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GETTING TO :

UNDERSTAND YOUR PAPER

KNOW THE CONTENT OF YOUR PAPER

MASTER YOUR PAPER



SECTION C

QUESTION 3…



ANALYSING AN 

ADVERT

:



All adverts make use of the 
AIDA –principle:

A – attention - An eye-catching image, Clever use of 

language, Attractive layout, Posing a question , Font (type of lettering), 
Catchy headlines

I - interest – Linguistic and visual Technique: 

Unusual trade names Emotive language Opinions stated as facts, 
jargon, punchy headlines / captions, rhetorical questions, Puns, 
Alliteration 

D – desire - Advertisers appeal to basic human 

desires or needs and hint that desires/needs will be met if their 
product is purchased. 

A- action - also need to ensure that the consumer 

acts in response to the advert: eg. Buy one get one free, Easy 
payment plans, Limited stocks



Some adverts have  limited words…but can 
still be powerful in delivering its message.



Basic tools of advertising:
a) Target Audience- the people we mostly want to attract/ talk to.

b) Visuals (picture)

c) Body copy – The extra information given to keep the consumer 
interested. Sometime it contains scientific 
information which is a technique to sustains the 
reader’s interest

d) Logo - Symbols used to identify  products or  companies

e) Slogan- short memorable phrases used by advertisers that is 
memorable and not easy to forget.



Let’s analyse an advert… 3.1 Name the product being advertised.                                             (1)
Sore Throat Spray/A.Vogel Sore Throat Spray

3.2 Refer to the headline.
Why is the word, 'Spray', written in a larger font?                         (1)
To attract the reader's attention. / It is used for emphasis

3.3 Refer to the visual of a throat.
Why does the advertiser include an image of a thorny stem?  (2)
The image of the thorny stem conveys the idea of a sore/painful throat/severe 
pain/irritation in the throat √ which feels as if there are thorns in one's throat √. 

3.4 Quote TWO consecutive words to prove that the advertised product is safe to use. (1)      
‘Clinically proven’

3.5 Why would it be important to know that A.Vogel has been a 'Pioneer in Natural 
Health – since 1923'?                                      (1)
This proves that A.Vogel is an established brand in the manufacture of natural health 
products./A brand that has enormous experience in the manufacture of natural health 
products. √ / It is a trusted brand.

3.6 Discuss whether the advertisement would convince you to buy this product. (2)                                                           
Yes. The advertisement is convincing because it is about a product manufactured by a 
well-established brand (since 1923). / It promises to be 'fast acting' to relieve the pain 
and inflammation of a sore throat/is made of natural and organic ingredients/is clinically 
proven and therefore reliable. As a result, one would be persuaded to use this product.

OR
No. It is not effective because the information provided is not conclusive enough/ there 
is not enough evidence that this product will work/the information provided is 
contradictory because the headline states that the pain will be sprayed away while the 
body copy refers to the product providing relief and not stopping the pain entirely.



For you to practice and test yourself:  SECTION C- QUESTION 3

3.1 Who is the target audience of this advertisement? 
Give a reason for your answer. (2)

3.2 How does the headline, 'ENERGY ON THE GO', capture 
the reader's attention? State TWO points. (2)

3.3 Why are the words, 'Loved Since 1920' included in this 
advertisement? (1)

3.4 How are the words, 'light and portable' intended to 
influence the reader? (1)

3.5 Refer to the body copy. Name any TWO ingredients that 
are used in the advertised product. (2)

3.6 In your view, is the visual of a tiger effective in conveying 
the message of the advertisement? Substantiate your 
answer. (2)
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