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LIGHTS, CAMERA, ACTION! 1 t1is assignment, you will be asked to formulate a dynamic sales presentation that
highlights The benefits of one of the amazing inventions of THE EARLY INDUSTRIAL AGE, & summarize not only the

functionality of the product but also develop an inherit consumer need for it as well. Your presentations will discuss but

are not limited to following topics:

[ Product Spotlight
(&) Functionality
[:Z) comparison To Previous Methods of Production

Cprice

[EZAnpiicable Uses/Benefits

[EZ)Testimonials

You will have the next week to complete This assignment & please consult the below rubric in the completion. Make sure

that your presentationis both accurately informative & energetically engaging. Have fun, be creative & GOOD LUCK!

PRESENTATION

CONTENT:

Missing
(O Foints)

Needs Improvement
(3 Foints)

Acceptable

(G Foints)

Excellent
(10 Foints)

No evidence provided,

Information is not well
researched & is unclear of the
usefulness of
product/revolutionary function
that it provides.

Information is adequate &
provides insight to usefulness of
product/revolutionary function
that it provides.

Information is well-founded,
comprehensive & truly
encompasses both the

usefulness of
product/revolutionary function
that it provides.

No evidence provided,

Visual component is vague &
provides a questionable
addition to the overall
presentation,

Vistial component is suitable,
explanatory & provides a
wortlwhile addition to the
overall presentation,

Visial component is exemplary,
descriptive & provides an
outstanding addition to the
overall presentation,

No evidence provided,

Little audience interaction or
accountability.

Audience included in the
infomercial sketch & has
opportunity to participate.

Audience has a very active role
in the infomercial sketch & is
periodically called upon to
participate.

No evidence provided,

Fresentation has an unclear

call to action for purchase &

does not generate need for
product.

Fresentation has an adequate
call to action for purchase &
generates a need for product.

Fresentation has a strong call
to action for purchase &
generates an undeniable need
for 12 ‘oduct,

No evidence provided,

Infomerecial is poorly produced,
Digplays little planning,
research, execution & overall
enthusizasim.

Infomercial is soundly produced,
Demonstrates planning,
research, execution & overall
enthusiasm.

Infomercial is meticulously
produced & demonstrates a
remarkable attention to
planning, research, execution &
overall enthusiasm,
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The persuasive strategies used by advertisers who want you To buy Their product can be divided inTo three categories:

pathos, logos, and ethos.
PATHOS' AN APPEAL TO EMOTION.

An advertisement using Pathos will attempt to evoke an emotional response in the consumer.

o  Sometimes, it is a positive emoTion such as happiness: an image of people enjoying themselves while Arinking
Fepsi

o Otfher times, advertisers wil use negative emotions such as pain: a person having back problems after buying
the “wrong” mattrese.

o Pathos can also include emotions such as fear and guilt: images of a starving child persuade you to send money.

SRSUASVE

LOGOS: AN APPEAL TO LOGIC OR REASON,

o Anadvertisement using Logos will give you The evidence and statistics you need to fully understand what the
product does.

o Thelogos of an advertisement will be the "straight facts' about The product: One glass of Florida orange juice
contains 7 57% of your daily Vitamin C needs,

AN 10 OR

o Anadvertisement using Ethos will Try to convince you that the company is more reliable, honest, and credible;
therefore, you should buy ite product.

o Efhos offeninvolves statistice from reliable experts, such as nine out of ten dentists agree that Crest is
better than any other brand or Americas dieters choose Lean Cuisite.

o Often, acelebrity endorses a product To lend it more credibility: Catherine Zeta-Jones makes us want to
switch to T-Mobie.

v Avante Garde: The suggestion that using this product puts The user ahead of the times. A toy manufacturer 4
encourages Kids to be the first on their block to have a new toy.

v Weasel Worde: “Weasel words” are used To suggest a positive meaning without actually really making any
guarantee. A scientist says Tthat a diet product might help you to lose weight the way it helped him to lose
weight. A dish soap leaves dishes virtually spotiess.,

v Magic Ingrediettte: The suggestion that some almost miraculous discovery makes the product exceptionally
effective. A pharmaceutical manufacturer describes a special coating that makes their pain reliever less irritating
to the stomach Than a competitor's,

v Patrdotient The suggestion that purchasing this product shows your love of your country. A company brags about
its product being made in America,

v Tranefer: Fositive words, images, and ideas are used To suggest that The product being sold is also positive. A
textile manufacturer wanting people to wear their product to stay cool during the summer shows pecple wearing
fashions made from their cloth at a sunny seaside setting where there is a cool breeze.

v BlainFoke: The suggestion that the product is a practical product of good value for ordinary people. A cereal
manufacturer shows an ordinary family sitting down to breakfast and enjaying their product.

v Snob Appeak The suggestion that The use of the product makes The customer part of an elite group with a
luxurious and glamorous lifestyle. A coffee manutacturer shows people dressed in formal gowns and tuxedos
Arinking their brand at an art gallery.

v Bubery: Bribery offers you something “extra” Buy a burger; get free fries.

v Bandwagott The suggestion that you should joint the crowd or be on the winning side by using a product—you don't
want to be The only person without it




