Media Strategies:
· Bandwagon:  The suggestion that everyone is using or doing something: “Gatorade: Canada’s #1 bestseller”
· Cartoon/cute characters:  Creates sensitivity, emotional appeal
· Celebrity endorsement:  Also referred to as testimonial. Using well known person or organization to promote a product.
· Emotional appeal:  Appeals the emotions of the viewer.  A person may purchase the product or service because they would feel guilty if they did not.  The ad may also elicit a strong emotional connection which entices the viewer to acquire the product/service.   
· Facts and figures:  The implication that figures and statistics prove a point beyond dispute: “No-ache pills. A guaranteed 100 mg of pain relief.”  Fools audience into thinking their headache will be gone, but really it is only referring to the mg in 1 tablet.
· Gender / sex appeal:  This strategy appeals to each of the male and female genders.  
· Name calling:  It is the use of derogatory language or words that carry a negative connotation when describing an enemy. The propaganda attempts to arouse prejudice among the public by labeling the target something that the public dislikes.  Often, name calling is employed using sarcasm and ridicule, and shows up often in political cartoons or writings. When examining name calling propaganda, we should attempt to separate our feelings about the name and our feelings about the actual idea or proposal.
· Plain folks: Talking down to the viewers in order to appear just like them: “Use Tide. It makes your clothes as white as Mom used to wash them” The plain folks device is an attempt by the propagandist to convince the public that his views reflect those of the common person and that they are also working for the benefit of the common person. The propagandist will often attempt to use the accent of a specific audience as well as using specific idioms or jokes.
· Shock appeal:  Shock advertising or, “shockvertising” is a method of advertising that purposely offends and startles its viewers in an attempt to “gain attention, encourage cognitive processing, and have an immediate impact on behavior.” Ads containing disgusting images, sexual references, profanity and obscenity, religious taboos, vulgarity, impropriety (violations of societal “norms”), or moral offensiveness are considered to be “shocking” (Dahl, 2003).  It has been used for many years around the world, but has recently been questioned as to whether or not it is still a productive method of advertising.
· Snob appeal:  The association of a product with a desirable lifestyle: “She lives in Prince Royal. She spends her winters in the Swiss Alps.  She drives a Luxuriant.  Her perfume – Tusk.”
· Testimonials:  quotations or endorsements, in or out of context, which attempt to connect a famous or respectable person with a product or item. Testimonials are very closely connected to the transfer technique, in that an attempt is made to connect an agreeable person to another item.
