Primeiramente* 95 propagandas da Revista Veja 
foram selecionadas e divididas em dois tipos de propagandas Cosaer- 
cial e de Prestigio. Suas estruturas foram analisadas e suas dife­
renças foram destacadas» Em segundo plano, as técnicas usadas pe­
los agentes da propaganda para persuadir o leitor a comprar um 
produto s'&o classificadas em três estratégias; Gramatical, Lexi­
cal e Textual. Em terceiro plano, uma investigação da ideologia 
oculta presente nas propagandas da Veja ê apresentada. A presença 
de raça, classe, e genero nas propagandas também slâo analisadas. 
Finalmente, uma conclusSo é apresentada.
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INIRODUCTION

Advertising can be a topic of great interest in many 
areas of study like Sociology;, Psychology and Linguistics, among 
others. In Sociology, advertising can be studied in relation to 
the values of a society; in Psychology, it can be studied in re­
lation to the effects of consumerism on the public; and in Lin­
guistics, it. can be studied in relation to the type of language 
used .

Advertisers have a major role in advertising. Advertisers 
make use of pressupositions when they create the adverts, because 
"there is no way that the writer can know what actual readers' 
intertextual experiences are; so the writer must construct an 
ideal reader with particular intertextual experiences" says 
Fairclough (1989:153). And by doing this there is "no guarantee 
that the texts which are assumed to be within the experience of 
the audience have actually ever existed outside the head of the 
producer"(ibid)* In this way, producers in mass communication (in 
our case, advertisers) can manipulate audiences by attributing 
to their experience things which they want to get them to accept. 
In the case of advertisers, they create necessities in the pu­
blic's mind in order to sell their product. or service and 
their image. And to create these necessities they use persuasive 
discourse. This kind of discourse is powerful, manipulative, and 
certainly it has ideological functions.



Some linguistic studies have concentrated on the language of 
advertising. Leech's (1966) is one of them. He made 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.
Another important study was developed by Vestergaard and Sch­

roder (1985). In their book "The Language of Advertising",, they 
distinguish between non-commercial and commercial advertising 
(1985s0i). They make a broad investigation on many topics concer­
ning advertising, for examples Advertising and Society; Language 
and Communication; the structure of an advertisement; strategies 
of address; advertising as a Psychological Mirror; and the ideo­
logy of advertising.

Neither of these studies, however, concentrates on the Per­
suasive Discourse in advertisements.

In this dissertation I am concerned with persuasive dis- 
c o u r s e i n ES r a z i 1 i a n m a g a z i n e a d v e r t i seme n t. s .

I decided to investigate persuasive discourse because it 
is present in our everyday 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 
Portuguese,, Citelli (1990) investigates persuasive language in 
general, but has paid little attention to advertising. Apart from 
this study, only advertisement copywriters have written about, the 
art of producing an ad (Q'neills 1989. Nilsen and Nilsensl978 and 
Leducsl972). They did not concentrate on the linguistic, aspects of 
adverts, though.



In order to investigate Persuasive Discourse in Advertising
I chose two types of adverts; commercial consumer and prestige 
adverts. Commercial consumer advertising aims at promoting promo 
ting sales of a commercial product or service to a mass audience« 
This type of advert has the purpose of persuading the public (mass 
audience). Prestige advertising aims at praising the name of the 
company more than the products it produces.

Both of these types of adverts are important to my study be­
cause they aim selling a product, or service that is competing 
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 magazine. The reason for 
choosing Veja magazine is that it is read by both men and women, 
it. is an informative magazine like a newspaper, and the most 
read magazine of this genre in Br a z i 1 „ The number of adverts 
analyzed was a total of 95s 57 commercial consumer adverts and 38 
prestige adverts. The reason for analyzing fewer prestige adverts 
is for the number of occurrance; in every ten adverts., nine were 
commercial consumer and only one was a prestige advert.



In chapter 1, I look at. the adverts' macro structure to see 
where persuasive discourse is more prominent (slogan;, body copy, 
headline,, illustration and standing details).

In chapter 2, I define persuasive discourse according to 
Longacre (19S7) and Lakoff (1973). The definition was necessary in 
order to identify the linguistic strategies which will be de­
veloped in chapter 3s.

a) Grasssaaticai strategies 
bj Lexical strategies 
c) Textual strategies 

Through these strategies I will show how Persuasive Discourse 
is diversified and also show the different techniques used by the 
advertisers. Advertisers' use all types of strategies to reach 
their objectives sell the product. Here I also comment on the 
differences in techniques used in the two types of adverts.

In chapter 4» I dicuss the hidden Ideology present in these 
adverts. The appeals advertisers use to persuade readers: 
appeal to the reader's feelings and appeal to nature and ecology. 
E<esides this, I comment on how class, race, age and gender are 
treated in adverts.
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1 .0 The Si.rtier.fcires of Adverts

In this chapter I will first show the typologies of adverts 
presented by Leech (1966). I will also examine and illustrate the 
general structure of adverts and to- conclude I suggest a new 
terminology for the structures of adverts.

i » 1~ Ty pes qf Ad vert s

According to Leech, there are five general types of adverts: 
a - Commercial Consumer Advertising - directed towards a mass 
audience with the aim of promoting sales of a commercial, product 
or service.

b - Prestige Advertising -• also directed towards a mass audience,, 
it seeks not so much to promote sales,•but to bring about an 
aIi gnmen t of o p i ni on wi t h comme r c i a 1 i n terests„ 
c Trade Advertising - addressed to the retailer by the manufac­
turer or distributer in trade journals, 

d - Retail Advertising - addressed to the potential customer by the 
retailer, generally in specialised magasines, 

e - Classified ads - initiated by private individuals in national 
and local publications.



There are also those advertisements initiated not by commercial 
enterprise but by governmental departments and non-profit-making 
bodies such as charities (Leech 1966s25).

1.2-- Leech's structure of an advert

According to Leech ( 1966 r, 59) the general structure of a press ad­
vert consists ofs

- IHteadlxne

- IIlustration(si— A picture of the product or of a landscape.
- Body Copy - The main part of the advertising message, often 
divided into various sections under subheads«
- Signature Lime - ft 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 utilitarian in­
formation in small print,, usually appearing unchanged on a series 
of different advertisements: the address of a firm, how to obtain 
further information, legal footnotes,etc.

Leech also says that the preferred order of these sections 
is (from top to bottom) as listed above, see picture 1 .2 s

6
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Picture 1,2 is a typical example of an advert according to Leech, 
i t h a s a h e a d 1 i n e , t h e i .11. u s 1 1 r a t i o n p r e s e n t s t h e p r a d u c t s p r o d u -- 

ced by the company, the body copy gives more details about the 
products, there is the signature line followed by a slogan. The 
standing detail is represented by the phone number of where the 

products can be found
The headline and signature line are indispensable parts of 

a press advertisement, although these are sometimes collapsed into 
a single display line. "The other parts are defi.netly optional, 
and are omitted with varying degrees of frequency" (Leech 

1966;59).

1.3- Vestergaard and Schroder's structure of an advert

Vestergaard and Schroder present a very similar structure to 
that of Leech's (1985s54). For them, the structure of a classic ad — 

v e r t c o n s i s t s o f s

11 Iu.st.rati.ori

. Head1ine

. Body Copy
Signature Line

. Slogan -- (right beneath the signature line)
They change the naming of the last part: standing detail becomes 

slogan, see picture 1.3 below;
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Picture 1.3 has all the parts of picture 1.2 but instead of ha­
ving a standing detail it. has a slogan,,
For these last authors this structure has five objectives, to:

-- attract, attention (get the reader to see it);

- arouse interest;
- stimulate desire; 

create conviction;
- get attention (make the reader read it). (Lund, apud. Vestergaard 

and Schroder 1935 s 49).

They also suggest that the signature line and the slogan have an 
important function in the adverts "the reader who notices the 
advert but does not bother to read the body copy will still get 
an idea of the basic message of the ad" (ibids54).

For my analysis I concentrate specifically on the Commercial 
Consumer and Prestige adverts because these adverts have the 
objectives of promoting sales of a commercial product or service 
or of the company that produces the products (in the case of the 
prestige adverts) to a mass audience. I believe they make more 
intense use of persuasive strategies than the other types of 
adverts. The advertisers of these two types of adverts have the 
necessity of selling a product or service that is competing with 
many other products or services available in the market, and also 
because they need to create the necessity so the reader will buy 

the product.

1 .4- Veja Coitaerciai Consuaer adverts' structure

In Veja one of the most frequent structure of a Commercial Consu- 

m e r a d v e r t (s e e p i c t u r e 1 .4) i s:



O  Ú n í c o  P e r Fu m e  Q u e  A iviacía a S u a  P e Ie . 
Ó I e o  dE FIo r e s  e F o IIí a s .

Espalhe sobre a sua pele o  novo prazer de corpo inteiro da Natura: Óleo de Flores e Folhas.
Uma inovação em forma de perfume que amacia a pele, dando um toque acetinado e ao mesmo tempo seco. 

Você pode se vestir logo depois de usar. Óleo de Flores e  Folhas é uma experiência nova em sua vida. 
Escolha uma das flagrâncias inesquecíveis que inspiraram a Natura:

Rosa da Bulgária, Jasmim de Grasse e  Bouquet da Sicília. Linha Flores e Folhas, da Natura para você:
Deo Colônia, Óleo Perfumado e Sabonete Glicerinado.

BODY COPY

Para saber mais ou comprar grátis para (011) 800-5566.
Flores e Folhas, fale com a Afa Grande São Paulo

sua Consultora Natura ou ligue n â t U f â .  disque para 0800-11.5566. g j  AND I  NB DET A IL

PICTURE 1.4 Veja, March, 199



1 -- Head I ine
2 — I1lustration
3 - Body Copy
4 - Signature Line or Standing Detail
5 Standing Detail or Signature Line

This is also the most frequent structure of the adverts. Whenever 
the fourth position was occupied by the Signature Line, the fifth 
was occupied by the Standing Detail or vice-versa.
In Picture 1.4 what differs from the other adverts shown before is 
the position of the headline which here is after the illustration. 
Most of the 57 Commercial Consumer adverts analysed present these 
five (5) parts. However there are some exceptionss

— 5 adverts did not have Headline
- 6 adverts did not have Illustration 
-- 7 adverts did not. have Body Copy
- 6 adverts did not have Signature Line
— 19 adverts did not. have Standing Detail 

From these data I conclude that the standing detail is not a ne­
cessary device used by advertisers compared to the other parts of 
an advert.
Another probable structure of a Commercial Consumer advert is the 
following;

1 - Illustration
2 - Headline
3 - Body Copy
4 - Signature Line, see picture 1.4.1 belows



PICTURE 1.4.1 Veja. October, 1992.



In this last structure of a Commercial Consumer advert in picture 
1.4.1, the Headline and Illustration exchange positions; and the
S t a n d i n g D e t a i 1 d a e s n o t a p p e a r „

1.. 5- Veja Prestige adverts;v strncfaire

In the Prestige adverts being analyzed the most, frequent structure

1 -- Headline
2   IIlustration
3 Body Copy

4 - Signature Line,, see picture 1.5 below:



PICTURE 1.5 Veja. March » 1992.

BRASIL • 92

PELA VIDA E POR VOCÊ

a m b i e n t e .  R e s p e i t e  
a fauna e a flora. 

Proteja a natureza .

i



The difference in structure between the Commercial Consumer and 
the Prestige adverts is that the end of the advert in the Commer­
cial Consumer adverts have the same probability of being either a 
Signature Line or a Standing Detail. This does not happen with 
Prestige advertss the Signature Line generally occurs at the end 
of the advert,, As could be seen in the previous examples.

The second most frequent structure of a Prestige advert is:
1 -- Illustration
2 - Headline
3   Body Copy
4 -- Signature Line

The same structure happens wi t h t.he Commercia 1 Consumer adver ts .
In the Prestige category most of the adverts I examined have

4 parts; these are different from the Commercial Consumer ones, 
which have 5 parts.
The number of occurrence in 38 Prestige adverts of some of these 
parts are:
- 3 did not have Headline
- 6 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 ele­
ments is indispensable in an advert. There is always a way of 
showing a product or a company by using either 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 ad­
vert to persuade the? public.

1 „ 6~~ Reetmced St.ru.ct.ures

Some adverts are created with the Illustration and the 
Signature line only or they may also have a totally different, 
strcture.

These a d v e r t s t. h at ha v e o n 1 y f e w s t r u c t u r a 1 c o m p o n e n t s 
( S i g n a t. u r e L ine and III u s t r a t i o n or He a d I .i n e a n d 111 u s t r a t i a n ) are 
generally the adverts that try to sell cigarretes and whisky. When 
this happens, the advertiser shows that no commentary is needed. 
Illustration generally says everything,, But all adverts have at 
least one of these structural components, as in picture 1 .6 .
The illustration of a woman all dressed up holding a whisky box, 
looking at a man wearing a tuxedo with the signature line of the 
brand of the whisky, shows that whisky can create romantic and 
sophisticated situations as in picture 1 . 6  in the fallowing page.

17
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1 “ ft life« St.nu.ct.ural Termi.nology

Considering these structures with Persuasive discourse in 
mind, I want to suggest here a different. terminology for the 
categories offered by the authors discussed above. One of the rea­
sons why I suggest this change is that some of these struc­
tural elements are named .inapropriatelyFor example, the Head­
line sometimes is positioned at the end of the advert, but. it can 
not. be confused with the Signature Line since it has the charac- 
t.er istics of a Head 1 ine » The same happens wi. t.h the Signature Line 3 
sometimes it is positioned at the head of the ad, and when 
t his happens i t. shou 1 d not be ca lied a Signa ture Line.

1 will therefore refer from now on to the Headline as At~ 
tention Drawing Device (ADD) because in most of the adverts the 
ADD is what calls our attention. It can nevertheless appear at 
the bottom of the advert, as I have observed in the analysis.

The 1 1 1 ustration will be called the Product Presentation 
Device (PPD) because in most, of the adverts, the product or service 
is shown in the illustration.

The Signat.ure L.ine (which is where readers identify the 
trade-mark of the product) sometimes is at the top of the advert. 
It will be called The Identification Device CID}5 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.



The Body Copy» where the advertiser comments on the product in 
order to convince the reader to buy it, will be called The Convin 
cinq Device (CD).

The Standing Detail is the only part of an advert that will 
remain with the same terminology»

Summarizing, the elements of the structure of an advert will 
be ca tegor ised in t he f o 11 awing way :
1 -■■■ Attention Drawing Device
2 Product Presentation Device
3 -- Convincing Device
4 -- I d e n t i f i. c a t i o n D e v i. c e o r Si t. a n d i n g D e t a i 1
5 - Standing Detail or Identification Device

After discussing the typology of adverts, the most probable 
structures of the Commercial Consumer and Prestige adverts and 
suggesting a new terminology to the parts of an advert, I will, 
in the next, chapter, present how persuasive discourse is realised 
in adverts of Veia. magazine.



CHAPTER 2

2 0 -  Definition of Persuasive Discourse

2 .1 - Lonaacre's Definition of Persuasive_Piscoiturse

According to Longacre there are 4 types of discourse: Narrative,
Procedural, Behavioral and Expository, Discourses can be classi.
tied into two structures: Motional (deep or semantic structures)
and Surface structures,

T he f irst re 1 ates to t. he ove ra 3. 1 pu r pose o f t he 
discourse, while the second has to do with a 
discourse " s f ormai 1 characterist.ics , ( Longacre 1987 s 5 ) „

The notional structure types can be classified according to
two parameters: Contingent Temporal Succession and Agent Orienta.
tion» The first "refers to a framework of temporal succession in 
which some of the events or doings are contingent on previous 
events or doings"(ibids3)„ "Agent orientation refers to orienta­
tion towards agents with at least a partial identity of agent, 
reference running through that discourse " (Longacre 1983:3), 
Persuasive and Hortatory discourses are sub-types of Behavioral 
discourse. Behavioral discourse is minus in terms of contingent 
succession but plus in terms of agent orientation. For example, 
persuasive discourse deals with how people should behave in order 

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

21



A third parameter Projection "has to do with a situation or 
action contemplated or anticepated but not realized" (ibid:4). 
Hortatory and persuasive discourses are plus projection. For 
example, what the public should buy, instead of what was bought.

In the surface structure types there are two main parameters: 
C hron o1og i ca1 L i n k age an d Ag ent Re f e ren ce (par t ici pan t referen ce)„ 
Persuasive discourse is minus in chronological linkage (but plus 
in logical and topical linkage); and plus in agent reference. For 
example, successful people use this product, you should use it 
ais<».

Hortatory and persuasive discourses "have imperatives or some 
socially mitigated substitute for an imperative"(Longacre 1983:7). 
For example, buy it, feel it, flavor it,etc.

The "selection of pronouns varies significantly in the 
various types of discourse,, In the behavioral and persuasive 
discourse of the hortatory variety have an essential second per­
son component. The second person reference can be softened by 
resort to a first person inclusive” (Longacre, 1983:8). For 
examples You »till really enjoy this products if you want to be a 
real company you should have this credit card„ The orientation 
in relation to agent is always explicit. The discourse is oriented 
to a you.

One more device of persuasive discourse is to use third per­

son to indicate a model of good behaviors A successful man should 
wear fhsse shirts.



In respect to the specific surface linkage of discourses, 
hortatory and persuasive discourses "depend heavily on linkage 
through conditional, cause and purpose margins" (Longacre,1983:9).

For example: if you buy our computer you mill never regret.

"Hortatory and persuasive discourses are cultural universals".

We can scarcely conceive of a culture where somebody does 
not give advice to somebody else orally or urge on him a 
change of conduct. The very idea of social control seems 
to imply this, (ibid:10).

According to Longacre (1983:10), persuasive discourse "seems 
to be possibly the least vivid of all the discourse types", this 
is why sometimes "it emerges in the surface structure of 
narration, people do not like to be urged to change their con­
duct "(ibid:12). Presenting the adverts in the form of a narrative 
or drama may persuade readers to accept the advert. Fairy tales, 
for example have this dual structure, they tell a story but they 
a1so try to change behavior or have a moral va1ue.

Another important aspect of advertising is its composer,
"the person who is making up the discourse and beaming it towards
us"(i bid s17). Be1ow Longacre (1983:19) exp1ains why s

in the hortatory discourse the composer of the discourse 
is especially likely to get involved with his subject 
matter and his audience and to urge on them a certain 
course of conduct by virtue of the prestige invested in 
his person»

In the genre adverts we can see this especially when a famous per­
son advertises a product by giving his/her opinion of it.



Longacre (1983s39) also states that there is a struggle in 
persuasive discourse; "the struggle is to convince the hearer 
(reader) of the soundness of the advice and to launch them on the 
course of conduct advocated or to discourage them from a course 
of conduct which is being prescribed",, Longacre also believes that 
"of the various devices available for marking of surface stucture 
Peak (denouement, climax) in persuasive discourse, rhetorical 
underlining (parallelism, paraphrase, and tautologies of various 
sorts) is probably the most frequently used" (ibids39). For ex­
ample, in the persuasive discourse of an advert it is very fre­
quent a sentence ass Don't miss the most incredible* modern, 
a»d' f&mtmstic ear you fsare ever seen,

2.2- Persuasive Discourse according to Lakoff_

According to Lakoff (1973:28):
A discourse is to be considered persuasive only in case 
it is nonreciprocal, and the intent to persuade is re­
cognized explicitly as such by at least one party to the 
discourse.
This is true in all adverts. Let us look at one advert in 

order to exemp1ify such nonreciproca1i ty s

0 negócio que você esperava: Sudameris 
A b r a j â s u a ü o n t. a I n t e g r a d a S u d a m e r i s s 
me1hor rendimen to e maior faci1idade 
f i n a 1 rn e n t e j u n tos.

Veja, May. 1992.
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In this advert, the advertiser is making pressupositions 
about the reader when saying that he/she has been expecting the 

deal offered, but the reader ivocfe) is only in the advertiser's 
imagination, since the advertiser cannot say if the reader is 
really expecting such a\ deal. This is one reason why this dis­
course is nonreciprocal,

Lakoff (1973) adds that by persuasion he means "the attempt, 
or intention of one participant to change the behavior, feelings, 
intentions or viewpoint of another by communicative means"
(1973:28)„

Another characteristic of persuasive discourse (PD) that. 
Lakoff points out is its noveltys

a defining feature of persuasive discourse is its quest 
for novelty. This is manifested on the lexical level, 
in the form of slogans and neologisms? syntactically5 
semantically, in that new concepts are continually being 
in troduced and ta 1 ked abou1 5 and gramati ca 11 y , in the 
way in which PD addresses hearers,, its register its 
directness or indirectness, and many other factors,
Lakoff also shows that Persuasive discourse (PD) violates the 

Gricean maxims of the Cooperative Principle, In reference to this 
he says;

What is new and requires interpretation is in violation 
of the maxim of Manner (be clear). But in PD it is this 
very violation that is striking, memorable... efficacious..
Yet in PD there is an appeal to our knowledge of the 
workings of the Cooperative Principle. It is our very 
awareness of its being violated, that creates the memora­
bility and effectness of all forms of PD, especially 
a d v e r t i s i n g .



In the Carlton cigarettes advert,, for example,, we see a picture of
trendy nautic equipment and two crystal glasses served with wine

phrases Carlton,, Um raro prazer. See picture be 1 ow

h

Jr. V;-
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O MINISTÉRIO DA SAÚDE ADVERTE  

FU M AR É PR EJU D IC IA L À SAÚDE.

PICTURE 2.2 Veja, April, 19<



The maxim of Manner (be clear) here is violated, even though 
readers understand what the advertisers want to transmit; that, 
smoking is a pleasure only for a few priviledged readers,, the ones 
with good taste. Pleasure can also be associated with the other 
objects in the pictures wine, camera, travel.

The maxim of Quality is also violated in the Carlton cigaret­
tes advert. From the perspective of this maxim the composer or the 
speaker must not say what he/she believes it. is false and also 
lacks adequate evidence,. When the composer in this advert says 
that Carlton is a "rare pleasure", he/she does not have adequate 
evidence to prove this, therefore this information may be false.

The maxim of Quantity is violated in 2 ways; first because 
there is a note at the bottom left side of the advert where it 
says that smoking is dangerous for health (this is an obligatory 
note by law), but this piece of information is not. enough, since 
it does not inform readers how dangerous it. is for them to smoke 
(that smokers may get cancer!). The second violation of the maxim 
of quantity is when the advertiser says that "it is a rare pleas­
ure" so the reader may asks To whom is it. a rare pleasure? For the 
rich with such sophisticated hobby as the one shown in the pictu­
re (Nautic) 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 quantity? quality and manner are then violated 
in this advert. Readers may notice the violation of these maxims 
and perhaps this is what calls their attention.

Cook (1992;152) also agrees that adverts violate the Gricean
Cooperative principles

Advertising usually has a clearer purpose than literature 
-to sell- and the information which it gives in pursuit 
of this aim may be judged by the standards of the coope­
rative principle as true, clear, brief or relevant. Yet 
factual claims and direct, persuasion take up less and 
less space in contemporary ads. Attention is focused 
away from them to a world where questions of truth, rele­
vance and politeness seem as beside the point as they do 
in literature. As advertising has matured, formidable 
restrictions have grown up alongside it, imposed by publi­
shers, broadcasters, the law or advertisers'own organi­
zations. If factual claims are untrue, the advertiser 
is held responsible. Ads are withdrawn, goods are re­
turned p and, because literal untruth is also bad ad­
vertising, it is now shunned by advertisers quite as 
much as their moralistic critics. Of course, advertisers 
continue to use deceptive strategies for disguising or 
avoiding unattractive facts, for presenting descriptions 
in such a way that, the inattentive may miss the bad as­
pects of the product,. But these strategies are well known, 
over analyzed, and distract, attention away from more power­
ful strategies. In many ads (perfume/chewing gum) there is 
no truth value to asses (Thompson 1990). In ads where there 
are "facts" (about, cars, orange juice) they are often far 
from the focus attention.

In this chapter I have defined F'D according to Longacre 
(.1983) and also according to Lakoff (1973). This definition will 
be very useful in the understanding of the next chapter where I
analyse ads from magazine.



CHAPTER 3

3 - QHCfiiaracterABticB of Persuasive Discourse in Adverts

I will now investigate the surface structure strategies of 
Persuasive Discourse in the Prestige and Commercial Consumer 
adverts o f yfeja magazine, taking into consideration the literature 
reviewed previously.

There are different. levels of persuasion. I will divide theses 
levels in three different strategies;

3.1- Grammatical strategies- strategies used by advertisers that 
are in the grammar level.
3.2- Lexical st rateg ies- strategies used by advertisers that are 

in the word level.
3.3- Textual st rategies- strategies used by advertisers that are 

in the text level.
Under each of these three strategies I will show the various types 
of strategies advertisers use to sell a product or the image of a 
company.
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3.1-- Gramssatical. strategies
Below are the two grammatical strategies most used by advertisers.
3.1.1 + Agent reference:
Cook (1992s155) comments on the presence of pronouns in adverts;

Ads use all three persons, but in peculiar ways:'We' is 
the manufacturer, 'I'is often the adviser, the expert, 
the relator of experiences and motives leading to pur­
chase? of the? product, distanced by this pronoun, and 
observed conspirationally by 'you and I'. But most 
striking and most frequent, even in narrative, and most 
divergent from other discourse types,, is the ubiquitous 
use of'you'.

ft good way of making a company's product or service greater is by 
referring to the readers. I have divided the agent reference into 
two catesgories s i) direct reference to the reader

ii) direct reference to the manufacturer of the 
product

Eielow are; some examples I have found in the adverts;
i) direct reference to the readers

■•••■ Escolher uma seguradora è uma decisão puramente 
racional„ E só raciocinar sobre tudo que você ama.

Veja, May, 1992,,
A história de sua vida nâo estâ rendendo
mais que quinze minutos de papo? E melhor 
vocfe começar a ler o Estadão.

Ve j a , Janu.a ry , 199.2 „
- ...Assistindo a TVA vocfe vai

ter o mundo em sua TV..'. /
Veja,/May, 1992.

! 
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-- . * .E vocè sabe como isso pode 
ser prejudicial â sàude .

Veja, April, 1992,
•- A revista Nova deste nrrfes sugere idéias,

ref 1 exóes e açóes para vocè tomar decisões, 
vencer desafios, gostar mais de vocfe mesma e...

Veja, October, 1992,
- Como vocfe pode ver, o Caderno de Imóveis 

do Estadão foi inteiramente reformado,,.
Veja, March, 1992,

The newspaper o Estadão has changed its visual appeareance. The 
reference to the reader in order for him/her to see this change 
in the newspaper is a direct, form of persuasion.

- Agora que vocè sabe onde encontrar a
melhor qualidade em som e imagem....

Ve j a , January , 1992 .

- Pense na sua fam11 ia, na sua casa,
em tudo o que vocfe tem na vida,..

Veja, February, 1992
Vocfe acredita em tecnologia?

Veja, May, 1992,
- E assim que você vai

s e sent i r no 777.
Veja, February, 1992 

~ Vocfe ainda n'à'o conhece Bunge Paints?
Veja, October, 1992,



The direct reference (você) to the reader helps persuade him/her 
to read the advert. And since it. is a question, the advertiser 
expects an answer from the supposed reader. It presupposes in this 
way, an exchange between writer/reader.

ii) direct reference to the manufacturer of the product:

- Este ê urn dos testes que 
nòs criamos para o 777.

Veja, January, 1992.
Here the reference is to the company that is advertising (nós).

Nosso gerente atende melhor nSo só 
porque quer, mas porque quer e pode.

Veja, March, 1992.

-• Durante anos a Faber Cats te 11 vem
plantando e colhendo suas próprias 
árvores para produzir seus lápis.

Veja, February, 1992.
A Casa Hoet & Chandon Franca, 
com seus 250 anos de tradiç&o 
ê a responsável pela qualidade 
da Chandon elaborada aqui.

Ve,j a , March , 1992 „



The direct reference to the reader is a characteristic of com­
mercial consumer adverts while the direct reference to the manu­
facturer is a main characteristic of prestige adverts.,

3.1.2 Use of i sapera tives.

The use of imperatives is constantly found in the Attention Dra­
wing device of both commercial consumer and prestige adverts. Its 
use in this part of an advert shows how direct the advertiser is 
in order to urge the reader to buy the products.

Vestergaard and Schroder (1985s67) describe an interesting fact 
about the imperative "buy" in adverts:

The tendency to avoid "buy” might be put down to the 
unpleasant connotations of this verb. It is of course 
of vital importance to the adman that he should not 
appear to be imposing himself on his audience, for 
if the reader feels the advert to be too obtrusive,, he/she 
is likely to react negatively to its message, or simply 
forget about it altogether.... Imperative clauses containing 
the word "buy" are rare.

In the examples below, none of the adverts present the imperative 
"buy". But all the imperatives used in the adverts, indirectly 
tell us to use their products or services; and in order to use 
these products and services, readers have to pay for them. All the 
imperatives of these adverts show indirect ways to get the? reader 
into action.



Leech (1966:80) also has an interesting commentary regarding

imperatives :
How is it that the copy writer is able to take such appa­
rently unresented liberties with his audience? The answer 
is that the imperative in public communication does not 
suffer from the implication of its use in private con­
texts. We are used to receiving exhortations and directives 
in the imperative mood from all manner of public sources».,,

Below are some examples of imperatives in adverts:
The advertiser urges the reader into action;

Grave hoje os programas do ano que vem.
Vej a , June, 1992.

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

buy the VCR,

Se você quer assumir o controle de sua 
vida, saüde e emoçiles, 1 e i a NOVA,

Veja,, April, 1992,
To read the magazine the reader must have access to it. The 
use of the if clause conditional, in the advert above, helps 
the advertiser to reach his/her aim of persuading the reader to 
b u y t h e m a g a z i n e ,

Ass is tax às Olimpiadas na Manchete e 
concorra a 2 Ford-1000 Super Série.

Veja, July,1992.
The advertiser's main objective is to make the reader watch this 
specific TV channel 5 so the advertiser reaches it by offering 
good prizes to the reader, using the clause relation (Winter; 
1986) of cause and effect.
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Li11rapasse a barreira do som com Top Dome.,

Veja, 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.

Peine o rnundo saber que voc# fa 1 a. ingles.

Veja, October, 1992. 
In order to do what the advertiser is saying, the reader must have 
their certificate. Here again an (implicit) action is demanded.

Assine Veja agora.

Ve j a, November, 1992„
This advert is more direct, because in order for the reader to do 
what the advertiser is saying he/she must pay for it, here the ac­
tion is more explicit.

" “- Vá até uma das agências BFB ou 1ique
para a central de atendimento......

Veja, July, 1992.
Here the advertisers indirectly say " use our services " and " pay 
for it The implicit action is much more used than the explicit 
one, as can be seen in the examples below.

•
Participe da Promoção Volta Olímpica Ford...

Vej a, September, i992. 
And to take part on it, the reader must do something.



Procure a divis'So de brindes da Bice 
man d e colocar com destaque o nome de sua 
empresa numa dessas belas fachadas.

Veja, September, 1992. 
For the reader to do this, he/she must pay for it.

■““Inscreva-se em qualquer unidade da 
Cultura Inglesa...e preste o exame mais 
compatível com seus conhecimentos»

Veja, November. 1992. 
Like all the other examples above, the imperatives used directly 
in the form of a directive action tell the reader to use the com­
pany's services.

Enfoque seu mundo. Imagine-se 
mostrando-o ao mundo todo.

Veja, Feb rua ry, 1992.
The advertiser here is promoting a picture contest, and indirectly 
promoting the? company " s image. The use of an irnp 1 i c.i t. action and 
and the cause/ consequence clause relation helps to make this 
advert persuasive.

Agora imaqine que você poderia 
n'ào só tirar a sua fotografia...

Veja, March, 1992.
Here again like the previous advert, using an implicit action, 
the advertiser intends to promote the company's image, and 

consequently sell their products.



Imaqine um computador que crespa 
junto com a sua empresa...

Veja, Ju. 1 y , 1992.

If the reader does what the advertiser is asking him/her to do, 
the consequence is to think about their product and buy it.

Para sua maior seguranca, exija esta 
etiqueta costurada nos uniformes.

Veja, September, 1992.

Here, by using the cause and effect clause relation, the ad­
vertiser tells the reader to buy the products.

3.2 — Lexical strategies;

3.2.1- ftmbiguity 2

Sandman (1993s74) explains why advertisers make use of ambiguitys

It is to play with words, to entertain the reader, chal­
lenge the reader to understand the message, call his/her 
attention, and finally, make him/her consume the product 
or use the service.
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As Vestergaard and Schroder say (1985;52);" ambiguity is a cha­
racteristic of the poetic function of language."

The following advert persuades in two ways, first by showing that 
the car is so important that it cannot be compared to other cars, 
secondly because of the ambiguity of the word "importar" in Por­
tuguese; it can mean that the other imported car companies do not 
import cars anymore since there is a. better car (Subaru) in the 
market, or that the other cars do not matter anymore. Another li­
terary device used is a1 iterations'importados' rhymes with '.impor— 

t a m s

"0 Subaru chega ao porto de Santos. Os 
out.ros importados j & nSio importam mais . ”

Veja, November,1992„

In the advert below, the extra, textual reference is in relation to 
the reader's images and it is ambiguous, because we do not know if 
it is the reader's image or their T.V. image.

Quanto voc# esta disposto a investir 
para melhorar a sua irnagern.

Veja, April, 1992.
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In both cases» nevertheless, readers are assumed to tae willing 
to improve. These are inferences the advertisers lead readers 
to make«

The follwing advert is very sensual, because of its ambiguity 
"higiene intima" and "cabeça". The former can mean to clean 
the internal parts of the VCR or a person's intimate parts, and 
the latter can be the head of the VCR or the head of a man's se­
xual organ.

ft higiene intima dos videosca.sset.es»
Philco lança video de 4 cabeças com 
dispositivo automático de limpeza 
das cabeças.

Veja, October, 1992

3.2,2- Use of metaphors

In the Commercial Consumer adverts, metaphors are intensively 
used. When metaphors are used, advertisers transmit what, they want 
us, readers, to think of their products or services. This is why 
new metaphors are invented each days they are part of our everyday 
life,
Lakoff and Johnson (1980s3) make an interesting point, concerning 
the role of metaphor in our life;
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Metaphor is for most people a device of the poetic imagina­
tion and the rhetorical flourish ___ a matter of extraor­
dinary rather than ordinary language. Moreover, metaphor 
is typically viewed as characteristic of language 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 thought and action. Our ordinary conceptual system, in 
terms of which we both think and act, is fundamentally me­
taphorical in nature.

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, experience of the 
world and therefore can have different interpretations of the me­
taphors present in' adverts,

E<elow are? some examples of the use of metaphors in Veja magazine 
advertss

- ffwe use of metaphor 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.

Novo DCI, G fast food em economia e negOcios„
Veja, November, 1992, 

The use of the metaphor fast, food is to show how fast the classi­
fied ads help to sell their newspaper.
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- ftJtite use of metaphor of rarity* preciosity, any thing that is very 
desired ;

The advertisers compare their whisky with a pure blood horse, 
showing its rarity and quality; the metaphor pure blood horse 
here represents the high quality of the whisky;

Nunca este puro-sangue esteve em t%o boa forma,
Veja, October, 1992«

In a credit card advert, rarity is a synonym for a credit card;
Vende-se raridade.

'v'e j a , J une, 1992 .

The metaphor rarity plays with the readers curiosity and it. also 
represents what the credit card is, since not everyone can have 
one in Brazil. In fact only a very few can have one, and this 
represents the privileged elite.

In the advert below, advertisers compare their cars with the 
Olympic gold medals; both are of a limited production (this advert 

was vehiculated during the Olympic games);

Ba r ce 1 on a Uma sê r i e 3. i m i tad a 
como as medal has de ouro.

Veja, September, 1992.
-- the use of saetaphor to represent danger ;

In a bank advert, the advertisers compare the economy as being of 
high tensions
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BFB lança os Fundos de Ações Privât e 
Marché1 . Conte com a segurança do BFB 

nesse mercado de alta tensão.

V e j a „ S e p t. e m b e r , .1992!.
The metaphor "high tension" means that we should be secure when 
d ea 1 i. n g w i t. h mon ey „

- t.ihe use of æsetaplhor to represent profits

In a bank's gold bars advert, the advertisers connect the invest.
ment in gold to ecology (the gold bars have ecological prints 
engraved on them). Ecology here is a metaphor for profits

Está provados Ecologia ê um bom negócio.

Ve.ias July, 1992.

- the use of metaphor to represent freedom,, comforts

In an advert where the product, being advertised is men's under­
wear, the; advertisers connect. the underwear to sports by sug­
gesting that if people wear them,, they will feel more comfortable 
and free to practice sports (the advert, was released during the 
o 1ympic games):

Olimpiadas by Hering.
Veja, June, 1992.,
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-- tihe use of metaphor to represent, development:, superiority:

In a shopping center advert., the advertiser persuades the store 
owners to invest in a store in Germany (the shopping center is in 
a Brasilian city with a Germanic style; Blumenau). Alemanha here 
is a metaphor for development, powers

Chegou sua grande oportu.nida.de 
de abrir uma loja na Alemanha.

Veja, October, 1992.

- tihe use of metaphor to represent, nature s

In a perfume advert, the advertisers say that the perfume is part 
of nature? as if everything that is natural is good for us; the 
metaphor "oil of flowers and leaves" represent the perfume,showing 
how natural it is;

0 Unico perfume que amacia a sua pele.
Qleo de flores e folhas.

Vej a , J un e , 1992.
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In Veja adverts the composer is often not explicitly marked in 
the advert. She/He is present through the message that is being 
transmitted to the reader and sometimes explicitly marked through 
a message transmitted by a character that is present in the 
F' r o d u c t. P r e s e n t a t i o n D e v i c e (ill u s t r a t i on) . ft n d m a n y t i m e s o n I y 
the product or the service that, the company offers is shown, 
without. any personification. The message of the composer is thus 
very important, because depending on the way the message is 
composed, we will buy the product or service that is being ad­
vertised.

According to Cook (1992s179) there are 3 participants in 
the art of advertising: the sender (client), the addresser 
(creative advertising team) and the addressee or receiver 
(public). The composer is in fact the addresser, the creative 
team hired by the sender (client). The examples below present 
how the composer is realized in the adverts.

■- The composer, by evaluating the product, tries to convince the 
addresee about how easy it is to clean the stove. However the 
composer is not directly present in the adverts

Novo Brastemp clean. Q primeiro fogito autolimpante 
por dentro e f&cil 1impante por fora.

Veja, November, 1992.



The composer is very much involved with the message by giv­
ing explicit opinion, even though readers do not know who the 
composer is. The composer is also very direct and explicit when 
addressing a reader by using the imperatives assine.

Assine o Estad^o. E muito mais iornal.
Ve j a , March, 1992 „

-- The composer participates by giving his/her evaluation 5 just 
like; the previuos example;

Lima revista fe indispens&ve 1 quando 
se transforma em documento.

V e j a , N o v e m b e r , 1992 .

Here again, the composer is present by giving his/her opinion on 
the difference between the tubes;

A d1 ferenca entre o GG-50 da Gerdau 
e os outros vergalhties £ vislvel .

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 , v oc & .

Escolher sua seguradora & uma decisSo puramente racional■
E s6 raciocinar sobre tudo o que voc# arna.

Veja, September, 1992.



- In this advert again the composer gives advice by showing the 
importance of having a corporate card:

American Express Corporate, com
e 1 e , fe rnais fácil_ser empresa.

Veja,.February, 1992.

- The composer is present by giving a solution to a problem, and 
by using pronouns to contact the readers sua, você.

A história de sua vida néVo está rendendo 
mais que quinze minutos de papo? E melhor 
você começar a ler o Estadão.

Veja,, October, 1992.

- In this bank advert the composer is present through the use of 
the personal pronouns 'meu'. This shows that people are proud of 
being a client of this bank (Longacre, 1983: 8 ).

Esse ê o meu banco.

Veja, March, 1992.

3.3.2- Persuasive discourse saerginq into a different discourses

As we have seen before, in Longacre”s classification of persuasive 
discourse (1983), advertisers can make use of different dis­
courses in order to make the discourse more vivid and also to make 
readers believe it is not. an advert but something else.

■■I* to



Leech (1966s99) also calls this characteristic: as "role borrow-
inq". Vestergaard and Schroder (1985s62) add that;

An advert may draw attention to itself by pretending 
that. it. is not an advert... The genres which are 
commonly used to lend interest to advertisements 
are the editorial articles (usually with the warning: 
advertisement added.)

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

. A telephone service advert. is transformed into a telephone
conversations

A linha está ocupada. Continue tentando. Quem gostaria?
Está em reunião. Toca Toca, ninguém atende. 0 gerente está 
no almoço. Como ê mesmo o telefone de lá? Foi ali e já volta. 
Qual o número por favor? Diz que eu n'á'o estou. Fax é outro 
nümero. Ligou uma pessoa, mas esqueci o nome. Quanto foi a 
ligação? Desculpe foi engano. Caiu.

V e ja, 0 c t. o ber, 1992 .

A gas station advert is transformed into a dialogue/complaint, 
as if the judo athlete (who is present in the product presenta­
tion device) would threaten us if we went to a gas station other 
than theirss

Vai parar em outro posto é?
Veja, June, 1992.

- In a car advert, the surface structure is rendered into a 
form of narrative, by telling the? readers how their cars arrive in



Brazil. The poetic function of language is also used (alitera­
tion ) and it also gives the idea of movement; 
embarca- espera- passa- paga- chega.
Here there is a description of how this car is adapted to 
Brasilian needs and transported to Brazils

0 Subaru é produzido com o máximo de engenharia 
japonesa, lá no Japão. Depois ê totalmente adaptado 
às condições brasileiras. Embarca em navio, faz uma 
viagem de trinta dias e trinta noites até aqui, espera 
regularizarão, passei pela alfândega, paga um a um todos 
os impostos de importação e só aí chega na revenda. Por 
isso è que ele sai mais barato que um carro nacional 
de luxo.

PD merging into a different discourse is more a characteristic 
of the Convincing Device (body copy) in the Prestige adverts, but
I have also found it in the Attention Drawing Devices

- In a Nestlé advert, persuasive effects are achieved by using 
a. poem in the surface structure. Persuasive discourse makes use of 
literary language in order to make it more interesttings 

Voa sanhaço, foge ligeiro que o homem vem ai.
0 qu.e o homem ganha queimando as florestas, 
poluindo os rios e envenenando o ar? Quando 

o verde à vivo o ar é puro e a água é limpa,
O S  p  CÃS S S P O S o n o n t i o o o B t i o o n u u i l o o a i . w í í n M u o n a u a B t t

Veja, December, 1992.



•- The Bamer .Indus Bank advert is transformed into a narrative form, 
in order to encourage us to read its

No ano de 1952, um grupo de empreendedores do 
interior do Paraná, liderado por Avelino A. Vieira, 
assumia o controle de um banco com apenas três 
agências, que passou então a se chamar Banco Mercantil 
e Industrial do Paraná»...............................

Veja;, May, 1992.
This Sadia advert is similar to the previous one (Bamsrindus 

Bank) because the advert is also organized as a narratives 
A Sadia está há mais de 47 anos respeitando o 
consumidor,, Mesmo antes de existir o Código de 
Defesa do Consumidor, a Sâdia já defendia os seus.
Desde o começo de sua vida, esteve voltada para 
satisfazer seus clientes, .informá-los e esclarecê- 
los. Em 82, ela foi pioneira ao inaugurar um ser­
viço de informação ao consumidor, o SiC. Hoje ela 
inova mais uma vez. No dia do consumidor, inaugura 
sua Casa do Consumidor Sadia. Um espaço dedicado 
exclusivamente para enriquecer esse relacionamento 
sadio com seus client.es, Na Casa do Consumidor Sadia 
tem um centro de treinamento para funcionários, uma 
cozinha experimental e um setor de informação...

Veja, April, 1992.
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3,3» 3- Indirect: or direct reference to its coaapietitors :

The reference to the product's competitors is a way of con-- 
trastively matching the product's qualities with its competitor's 
inferior quality. What the advertisers do is to show the only con­
trast existent between the product being advertised and its com­
petitors'; or when these differEinc.es do not exist, advertisers 
emphasize? the product's qualities.

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

Eielow are some examples of soft selling through indirect or direct 
reference to the product's competitorss

Uma revista é indispensável quando tem gente 
que pensa e pode escrever o que pensa.

Veja, November, 1992.
In this advert its ideai contrasts with many magazines where the 
liberty of the writer is controlled, so the reader may be interes­
ted in this open-minded magazine. Another strategy used by the 

advertiser, here, is to contrast, this updated magazine to the time 
when there was no democracy in Brazil and the military ruled



the country,, a time when all the media was controlled and 
important facts were omitted from the population. When the adver­
tiser presents that the reporter in this magazine "pensa e pode 
escrever o que pensa", he/she reminds the readers about this 
unforgetable and sad past, and the advertiser also reminds readers 
how good it is to live in a democracy where the media is not con­
trolled like it used to be and facts are not always omitted.

- In the advert below the reference to its competitor is clear,, 
pesuading readers to buy the most read newspaper in Brazils
If it sells more it. means that more people approve of it and it is 
better than its competitorss

50 informações inúteis sobre o número 50; 
e agora uma ütils A circulação da Folha 
è 50% maior que a concorrente.

Veja, October, 1992.

- One of the reasons why an imported car is desired by everyone 
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 a good reason for impor­
ted cars to win the Brazilian market. These reasons are known 
by the readers. What, readers are not supposed to know is that be­
sides having these characteristics, the cost of an imported car 
is lower than the cost of a national car of this category. This 
is what, persuades the readers in the fallowing adverts



0 Subaru é produzido com o máximo da enge­
nharia japonesa, 3.á no Jap'à'o. Depois é to­
talmente adaptada è.s condiçòes brasileiras.
Embarca em navio» faz uma viagem de trinta 
dias e trinta noites até aqui, espera regu­

larizarão, passa, pela alfândega, paga u.m a 
um todos os impostos de importação e sò aí 
chega na revenda,, Por isso é que ele sai 
mais barato que um carro nacional de luxo.

Veja, October, 1992,

- The advantages that this bank offers over the other banks are 
presented to the reader. The reference to the competitor is not 
explicitly shown here, but the contrast between this bank and 
the others is present in the last phrase of the adverts

Vocè está vendo uma cliente Bamerindus torrando 
automaticamente o dinheiro investido no FAF.
Sem avisar o gerente.

Veja, December, 1992,

- By using the word "finalmente" at the beginning of the sentence 
the advert shows that there was not a Fax like this before 5 al­
literation is also used here as another techniques
finalmente- fax- uf,

Finalmente um FAX com idéias próprias UF-128M.
Veja, October, 1992,



•- A famous champagne company's advert says that what matters is 
the brand, not its nationality (since their champagne besides 
being produced in Brazil, it is produced in other countries as 
well)? matching, repetition, replacement and aliteration illustra­
tes the message; importado - .impor tan te, _ importante — importado -

Tem vinho importado que não é importante.
Tem vinho importante que não é importado»

Veja, March,, 1992»

3 „ 3 4- Give solution to problems s

A good way of helping the reader and at the same time indirectly
selling him/her the product being advertised is by giving solution
the readers' supposed problem. Vestergaard and Schroder (1985;132)
comment on some strategies that indirectly lead readers to the
main objective of the advert: to buy the product.

Mo manufacturer likes to be associated with the "greedy ca­
pitalist image"? therefore, many adverts endeavour to create 
a distance between profits and suppposedly more respect­
able aims like quality, the public good, and so on.

- The reader's problems of life, health and emotions are solved
by reading NOVA? persuading everyone to read it, the advertiser
here uses the? problem •••■• solution function in order to achieve 
this objectives

Se você qu.er assumir o controle de sua 
vida, saüde e emou&es, í^ia Nova.

Veja, April,, 1992.



To be a well informed person readers must read the news; or 
how else would he/she be able to know about important facts and 

persons? By giving a solution to the problem of not being well 
informed,, the advertiser persuades the readers to buy the newspa­
per,. Here again the advertiser uses the problem -- solution clause 
relation to reach this objective. The problem is that some read­
ers do not read newspapers, and this is why they do not know about, 
cultural facts. The solution is to read the newspapers

Gaudí, n'à'o era toureiro, Frank Loyd Wright não 
foi presidente dos Estados Unidos e Jaimes Joyce 
nunca escreveu colunai social. E melhor você 
comecâ r a 1er o Estadão.

Veja, January, 1992.

-- In the following advert, the advertiser creates the problem that 
if we do not re aid the news, our con versait.ion will not. last long. 
He/She leads the readers to the solution of the problems 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.
k e s t. h i s p o s s .1 b 1 e s

A história de suai vida nâ'o esté, rendendo mais 
que quinze minutas de papa? £ melhor você 
começar ai 1er o Estadâfo.

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 if people drink diet
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coke. The clause relation used here is the cause - effect one, and 
"safoor" is a metaphor for the perfect fitness of the body.

Diet Coke. Menos de uma caloria.
0  sabor de viver em forma.

Ve ja, March, 1992.

The following cable TV advert gives the solution to the reader's 
wish to leave the country and tries to persuade him/her to install 
the cable TVs the clause relation used is the problem •••■ solution, 
while the problem is the message below. The solution is in the 
Product Presentation devices there is a picture of the T.V. 
p r o g r a rn s o f f e r e d b y t h e c able T.V. r e a d e r s s

N%o tern horas que da vontade de sair do Brasil?
V e. j a , J u I y , 1992 .

- In the following advert the problem of not having kept the 
promise of having a 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 membership. Here there is also 
the problem - solution clause relation, while the problem is in 
the message below, the solution is in the Product Presentation 
devices the cable T.V. programs.

Foi essa a vida de aventura que voc§ prometeu a ela.

ETt

Vej a , June, 1992„



- The advertiser creates a problem, high tension market, in order 

to persuade? readers to use their new investments, the clause rela­
tion used is problem - solutions

BFB lança os fundos de açòes Privat 
e Marchè. Conte com a segurança do 
BFB nesse mercado de alta tensào»

Veja, March, 1992.

3c 3 »5- Other Characteristics :

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

Advertisers praise the quality of their products, create a neces­
sity in the public's mind and make readers trust them by showing 
power or worry in relation to the consumers. In the adverts I 
analyzed, these characteristics are clearly present. In order 
to illustrate this I will show some examples of these three cha­
racter is tics s



The self praising of its own quality is used by the advertisers to 
differentiate one product from its competitors. Since there are 
too many equivalent, products in the market, the advertiser points
out the quality of the products or they create a quality in or.
der to make readers believe in it. and remember it when purchasing 
thee product.
'Some advertisers tries to persuade readers by putting the product, 
they advertise as the best. They pretend that this product, does 
not need to be advertised any longer since they already have a 
great reputation. Therefore, advertisers want to show that, consu­
mers of these products will be in a prestigious position when 
acquiring these products.

Most adverts take for granted that your relative 
position in the status hierarchy is determined by 
the number of prestige products which you posses 
(Vestsrgaard and Schrader. 1935 s 115).



There is a sequence of adverts that advertise VEJA magazine (this 
time the magazine is the product being advertised) that is also 
self prs.Is±mg .

The adjective indispensavei shows the reader the necessity of 
having such a magazine:

Uma revista ê indispensável quando conta, 
antes o que todos vâo discutir depois»

Veja, May, 1992.

- The following magazine advert shows that this is not a magazine 
that after being read is thrown away 5 it is compared to an ency­
clopedia where you can find important and historical facts.
Here again the adjective 1.ndisoensáve 1 is evaluative;

Lima re vista è indispensável quando 
vira fonte de consulta.

Veja, April, 1992.
There are other adverts with these same characteristics, like the 
ones 1 isted be1ow„

0 l-stado de S&o Paulo agora 
virou o Estado do Brasil.

Veja, August, 19921.
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Ultrapasse a barreira do som com top dome.
Veja, lv1 a r c h , X V 92.

Chegou o videocassete Sony VHS.
Se vocéí demorar nem na loja vai ver.

Veja, April, 1992.,

Bom Br.il acaba de perder uma utilidade.
Novo Brastemp Clean. 0 primeiro fogâfo 
auto-1 impante por dentro e fáci1- 1impante 
por fora.

Ve j a., De cem be r , 1992 .

Atlantic comunica um novo aumento na 
gasolina. Um aumento de qualidade.

Veja, August 1992.

Foi reformado,, ganhou área útil 
e um finíssimo acabamento.

Ve j a ,, 0 c tober , 1992 »

Como comprar uma Brastemp nova sem 
que nenhum vizinho fique sabendo.

Veja, November, 1992.

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



99,9999998"/« Ningufern 6 perfeito ainda,
Veja, September, 1992.

Talvez vace veja coisas teto modernas 
quanto estas no ana 2000» Talvez n'lto»

Veja, August, 1992,

Same products are dispensable, they are not really necessary for 
one's living, or they cam be substituted by a home made product. 
However,, advertisers cr&ate a need in the readers' mind in order 
to persuade them to acquire a new product. Below are some examples 
to illustrate this point!

following advert, insinuates that if reaiders use a shampoo 
than Natura shampoo, readers are not caring about their

Ligue para os seus cabelos. Ligue para Natura.
Veja, November, 1992.

This advert also transmits an ambiguous idea. While the first, "li­
gue" transmits the idea, of care (about the hair), the second "li­
gue" can mean to care about Natura (give importance to it) or/and 
call it (use .its phone number).

The 
other 
hai r:
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By presupposing readers expect, to accept the deal they are offe­
ring, advertisers try to make readers want their deals

0 negócio que você esperavas Sudameris.
Atara jâ a sua Conta Integrada Sudameris; 
melhor rendimento e maior facilidade 
finalmente juntos»

Veja, November, 1992»

Another important strategy used by advertisers is to 
information about the company or show the importance 
pany; consequently,, readers rely on the advertisers 
their products and services»

It is the context which allows us to conclude that a 
sentence masquerading as information or advice is in 
fact, an exhortation to action»
(Vestergaard 'and Schroder 1985;69).

Below there are some examples to illustrate this characteristics

— In a bank advert the advertisers show the company is con.
tributing with our country's developments

Por que a gente fez gente que fas.
Veja, October, 1992.

give readers 
of the com­
an d consume
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- A telecommunication company advert attempts to persuade readers 
by showing they are all over the world which means they are 
important .and big. Apart from showing the company's power» there 
is also self praising here:

A Alcatel fala várias línguas. Mas o que 
você quer saber sobre o futuro das Tele­
comunicação no Brasil, ela responde em 
p o r t u g uês m esmo,

Ve ja, Se ptember, 1992»

- In an aluminium company advert the advertisers show their 
importance by referring to their years of experiences

A vida pode nào começar aos quarenta.
Mas que fica melhor, fica.

Veja, March, 1992.,

Cook (1992:5) suggests that!
... even if the majority of ads have the function of per­
suading their addressees to buy, this is not their only 
function. They may also amuse, inform, misinform, worry 
or w a r n I t  can be argued, however, that these other functions 
are all in the service of a main function which is usually 
to se1 1 ...



3 4 -  Differences between Commercial Cmsiagr and Prestige adverts

Prestige adverts are in many ways different from the Commer­
cial Consumer adverts. Prestige adverts give more emphasis to 
the environment; to their size or the time they are in the field; 
sometimes they emphasise or congratulate another company ins­
tead of themselves. In this way they persuade by showing they are 
not. concerned with selling or profiting as the Commercial Consumer 
adverts are, but with their clients' environment.

Consequently, readers can rely on them because their brand 
is something to be proud of, since they have many years of expe­
rience. Prestige adverts also give more emphasis to their 
company's name, leaving the products they produce in second place. 
In the Product Presentation Device (Illustration) a product is 
very rarely shown, since the advertisers give emphasis to their 
t r a d e rn a r k ; g e n e r a 1 1 y a b e a u t. i f u 1 1 a n d s cape .i. s pres e n ted i n stead, 
or a graphic and even their brand in big print.

The reference to the company's competitors is very common in 
Prestige adverts. Advertisers use this strategy in order to pre­
sent. advantage over the competitors' products, or to show how good 
the company is because someone else (other company) uses its 
p r o d u c t. o r s e r v i c e .



The biggest difference., however, between the Prestige 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 Device (Headline),, 
showing the product's advantages and qualities as in the Phillips 
T.V. set advert (see picture 3.4.1), in Prestige adverts,, the 
Convincing Device (Body Copy) is a little history of the company, 
how the company started, how it has been developing and how 
many years it has been in its field. It is more wordy than 
Commercial Consumer adverts.. A good example would be the Bamerin- 
d us Ban k ad v e rt (pic ture 3.4.2)„

Since most of the Prestige adverts advertise big corpora­
tions, most of them want to show haw solid their company is. Be­
cause one corporation produces many different types of products, 
they only want us to connect, this product. with their solid name. 
See picture 3.4.2. in the following pages



POR QUi A GENTE FEZ 
GENTE QUE FAZ.

No ano de 1952, um grupo de empreendedores do interior do Paraná, 1
liderado por Avelino A. Vieira, assumia o controle de um banco com ape­
nas três agências, que passou então a se chamar Banco Mercantil e 
Industrial do Paraná.

Para aqueles homens, era um sonho arduamente perseguido que 
começava a se tornar realidade: o Bamerindus, hoje com mais de 1.300 
agências em todo o Brasil.

Histórias assim não são nenhum fato raro. Todos os dias nascem em­
presas no Brasil a partir da determinação de um "fazedor". Estes homens e 
mulheres que vivem para realizar seus sonhos são os heróis da livre iniciati- 
va, a grande força capaz de empurrar o Brasil no caminho do progresso.

A iniciativa de realizar a série Gente Que Faz foi a maneira que o 
Bamerindus encontrou para contar estas histórias. Ao todo foram sèssenta 
programas enfocando empresas grandes e pequenas, nos quatro cantos 
do Brasil. Programas que foram ao ar com o apoio da Rede Bandeirantes 
contando um pouco da história das nossas empresas e que o Bamerindus 
está distribuindo para diversas faculdades de administração.

É apenas uma amostra da formidável vocação empreendedora do 
Brasil. Mas um grande exemplo para um país que ainda não dá a devida 
importância aos empresários que tem.
0 BRASIL PRECISA DE GENTE QUE FAZ.

£ • £ ]  B A M E R I N D U S



PHILIPS

C33

S e  v o c ê  e s t A  d i s p o s t o  a  m e l h o r a r  a  s u a  i m a g e m ,  v o c ê  p r e c i s a  c o n h e c e r  a  

n o v a  P h i l i p s  M a t c h l i n e  3 3 ,  c o m  m a i s  d e  7 5 0  l i n h a s  d e  r e s o l u ç A o  

H O R I Z O N T A L .  S E  V O C Ê  T A M B É M  E S T A  D I S P O S T O  A M E L H O R A R  O S O M  Q U E  T E M  E M  

C A S A ,  V O C Ê  P R E C I S A  O U V I R  A  N O V A  P H I L I P S  M A T C H L I N E  3 3 ,  C O M  S Y M P H O B A S S  

H i - F i  S y s t e m  e  D o l b y  S u r r o u n d  S o u n d .  S e  v o c ê  e s t A  d i s p o s t o  a  i r  A l o j a

AGORA M E S M O  PARA VER E O U V I R  T U D O  I SSO,  A P R O V E I T E  PARA C O N H E C E R  T A M B É M

OS M O D E L O S  DE 2 8  P O L E G A D A S .  N O V A  L I N H A  DE T E L E V I S O R E S  I

P H I L I P S  M A T C H L I N E .  V O C Ê  NAO I M A G I N A  COMO Q U A L Q U E R  U MA |

D E S S A S  T V S  POD E M E L H O R A R  A I MAGEM Q U E  VOCÊ TEM EM CASA.

S E  v o c ê  n A o  e n c o n t r a r  e s t e s  p r o d u t o s  n a s  l o j a s  o n d e  c o s t u m a  c o m p r a r , l i g u e  p a r a  
0 8 0 0 - 1 2 - 2 2 1  l  q u e  a  P h i l i p s  i n o i c a r A a  l o j a  m a i s  p r ó x i m a  o e  s u a  c a s a  q u e  p o s s a  a t e n d ê - l o .
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When .it is not the history of the company, it is what they 
have been doing to help to preserve our environment. The Faber 
Caste I advert, is an example of this. They also want to show that 
they are capable of doing good acts (or any good act like 
sponsoring athletes), etc. See picture 3.4.3. below:

FalKíf-CasleM vem 

plan tan do  c c o ­

lhendo suas p ró ­

prias árvores para 

produzir seus lApIs. 

U m  tra b a lh o  de 

décadas, sem pre 

pe squ isa nd o  as 

m e lh o res  m ató - 

lia s -p iim n s  c  o s  m od os  

«le ex lta i-las  da Matureza 

sem  a lle ra r o  e q u ilíb rio  

ecológico.

E IkjJ®, graças à m entalida­

de preservarão- «J|V 

n istaq iioorien- 

ta  a p ro du ção  I 

de  Iodos se tis  | 

lãpte. a Faber- 

C as te ll c o lhe  • 

o s  fru to s  «Inst«: b.iba tho . 

Este lãpls lo i rec/nhecldo 

com o o  fâ pb  o lM a l da ECO 

92, por ser um  produto c o ­

erente com  os  princíp ios 

ab ordados c  de fend idos 

nesta graúdo conferência 

ecológica internacional, 

fsto  significa que, ao  usat- 

jj m os o  lápis Fnber-CastcH 

de m adeira reflo rostada . 

estaremos ajudando a e s ­

crever nossa história com  

responsabilidade e respei­

to  a todas as espécies de 

vida. E isto . na ce rta , vai 

•tiV*» • dei xar  uos- 

-j. so planeta 

|  cada vez 

melhor.

f-

O lápis oficial da ECO 92.

Veja, Septernber , ii

PICTURE 3.4.



O'Neill (in Goshgarian 1989s121) suggest that!

Whatever the strategy, advertisements derive their power 
from a purposeful, directed combination of images. Images 
can take several formss words - spoken or written - or 
visuals; or, most powerfully, a combination of the two.
The precise formula is determined by the creative concept 
and the medium chosen. The combination is the language of 
a o v e r t i s i n g ■*

The other parts of any advert, the Product Presentation 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 itself. The standing detail 
makes intense use of imperativess "call us now" or "come visit 
us”. In the identification device, only the product's brand or the 
company's name is shown.

In Commercial Consumer adverts, Persuasive Discourse 
strategies are prominent in all parts of the adverts with more 
emphasis in the Attention Drawing Device (Headline), Product 
Presentation Device (Illustration) and Convincing Device (Body 
Copy ) .

The Attention Drawing Device (Headline) is where the Persua­
sive Discourse strategies are more present. There is a good 
reason for thiss readers read magazines for information. They 
are not interested in its adverts; the advert must therefore 
attract them so that they become interested in it. And what 
attracts them is what is written in bigger prints.



Vestergaard and Schroder (1985;49) make a good point cancer
ninq the reader's attention;
Prospective buyers are likely to be reading the newspaper or 
magazine not because of its advertising material but because 
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 convince him that the 
subject of this particular advert is of interest to him.

And O'Neill adds (in Goshgarian 1989;123);
Advertisements cannot succeed unless they capture our atten­
tion in the first, place. Of the hundreds of' advertising 
messages in store for us each day, very few will actually 
obtain our conscious attention. The rest are screened out. 
The people who design and write ads know about this screen­
ing process; they anticipate and accept it as a basic premise 
of their business. They expend a great deal of energy to gua­
rantee 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 (Headline). Far example, 
in an underwear advert, the Attention Drawing Device (Headline) 
shows the relation between the underwear with sports (at the time 
of the Olympic games); in the Product Presentation Device (Illus­
tration) this first idea is only reinforced by showing many pic­
tures of a man wearing the underwear and practicing many types of 

sports. And the Convincing Device (Body Copy) compared the Olym­

pics with our everyday life.



There are a few adverts which do not have the Attention
Drawing Device (Headline); cigarettes and whisky adverts are 
the most common ones. In this case the Product Presentation Devi­
ce (Illustration) is where the persuasive discourse is more promi­
nent. As Fa.ircIou.gh (1989 s 208) says:

The visual element is progressively becoming the more im­
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 advertising 
to more easily create worlds which consumers may be led to 
inhabit, because of the strength of the ideology expressed 
in the saying that - the camera does not. lie

Vestergaard and Schroder (1985:44) 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, 
has a beginning and an end, and can only be read by begin­
ning at the beginning and ending at the end. Pictures, on 
the other hand, lack this temporal dimension: it is possible 
to survey a whole picture at once.

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

Vestergaard and Schroder (1985:65) also agree with the ab­
sence of some parts of the adverts in cigarettes and whisky ad­
verts:

Very few advertisements refrain completly from using 
informational language in the body copy. The most, notable 
exceptions come from three prodQct groups - cigairett.es, 
spirits -and cosmetics.



In this chapter I have presented examples of F'D in adverts. 
These examples were classified in three levels of strategies! 
Grammatical, Lexical and Textual» To conclude I have shown 
differences between Commercial Consumer and Prestige adverts« In 
the next chapter I will-present the ideology present in these 
adverts
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40.. PD and its Ideological Cmainent

In this chapter I will discuss two aspects of ideology which 
are clearly present in Veja magazine: apppeal 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 our class divided societys class, race, age and 

gender„
Vestergaard and Kim Schroder (1985 s145) say that s
By ideology we wish to understand those structures of 
meaning which misrepresent phenomena, states and 
processes in our culture? or which assert or presuppose 
the naturalness and inevitability of such phenomena, 
states and processes.

Hodge, Kress and Jones (1979s81) draw attention to the impor­
tance of language when studying ideologys

Ideologies are sets of ideas involved in the ordering 
of experience, making sense of thé world. This order 
and sense? is partial and particular. The systems of 
ideas which constitute ideologies are expressed 
through language. Language supplies the models and 
categories of thought, and in part people's expe­
rience of the world is through language.



Fairclough (1989) shows that common sense is the characteris­
tic of ideology» He exemplifies this by showing that a dictionary 
is a good example of a common sense meaning of a word» The defini­
tion of a word in a dictionary is unquestionable 5 its meaning 
is taken for granted. Fairclough also shows that ideology is a 
consequence of a struggle for power. He adds:

Ideology is most effective when its workings are least vi.
sible. If one becomes aware that a particular aspect of 
common sense is sustaining power inequalities at one's 
own expense, it ceases to be common sense, and may cease 
to have the capacity to sustain power inequalities, i.e. 
to function ideologically. And invisibility is achieved 
when ideologies are brought to discourse not as explicit 
elements of the text, but as the background assumptions 
which on the one hand lead the text producer to'textualize' 
the world in a particular way, and on the other hand lead 
the interpreter to interpret the text in a particular way.
Texts do not typically spout ideology. They so position 
the interpretation of texts _ and reproduces them in the 
process! (ibid:85).

The concept of common sense enables us to get the essence of ideo­
logy, as being simultaneously openly available for all to see and 
invisibIe because of its obviousness„
In adverts const&wterisw is the pervasive underlining ideology,, Ad­
vertisers have come to a common sense of what linguistic strat­
egies should be used in an advert in order to sell. As ws have al­
ready seen in chapter three of this dissertation.

Longacre (1983:39) states that there is a struggle in PDs "the 

struggle is to convince the hearer (reader) of the soundness of 
the advice and to launch them on the course of conduct advocated



or to discourage them from a course of conduct which is being 

prescribed"» And what is this struggle? It is the advertiser's 
attempt to convince the reader that what is being prescribed is 
common sense to everyone else and the reader must also think this 
way. Advertisers are trying to make different readers (with 
different. knowledges of the world) think the same way, they are 
trying to idealize a world for the readers in order to sell the 
product or their image.

In the following section I show two different, appeals, with 
examples, advertisers use to make readers think the same way in 
relation to feelings, nature and ecology.

4. i-• Hidden Ideologies in VEJft Adverts

Below you will find some examples of how readers are cons­
tructed in texts and represented in adverts:

a ) Appeal to the reader's feelings;

Advertisers explore the reader's .idealization of the act of help­
ing, The same happens with other feelings as loving, caring,, 
etc.».« However, feelings like "hatred" are excluded in adverts, 
since they have a negative meaning.

Either by pretending that, a product or service will help 
someone or by showing that someone can be protected, advertisers



try to persuade readers to use their products in false ways™ The 
adverts below examplify this points

— In a petrol station chain 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 
is spent there goes to real athletes. It is very clear that the 
consumers of this petrol station are indirectly helping athletes,

sind t he pe t ro 1 com pan y also ben e f i ts f rom i t

Vai parar em outro posto ê? Os atletas 
brasileiros pedem com todo jeitinho: 
pare num posto Texaco e ajude o Comitê?
Olímpico Brasileiro e a nossa equipe a 
brigar pelas medalhas lã em Barcelona.

Veja, June, 1992„

— In an insurance advert, the advertiser insinuates that if the 
reader does not have a life insurance it means that he/she does 
not love his/her family. The parents' love in relation to their 
family is a common feeling. It is what is expected from everyone 
who has a family; the simple thought of an act that shows indiffe­
rence in relation to the ones we love is condemned in our society. 
This idealized love is very much explored in advertisings



Escolher uma seguradora k uma decis<S:a 
puramente racianal. E s6 raciocinar 
sobre tudo o qua vocfe ama.

Veja, April, 1992.

This advert tries to persuade by showing the picture of a maun with 
his baby, which completes the message. It makes the reader 
wonder who is the father who does not want the best for his chil­
dren, if 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 his/her family, he/she should have a life 
insurance, at least it makes him/her desire one, The implication 
is that if you have a life insurance, you love your family.

b) ftppneal to nature and ecology:

Another topic which is idealized in advertising is the preserva­
tion of nature. There is currently a concern that our ideal 
environment has already been destroyed. The ideal of preserving it 
has been radicalized by many people and anyone who destroys the 
natural resources is likely to be condemned. So, in order to gain 
readers' confidence, many companies instead of showing the pro­
ducts produced show what they have been doing to preserve nature.



Since we know that big companies are the ones that most destroy 
our environment many of them want to show that they are protecting 
i t .

This is a contradictory discourse. There is an appropriation 
of the ecological discourse desguising consumerism»

Vestergaard and Schroder (19S5s67) show that the rescue to nature,
in order to sell, is a way of gaining credibility from the readers

An advert can gain credibility by claiming that its product 
is compatible with generally reccognized goals» The need to 
save energy, to fight pollution and to switch from non-re­
newable to renewable resources and recent examples of such 
goals, and, particularly in the U.S., these goals are now 
making their way into advertising.

The following adverts are a good example of this trends

— A petrol company advert shows its concern toward the devasta­
tion of am .important Brazilian tree (Pau Brasil ) ;

Está árvore já foi táo abundante que chegou 
a dar seu. nome a um pais. Hoje n’á'o daria nem 
para um grfto de areia» Mas, ainda temos tempo.

Veja, July, 1992»

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

natures

Quern planta colhe» Faber Castell.
G lápis oficial da ECO 92»

V e j a S e p t. e m b e r , 1992 »



— A bank advert emphasizes nature instead of itself:

Há mais riqueza na natureza do 
que em todos os bancos do mundo»

Veja, August, 1992»
— Another bank advert tells us how worried they are about the en — 
vironment and their clients:

Unibanco ganhou dois tops de marketing.
Um por telefone» E o outro na moita»
Top de maketing Unibanco 30 haras.
Top de marketing Unibanco Ecologia.

Meja, September, 1992»

— In a dairy product company advert, the advertisers write a 
poem with an ecological theme. Advertisers want to show how sen­
sitive they are with art and nature:

Voa sanhaço, foge ligeiro que o homem vem ai»
Veja., October, 1992.

— A hydraulic pump company advertises that they have been con- 
tributing to preserve nature for 1 0 0 years; again they persuade by 
showing their concern with natures

E<ombas hidráulicas KSB há mais de 100 anos 
contribuindo para a preservação do meio ambiente»

Veja, November, 1992»



— A cigarette company advert, persuades us, readers, to think that 
although they produce something which is bad for health they 
are worried about the environment;

Quando você acabar de ler este anúncio» 
os produtores de fumo da Souza Cruz jâ 
te rolo plantado mais 32 árvores»

Veja, October, 1992«

Cook (1992; 199) makes a good point, regarding the ideology of 

adverts;
Ads glorify widely accepted values« A positive; evalu­
ation of them may reflect the degree of the observer's 
belief in the status quo. To the feminist opposed to 
patriarchy, the gay opposed to heterossexual hegemony, 
the socialist. opposed to capital ism,ads may seem to 
advocate values whose end is desired.
In this section I showed two appeals advertisers use to make 

readers buy the products; in the following section I show how 
class, race, age and gender (topics that many times create 
conflict in our society), are treated in advertising.

4.2. Class. Race. Age and Sender

a ) O1ass;

Social classes in a capitalist society are very clearly defined? 
one class can be differentiated from others by the products 

they consume.



Veils. magazine aims at middle to upper classes in Brazil, 
since the lower classes probably do not have the means to buy mag­
azines,, Advertising explores class differences when showing that 
because readers belong to a certain class,, they must consequently 
acquire some products and services. The implication is that if 
readers do not belong to this class and want to become part of 
it, consumption of certain products and services will make read­
ers go up the social scale. For advertising, money is the most 
important values Moral values are not discussed. In other words, 
advertisers offer only what can be bought, since money brings pow­
er. This is the main view of the capitalist society.

Sometimes, middle-class adverts flatter their audience by 
implying that they already belong to a prestigious social 
group...flattery of the reader's ego is not entirely absent 
from working-class adverts.

(Vestergaard and Schroder 1985s112).

Below I will show some adverts that in some way or other
exclude some readers and include 
reach __ the rich ones;

— Rarity is a concept appreciated 
that are powerful can really have 
shows how appreciated a credit 
considers it rare. This advert

others that advertisers aim to

by everyone. However only those 
rare goods. The following advert 
card can be since the advertiser 
excludes the reader who cannot



afford to have a credit card and at the same time persuades those 
who do not have it to have it since it is rare. It also convinces 
those who have it by making them proud of it»

Vende-se raridade.
Veja, April, 1992.

— A marina resort advert. has the attention drawing device in 
English, excluding those who do not know the language. The exclu­
sion of some readers is very clear, firstly because the message 
is in a foreign language. Only an elite is able to understand it; 
secondly .because what is being advertised is also for an elite. 
Readers who know English will feel proud and will think the 
advert was addressed to them., They will be attracted to this ad­
vert and will probably feel being part, of the class of people 
that go to marinas:

Mother Mature sayss My child will be 
born on August 21. Visitors allowed 
a 11 1 i f e 1 on g .

Veja, November, 1992.

In a "Banco Francês e Brasileiro Personal ité" credit, card 
advert, the French word Personality, indicates sophistication, 
an European accent, nobleness and consequently this means 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;



0 que sò ê privilégio da seleta clientela do 
Banco Frânces e Brasileiro agora também pode 
ser seus Cartão BFB Personality? .

Veja, October, 1992»

The simple word "seleta” already indicates that their credit card 
is not available for everyone« It also indicates that in order to 
have their credit card the client must be in some way special to 
have the privilege of having it. This advert clearly indicates it 
is directed to the upper classes™ At the end of the convincing de­
vice, the indication that this card is only for a. few readers can 
be noticeds

Você vai descobrir as vantagens de pertencer 
a esta minoria privilegiada.

V eja, Novem ber, 1992.

In a Sudameris advert, the division of class can be seen in the 
convincing device, although the attention drawing device pretends 
this advert is for everyone. What indicates that, the special ac­
count that this bank is offering is not for everyone is the fol- 
1owing s

Ao abrir sua Conta Integrada Sudameris (unicamente 
para pessoas físicas com chegue especial), voc# au­
toriza o Sudameris a resgatar recursos...

V  e . j  a ,  A p r i l ,  1992 .
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It. is known that, a special check account differentiates its bearer 
from the one who has a regular check account, that is, a person 
must have enough money to guarantee the special check or he/she 
must also have a safe job with enough earnings to have a special 
check account. A bearer of a special check is treated differently 
at ai bank, has a more personalized service and generally does not 
have to wait for too long.

This Sudameris advert begins addressing all readers and sud­
denly indicates it is not for everyone, it divides the classes, 

showing that their service is not for all of them.
Only the upper and middle class are considered to be consum­

ers of Veja magazine. Consequently it is rare to find an- advert 
directed to the lower class audience. The lower class is present 
only as a contrasting examp1e of what the other c1asses shou1d not 
aim at.

From the 95 adverts analysed, only one presented a' 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).

b) Races In Veja 907. of the adverts represent white people. It is 
unusual to find black people in adverts.

A reader not knowledgeable about the Brasilian society



would think, when reading magazines, that Brazil is constituted 
only of white European descendents. By contrast, a person who 
lives in Brazil, knows that a large percentage of the Brazilian 
population consists of black African descendents. The reason for 
adverts not to include blacks is simple: most of the black pop­
ulation belongs to the lower class,, many live in slums, amd do 
not read magazines.
Because they are poor, they are not part of the capitalist society 
since most of them work in exchange for home and food and they do 
not consume expensive goods. One more reason why advertisers do
not choose a black person instead of a white one to be in an ad.
vert is because there is the assumption that readers are not 
b1ack„

Of the 95 adverts analyzed, 43 had people in it and only one 
presented a black person in its Product Presentation device. This 
person appears in a COKE advert, among many people of all ages and 
races.

c) iffeges The adverts in Veja magazine are directed to a working po­
pulation ranging from 20 to 49 years of age. This magazine is not 
directed to teenagers, so its adverts are not for them either. Te­
enagers are not potential consumers since they do not yet belong 
to consumer's class. Although parents are potential consumers, 
most adverts directed to teenagers are present in adverts specific 
for them (these adverts are present in magazines like CAPRICHO).



Older readers,, when portrayed, appear in their leisure time, 
never working. There are three general types of older people in 
Brazil 5 one type is retired and has a comfortable life with enough 
money to buy products and use services available on the market? 
the second is also retired, but his/her earnings are not enough to 
have a comfortable life, so he/she continues to work and is not 
interested in buying, but in guaranteeing a decent life. The last 
type is made of poor representatives of society.

From these three types of old people, the first one, is 
the most potential consumer of products and services advertised in 
Veja magazine. Only this one is portrayed• in adverts. For 
example, in the J&B whisky advert, there is a young 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 
smoking a cigar. At the bottom of the advert there is another 
picture of a younger man laughing and drinking whisky. The pres­
ence of the old man in this advert confirms that he is there 
because it is leisure time. He does not. belong to the working 
class anymore and he is rich. Whisky and cigars are symbols of 

wea. 1th.
From the 95 adverts analized, only two old people were? pre­

sent. One was the old man from picture 4.2.1. The other was pre­
sent again in the COKE advert mentioned before. COKE adverts sim­
bolizes life,, since their slogan is:

Coke adds life.
Veja, October, 1992.

This is one reason for showing all types of people, because all 
these people are consumers of COKE. COKE is a popular advert.



In the 95 adverts analysed only 3 portrayed young people, i'wo
of them were babies and one was a youngster in the sarne COKE ad.
vert mentioned before. One of the adverts portraying baby ad­
vertised cotton diapers? the other showed simi1iarities between 
a computer and baby. Since babies are dependent on their parents, 
these adverts are certainly directed to their parents.

P i
■ , , ■ ■ ■  ̂ -, . ; -. '.I ■ • - ■ ■ ■ i. . F

Quando percebem os 
que seria  im possível 
ven cer a regata  
Rio/Buenos A ires, 
reso lvem os relaxar 
e aproveitar a 

, paisagem .
A ncoram os num  
barzinho entre Angra  
e Parati. C ruzam os  
a linha de chegada  
com  dois d ias de 
atraso . Fom os 
recebidos  
festivam ente por 
cen ten as de gaivotas 
e pelo velho  
m arinheiro Jord i 
Agudin. £Que pasó?, 
perguntou ele. 
Recebeu uma garrafa  

I aS  i *le JB  com o resposta .
míÉgMÈÊÈ/

l i fe.

li '

!'.y'y-'-' j. •.

PICTURE 4.:
V e. j a, 0 c t o b e r ivv:

30



d) Bender; Hen and women are treated differently in Veja magazine 
adverts. Men are considered to be the protectors, the provider of 
goods and security, the worker and powerful; while women are can- 
side red to be submissive, passive and power1ess. The number of 
male and female characters in the adverts are also very different,. 
In the 95 adverts analyzed only 9 adverts had female characters in 
its Product Presentation device; 7 of these adverts showed women 
on their leisure time (which means not working). Only two adverts 
had female characters in banks, showing women using checks.
Male characters are much more represented in the adverts than fe­
male characters; and when both of them are represented together, 
generally the men are given the main roles. To exemplify this, we 
can take the TVA cable T,V. advert. Its Attention Drawing device 
puts the man in a superior position and the woman in a submissive 

ro 1 e;

Foi essa a vida de aventure e emocSo 
que vocfe prometeu a ela?

‘v'e j a , Apr i I , 1992 .

In its Product Presentation device there is a man and a woman 

watching T.V. The man is sleepy and the woman seems bored. This 

advert suggests that the man is the one responsible for his wife's 

happiness. It also suggests that in the Brazilian society when a 

couple gets married,, the man is responsible for his wife; and the 

woman is weak, and she needs comfort and security. See picture 

4„2 .2 i n the f oliowi n g pag e .
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In the Itau insurance advert the attention drawing device 
is the fallowings

Escolher uma seguradora & uma decisSfo puramente 
racicnal. E s6 raciocinar sobre tudo o que voce ama.

Veja, July, 1992,
In this same advert, the Product Presentation device shows a man 
holding his baby. He is taking the mother's position, showing 
that besides his other tasks, he can also look after his baby. He 
can do everything. The Attention Drawing device shows the man is 
the one who thinks, who makes decisions. See picture 4.2.3 in the 
f o 1 1 o w i n g p a g e .

When adverts are addressed to women,, it is the idealized wo­
men that are represented,, That is, a beautiful woman, with an ex­
traordinary body and looking beautiful and happy. It is very rare 
to see an ugly woman, or a fat woman with problems. Women in ad 

v e r t s are p e r f e c t
Adverts are good examples of how people are positioned in a 

society. Many times the same product is advertised differently 
in different societies. The way class, race, age and gender are 
treated in a society arcs pictured in adverts. Adverts mirrors the 

way a society is.
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In this dissertation I showed that an advert consists of many 
structures,, and each part of these structures has a function» That 
is, to call readers' attention,, to convince the reader to use the 
product advertised, etc» Through these functions advertisers use 
persuasive language and strategies to make readers buy the 
products or services that are? being advertised.

I also showed that there are many types of adverts, but the 
ones that present more persuasive strategies are the Commercial 
Consumer and Prestige adverts. This is because both of them have 
commercial interests»

I found a problem with the traditional terminology of the 
structure of the adverts, since it did not transmit the objective 
of each part. In order to solve this problem, I created a new 
terminology in order to reach the structure's real objective. 
Through each new terminology created, the persuasive aim of each 
part became clearer.

I also conclude that the characteristics of persuasive 
discourse in other genres, such as, religious and political 
speeches, are the same as the ones used in advertising. Religious 
and Political speeches have many aspects in common with ad­
vertising, such as, reference to an agent, use of imperatives,, 
ambiguity, etc. Persuasive discourse is what makes these 
different genres have something in common.



I divided the characteristics of F'D in adverts into 
three strategies in chapter 3s grammatical, lexical and textual 
strategies. The grammatical strategies that were more eminent in 
VEJA adverts, were the reference to the agent and the use- of 
imperatives. Grammatically these two aspects characterize adverts. 
The two most frequent lexical strategies by advertisers in VEJA 
magazine were ambiguity and metaphors. These two characteristics 
are of great importance in the persuasive language of ad­
vertising. By using these strategies advertisers play with words. 
Readers may enjoy reading the adverts when one of these lexical 
strategies are present. Advertisers make readers have different 
inferences from adverts with only one aims sell the products.

The textual strategies used by advertisers were marked with 
the following characteristics: the presence of the composer, per­
suasive discourse merging into a different discourse, reference to 
the competitors, solution to problems, self praising and creation 
of need. Among many other textual strategies these were the ones 
that, were frequently chosen by advertisers to persuade the rea­
ders «

I also conclude that depending on the type of advert used 
(commercial consumer or prestige) the structure of the advert also 
differs. The need of the Commercial Consumer advert to make more 
use of the Product Presentation device is because it aims to show 
the product in order to sell it. This is not the concern of the 
prestige adverts, that makes more use of the Convincing device, 
since its aim is to make the product's brand prestigious.
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One reason why advertising language is persuasive is that 
it does not follow the patterns of the Gricean Maxims of the 
Cooperative Principle (Cook, 1992). And in its violation the ad­
vertising language surprises and persuades the reader, while it 
breaks the rule of the standard language.

Advertising also has a main role in society, because it re­
flects the ideology of a society. It deals with race, class, age 
and gender, reflecting the society we live in.

Advertising tries to be in accordance with what its consumers 
consider to be right and wrong. In doing this, advertisers con­
vince the reader that what he/she is acquiring is in accordance 
with his/her way of life. This way, advertising can be manipulati­
ve by changing the way people see things.

By studying persuasive discourse in advertising I could see 
how rich a language can be in a discourse which may seem simple» 
Advertising language is so rich that many other studies are 
possible, such as, the impact of visual images in the written 
message, or of ideology in advertising and the changes it can make 
in a society.
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Nós construímos uma fábrica 
ie papéis de 60.000 m2 para 1.000 
Funcionários ao lado do Rio Barra 
Mansa e os peixes nem repararam.

U m  estudo sobre o impacto am biental causado ao Rio Barra M ansa com a 
istalação da fábrica da Inpacel, em Arapoti - PR, revelou que os peixes não deram a 
línima.

A Inpacel, empresa do Grupo Bamerindus, é uma das poucas fábricas de papéis em 
>do o mundo (e única na América Latina) que possui o sistema de tratamento de efluentes 
íamado Efluente Zero. Este processo permite que a água seja devolvida ao rio com graus 
s pureza por vezes superiores aos verificados no momento em que foi coletada, eliminando 
risco de envenenamento do rio. Todo o processo de purificação da água (captação, 
atamento e Efluente Zero) representa um investimento de US$ 37 milhões.

A Inpacel investiu muito mais em tecnologia papeleira. O complexo industrial de 
rapoti abriga a primeira fábrica do Brasil a produzir papel de imprimir e escrever 
ravés do processo à base de pasta de alto rendimento, um sistema que proporciona 
0% de ap ro v e itam en to  da m adeira  p ro cessad a , ao co n trá rio  dos m étodos 
invencionais à base de celulose, que chegam a provocar desperdícios 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 Cláudio 
ieira, também pertencente à Inpacel. Lá são estudadas técnicas de reflorestamento, 
:cuperação de ambientes devastados e biodiversidade. Além disso, a Reserva Cláudio 
ieira serve de abrigo seguro para muitos espécimes da fauna local, entre eles alguns 
m extinção, como o gavião-pombo.

Por tudo isso, se algum dia você passar por Arapoti, visite a Inpacel e confirme: 
rio continua pra peixe.

L>
Inpacel
Indústria de Papel Arapoti SA

A nossa responsabilidade não fica só no papel.



O Araçatuba faz 40 anos,

dá uma olhada na festa.
É assim que o Expresso Araçatuba de 600 localidades dentro e fora do

comemora seus 40 anos. São 1.300 /  /  \  Brasil com rapidez e segurança.

funcionários e 400 veículos 1— |..Venha ver esta festa de perto e
EXPRESSO

distribuídos em 40 filiais, trabalhando ARAÇATÚBA tra9a sua car9a Para comemorar 

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

A
EX PRESSOARAÇATUBA

Há 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 (ligação gratuita)



VAI FUNDO PETROBRAS. 
A TECNOLOGIA PIRELLI ACOMPANHA.
A P e t r o b r á s  a c a b a  de r e c e b e r  
em H ousto n ,  no T e x a s ,  o p r ê ­
mio 1992 Distinguished Achieve­
m e n t  A w a r d  f o r  C o m p a n i e s ,  
O r g a n i s a t i o n s  a n d  I n s t i ­
t u t i o n s ,  um do s  m a i s  i m p o r ­
ta nt es  do mundo na á r e a ,  que  
foi e n t re g u e  na Off shore Tech­
n o l o g y  C o n f e r e n c e  -  O T C .  A 
e m p re s a  b r a s i l e i r a  foi  p r e m i a ­
d a  p o r q u e  m o s t r o u  s o l u ç õ e s  
i n é d i t a s  e de a l t a  t e c n o l o g i a

FIOS f  CABOS ELÉTRICOS

em  s i s t e m a s  de p r o d u ç ã o  d e  
p e t ró le o  no m ar ,  b a t e n d o  n o ­
vos re co rdes  de p ro f u n d id a d e .  
A P i r e l l i  Cabos t a m b ém  p a r t i ­
c ipa  des ta  conq uis ta ,  f o r n e c e n ­
do os cabos u m bi l ica i s  e a c e s ­
sór ios  p a r a  os poços do Campo  
d e  M a r l i m ,  n a  B a c i a  d e  
C a m p o s ,  R io  de J a n e i r o .  Es te  
p r ê m i o  é m a i s  u m a  p r o v a  d e  
q u e  q u a l i d a d e ,  t e c n o l o g i a  ' 
e x p e r i ê n c i a  são  f u n d a m e n t a '

FU
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Somos parte do sonho.

Visa, o sistema líder mundial de 
pagamentos com cartão de crédito, é mais 

uma vez patrocinador oficial do evento 
desportivo mais importante do mundo... 

os Jogos Olímpicos. Visa e suas instituições 
nanceiras Associadas apoiam os esforços e 
5 aspirações dos atletas em conseguir a 

glória nas Olimpíadas.
O cartão Visa é aceito em mais de 

187 países e territórios, sendo o único aceito 
na Sede dos Jogos Olímpicos. Visa lhe propor­
ciona o mais amplo acesso a dinheiro nas 
360.000 sucursais dos bancos Associados e 
nos caixas eletrônicos do sistema Visa e 

Plus, além de uma ampla gama de 
benefícios e serviços.

PATROCINADOR OFICIAL 
JOGOS OLÍMPICOS 1992
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The classic taste now in a classic bottle,



Os outros i

ara um carro importado no Brasilrede de assisté

LEGACY SEDAN 
A partir  de I SS 33.500

LEGACY STATION W AGON

A partir  d e  I SS 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 mecânicos treinados e perfeito abastecimento de peças. Basta 

apresentar o Cartão Especial de Cliente. Ligue (011) 872-2888 e informe-se sobre os novos lotes que estão chegando 

ao seu revendedor Subaru mais próximo. O Subaru é o primeiro importado que dá a você a devida importância.

)V

Movido a inteligência.
SUBARU



COMO COMPRAR UMA 

b ra s te m p  n o v a  Sem Q ue N en hum  

V iz in h o  fsq u e  Sa b e n d o .

Se as coisas não andam assim nenhuma Bras­

temp para o lado dos seus vizinhos, pobre de você.

Você viaja no fim de semana, e tem que dizer 

que só vai passar o dia na casa da sogra — senão eles 

pensam que você ganhou na loteria.

Você resolve, depois de 

séculos, trocar aquela sua geladeira 

incompetente por uma Brastemp 

duplex, e só falta quererem denunciar você para o 

ministério da economia.

Mas não é por causa do que os vizinhos possam 

falar que você vai parar de melhorar as coisas na sua

casa, vai? sllTTS! .fy»Basta tomar seus cuidados.

Por exemplo: quando você finalmente aposentar esse 

fogão difícil de limpar e comprar um Brastemp Clean,

diga que você ganhou uma rifa na firma.

Se você der o azar de alguém 

ver seu novo freezer frost-free che­

gar, fale que se trata de um engano 

e que você já, já vai devolver para a Brastemp.

No caso de trocar sua lavadora que ocupa espaço

JS Ü ^Ê S !%  demais Por uma M ondial, é fácil: 

basta m isturar a Baby M ondial com as compras do 

supermercado, que ninguém vai notar. (Isto é, desde 

que você evite ficar de conversa com a vizinha com a 

porta dos fundos aberta.)

Com estas pequenas precauções, você vai poder 

continuar melhorando as coisas em casa -  sem que 

os seus vizinhos fiquem espalhando que você é do 

tipo que gosta de ficar melhorando as 

coisas em casa.

BRASTEMP
Um Brastemp novo não tem comparação.



F dito* a 
Abril

Nas Bancas

Se voce quer 
assumir o controle 

de sua vida* 
saúde e emoçoes,

mm?-?Äf:

Um antigo tabu 
jk ^  se transform a 
Ç*. na pratica sexual 
 ̂ I preferida dos

casais de hoje&:
Como fazer 

ele gostar de voce 
•v tanto quanto

voce gosta dele

O jeito que voce 
cuida da pele 

esta envelhecendo 
mais depressa 

■ ■ I o seu ro£to?

:/
11 1

^  passos para

SER DONA 
v>  DO SEU DESTINO!
'A '. Um guia para:

|  •  Assumir o controle das
« suas em oçoesl \  •  Ter mais segurança com

l l  a aparência
V  •  Ter uma saude lOO°o

•  Vencer os vícios 
•  Perder o medo de correr 

riscos no trahalho

l e i a  N O V A .

A revista NOVA deste mês sugere 
idéias, reflexões e ações para você 
tomar decisões, vencer desafios, 

gostar mais de você mesma e ficar 
mais segura, independente e feliz. 
Felicidade, aliás, você vai sentir 

também quando descobrir em NOVA 
o lado bom de alimentos condenados, 

como manteiga, chocolate, 
carnes e massas.

- 0 S * S

■ - de co«tnPtaS
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DO SOMIGOMiroiiDOME

Imagens de TV simuladas

A Panasonic desenvolveu para a linha Top Dome 
o revolucionário Top Dome Sound System. Ele vai levar vo­
cê até o topo das emoções, ultrapassando todas as barrei­
ras que limitam os televisores comuns.

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

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

Agora que você 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.
•  2 System (PAL-M/NTSC).
•  AV. IN: Entrada para Audio e Vídeo.
•  Tecnologia PIC (Picture Improvement Circuit).
» Indicações On Screen.
•  Controle remoto multi-função.

sound system

TC-14C4
TV em cores tipo 14 polegadas

TC-20C4
TV em cores tipo 

20 polegadas

nasonic
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Sc a resposta é sim, você tem muito a ganhar conhe­
cendo alguém que também está 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 integração de sistemas e produz softwares e equipa­
mentos para automação industrial.

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

e menos despesa nos fins.
Várias das empresas mais avançadas de Santa Cata­

rina já  contaram com a mão da Mendes para produzir 
com tecnologia de última geração.

Pelos outros estados e até pelos outros países do con­
tinente, você também encontra clientes da nossa M en­
des. E em cada um deles, você dá de cara com a mo­
dernidade. Porque a Mendes faz questão de estar sem­

pre na ponta. Como todo 
mundo que acredita em tec­
nologia. E no futuro.jHENDES ENGENHARIA

R. Dr. Amadeu da Luz, 100-8? andar - Cx. P. 792 - Fone (0473) 26-0544 - Blumenau - SC



E  A ssim  Q u e  Você Vai Se S en tir N o  777.

Q uando o Boeing 777 decolar, os passageiros vão ser as primeiras testemunhas de um revolucionário avanço na exploração do 

espaço. O  espaço interno do 777 ganhou mais altura. O  777 tem uma fuselagem circular, o que perm itiu  o rebaixamento 

do piso da cabine sem reduzir o núm ero de containers e paletes transportados no com partim ento in fe rio r de carga. O  teto 

da cabine ficou mais alto e os compartim entos laterais para bagagem de mão, de fácil acesso, foram posicionados de m odo a 

aumentar o espaço livre acima das poltronas. E os compartimentos centrais foram integrados à nova arquitetura da cabine perm itindo 

que passageiros com até 1.93m de altura possam se levantar com facilidade. No Boeing 777, 

a revolucionária utilização do espaço resultou em m uito mais conforto para os passageiros.

s r m F J A r á ?



E s te  É  U n i  D o s  M u i to s  T e s te s  Q u e  N ó s  C r i a m o s  P a r a  O  7 7 7 .

Dentre todos os aviões j:í p roduz idos pela Boeing, o 777 é o que vai passar pe lo  m a io r e mais com p le to  program a de 

estfs. Que inclu irá vôos em tempestades simuladas em túnel aerodinâm ico e vôos reais em tempestades reais. /Intes mesmo 

lo p rim e iro  vôo, o  777 será subm etido a centenas de testes nos novos laboratórios da Boeing. No ar, nove 777 serão testados 

•xaustivamente. Três deles, cada um  equipado com  um  dos três tipos  de tu rb in a  previstos, realizarão 1.000 vôos. Duas 

use lagens inteiras serão construídas, uma para avaliar o 777 em diversas combinações de carga e passageiros e a outra  para 

estes c!e fadiga estru tu ra l durante um  p e río d o  s im ulado equ iva lente  a 40 anos de vôo. 

bd< > esse programa de testes vai assegurar ao 777 o m áxim o de segurança e confiabilidade.





M o th e r  N a tu re  says: 
M y  child  will be b o rn  on au g u s t 21. 

Visits a llow ed all life long.

))

O lhando para o m ar do alto de um morro. Sentindo o nascer e o pôr do Sol.
Contem plando a natureza com profundo respeito e o orgulho de um Filho.

Assim nasceu o Porto Belo Resort Hotel M arina & Village. O  m aior Com plexo Turístico da Região Sul 
do Brasil está sendo im plantado num a área de 170.000 m2 com 1.300 m de frente para o mar. Localizada 

a 25 km do Balneário de Cam boriú e a 60 km de Florianópolis, Porto Belo foi escolhida para  ser a 
testem unha da nova história do turism o em Santa Catarina.

Lazer, conforto e m uita ação. São 320 Service- houses, com um a vaga de estacionam ento cada e toda
infra- estru tura. M arina com 365 vagas m olhadas 
e 300 vagas secas. Um hotel 4 estrelas com 220 

apartam entos. Todos de frente para  o mar. Infra - 
es tru tu ra  completa: equipes de recreação para  crianças, 

creche, biblioteca, salas de estar, salões de jogos,
3 piscinas de água doce e um a de água salgada, loja de 

conveniência, 3 restaurantes internacionais, boate, 
am erican bar, spa, salas para fisioterapia, 2 auditórios, sendo o m enor com capacidade para  120 pessoas e 
o m aior para 700 pessoas, salas de reuniões e convenções, 8 quadras de tênis, sendo 2 com piso de saibro 

para competições oficiais e 346 vagas de estacionam ento. Todos os esportes náuticos
Im pressionante no gênero, no grau e nos núm eros. D isque ( 0473 ) 69 43 70 / 694218 /  694069

e obtenha maiores informações. Até lá.

PORTO BELO RESORT
S A N T A  C A T A R I N A

HOTEL MARINA & VILLAGE
B R A S I L

c\j
CM

in

Õ
LUcco

C onstrução

CHEMIN
C onstru to ra  S.A.

E stru tu ração  Em presarial

PfíSzA
Projeto A rquite tônico

) Hei tor  V. Col t ro 
Arqui tetura S/C Ltda.



Q  Q U E  SÓ É P R I V I L É G I O  DA S E L E T A  C L I E N ­

T E L A  d o  B a n c o  F r a n c ê s  e  B r a s i l e i r o ,

A G O R A  T A M B É M  P O D E  S E R  S E U :  C A R T Ã O

B F B  P e r s o n n a l i t é . U m  c a r t ã o  e x c l u s i ­

v o  DE U M  B A N C O  I N T E R N A C I O N A L ,  A S S O C I A ­

DO A O C R É D I T  L Y O N N A I S ,  U M A  D A S  M A I O ­

R E S  I N S T I T U I Ç Õ E S  F I N A N C E I R A S  DO M U N ­

DO.  A L É M  D I S S O  S U A  A S S O C I A Ç Ã O  À V I S A ,  

L Í D E R  M U N D I A L V E N D E - S E
N O  M E R C A D O  

D E  C A R T Õ E S  

D E  C R É D I T O ,

A S S E G U R A  A A C E I T A Ç Ã O  DO C A R T Ã O  B F B  

P E R S O N N A L I T É  EM M I L H Õ E S  DE E S T A B E L E ­

C I M E N T O S  n o  B r a s i l  e  n o  e x t e r i o r . Pa r a

OBT ER ESSA RARIDADE,  VÁ ATÉ U M A DAS A G E N ­

CIAS B F B  OU L I GUE PARA A C E N T R A L  DE A T E N ­

D I M EN T O:  ( O I  1) 2 5 1 - 4 0 8 8  - S P  E G d e . S Ã O  

Pa u l o . ( O I  1) 8 0 0 - 1 0 4 4  - D e m a i s  L o c a l i d a ­

d e s  ( D D G ) .  VOCÊ VAI D E S C O B R I R  A S  V A N T A -

RARIDADE^
T E N C E R  A E S ­

T A  M I N O R I A  

P R I V I L E G I A D A .

BANCO FRANCES E BRASILEIRO
A s s o c i a d o  ao C r éd i t  Ly on na is

NO
RT

ON



(guando você acabar 
de ler este anúncio, 
os produtores de 
fumo da Souza Cruz 
já terão plantado 
mais 32 árvores.

A Souza Cruz desenvolve programas ecológicos com seus produtores de fumo desde quando 
ecologia não passava de uma palavra esquecida nos dicionários. São 32 novas árvores a cada 
minuto, 1920 por hora, 40 mil por dia, 16 milhões apenas este ano. São milhões de razões 
concretas para se comemorar o Dia do Meio Anlbiente, não acha?

Souza Cruz V?
Fazendo mais. Fazendo melhor



Mas, ainda temos tempo.

Pau-brasil. Nome de um país e 
jspécie de um dos mais ricos ecossis­
temas do planeta: a Mata Atlântica.

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

Hoje. a Mata Atlântica ocupa 
apenas menos de 10% da área que

ocupava originalmente.
Mas existia uma saída: conhecer 

para preservar.
Este é o objetivo do Program a 

M ata Atlântica, realizado em con­
junto com o Jardim  Botânico do 
Rio de Janeiro  e o Institu to  Pró- 
Natura, sob o patrocínio  da Shell.

Uma experiência inédita com 
recursos da iniciativa privada.

É o mais completo levantamento 
florístico sobre a M ata Atlântica 
realizado até hoje.

A gora, com o conhecim ento  
adquirido, podemos pensar em 
preservar. Isso, cada um de nós 
pode e deve fazer.

PROGRAMA MATA ATLANTICA 
AINDA TEMOS TEMPO



ü  negócio que você esperava

Abra já a sualConta Integrada Sudameris: 
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 
físicas com cheque especial), você auto­
riza o Sudameris a resgatar recursos do 
Fundo de Aplicação Financeira (FAF) 
ou da Poupança para cobrir a sua conta.

Esse resgate no FAF será sempre 
feito nos investimentos com menor 

incidência de IOF e, na 
Poupança, considera os prazos 
de carência procurando a melhor 
alternativa de rentabilização.

Venha conversar com nosso gerente. 
Se você já é nosso cliente, aproveite mais 
esta comodidade. Se ainda não é, abra já 
a sua Conta Integrada Sudameris.

Você verá que ela é fácil, rentável 
e automática.

BANCO 
SUDAMERIS 
BRASIL



Ninguém é Perfeito. Ainda.

° ©

O  p a d r ã o  d a  M o to ro l; 

é a qualidade  Six Sigm a rM 

A lc a n ç á - lo  s ig n i f ic a  

a t in g ir  9 9 ,9 9 9 9 9 9 8 %  d e  

p e rfe iç ã o . O u  u m  p a d rã o  d e  

q u a l i d a d e  d e  3 ,4  d e f e i t o s  

p o r  m ilh ão  d e  u n id a d e s .

N a M o to ro la  nós buscam os 

a p e r f e iç ã o  e m  tu d o  o q u e  

Fazemos. Q u a lid a d e  p e rfe ita . 

E n tre g a  p e rfe ita .

C o n fiab ilid a d e  p e rfe ita . 

S e rv iç o  p e r f e i t o .  É u m  

d e s a f i o  d i á r i o  p a r a  

c a d a  u m  d e  n o s s o s  

1 0 0 .0 0 0  f u n c i o n á r i o s  e m  

t o d o  O m u n d o  e p a r a  

c a d a  á r e a  d a  i n d ú s t r i a  

e l e t r ô n i c a  e m  q u e  a t u a ­

m o s :  C o m u n i c a ç õ e s ,  

C o m p o n e n t e s ,  C o m p u ­

t a ç ã o  e C o n t r o l e .

P a r a  n ó s  é o  ú n i c o  j e i t o  

d e  t r a b a lh a r .

M otorola do Brasil - Rua Paes 

Leme, 524 - 5'-J andar - 05424-010 

São Paulo - IeL: (011) 8 1 5 -4 2 0 0  *
F a x : ( 0 1 1 )  8 1 5 - 2 3 3 6 .

( M )  M O T O H O L 4  

Tudo Pela Qualidade ™

/oiQUALIDADE

SIX SIGMA

S i s t e m a s  d e  r a d i o c o m u n i c a ç ã o ,  e q u i p a m e n t o s  d e  r a d i o c h a m a d a  e t e l e p o n t o ,  t e l e f o n e s  e s i s t e m a s  c e l u l a r e s ,  e q u i p a m e n t o s  
d e  c o m u n i c a ç ã o  d e  d a d o s ,  s e m i c o n d u t o r e s ,  e l e t r ô n i c a  a e r o e s p a c i a l ,  e l e t r ô n i c a  a u t o m o t i v a  e i n d u s t r i a l  e c o m p u t a d o r e s .
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A autonomia do gerente

"Nosso gerente atende melhor 
não só porque quer- 

mas porque quer e pode"

melhor atendê-lo. ,$■
Com isso, você tem um banco praticamente 

sem filas, sem atropelos, onde a pressa está nas 
soluções, não nas pessoas.

Aproveite as vantagens de ser cliente de um 
banco onde o gerente tem mais autonomia e 
poder de decisão.
ABRA JÁ A SUA CONTA NO BANCO SUD\MERIS.

BANCO 
SUDAMERIS 
BRASIL

“E.sse 
é o meu 
banco!”

Gerente com mais poder de decisão

Quantas vezes você foi pedir ajuda ao geren­
te de um banco e ele lhe comunicou, constran­
gido, que tinha que “ consultar a m atriz” ?

Isso não acontece no Sudameris.
Ele dá mais poder de decisão aos seus gerentes.

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

E isso é decisivo na escolha de um banco.

Ao entrar numa de nossas agências, 
você vai notar que, comparadas 
às outras, na média, elas têm mais 
cai xas e funcionários por cliente para
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Aimportâficia de um vinho 
Chandon começa no próprio 
nome. A casa Moêt & Chandon 
França, com seus 250 anos 
de tradição é a responsável 
pela qualidade do Chandon 
elaborado aqui. Um magnífico 
vinho, muito superior 
à maioria dos importados 
encontrados no Brasil.
Caso Você tenha alguma 
dúvida, ofereça um vinho 
Chandon a um amigo 
estrangeiro. E não se 
su t  preenda se ouvir dele 
elogios sinceros.
Mais importante no entanto, 
é você m e s m o  degustar 
U m a  taça de vinho Chandon. 
Um prazer que você vai fazer 
questão de cultivar.

Tf H
VlMMO « I

? c o u r s o i t  t ite

m  m m

• ' V IN H O  

BRANCO. TINTO E ROSÉ
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TOSHIBATOSHIBA

PROGRAM AS

QUEVEM
O M-X40M da TOSHIBA é o video com a programação à distância através do

maior capacidade de memória do mercada controle remota
Mocê pode gravar o que quiser durante o •  PAL-M/NTSC (dois sistemas)
período de 1 ana sem precisar reprogramar. •  Double Azimuth - 4 cabeças

O Sistema de 4 cabeças com double •  Super definição da Imagem congelada e
azimuth permite altíssima definlçãot tanto nas em câmara lenta
imagens em câmara lenta como congeladaa •  Rápido sistema de acesso a todas as

Todas as funções são apresentadas em operações do controle
caracteres na tela da TV, facilitando a •  Programação de 8 eventos por 1 ano

•  Indicador de funções na tela da TV
•  VHS-Index - Sistema de localização 

automática de Imagem.

TOSHIBA
M-X40M

A tecnologia de amanhã que você 
pode ter hoje mesma

À  V E N D A  N A  Z O N A  F R A N C A  D E  M A N A U S

Assistência técnica 
em todo o Brasil. T O S H I B A



ASSISTA AS OLIMPIADAS NA MANCHETE E 
CONCORRA A 2 FORD F-1000 SUPER SÉRIE
Participe da Promoção Volta Olímpica Ford. Fique de olho na T  

Manchete durante as transmissões das Olimpíadas e concorra ao soi 

teio de 2 novos pick-ups F-1000 da Ford. Toda vez que aparecer 

nome de um veículo Ford na tela, você 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 Televisã< 

Caixa Postal 765, CEP 22214-900, Rio de Janeiro, RJ.

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

participarão 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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/ Os exames de inglôs da Univérsidade de Cambrjdge d 0,, 
são reconhecidos no mundo Inteiro, é  exigidos por inúme*

/Jr ros empregàdòres. Está mals^íle' nâ hora de vò£ê tèr um 
v> diploma, desses no seu currículo. Inscreva-se em qualquer 

unidade da Cultura Inglesa até 11 de setembro (você não J r g h , 
' V.J/ í ,  precisa ser aluno parq se inscrever) e preste o exame mais _  

' A  compatível òom os seus conhecimentos. r ‘ i r  
%  O mundo vai abrir suas pórtas para você. £  ^ rr, r  í ^  A
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aceito internacionalmente para seleçõp de pessoal nas 
áreas de turismo, bancos, etcív-* ̂  v \  ,. <©
CERTIFICATE IN ADVANCED ENGLISH (CAÈli r . } Ç h è i t i '1

V C n  ^-Adiantado * *  r ^ t n g

Comprova o conhecimento adiantado de Inglês, com'■’P6/) fase em situações nráticas'a reais. nrincinalmente nn
-^st

• (
Especialização tv j r  

Atesta um conhecimento altamente es
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Enfoque seu munda
-v- A Canon está orgulhosa de se unir ao Programa 

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

Jmngine-se mostrando-a ao mundo todo.
Agora imagine que você poderia não só
tirar a sua fotografia, mas também enviá- —
la, em poucos segundos, para outras ----—ff—r»--
pessoas através do globo em cores ricas, 
vivas e encorpadas.

Nós na Canon, estamos elabo-
rnndo as tecnologias de comunicação de -----
cores para permitir-lhe fazer isso no futuro.
Fstamos usando nossos últimos avanços nas 
tecnologias de informação e imagem que 
fazem das câmaras, camcorders, copiadoras, 
impressoras e fac-símiles da Canon uma parte 
acradável do mundo que você vê.

Canon

CANON INC. CANON LATIN AMERICA. INC.
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A Hl  C l E N E  í N T I M A D O S  
V I D E O C A S S E T E S .

Philco lança vídeo de 4 cabeças 
com dispositivo automático 

de limpeza das cabeças.

uando você a ss is te  à Bela e 

a F e ra ,  n ão  h á  c h a n c e  de  

confund ir  uma com a outra. Quando 

a f ita  é Pretty  Woman, a  Ju l ia  Ro- 

berts  es tá  sem pre  pretty. Tudo isso 

graças ao d isposit ivo  autom ático  de 

limpeza das cab eças  do P V C - 6 4 0 0  

P h ilc o -H ita c h i ,  o  v íd eo  

in te l igen te .

Este  disposit ivo 

é ac ion ado  sem pre  

q ue  você in troduz  

ou re t i ra  um a fita  

do  a p a r e l h o ,  a s ­

segurando  uma imagem c la ra  e n ít i­

d a ,  sem a q u e le s  c h u v is c o s  e b o r ­

rões ca rac te r ís t icos  de cabeças  s u ­

ja s  pelo uso constante .

Mas a P h i l c o  n ão  c h a m a  o 

PV C-6400  de vídeo in te ligen te  por 

acaso: a lé m  d o  m a n u a l ,  as i n s ­

t r u ç õ e s  e o r i e n t a ç õ e s  d o  fa b r i-!
c a n t e  s o b r e  o u so  d o  p r o d u t o

J s u r g e m  e m  p o r t u g u ê s  c l a r í s ­

s im o  (o u  in g lê s ,  se  v o c ê  p r e f e ­

r i r )  n a  t e l a  d o  s e u  t e l e v i s o r .I
Passo a passo , e tapa  por etapa . Bas­

ta uni toque no contro le  remoto.

E le  te m  4  c a b e ç a s  d is p o s ta s  

e m  d u p lo  a z im u t e .  T radu z ind o :

Philco c Philco-Hitachi são marcas de uso das empresas Philco.

imagem perfe ita ,  reprodução  em câ ­

mera  lenta  sem chuviscos, congela­

m e n t o  d e  im a g e m  sem  

t r e m i d a s ,  a v a n ç o  

q u a d r o  a q u a d r o ,  

av an ço  e re to rno  rá ­

pido com imagem.

Ele tem Q u ick  

S t a r t ,  um  r e c u r s o  

q ue  p erm ite  ac ionam ento  in s ta n tâ ­

neo do m ovimento da  fita  par t indo  

do Stop ou do congelamento de  ima­

gem. E você faz tudo isso a partir  do 

c o n t r o l e  r e m o t o  u n i f i c a d o :  é o

ú n ic o  c a p a z  d e  c o m a n d a r  a t é  2 

videocassetes e 1 TV Philco-Hitachi.

A P h i l c o  n ã o  e s q u e c e u  d e  

n a d a ,  p r in c ip a lm e n te  d a  c a p a c i ­

d a d e  d e  p r o g r a m a ç ã o  d e  m e ­

m ó r i a :  são  8 p ro g r a m a ç õ e s  com

até  1 ano  de  a n te c e d ê n c ia .

T em  b l o q u e i o  a u t o m á t i c o  

d e  g r a v a ç ã o  p a r a  f i ta s  s e m  l a ­

c r e ,  con ta - f i ta  e m  te m p o  rea l e  

tem p o  r esta n te ,  p r o cu r a  p o r  ín ­

d ice  e muitas outras fu n ções  auto­

máticas: liga quando você 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 l im p eza  a u to m á t ic a  d as  c a ­

b e ç a s .  De agora ein diante ,  as lem­

branças dos filmes que você assistiu fi­

cam na sua cabeça ,  não nas  n o s s a s .

O V Í D E O  I N T E L I G E N T E

g g r PHILCO
000 ORATO 011)800-9400 u  __wutficawuio 941-6966 H I O H  T E C H N O L O Q V
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ESttPBOVADO: 
ECOLOGIA E UM 
ÖI1 MDNEGÖCD

Integração H om em -M eio  A m bien te G arça do  P an tan a l

Cervo do  P an tan a lO nça P in tada

Boto Cor-de-Rosa d a  A m azô n ia

O Banespa está lançando barras 
de ouro de 20-31,1 (1 onça)- 
50 e 100 gramas com motivos 
ecológicos. Comprando estas 
barras de ouro, além de fazer 
um ótimo investimento você

i

também estará adquirindo da de apenas 5.000 unidades. 
uma coleção de valor inesti­
mável. E vai descobrir que eco­
logia não é apenas o assunto do 
momento. Cada motivo ecoló­
gico terá uma tiragem limita- A FORCA DA NOSSA GENTE

V itória-Régia



Menos de uma caloria.

O  sabor de viver e m  forma,



F I N A L M E N T E  U M  F A X  
C O M  I D É I A S  P R Ó P R I A S  .

NEGA-SE A COMETER ERROS
(CCITT): Ele nâo só detecta falhas causadas por, 
interferências como também pede automaticamente a 
retransmissão da mensagem, até que a informação correta 
seja recebida sem erros.

MEMÓRIA PERMANENTE: Pode armazenar na memória até 7 
p iginas e transmiti-las automaticamente. Os documentos podem ser retirados 
do fax antes do final da transmissão. í&F
DIFERENCIA AS CHAMADAS DE FAX DAS LIGAÇÕES COMUNS:
Esta funçâi elimina o custo de manutenção de duas linhas telefônicas, selecionando auto­
maticamente qual o tipo de chamada.

Panasonic
Office Automation,

• s“” i - * - ”



A Sadia está há mais de 47  anos respeitando o consumidor. Mesmo antes 

de existir o Código de Defesa do Consumidor, a Sadia já  defendia os seus. 

Desde o começo de sua vida, esteve voltada para satisfazer seus clientes, 

inform á-los e esclarecê-los. Em 82, ela fo i  pioneira ao inaugurar um  

sewiço de informação ao consumidor, o SIC. Hoje, ela inova mais um a  

vez. No Dia do Consumidor, inaugura sua Casa do Consumidor Sadia. 

Um espaço dedicado exclusivamente para enriquecer esse relacionamento 

sadio com seus clientes. Na Casa do Consumidor Sadia tem um  centro 

de treinam ento  para  func ionários, um a  cozinha  experim ental e um  

setor de in form ações e esclarecim entos que a ten d e  pelos telefones: 

(011) 800-7400  e, para  a G rande São Paulo, 832-7400. As ligações 

interurbanas são grátis. Casa do Consumidor Sadia, onde suas opiniões, 

dúvidas e sugestões são sempre bem-vindas. Ligue para ela.

Inaugurada no Dia do Consumidor.

s



A DIFERENÇA ENTRE O 
G G -5 0  DA GERDAU E OS OUTROS  

VEUGALHÕES É V IS ÍV EL .

Quem enxerga longe, sempre preferiu produtos da Gerdau. São mais de 90 anos fabricando produ­

tos resistentes e de alta qualidade para construção civil. E agora, esta garantia está mais fácil de ser 

identificada. Os vergalhões GG-50 são os primeiros a trazerem o nome gravado no aço em todas as 

bitolas. Assim você reconhece, num piscar de olhos, quais são os vergalhões que têm suas especificações 

garantidas. Este seu trabalho de detetive tem uma recompensa: a Gerdau é uma empresa que atua 

em todas as regiões do país, facilitando a distribuição e assistência técnica. Na hora de construir, não 

feche os olhos para a qualidade. Escolha GG-50. A diferença é visível.

Para maiores informações, procure o seu distribuidor mais próximo ou ligue 

para G e r d a u  A ç o  p a r a  C o n s t r u ç ã o  C iv i l :  (011) 871-1177 —  São Paulo. G E R D A U

QUALIDADE PELA COMPETÊNCIA

liifj

G e»)
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B F B  l a n ç a  o s  F u n d o s  d e  A ç õ e s  

P r i v a t  e  M a r c h e . 

C o n t e  c o m  a  s e g u r a n ç a  d o  B F B  

n e s s e  m e r c a d o  d e  a l t a  t e n s ã o .

Fundo BFB Privat: pioneiro para quem quer participar dos benefícios 
do Programa de Privatização.
Fundo BFB Marché: o primeiro para quem quer acompanhar de perto 
o índice Bovespa Médio.
A m b o s  são Fundos de investimentos e m  Ações com Carteira Livre. 
Conte c o m  nossos especialistas para enfrentar esse mercado de 
riscos. Na hora de investir e m  ações procure u m a  Agência BFB. 
Endereços pelo Telebanque: 572-1288 CSão Paulo e Gde. São Paulo) - 
(011) 800-1288 (Demais Localidades - D D G ) .

BANCO FRANCES E BRASILEIRO
A s s o c i a d o  ao C r é d i t  L y o n n a i s



Assine o Estadão. Você vai receber em casa, todos os dias, um jornal produzido por mais de 700 dos 
melhores profissionais do jornalismo, entre repórteres, correspondentes e colaboradores, espalhados pelo Brasil e 
pelo exterior.

Um jornal onde o caderno de economia esbanja em informações, índices, tabelas e projeções. Onde você se 
informa sobre tudo o que acontece na política e nos seus bastidores. Onde o caderno de esportes não faz dieta: traz 
de tudo. Onde a seção Internacional cobre o mundo todo, segundo a importância e o espaço que ele merece.

Um jornal completo em cadernos e suplementos especializados, onde até os temas mais específicos 
recebem uma abordagem mais abrangente. E o único onde você vai encontrar um time de colunistas como Paulo 
Fnmcis, Luis Fernando Veríssimo, Joelmir Beting, Mikhail Gorbachev, Roberto Campos e Rachel de Queiroz, só 
para citar alguns. Enfim, você 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 
orazó: Cr$ 204.900,00). Sendo que você pode pagar também com o seu cartão de . ^
:rétlito pelo valor à vista. Ou seja, você economiza 33% sobre o preço do
«omplar avulso. E ainda ganha de presente, mensalmente, o Clipping do l"3*
istadão: uma publicação da redação com os fatos mais importantes do mês,
máüses e comentários, que todo assinante do Estadão vai receber com ^  -. . "iTfíi /
xdnsividade a partir de maio. Preencha o cupom ao lado e deposite em qualquer W^aSjÉsgSg
:aixa do correio. Não é preciso selar.

Você pode, também, assinar pelo telefone: 9 (011) 858-9000. A ligação 
ntrrurbana é grátis, e uma central de atendimento está à sua disposição todos O Cademo de Empresas ti ia ila  apenas na Grande

i • J  n  - a  J  ■ -  São Paulo. Os C adernos d e  Imóveis e  d e  E m pregos
S  < ‘ O S ,  d a s  7 a s  i  d a  m a n n a .  circulam  apenas no  Estado d e  São Paulo.

, ASSINE O ESTADÃO.
E MUITO MAIS JORNAL.

9(011)8589000
Plantão das 7 às 2 da manhã.

w-

0 ESTADO DE S. PAULO
lor não aceita demissão de PP/W» fW. M  Kamrn . «.ri*.. Í.W.K»«*. — I«i. •

-------rVrTi-" o wiltnt» Mito» «O rjww .I imjirma cmnfti



A Tecnologia de Mais Alto Nível 
considera em primeiro lugar o objetivo. 

Depois, o caminho para alcançá-lo.

Q u a n d o  com eçam os a p ro je ta r jatos 
com erciais, o  o b je tiv o  era vo a r mais alto, 
mais longe e mais rápido. Naquela época, 

a questão sobre tecno log ia  era: O  que 
podemos fazer? Hoje, a questão passou 
a ser: O  que devemos fazer?

Para p o d e r responder a essa pergunta  os 

engenheiros da Boeing u tilizam  o  que eles 
cham am  “ Tecnologia de Mais A lto  N íve l” . 
Ela enfatiza a experiência  hum ana, 

a sabedoria e o  c r ité r io  para selecionar 
as m elhores respostas, d en tre  as m uitas 
opções tecnológicas.

Essencialmente, a tecno log ia  de mais a lto  
n íve l é saber quais as m elhores 

possibilidades técnicas a serem escolhidas. 

Q uando, o nde  e com o.

U m  dos cam inhos para sair deste la b irin to  

é através da visão d o  cliente. A  verdadeira 
com preensão das necessidades d o  cliente  

im p lica  na realização de cuidadosas 

entrevistas, seguidas pela busca de 
tecnologias distintas que  p ro d u za m  as 
soluções desejadas, co m  custos aceitáveis. 

U m  co n ce ito  sim ples, mas u m  desafio 

rigoroso.

Este desafio está presente n o  p ro je to  d o  
n o v o  B oe ing  777. Cada item  de nova 
tecno log ia  se lecionado para a aeronave, 
terá que torná-la  mais segura e mais 
eficiente, e dar ao cliente, de u m  m o d o  
bem  de fin id o , u m  b e n e fíc io  maior.

Na era de alta tecnolog ia  em  que v ivem os, 
essas são boas notícias. O  p ro je to  d o  777 

é um  sinal de que a tecnologia de mais alto 

n íve l é baseada em  só lidos critérios, 

n o  p o d e r da m ente hum ana e na força do  

traba lho  con jun to .



0 Top em Cartão de Crédito.

Agora também Top de Marketing.
O Cartão BFB Personnalité acaba de ganhar o Top de Marketing.

Prêmio que tradicionalmente destaca a utilização criativa das ferramentas 

de marketing, quando estas alcançam com qualidade

SEU GRANDE OBJETIVO: O MERCADO. UM PRÊMIO MERECIDO PARA O CARTÃO 

DE UM GRUPO INTERNACIONAL QUE EM APENAS UM ANO E MEIO 

DE VIDA JÁ É RECONHECIDO E ENCANTA SEUS PORTADORES NO MUNDO INTEIRO.

Cartão BFB Personnalité. O Top em Cartão de Crédito.

BFB Adm. de C a r tõ es  de Crédito  

Fones: 251-4088 - Grande SÃO PAULO - (011) 800-1044 - DDG

BFB BANCO FRANCES E BRASILEIRO
A ssociado ao Crédit Lyonnais

VALID 00/'Je' C lin Lt:ïuyr e. uouiïlo
lue z3ü04 -y Ut-'U

PERSONNALITE
B A N C O  F R A N C E S  E B R A S I L E I R O
I s v u c  . i d o  a 0 . C #  ? Oi  T L Y O N N A I S
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