Chapter 4.... Slanters 
Non-argumentative Persuasion  (p. 99)
 
SLANTERS
 
euphemism
dysphemism
persuasive comparisons
persuasive definitions
persuasive explanations
stereotypes
 
Slanters using language manipulation more than emotional manipulation...
 
innuendo
loaded questions
weaslers
down-players
hyperbole
proof surrogates
 
 
 
 
Also, at end of this chapter there is material dealing with slanting in the news media and in advertising.  
News media:  
First:  most news is not investigative, but is simply recording what spokespeople say.  If reporters do not accept the words of these sources, they will be excluded from future information.  Hence, their criticisms and questions of these sources is guarded.  They do not push very hard nor can they challenge the veracity of these people without jeopardizing their positions.  
Secondly:  the news media must not offend their public nor their advertisers, or they will be out of funds.
Thirdly:  We the readers and listeners do not demand solid information... we prefer entertainment, sensationalism, etc., not good journalism.
 
Advertising:   with reasons and without reasons being offered.
Without reasons:  
1)
plays on feelings, emotions, hopes, fears, and fantasies we have.
2)
link the product with people we admire.
3)
link it with situations we wish to be in. 
 
 
Buying anything because of reasonless ads is never rationally justified.
 
 
With reasons:   “promise ads”... tell us that a certain product exists, but not much more.  The promise comes with no guarantee and is usually vague.  Sellers don’t tell us what is wrong with their product nor what is good about their competitors.  
 
Ads:   vague, ambiguous, misleading, exaggerated, and often just plain false. 
 
We may buy because we hear something we already want to buy is available.  
 
We almost always need more information than ads provide to make reasoned purchasing decisions.
 
 
 
Some ads are simply promo or ‘hype’ ads, keeping the brand name or the product in the public’s eye.  This is a kind of conditioning of the public mind to believe the product is a constant and big feature of our reality.  Billboard ads can be like this… e.g., for Coca Cola.  
 

