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1. Σελίδα με παλιές ελληνικές έντυπες διαφημίσεις

http://athensville.blogspot.gr/2014/03/270.html

2. Αρχείο με παλιές ελληνικές διαφημίσεις

http://krasodad.blogspot.gr/2012/07/340.html

3. Σελίδα με παλιές αμερικανικές έντυπες διαφημίσεις

http://www.vintageadbrowser.com

4. Σελίδα με ελληνικές τηλεοπτικές διαφημίσεις στο YouTube

https://www.youtube.com/user/JNLPLUS



1.1 Η Πειθώ στην εμπορική επικοινωνία

discourse is important because the 
consequences of that discourse are so 
significant – war and peace, justice and 
injustice, freedom and oppression, and the 
future of our planet. Learning the language 
of persuasion can help us sort out complex 
emotional arguments, define the key issues, 
and make up our own minds about the 
problems facing us.

NOTE: We’ve divided our list of persuasion 
techniques into three levels: Basic, 
Intermediate and Advanced.

Basic techniques are easily identified in 
many media examples, and they are a good 
starting point for all learners. Identifying 
many intermediate techniques may require 
more critical distance, and they should 
usually be investigated after learners have 
mastered the basics. 

More abstraction and judgment may be 
required to identify the advanced 
techniques, and some learners may find 
them difficult to understand. However, even 
media literacy beginners may be able to 
spot some of the intermediate or advanced 
techniques, so feel free to examine any of 
the persuasion techniques with your group.

2

Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 

These "persuaders" use a variety of techniques 
to grab our attention, to establish credibility and 
trust, to stimulate desire for the product or policy, 
and to motivate us to act (buy, vote, give money, 
etc.) We call these techniques the "language of 
persuasion.” They’re not new; Aristotle wrote 
about persuasion techniques more than 2000 
years ago, and they’ve been used by speakers, 
writers, and media makers for even longer than 
that.

Learning the language of persuasion is an 
important media literacy skill. Once you know 
how media messages try to persuade you to 
believe or do something, you’ll be better able to 
make your own decisions.

Advertising is the easiest starting point: most ads 
are relatively simple in structure, easily available, 
and in their original format. Media literacy 
beginners are encouraged to learn the language 
of persuasion by examining ads. Keep in mind 
that many media messages, such as television 
commercials, use several techniques 
simultaneously. Others selectively employ one or 
two.

Political rhetoric – whether used by politicians, 
government officials, lobbyists, or activists - is 
more difficult to analyze, not only because it 
involves more emotional issues, but also 
because it is more likely to be seen in bits and 
fragments, often filtered or edited by others. 
Identifying the persuasion techniques in public 
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Language of Persuasion
1. Multiple, strong arguments: the more 

arguments, the more persuasive, but overall 
persuasive messages should be balanced, as 
two-sided arguments fare better than their 
one-sided equivalents (as long as counter-
arguments are shot down).

2. Relevance: persuasive messages should be 
personally relevant to the audience. If not, they 
will switch off and fail to process it.

3. Universal goals: In creating your message, 
understand the three universal goals for which 
everyone is aiming: affiliation, accuracy and 
positive self-concept.

4. Likeability: ingratiating yourself with the 
audience is no bad thing—most successful 
performers, actors, lawyers and politicians do 
it. Likeability can be boosted by praising the 
audience and by perceived similarity. Even the 
most fleeting similarities can be persuasive.

5. Authority: people tend to defer to experts 
because it saves us trying to work out the pros 
and cons ourselves (read the classic experiment 
on obedience to authority).

6. Attractiveness: the physical attractiveness of 
the source is only important if it is relevant (e.g. 
when selling beauty products).

7. Match message and medium: One useful rule 
of thumb is: if the message is difficult to 
understand, write it; if it’s easy, put it in a video.

8. Avoid forewarning: don’t open up saying “I will 
try and persuade you that…” If you do, people 
start generating counter-arguments and are less 
likely to be persuaded.

9. Go slow: If the audience is already sympathetic, 
then present the arguments slowly and carefully 
(as long as they are relevant and strong). If the 
audience is against you then fast talkers can be 
more persuasive.

10. Repetition: whether or not a statement is true, 
repeating it a few times gives the all-important 
illusion of truth. The illusion of truth leads to the 
reality of persuasion.

11. Social proof: you’ve heard it before and you’ll 
hear it again—despite all their protestations of 
individuality, people love conformity. So tell them 
which way the flock is going because people 
want to be in the majority.

12. Attention: if the audience isn’t paying 
attention, they can’t think about your 
arguments, so attitudes can’t change. That’s 
why anything that sharpens attention, like 
caffeine, makes people easier to persuade. 
And speaking of attention…

13. Minimize distraction: if you’ve got a strong 
message then audiences are more swayed if 
they pay attention. If the arguments are weak 
then it’s better if they’re distracted.

14. Positively framed: messages with a positive 
frame can be more persuasive.

15. Disguise: messages are more persuasive if 
they don’t appear to be intended to persuade 
or influence as they can sidestep 
psychological reactance (hence the power of 
overheard arguments to change minds).

16. Psychologically tailored: messages should 
match the psychological preferences of the 
audience. E.g. some people prefer thinking-
framed arguments and others prefer feel-
framed arguments (see: battle between 
thought and emotion in persuasion). Also, 
some people prefer to think harder than 
others.

17. Go with the flow: persuasion is strongest 
when the message and audience are 
heading in the same direction. Thoughts 
which come into the audience’s mind more 
readily are likely to be more persuasive.
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18. Confidence: not only your confidence, but 
theirs. The audience should feel confident 
about attitude change. Audience confidence 
in their own thoughts is boosted by a credible 
source and when they feel happy (clue: 
happy audiences are laughing).

19. Be powerful: a powerful orator influences 
the audience, but making the audience 
themselves feel powerful increases their 
confidence in attitude change. An audience 
has to feel powerful enough to change.

20. Avoid targeting strong beliefs: strong 
attitudes and beliefs are very difficult to 
change. Do not directly approach long-
standing ideas to which people are 
committed, they will resist and reject. Strong 
beliefs must be approached indirectly.



ΕΝΟΤΗΤΑ 2
ΟΙ ΑΡΧΕΣ ΠΕΙΘΟΥΣ



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή της ανταπόδοσης
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Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή του κοινωνικού προτύπου
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Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή της συνέπειας
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Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή της αυθεντίας

9

Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή της συμπάθειας
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Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



2. Οι βασικές ψυχολογικές αρχές τις οποίες χρησιμοποιεί η 
Πειθώς/ Αρχή της σπανιότητας
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Language of Persuasion
The goal of most media messages is to persuade 
the audience to believe or do something. The 
commercial media messages most concerned with 
persuading us are found in advertising, public 
relations and advocacy. Commercial advertising 
tries to persuade us to buy a product or service. 
Public relations (PR) "sells” us a positive image of a 
corporation, government or organization. Politicians 
and advocacy groups (groups that support a 
particular belief, point of view, policy, or action) try 
to persuade us to vote for or support them, using 
ads, speeches, newsletters, websites, and other 
means. 



ΕΝΟΤΗΤΑ 3
ΤΕΧΝΙΚΕΣ ΠΕΙΘΟΥΣ ΣΤΗ ΔΙΑΦΗΜΙΣΗ



3. Οι Τεχνικές Πειθούς που χρησιμοποιούνται 
συνηθέστερα στη διαφήμιση
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I. Basic persuasion 
techniques

1. Association.

2. Bandwagon.

3. Beautiful people.

4. Bribery.

5. Celebrities (a type of 
Testimonial – the opposite of 
Plain folks).

6. Experts (a type of Testimonial).

7. Explicit claims.

8. Fear.

9. Humor.

10. Intensity.

11. Maybe.

12. Plain folks. 

13. Repetition.

14. Testimonials.

15. Warm & fuzzy.

II. Intermediate persuasion 
techniques

16. The Big Lie. 

17. Charisma.

18. Euphemism.

19. Extrapolation.

20. Flattery. 

21. Glittering generalities.

22. Name-calling.

23. New.

24. Nostalgia.

25. Rhetorical questions.

26. Scientific evidence. 

27. Simple solution.

28. Slippery slope.

29. Symbols.

III. Advanced persuasion 
techniques

30. Ad hominem.

31. Analogy.

32. Card stacking.

33. Cause vs. Correlation.

34. Denial.

35. Diversion.

36. Group dynamics.

37. Majority belief.

38. Scapegoating.

39. Straw man.

40. Timing. 



3.1 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Τεχνική της διασύνδεσης
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Διασύνδεση
This persuasion technique tries to link a product, service, or idea 
with something already liked or desired by the target audience, 
such as fun, pleasure, beauty, security, intimacy, success, wealth, 
etc. The media message doesn’t make explicit claims that you’ll 
get these things; the association is implied. 

Association can be a very powerful technique. 
A good ad can create a strong emotional response and then 
associate that feeling with a brand (family = Coke, victory = Nike). 
This process is known as emotional transfer. 

Catherine Deneuve for Chanel 
(advertisement 1976)

The most treasure name 
in perfumes

Chanel No 5 Perfume (1952)

“Γαλλική  
φινέτσα”



3.1 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Τεχνική της διασύνδεσης
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Association

Several of the persuasion techniques 
below, like Beautiful people, Warm & 
fuzzy, Symbols and Nostalgia, are 
specific types of association.

Warm 
& fuzzy



3.2 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Όμορφα μοντέλα (Beautiful people)
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Όμορφα μοντέλα

Beautiful people uses good-looking models 
(who may also be celebrities) to attract our
attention. 

This technique is extremely common in ads, 
which may also imply (but never promise!) that 
we’ll look like the models if we use the product.

Models for Arrow 
Shirts were so 
popular that they 
would received bags 
of fan mail as soon 
as they were 
introduced. 
Epitomizing the 
'Modern Man', the 
Arrow Shirt men 
were one of the 
most successful 
advertising 
campaigns in 
history. The 
campaign ran from 
1905 until 1930 
without waning.

Dolce & Gabbana, new Light Blue 
fragrance campaign with Bianca Balti 

and David Gandy (2013)



3.2 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Όμορφα μοντέλα (Beautiful people)
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Όμορφα μοντέλα – Ιδανική ομορφιά

Συχνά η επίδραση της χρήσης όμορφων μοντέλων επιδιώκεται ν’ 
αυξηθεί με την περαιτέρω εξιδανίκευση της εμφάνισης τους. Η 
εξιδανίκευση συνίσταται στην διόρθωση/αλλαγή στοιχείων της εικόνας 
των μοντέλων ώστε να προσεγγίζουν μια ιδανική εκδοχή των 
χαρακτηριστικών του συγκεκριμένου μοντέλου, σε σχέση με το τι 
θεωρείται τη δεδομένη στιγμή, και στην συγκεκριμένη κοινωνική ομάδα 
“όμορφο”. 

Σύγκριση της εικόνα της ηθοποιού Τζούλιας
Ρόμπερτς, σε δημόσια εμφάνιση της (ΠΡΙΝ), και όταν 
διαφημίζει τα καλλυντικά της LANCOME (ΜΕΤΑ).   

Οδηγίες για 
ψηφιακή 

επεξεργασία της 
φωτογραφίας 

ενός μοντέλου, 
οι οποίες θα 
γίνουν με τη 
βοήθεια του 
Photoshop 

(ΠΡΙΝ), και το 
αποτέλεσμα της 

ψηφιακής 
επεξεργασίας 

(ΜΕΤΑ).  

ΠΡΙΝ ΜΕΤΑ



3.2 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Όμορφα μοντέλα (Beautiful people)
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Όμορφα μοντέλα

Photoshop transformation

Yet another new timelapse video 
showing the dramatic effects 
photoshop can have on a model 
has been released.

Check out the video and see why 
activists are rallying for a 
mandatory disclaimer when ads 
retouch their subjects.

Sally Gifford Piper – the woman 
in the video – and her husband 
Tim – who happens to be a writer 
and director of television 
commercials (who also did the 
similiary focused Dove Evolution 
ads) are calling this process 
Body Evolution.. Movie 

“Body Evolution 
Model Before and After”



3.3 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Εικόνες συναισθηματικών στιγμών (Warm & fuzzy)
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Συναισθηματικές στιγμές

This technique uses 
sentimental images 
especially of families, kids 
and animals to stimulate 
feelings of pleasure, comfort, 
and delight. It may also 
include the use of soothing 
music, pleasant voices, and 
evocative words like "cozy" or 
"cuddly.” 

The Warm & fuzzy technique 
is another form of 
Association. It works well with 
some audiences, but not with 
others, who may find it too 
corny.

Διαφήμιση 
παιδικών 

τροφών 
ΓΙΩΤΗ

Διαφήμιση 
αντηλιακού
NIVEA



3.3 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Εικόνες συναισθηματικών στιγμών (Warm & fuzzy)
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Συναισθηματικές 
στιγμές

Διαφημίσεις 
μπύρας ΦΙΞ



3.4 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Σύμβολα (Symbols)
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Σύμβολα

Symbols are words or 
images that bring to mind 
some larger concept, usually 
one with strong emotional 
content, such as home, 
family, nation, religion, 
gender, or lifestyle.

Persuaders use the power 
and intensity of symbols to 
make their case. But 
symbols can have different 
meanings for different 
people.

Hummer SUVs are status 
symbols for some people, 
while to others they are 
symbols of environmental
irresponsibility.

Διαφήμιση 
της Coca 

Cola

Mikey Mouse

Το σύμβολο του 

παιδικού φίλου



3.4 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Σύμβολα (Symbols)
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Σύμβολα

Διαφήμιση 
μπαταριών 

BEREC

Superman
Το σύμβολο της δύναμης



3.4 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Σύμβολα (Symbols)
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Σύμβολα



3.4 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Σύμβολα (Symbols)
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3.5 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Νοσταλγία (Nostalgia - the "good old days")
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Νοσταλγία

This is the opposite of the New 
technique. 

Many advertisers invoke a time 
when life was simpler and 
quality was supposedly better 
("like Mom used to make"). 
Politicians promise to bring 
back the "good old days" and 
restore "tradition." But whose 
traditions are being restored? 
Who did they benefit, and who
did they harm? 

This technique works because 
people tend to forget the bad 
parts of the past, and 
remember the good.

In 2010 a Brazilian ad 
agency made a series of 
throwback social media 
posters, including this 
one for Facebook:



3.5 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Νοσταλγία (Nostalgia - the "good old days")
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Νοσταλγία

In 2010 a Brazilian ad 
agency made a series of 
throwback social media 
posters, including this 
one for Facebook:



3.5 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Νοσταλγία (Nostalgia - the "good old days")
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Νοσταλγία

Στο παράδειγμα δεξιά, 
το αυτοκίνητο Ford 
Focus παρουσιάζεται 
με μια ρετρό εκδοχή με 
την παρουσία ενός pin-
up girl. 



3.5 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Νοσταλγία (Nostalgia - the "good old days")
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Νοσταλγία



3.6 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Ακολουθώντας τους πολλούς (Bandwagon)
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Ακολουθώντας τους 
πολλούς

Many ads show lots of 
people using the product, 
implying that "everyone is 
doing it" (or at least, "all 
the cool people are doing 
it"). No one likes to be left 
out or left behind, and 
these ads urge us to 
"jump on the 
bandwagon.” 

Politicians use the same 
technique when they say, 
"The American people 
want..."

How do they know?. Αθλητικά γεγονότα και πολιτικοί 
Μια στενή σχέση …



30

Ακολουθώντας τους 
πολλούς

Many ads show lots of 
people using the product, 
implying that "everyone is 
doing it" (or at least, "all the 
cool people are doing it"). No 
one likes to be left out or left 
behind, and these ads urge 
us to "jump on the 
bandwagon.” 

Politicians use the same 
technique when they say, 
"The American people 
want..."

How do they know?.

Διαφήμιση 
του 
Nescafe

Διαφήμιση
“Εμποροραπτικού”

Οίκου (ραφείου).  

3.6 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Ακολουθώντας τους πολλούς (Bandwagon)



3.7 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Η θέληση της πλειοψηφίας (Majority belief)

31

Θέληση πλειοψηφίας

This technique is similar to 
the Bandwagon technique. 

It works on the assumption 
that if most people believe 
something, it must be true. 

That’s why polls and 
survey results are so often 
used to back up an 
argument, even though 
pollsters will admit that 
responses vary widely 
depending on how one 
asks the question.

Διαφήμιση των 
μαγιών ΓΛΑΡΟΣ

Όλοι θα σας
προσέχουν

.. Γιατί όλοι
συμφωνούν

Διαφήμιση της 
σοκολάτας ΙΟΝ



3.8 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Δωροδοκία (Bribery)
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Δωροδοκία

This technique tries to 
persuade us to buy a 
product by promising to give 
us something else, like a 
discount, a rebate, a coupon, 
or a "free gift.” Sales, special 
offers, contests, and 
sweepstakes are all forms of 
bribery. 

Unfortunately, we don’t really 
get something for free -- part 
of the sales price covers the 
cost of the bribe.

Διαφημιστικό 
κουπόνι της 

McDonalds για την 
προώθηση νέου 

προϊόντος  
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Δωροδοκία

Διαφημίσεις που 
προσπαθούν να 

προσελκύσουν το 
ενδιαφέρον με την 

υπόσχεση της παροχής 
κάποιου δώρου 

ή χρηματικού ποσού

3.8 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Δωροδοκία (Bribery)



3.9 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Μαρτυρίες (Testimonials)
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Μαρτυρίες

Media messages often show 
people testifying about the 
value or quality of a product, or
endorsing an idea. They can be 
experts, celebrities, or plain 
folks. 

We tend to believe them 
because they appear to be a 
neutral third party (a pop star, 
for example, not the lipstick 
maker, or a community member
instead of the politician running 
for office). 

This technique works best when 
it seems like the person 
“testifying” is doing so because 
they genuinely like the product 
or agree with the idea. Some 
testimonials may be less
effective when we recognize 
that the person is getting paid 
to endorse the product.

Διαφήμιση 
της 
EQUILEND

Διαφήμιση της BANK of OSWEGO
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Testimonials

Several of the techniques below, like 
Celebrities, Plain folks, Experts and 
Scientific evidence, are specific types of 
testimonial technique.

Scientific 
evidence

3.9 Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Μαρτυρίες (Testimonials)

Plain 
folks



3.10 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Διασημότητες (Celebrities)
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Διασημότητες

A type of Testimonial – the opposite of Plain folks. 

We tend to pay attention to famous people. That’s why they’re famous! Ads 
often use celebrities to grab our attention. By appearing in an ad, celebrities 
implicitly endorse a product; sometimes the endorsement is explicit. 

Many people know that companies pay celebrities a lot of money to appear 
in their ads (Nike’s huge contracts with leading athletes, for example, are 
well known) but this type of testimonial still seems to be effective.

This ad for 
sharpies is 
promoted by 
famous 
soccer player 
David 
Beckham. 
This ad used 
testimonials 
and plain folks 
techniques to 
get people to 
pick and use 
sharpie. 

It uses 
Beckham's 
celebrity 
status and 
they use a 
personalized 
handwritten 
letter from him 
in the ad.

H Marilyn Monroe 
σε διαφήμιση 
σαμπουάν



3.10 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Διασημότητες (Celebrities)
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Διασημότητες

O Ronald Reagan 
σε διαφήμιση 

τσιγάρων

Ο Michael 
Jackson 
σε 
διαφήμιση
της Pepsi



3.11 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Απλός λαός (Plain folks)
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Απλός λαός

A type of Testimonial – the opposite of Celebrities. 

This technique works because we may believe a "regular person" more 
than an intellectual or a highly-paid celebrity. It’s often used to sell 
everyday products like laundry detergent because we can more easily 
see ourselves using the product, too. 

The plain folks technique strengthens the down-home, "authentic" 
image of products like pickup trucks and politicians. Unfortunately, 
most of the "plain folks" in ads are actually paid actors carefully 
selected because they look like "regular people”.

Διαφήμιση 
του Ariel

Διαφήμιση 
του Dove



3.12 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ειδικοί (experts) 
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Ειδικοί

A type of Testimonial. 

We rely on experts to 
advise us about things 
that we don’t know
ourselves. Scientists, 
doctors, professors and 
other professionals 
often appear in ads 
and advocacy
messages, lending 
their credibility to the 
product, service, or 
idea being sold. 

Sometimes, Plain folks 
can also be experts, as 
when a mother 
endorses a brand of 
baby powder or a 
construction worker 
endorses a treatment
for sore muscles.

Διαφήμιση 
της FIAT

Διαφήμιση 
της CAMEL



3.12 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ειδικοί (experts) 

40

Ειδικοί



3.12 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ειδικοί (experts) 
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Διαφήμιση 
της μπύρας 

ΦΙΞ

Διαφήμιση του Skip

Ειδικοί



3.13 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επιστημονικά ευρήματα (Scientific evidence) 
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Επιστημονικά 
ευρήματα

This is a particular 
application of the 
Expert technique. It 
uses the paraphernalia 
of science (charts, 
graphs, statistics, lab 
coats, etc.) to "prove" 
something. 

It often works because 
many people trust 
science and scientists. 
It’s important to look 
closely at the 
"evidence," however, 
because it can be
misleading.

Διαφήμιση του 
CHESTERFIELD

Διαφήμιση 
της 
L’OREAL



3.13 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επιστημονικά ευρήματα (Scientific evidence) 
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Επιστημονικά 
ευρήματα

This is a particular 
application of the 
Expert technique. It 
uses the paraphernalia 
of science (charts, 
graphs, statistics, lab 
coats, etc.) to "prove" 
something. 

It often works because 
many people trust 
science and scientists. 
It’s important to look 
closely at the 
"evidence," however, 
because it can be
misleading.

Διαφήμιση 
της FIAT

Διαφήμιση 
του 

Lucozade



3.13 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επιστημονικά ευρήματα (Scientific evidence) 
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Επιστημονικά 
ευρήματα

This is a particular 
application of the 
Expert technique. It 
uses the paraphernalia 
of science (charts, 
graphs, statistics, lab 
coats, etc.) to "prove" 
something. 

It often works because 
many people trust 
science and scientists. 
It’s important to look 
closely at the 
"evidence," however, 
because it can be
misleading.

Διαφήμιση 
του 

GENIFIQUE



3.14 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Κατηγορηματικές δηλώσεις (Explicit claims) 
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Κατηγορηματικές δηλώσεις

Something is "explicit" if it is 
directly, fully, and/or clearly 
expressed or demonstrated. For 
example, some ads state the price 
of a product, the main ingredients, 
where it was made, or the number 
of items in the package – these are 
explicit claims. So are specific, 
measurable promises about quality, 
effectiveness, or reliability, like 
“Works in only five minutes!” 

Explicit claims can be proven true 
or false through close examination 
or testing, and if they’re false, the 
advertiser can get in trouble. It can 
be surprising to learn how few ads 
make explicit claims. Most of them 
try to persuade us in ways that 
cannot be proved or disproved. 

Διαφήμιση 
του χυμού 

ροδιού POM



3.14 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Κατηγορηματικές δηλώσεις (Explicit claims) 
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Κατηγορηματικές δηλώσεις

Something is "explicit" if it is 
directly, fully, and/or clearly 
expressed or demonstrated. For 
example, some ads state the price 
of a product, the main ingredients, 
where it was made, or the number 
of items in the package – these are 
explicit claims. So are specific, 
measurable promises about quality, 
effectiveness, or reliability, like 
“Works in only five minutes!” 

Explicit claims can be proven true 
or false through close examination 
or testing, and if they’re false, the 
advertiser can get in trouble. It can 
be surprising to learn how few ads 
make explicit claims. Most of them 
try to persuade us in ways that 
cannot be proved or disproved. 

Διαφήμιση του 
παυσίπονου 

ΑΠΕΝ



3.15 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Φόβος (Fear) 
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Φόβος

This is the opposite of the Association 
technique. It uses something disliked 
or feared by the intended audience 
(like bad breath, failure, high taxes or 
terrorism) to promote a "solution.” 

Ads use fear to sell us products that 
claim to prevent or fix the problem. 
Politicians and advocacy groups 
stoke our fears to get elected or to 
gain support. 



3.15 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Φόβος (Fear) 
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Φόβος

Διαφήμιση της 
οδοντόκρεμας 
Crest

Διαφήμιση της οδοντόκρεμας 
Maxam. Η ιδέα είναι: 

“Πλένετε τα δόντια σας με Maxam
αλλιώς … θ’ αποκτήσουν 
κολοσσιαίες κουφάλες”



3.16 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Χιούμορ (Humor) 
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Χιούμορ

Many ads use humor because 
it grabs our attention and it’s a 
powerful persuasion technique. 
When we laugh, we feel good. 
Advertisers make us laugh and 
then show us their product or 
logo because they’re trying to 
connect that good feeling to 
their product. They hope that 
when we see their product in a 
store, we’ll subtly re-experience 
that good feeling and select 
their product. Advocacy 
messages (and news) rarely 
use humor because it can 
undermine their credibility; an 
exception is political satire. 



3.16 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Χιούμορ (Humor) 
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Χιούμορ

Rushmore Monument



3.16 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Χιούμορ (Humor) 
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Χιούμορ



3.17 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Έμφαση/Υπερβολή (Intensity/Hyperbole) 
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Έμφαση/Υπερβολή. 

The language of ads 
is full of intensifiers, 
including superlatives 
(greatest, best, most, 
fastest, lowest prices), 
comparatives (more, 
better than, improved, 
increased, fewer 
calories), hyperbole 
(amazing, incredible, 
forever), exaggeration, 
and many other ways to 
hype the product. 



3.17 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Έμφαση/Υπερβολή (Intensity/Hyperbole) 
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Έμφαση/
Υπερβολή. 



3.18 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αμφιβολία (Maybe) 

54

Αμφιβολία

Unproven, 
exaggerated or 
outrageous claims 
are commonly 
preceded by 
"weasel words" such 
as may, might, can, 
could, some, many, 
often, virtually, as 
many as, or up to. 
Watch for these 
words if an offer 
seems too good to 
be true. 

Commonly, the 
Intensity and Maybe 
techniques are used 
together, making the 
whole thing 
meaningless. 



3.19 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επανάληψη (Repetition) 
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Επανάληψη

Advertisers use repetition in 
two ways: 

Within an ad or advocacy 
message, words, sounds or 
images may be repeated to 
reinforce the main point. 

And the message itself (a TV 
commercial, a billboard, a 
website banner ad) may be 
displayed many times. 

Even unpleasant ads and 
political slogans work if they 
are repeated enough to pound 
their message into our minds. 



3.19 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επανάληψη (Repetition) 
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Επανάληψη

Advertisers use repetition in 
two ways: 

Within an ad or advocacy 
message, words, sounds or 
images may be repeated to 
reinforce the main point. 

And the message itself (a TV 
commercial, a billboard, a 
website banner ad) may be 
displayed many times. 

Even unpleasant ads and 
political slogans work if they 
are repeated enough to pound 
their message into our minds. 



3.20 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Το μεγάλο ψέμα (The big lie) 
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Το μεγάλο ψέμα

According to Adolf Hitler, 
one of the 20th century’s 
most dangerous 
propagandists, 
people are more 
suspicious of a small lie 
than a big one. The Big 
Lie is more than 
exaggeration or hype; it’s 
telling a complete 
falsehood with such 
confidence and charisma 
that people believe it. 

Recognizing The Big Lie 
requires "thinking outside 
the box" of conventional 
wisdom and asking the 
questions other people 
don’t ask. 

“Make the lie big, 

make it simple, 

keep saying it, and 

eventually they will believe it.”

Adolf Hitler



3.20 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Το μεγάλο ψέμα (The big lie) 
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Το μεγάλο ψέμα



3.20 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Το μεγάλο ψέμα (The big lie) 
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Το μεγάλο ψέμα



3.21 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Χάρισμα (Charisma) 
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Χάρισμα

Sometimes, persuaders 
can be effective simply 
by appearing firm, bold, 
strong, and confident. 
This is particularly true in 
political and advocacy 
messages. 

People often follow 
charismatic leaders even 
when they disagree with 
their positions on issues 
that affect them. 



3.21 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Χάρισμα (Charisma) 
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Χάρισμα

Paul Newman 

& Marilyn Monroe 

on vespa



3.22Τεχνικές Πειθούς που χρησιμοποιούνται στη διαφήμιση/ 
Συναισθηματικές λέξεις
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Emotional words

Several of the persuasion techniques 
below, like Euphemism, Glittering 
generalities and Name-calling, are 
specific types of techniques that using 
emotional words.

Glittering 
generalities



3.23 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ευφημισμός (Euphemism) 
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Ευφημισμός

While the Glittering generalities
and Name-calling techniques 
arouse audiences with vivid, 
emotionally suggestive words, 
Euphemism tries to pacify 
audiences in order to make an 
unpleasant reality more 
palatable.

Bland or abstract terms are 
used instead of clearer, more 
graphic words. Thus, we hear 
about corporate “downsizing” 
instead of “layoffs,” or 
“enhanced interrogation 
techniques” instead of “torture”. 

… .Η πρώτη διαφήμιση της 

πρώτης σερβιέτας εξιστορούσε 

το πώς ο χαρτοεπίδεσμος

«έσωσε τις νοσοκόμες»



3.24 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Εντυπωσιακές γενικότητες (Glittering generalities) 
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Εντυπωσιακές 
γενικότητες

This is the use of so-
called "virtue words" such 
as civilization, democracy, 
freedom, patriotism, 
motherhood, fatherhood, 
science, health, beauty, 
and love. 

Persuaders use these 
words in the hope that we 
will approve and accept 
their statements without 
examining the evidence. 
They hope that few 
people will ask whether 
it’s appropriate to invoke 
these concepts, while 
even fewer will ask what 
these concepts really 
mean.

… .



3.24 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Εντυπωσιακές γενικότητες (Glittering generalities) 
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Εντυπωσιακές 
γενικότητες

This is the use of so-called 
"virtue words" such as 
civilization, democracy, 
freedom, patriotism, 
motherhood, fatherhood, 
science, health, beauty, and 
love. 

Persuaders use these words in 
the hope that we will approve 
and accept their statements 
without examining the 
evidence. They hope that few 
people will ask whether it’s 
appropriate to invoke these 
concepts, while even fewer will 
ask what these concepts really 
mean.

… .



3.25 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αρνητική ταυτότητα (Name-calling) 
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Αρνητική 
ταυτότητα

This technique links a 
person or idea to a 
negative symbol (liar, 
creep, gossip, etc.). 
It’s the opposite of 
Glittering generalities. 

Persuaders use 
Name-calling to make 
us reject the person 
or the idea on the 
basis of the negative 
symbol, instead of 
looking at the 
available evidence. 

A subtler version of 
this technique is to 
use adjectives with 
negative connotations 
(extreme, passive, 
lazy, pushy, etc.)

… .



3.26 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Εξαγωγή συμπεράσματος (Extrapolation) 
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Εξαγωγή 
συμπεράσματος

Persuaders 
sometimes draw 
huge conclusions on 
the basis of a few 
small facts. 

Extrapolation works 
by ignoring 
complexity. It’s most 
persuasive when it 
predicts something 
we hope can or will 
be true.

Διαφημίσεις 

της Avis



3.27 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Κολακεία (Flattery) 
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Κολακεία

Persuaders love to flatter 
us. 

Politicians and 
advertisers sometimes 
speak directly to us: “You 
know a good deal when 
you see one.” “You 
expect quality.” “You work 
hard for a living.” “You 
deserve it.” 

Sometimes ads flatter us 
by showing people doing 
stupid things, so that we’ll 
feel smarter or superior. 

Flattery works because 
we like to be praised and 
we tend to believe people 
we like. (We’re sure that 
someone as brilliant as 
you will easily understand 
this technique!).

… .



3.27 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Κολακεία (Flattery) 
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Κολακεία

Persuaders love to flatter 
us. 

Politicians and 
advertisers sometimes 
speak directly to us: “You 
know a good deal when 
you see one.” “You 
expect quality.” “You work 
hard for a living.” “You 
deserve it.” 

Sometimes ads flatter us 
by showing people doing 
stupid things, so that we’ll 
feel smarter or superior. 

Flattery works because 
we like to be praised and 
we tend to believe people 
we like. (We’re sure that 
someone as brilliant as 
you will easily understand 
this technique!).

… .



3.28 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Νέο (New) 
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Νέο

We love new things 
and new ideas, 
because we tend to 
believe they’re 
better than old 
things and old 
ideas.

That’s because the 
dominant culture in 
the United States 
(and many other 
countries) places 
great faith in 
technology and 
progress.

… .



3.28 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Νέο (New) 

Νέο



3.29 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ρητορικές ερωτήσεις (Rhetorical questions) 
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Ρητορικές 
ερωτήσεις

These are questions 
designed to get us to 
agree with the speaker. 
They are set up so that 
the “correct” answer is 
obvious. 

"Do you want to get out 
of debt?" "Do you want 
quick relief from 
headache pain?" and 
"Should we leave our 
nation vulnerable to 
terrorist attacks?" are 
all rhetorical questions.

Ποιανού είναι τα 
γενέθλια, 

τέλος πάντων;
Η Επισκοπική Εκκλησία θεωρεί ότι το 

σημαντικό νέο τα Χριστούγεννα δεν είναι 
ποιος κατεβαίνει από την καμινάδα, αλλά 

το ποιος ήρθε στη γη από τον Ουρανό. 

Σε προσκαλούμε να έρθεις να μας 
συναντήσεις και να γιορτάσουμε τη 

γέννηση του Ιησού Χριστού. 

Η Επισκοπική Εκκλησία



3.30 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Απλή λύση (Simple solution) 
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Απλή λύση

Life is complicated. People 
are complex. Problems 
often have many causes, 
and they’re not easy to 
solve. These realities 
create anxiety for many of 
us. Persuaders offer relief 
by ignoring complexity and 
proposing a Simple 
solution. 

Politicians claim one policy 
change (lower taxes, a 
new law, a government 
program) will solve big 
social problems. 
Advertisers take this 
strategy even further, 
suggesting that a 
deodorant, a car, or a 
brand of beer will make 
you beautiful, popular and 
successful.

… .



3.31 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Ολισθηρή πλαγιά (Slippery slope) 
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Ολισθηρή πλαγιά

This technique combines 
Extrapolation and Fear. Instead 
of predicting a positive future, it 
warns against a negative 
outcome. It argues against an 
idea by claiming it’s just the first 
step down a “slippery slope” 
toward something the target 
audience opposes.

"If we let them ban smoking in 
restaurants because it’s 
unhealthy, eventually they’ll ban 
fast food, too." This argument 
ignores the merits of banning 
smoking in restaurants. The 
Slippery slope technique is 
commonly used in political 
debate, because it’s easy to 
claim that a small step will lead 
to a result most people won’t 
like, even though small steps 
can lead in many directions.

… .



3.32 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ “Κατά ανθρώπου” (Ad hominem) 

75

“Κατά 
ανθρώπου”

Latin for "against the 
man“, the ad 
hominem technique 
responds to an 
argument by 
attacking the 
opponent instead of 
addressing the 
argument itself. It’s 
also called "attacking 
the messenger.” It 
works on the belief 
that if there’s 
something wrong or 
objectionable about 
the messenger, the 
message must also 
be wrong.

… .



3.32 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ “Κατά ανθρώπου” (Ad hominem) 
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“Κατά ανθρώπου”

… .



3.33 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αναλογία (Analogy) 
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Αναλογία

An analogy compares 
one situation with 
another. 

A good analogy, where 
the situations are 
reasonably similar, can 
aid decision-making.

A weak analogy may 
not be persuasive, 
unless it uses 
emotionally-charged 
images that obscure 
the illogical or unfair 
comparison.

… .



3.34 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Συνάθροιση επιχειρημάτων (Card stacking) 
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Συνάθροιση 
επιχειρηματων

No one can tell the 
whole story; we all tell 
part of the story. 

Card stacking, however, 
deliberately provides a 
false context to give a 
misleading impression. 

It "stacks the deck," 
selecting only favorable 
evidence to lead the 
audience to the desired 
conclusion.

.

… .



3.35 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αιτιότητα vs συσχέτιση (Cause vs correlation) 
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Αιτιότητα vs 
συσχέτιση

While 
understanding true 
causes and true 
effects is 
important, 
persuaders can 
fool us by 
intentionally 
confusing 
correlation with 
cause. 

For example: 
Babies drink milk. 
Babies cry. 
Therefore, drinking 
milk makes babies 
cry.

… .



3.35 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αιτιότητα vs συσχέτιση (Cause vs correlation) 
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Αιτιότητα 
vs 
συσχέτιση

… .



3.36 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Άρνηση (Denial) 
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Άρνηση

This technique is 
used to escape 
responsibility for 
something that is 
unpopular or 
controversial. It can 
be either direct or 
indirect. 

A politician who says, 
"I won’t bring up my 
opponent’s marital 
problems," has just 
brought up the issue 
without sounding 
mean.



3.36 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Άρνηση (Denial) 
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Άρνηση

… .

A series of ads, 
developed as a 

creative idea for UN 
Women by Memac

Ogilvy & Mather 
Dubai, uses genuine 
Google searches to 

reveal the 
widespread 

prevalence of sexism 
and discrimination 

against women. 
Based on searches 

dated 9 March, 2013 
the ads expose 

negative sentiments 
ranging from 

stereotyping as well 
as outright denial of 

women’s rights.



3.37 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αντιπερισπασμός (Diversion) 

83

Αντιπερισπασμός

This technique 
diverts our attention 
from a problem or 
issue by raising a 
separate issue, 
usually one where 
the persuader has a 
better chance of 
convincing us. 

Diversion is often 
used to hide the part 
of the story not being 
told. It is also known 
as a “red herring”.

Διαφήμιση της 

μπύρας Heineken



3.38 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Δυναμική της ομάδας (Group dynamics) 

84

Δυναμική της 
ομάδας

We are greatly 
influenced by what other 
people think and do. We 
can get carried away by 
the potent atmosphere 
of live audiences, rallies, 
or other gatherings. 

Group dynamics is a 
more intense version of 
the Majority belief and 
Bandwagon techniques.

… .



3.39 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αποδιοπομπαίος τράγος (Scapegoating) 

85

Αποδιοπομπαίος 
τράγος

Extremely powerful 
and very common in 
political speech, 
Scapegoating blames 
a problem on one 
person, group, race, 
religion, etc. 

Some people, for 
example, claim that 
undocumented 
(“illegal”) immigrants 
are the main cause of 
unemployment in the 
United States, even 
though unemployment 
is a complex problem 
with many causes. 
Scapegoating is a 
particularly dangerous 
form of the Simple 
solution technique.

Stalin as a peace protector, by the French 
anti-communist group Paix et Liberté, 1951.

Nazi WWII German-produced Russian Anti-
Semetic propaganda poster. Poster reads: "Jews
- A People of Contagion" with a Jewish
stereotype-caricature counting money on a
mound of skulls. The poster is marked
"Russ.ofs.d/1943-230917"



3.40 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Αχυράνθρωπος (Straw man) 
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Αχυράνθρωπος

This technique builds up 
an illogical or 
deliberately damaged 
idea and presents it as 
something that one’s 
opponent supports or 
represents. Knocking 
down the "straw man" is 
easier than confronting 
the opponent directly.

… .



3.41 Τεχνικές Πειθούς που χρησιμοποιούνται στη 
διαφήμιση/ Επικαιρότητα (Timing) 
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Επικαιρότητα

Sometimes a media 
message is persuasive 
not because of what it 
says, but because of 
when it’s delivered. This 
can be as simple as 
placing ads for flowers 
and candy just before 
Valentine’s Day, or 
delivering a political 
speech right after a 
major news event. 

Sophisticated ad 
campaigns commonly 
roll out carefully-timed 
phases to grab our 
attention, stimulate 
desire, and generate a 
response.



ΕΝΟΤΗΤΑ 4
Σεξιστικές διαφημίσεις

http://www.newmoney.gr/diethni/item/252425-26-diafimiseis-me-aroma-antifeminismou



4.1 Η γυναίκα στη διαφήμιση/ 89

Heinz, 1950

Η διαφήμιση ξεκινά με 
το μότο: «Οι 
περισσότεροι σύζυγοι, 
στις ημέρες μας, έχουν 
σταματήσει να χτυπούν 
τις γυναίκες τους...».

Van Heusen, 1951

«Δείξε της ότι ο κόσμος 
ανήκει στον άντρα».



4.1 Η γυναίκα στη διαφήμιση/ 90

Chase & 
Sanborn, 1952

Μία «ανάλαφρη» 
άποψη της 
ενδοοικογενειακής 
βίας.



4.1 Η γυναίκα στη διαφήμιση/ 91

Schlitz, 1952

«Μην ανησυχείς 
αγάπη μου, δεν 
έκαψες την... 
μπύρα».



4.1 Η γυναίκα στη διαφήμιση/ 92

Alcoa, 1953

Τα νέα καπάκια 
της εταιρείας δεν 
χρειάζονται 
«μαχαίρι για να 
ανοίξουν, 
ανοιχτήρι ή έστω 
τον σύζυγό σας».



4.1 Η γυναίκα στη διαφήμιση/ 93

Pitney-Bowes, 
1953

Είναι τόσο εύκολο 
να το 
χρησιμοποιήσεις 
που μπορεί να το 
κάνει ακόμη και 
μία γυναίκα.


