
 

 

University of Macau 

Faculty of Social Sciences and Humanities 

Department of Communication 

 

 

 

Exploring the Art of Persuasion:  

An Analysis of the Appeal Methods Used in Television Advertising  

for Children’s Food and Beverage 

 

 

 

Submitted by  

 

Ren Zhijie, Karin 

 

M-A9-5569-0 

 

Supervisor: Dr. Chang Wen Yu, Angela 

 

 

 

A thesis in partial fulfillment of requirements 

for the degree of Master of Arts 

in Communication and New Media 

at the University of Macau 

 

 

 

December, 2011 



 2

DECLARATION 

 

I hereby declare that I am the sole author of this thesis. This thesis contains no 

material that has been submitted for the award of any other degree in any university or 

other institute of tertiary education. Information cited from the works of others has 

been acknowledged in the text. 

 

1st December，2011 

 

                                                              Ren Zhijie，Karin 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 3

ACKNOWLEDGEMENT 

 

It is a pleasure to thank those who made this thesis possible. First of all, I would like 

to express my sincere appreciation to my supervisor, Dr. Angela W. Y. Chang, for her 

patient guidance, valuable comments and advices to my thesis. In the past two years, 

she has been my good teacher and helpful friend. Secondly, I am grateful to my 

committee members Prof. Chen Huailin and Dr. Carol TING Yi-feng, for their 

comments and advices. Thirdly, I would like to thank all my classmates for their 

friendship over these years for completion of this thesis. Finally, I would like to show 

my love and gratitude to my parents for their financial and spiritual supports, without 

which I cannot finish my study at the University of Macau. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 4

ABSTRACT 

Television advertising can be both an art of persuasion and a mirror to society. In 

recent years, childhood obesity has increased rapidly, which has led many to question 

the role that food and beverage advertising plays in this trend. Some previous studies 

have analyzed the techniques used in commercials and examined children’s ability to 

understand the techniques which marketers used to appeal to them. However, little has 

been known about how these techniques are utilized in Mainland China. This study is 

a content analysis of the appeal methods used in television advertising of China for 

children’s food and beverage. 489 samples in total were analyzed for audio-visual 

techniques, the presence of rewards for purchasing the product, product attribute 

themes and narrative themes. Obviously, 54.6% of sample commercials mentioned 

taste/flavor/smell/texture, 57.1% showed peers togetherness, 61.6% presented a 

general happy mood, 75.2% contained humor, and 92.8% contained a textual 

catchphrase or mentioned verbally. The study shows that the advertising techniques 

that advertisers use are those they believe to be the most effective. It also suggests that 

the techniques that children see the most often have the most potential impact on them. 

Therefore, advice on future research is made in order to assess the strength and type 

of this impact based on the appeal methods most frequently used. 

Key words: children obesity, food and beverage, television advertising, persuasive 

communication, appeal methods. 
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